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ABSTRACK 

Penelitian ini bertujuan untuk mengetahui pengaruh dari Price Discount 

dan Sales Promotion terhadap Impulse Buying pada live streaming marketing e-

commerce TiktokShop. Penelitian ini menggunakan jenis penelitian asosiatif 

kausal dengan metode kuantitatif. Populasi yang digunakan dalam penelitian ini 

adalah Mahasiswa STIE Malangkuçeçwara yang menggunakan dan pernah 

melakukan transaksi atau pembelian di e-commerce TiktokShop dengan jumlah 

sampel sebanyak 92 responden. Pengambilan sampel dilakukan menggunakan 

teknik Probability sampling dengan metode Purposive Sampling. Teknik yang 

digunakan dalam penelitian dengan menggunakan analisis regresi linier berganda 

serta menggunakan Uji Asumsi klasik (Uji Normalitas, Uji Multikolinieritas, Uji 

Heterokedastisitas). Hasil dari penelitian menunjukkan Price Discount dan Sales 

Promotion secara simultan berpengaruh positif dan signifikan terhadap perilaku 

Impulse Buying pada live streaming marketing e-commerce TiktokShop. Price 

Discount secara parsial berpengaruh positif dan signifikan terhadap Impulse 

Buying pada live streaming marketing e-commerce TiktokShop, Sales Promotion 

secara parsial berpengaruh positif dan signifikan terhadap Impulse Buying pada 

live streaming marketing e-commerce TiktokShop. 
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ABSTRACT 

This study aims to determine the effect of Price Discounts and Sales 

Promotions on Impulse Buying in live streaming marketing e-commerce 

TiktokShop. This research uses causal associative research with quantitative 

methods. The population used in this study were STIE Malangkuçeçwara students 

who used and had made transactions or purchases on the TiktokShop e-commerce 

with a total sample of 92 respondents. Sampling was carried out using the 

probability sampling technique with the purposive sampling method. The 

technique used in this study uses multiple linear regression analysis and uses the 

classical assumption test (normality test, multicollinearity test, heteroscedasticity 

test). The results of the study show that Price Discounts and Sales Promotions 

simultaneously have a positive and significant effect on Impulse Buying behavior 

in TiktokShop e-commerce live streaming marketing. Price Discount partially has 

a positive and significant effect on Impulse Buying on live streaming marketing e-

commerce TiktokShop, Sales Promotion partially has a positive and significant 

effect on Impulse Buying on live streaming marketing e-commerce TiktokShop. 

Keywords: Price Discount, Sales Promotion, Impulse Buying  
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