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Abstract. This study aims to analyze the influence of Live streaming and Flash sale variables on 
the Impulse Buying behavior of Shopee E-commerce users in Indonesia. The method used is 
quantitative with descriptive analysis techniques to explain the characteristics of the sample and 
inferential analysis techniques using SPSS and AMOS software analysis tools. The study 
population consisted of Shopee e-commerce users in Indonesia, with a sample of 140 respondents 
selected by non-probability methods with purposive sampling techniques and analysis methods 
used in this study namely validity test, reliability test, classical assumption test, cross-tabulation 
test and path analysis. Data was obtained by distributing google form questionnaires through 
social media. The results of the analysis show that the existence of Live Streaming and Flash Sale 
has a positive and significant effect on Impulse Buying. This research provides a deeper 
understanding of the factors that influence Impulse Buying behavior in the context of Live 
Streaming and Flash Sale of Shopee e-commerce users. The results of this study can provide 
guidance for Shopee and other e-commerce parties to design more effective marketing strategies 
and focus on Flash Sale to increase impulse purchases. The results of the validity test output show 
that the data of this study is declared valid and the reliability test shows that each variable in this 
study is declared reliable or consistent. The statistical assumption test shows a positive and 
significant influence, which means that quality Live Streaming can provide stimulus to the Flash 
Sale program which is a limited number of offers for a short period of time so that it can 
encourage users to make impulse purchases or unplanned purchases. The path analysis fit model 
test shows a match of several samples that can subsidize the population as a whole. 
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1 Introduction 

Advanced internet technology offers many conveniences in our daily lives, one of which is in the business 
field. Businesses are now using information and communication technology as a sales promotion tool to launch 
brands, expand their market, make transactions, and even buy goods through e-commerce. This happens because 
of the rapid development of internet users. 

Figure 1. Data of Internet Users in Indonesia 
Source: Hootsuite.co.id (2023) 
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Total Population (total population): 276.4 million, Mobile connected devices: 353.8 million (128% of total 
population), Internet users: 212.9 million (77% of total population) and Active Social Media Users: 167 million 
(60.4% of total population). 

The presence of the Internet brings many important impacts to various industrial sectors, including the 
emergence of e-commerce services [1]. E-commerce refers to all online commercial activities through smart 
phones and computing devices, including the buying and selling of physical or digital products, which act as a 
bridge between businesses, consumers, and society [2]. Some of the e-commerce platforms include Amazon, 
Alibaba, eBay, and others. Indonesia has also begun to follow the development and transformation of the world 
of trade through online business. In Indonesia, we can find various platforms such as Shopee, Tokopedia, 
Lazada, Blibli and Bukalapak. Shopee was first launched in Singapore in 2015 and became the most preferred 
platform in Indonesia in the same year. It can be said, Shopee is very successful in Indonesia. 

Shopee is one of the marketplace businesses that has a C2C (consumer to consumer) business concept, 
which is a type of marketplace business that only provides a platform to facilitate the meeting of buyers and 
sellers. Shopee is the leading e-commerce platform in Southeast Asia and Taiwan. Shopee is designed to provide 
an easy, secure, and fast online shopping experience both through payment and strong logistical support to 
buyers and sellers. With a wide selection of product categories ranging from electronics, health & beauty, baby 
needs & toys, clothing, fitness equipment, to daily necessities. Shopee aims to continuously improve its 
platform and become the e-commerce destination of choice in Southeast Asia and Taiwan. Shopee comes in the 
form of a mobile application and website to make it easier for potential customers to shop [3]. The marketing 
strategy carried out by shopee is very successful, strategies carried out to increase sales, such as flash sale 
programs, cashback, discounts, tagline free shipping and live streaming [4]. 

2 Literature Review 
2.1 Live Streaming 

Live Streaming is the real-time audio and video broadcast of a program over the internet, giving the audience 
an immediate sensation as if they were on the scene. Live streaming also acts as an important promotional tool 
and influences purchase decisions, while creating interactive experiences that enhance customers relationships. 
Live streaming commerce is characterized as a part of e-commerce that incorporates real-time social interaction, 
a characteristic that is exclusive to live broadcasts. Live streaming or live broadcast is a development of media 
that involves real-time interaction. Live streaming is a very effective way to communicate with customers, as it 
can capture their attention completely and create high engagement [5], [6], [7], [8]. Based on this understanding, 
it can be concluded that live streaming is an activity to sell products involving live streamers who show different 
aspects of the product and attitudes and abilities to communicate with consumers so as to encourage the 
audience to buy it. Some indicators contained in Live Streaming [9] that is: 

1. Attractiveness 
a.   Live Streaming hosts have an interesting style of speech. 
b.   Live Streaming hosts are physically attractive.  

2. Trustworthiness 
a.   Live Streaming hosts are honest when conveying product-related information. 
b.   Live Streaming hosts can be trusted when offering products. 

3. Expertise 
a.   Experienced Live Streaming Hosts regarding the products delivered. 
b.   Live Streaming Hosts have the appropriate expertise to deliver products live. 

4. Product Usefulness 
a. Products in Live Streaming have benefits. 
b. Products in Live Streaming meet a need. 
5. Purchase Convenience 

a.   Sales in Live Streaming make it easy without having to travel. 
b.   Sales in Live Streaming are convenient to do. 

2.2 Flash Sale 

Flash sale is a strategy in online business to sell goods exclusively at a price that is much cheaper than the 
original, and of course in a very limited time. Flash sales are limited offers for a short period of time, limited to 
one per customer and only valid until supplies run out. Flash sale is a form of sales method in a limited and 
relatively short period of time. Flash sale is the sale of products with limited quantities, affordable prices and 
limited time limits [10], [11], [12], [13]. Based on this understanding, it can be concluded that flash sale is a 
marketing strategy that provides goods in limited quantities and provides cheaper prices than the usual price. 
Flash sale indicators contained in sales promotions [9] that is: 

ATHENA: Journal of Social, Culture and Society 
Vol 2, Issue 2, April 2024, Page 357-363 
ISSN: 2985 - 3605 (Media Online) 
DOI: https://doi.org/10.58905/athena.v2i2.288

358



1. Promotion Frequency is the number of sales promotions carried out at a time through sales promotion 
media. 
a.   Promotions provide more attractive sales. 
b.   Frequent promotions on various social media attract buying interest. 

2. Promotion Quality is a measure of how well sales promotions are done. 
a.   Flash Sale provides relevant product information. 
b.   Flash Sale provides accurate product information. 

3. Promotion Time is the value or number of sales promotions carried out by the company. 
a.   Flash Sale duration does not last long. 
b.   Flash Sale provides free prices. 

4. The accuracy or suitability of promotional targets is an important factor in achieving the company’s 
desired targets. 
a.   Flash Sale encourages for the purchase of products. 
b.   Flash Sale allows saving on product purchase expenses. 

2.3 Impulse Buying 

Impulse buying is buying without a plan and paying less attention to the consequences it will receive. So, 
consumers often feel that they are buying goods that they don't really need at that time. "Impulsive buying is an 
emotional decision or according to the impulse of the heart. Emotions can be very strong and act as the basis of 
a domain's purchase motive." Impulse buying is the act of buying that was not previously consciously 
recognized as a consequence. Impulsive buying includes purchases that are not planned and accompanied by 
positive emotions [14], [15], [16], [17]. Based on this understanding, it can be concluded that impulse buying is 
the desire to buy goods without planning and not in accordance with needs. Impulse buying indicator [18] that 
is: 

1. Pure Impulse 
a.   Making unplanned purchases on the basis of attractive products 
b.   Making unplanned purchases because it is on the basis of an attractive brand 

2. Impulse Reminders 
a.   Making unplanned purchases on the basis of remembering the product seen again is needed 
b.   Making an unplanned purchase because spontaneously when making a payment at the cashier, then 

seeing a product and remembering that the product is needed 
3. Impulse Advice 

a.   Making unplanned purchases on the basis of advice from others who have used the product first. 
b.   Making unplanned purchases on the basis of a desire to try. 

4. Planned Impulse 
a.   Make a purchase because you are tempted by the coupons that the seller offers. 
b.   Make purchases because you are tempted by existing discounts. 

Research Framework 

 
Figure 2. Research Framework 

H1 : Live Streaming has a positive effect on Impulse Buying. 
H2 : Flash Sale has a positive effect on Impulse Buying. 

3 Research Method 

The research method applied in this study uses quantitative research. Quantitative methods are defined as 
methods for testing certain theories, by collecting data to refute existing theories [19]. The data used is primary 
data using an online questionnaire through google form to respondents with measurements using a Likert scale 
with a score of 1-5. Likert scale is a scale used to measure the attitudes, opinions, and perceptions of a person or 

Live Streaming 

(X) 

Flash Sale 

(Y) 

Impulse Buying 

(Z) 
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group of people about social phenomena [20]. With the Likert scale, the variables to be measured are described 
into variable indicators. 

The population in this study is all Shopee e-commerce users who take advantage of the Live Streaming 
feature and Flash Sale program. In this study, the number of samples was 140 respondents taken through the 
application of non-probability sampling methods using purposive sampling techniques. Non probability 
sampling is a sampling technique that does not provide equal opportunities for every element or member of the 
population to be selected as a sample [21]. Purposive sampling technique is a sampling technique based on 
certain considerations [22]. The research data obtained were processed with SPSS and AMOS software using 
analytical tools used by undergoing testing procedures for validity test, reliability test, classical assumption test, 
cross-tabulated test and path analysis. 

Determination of the number of samples that play an important role in the estimation and interpretation of 
the results, the ideal and representative sample size is incorporated in the number of indicators of the 
observation variables multiplied by 5 to 10 times [23]. On this basis, the number of indicators in this study is 26 
indicators then 26 x 5 = 130. Therefore, the sample taken in this study was 140 respondents. 

4 Results and Discussion 
4.1 Validity Test and Reliability Test 

Validity testing is carried out to determine the validity or absence of a questionnaire from each of these 
variables. The validity tests that have been carried out in this study are shown in the following table: 

Table 1. Validity and Reliability Test Result 

Research Variables Invalid item Cα coefficient 

Live Streaming - 0,765* 
Flash Sale - 0,760* 
Impulse Buying - 0,782* 

*Corrected total item linkage coefficient (ritd) < 0,1660 
*Reliable 

4.2 Cross Tabulation Test 

Table 2. Cross Tabulation Test Result 
 Gender Total 

Male Female 
Age 10-20 5 13 18 

20-30 58 58 116 
30-40 1 0 1 

 40-50 3 2 5 
Total 67 73 140 

47,9% 52,1% 100% 
Domicile Cirebon 40 48 88 

Indramayu 3 4 7 
Majalengka 12 13 25 
Kuningan 5 2 7 

 Bandung 1 2 3 
 Yogyakarta 1 0 1 
 Tegal 0 1 1 
 Karawang 0 1 1 
 Kupang 1 0 1 
 Merauke 1 0 1 
 Serang 3 1 4 
 Jakarta 0 1 1 
Total 67 73 140 

47,9% 52,1% 100% 
 

Demographic respondent data in this study was mostly aged 20-30 years with a total of 116 respondents. The 
gender is mostly female with a total of 73 respondents, and for domicile most of them are Cirebon City with a 
total of 88 respondents. 
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4.3 Classical Assumption Test 

A. Normality Test 
The normality test, Kolmogorov-Smirnov aims to determine the distribution of the variables observed in the 

questionnaire, distributed normal. For the standard error used is sig ≤ 0.01. 

Table 3. Normality Test Result 

 Live Streaming Flash Sale Impulse Buying 
Asymp. Sig (2-tailed) 0,008 0,005 0,002 

 
Based on normality testing and it can be known that the value of the Live Streaming, Flash Sale and Impulse 

Buying variables is ≤ 0.01 meaning that the data from each variable is normally distributed. 
 

B. Multicollinearity Test 
The multicollinearity test is used to determine whether there is a strong correlation among the independent 

variables included in the formation of the model. To detect linear regression models experiencing 
multicollinearity can be checked using the Variance Inflation Factor (VIF) for the independent variable, that is, 
if the independent variable has a VIF value of ≤ 10 it means that multicollinearity has occurred. 

Table 4. Multicollinearity Test Result 

Model VIF 
Live Streaming(X) 1,778 
Flash Sale(Y) 1,778 

a. Dependent Variable: Impulse Buying 
Based on the output results, it is known that the VIF value of the Live Streaming and Flash Sale variables is 

1.778 each, smaller than 10, meaning that there has been multicollinearity of each independent variable (Live 
Streaming (X) and Flash Sale (Y)). 

4.4 Hypothesis Test 

Table 5. Hypothesis Test Result 

Hypothesis Path C.R P Result 
H1 Live Streaming (X) → Flash Sale (Y) 10,396 *** Accepted 
H2 Flash Sale (Y) → Impulse Buying (Z) 8,779 *** Accepted 

 
Table 5 shows the results of the hypothesis test. The results show all hypotheses are accepted, since the 

value of C.R is more than 1.98 i.e. with C.R values of 10, 396 and 8.779 respectively. And the P value also 
shows the same result if the P value < less than 0.05 or symbolized *** (below 0.01) then it means that two 
hypotheses have a significant effect or are accepted. 

4.5 Path Analysis 

Path analysis is an extension of the regression model, which is used to test the fit of the correlation matrix 
against two or more causal relationship models that are being compared by the researcher [24]. 

4.6 Model Fit Test 

Model fit testing aims to determine the suitability between the model and the data contained in this study, 
whether some samples can subsume the population as a whole. To measure the goodness of fit, two approaches 
can be used, namely the measurement of the overall fit model (absolute fit measure) and the comparison of the 
research model with other models (incremental fit measures) [25]. Goodness-of-Fit is intended to assess whether 
the data to be processed meets the assumptions of the structural equation model or not. Each of these approaches 
has several indices that have different functions and purposes from one another. To analyze this fit model, 
researchers use Structural Equation Modeling or SEM so that the output of the fit model is shown as follows. 
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Table 6. Result of Path Analysis Model Fit Test 

GFT Size Value Test Criteria Implication of H0 
P- Value 0,402 ≥ 0,05 Accepted 
RMSEA 0,000 ≤ 0,08 Accepted 
CMIN 0,702 ≤ 2,00 Accepted 
GFI 0.997 ≥ 0,90 Accepted 
AGFI 0,980 ≥ 0,90 Accepted 
CFI 1,000 ≥ 0,90 Accepted 
TLI 1.006 ≥ 0,90 Accepted 

4.7 Decomposition Influence 

Live Streaming (X) has a positive and very significant effect on Flash Sale (Y) is (0.66)2 = 0.4356 or 
43.56%. The remaining (1- 0.4356) = 0.5644 or 56.44% is influenced by other variables not described by the 
model. Flash Sale (Y) has a positive and significant effect on Impulse Buying (Z) is (0.6)2 = 0.36 or 36%. The 
remaining (1- 0.36) = 0.64 or 64, % is influenced by other variables not described by the model. The magnitude 
of the residual variable path coefficient model e1 against the exogenous variable Flash sale (Y) is √ 0.5644 = 
0.7513. In the magnitude of the model the coefficient of the residual variable path e2 to the endogenous variable 
Impulse Buying (Z) √ 0.64 = 0.8. Thus, the estimated structural influence of Flash Sale and Impulse Buying 
models is Y = 0.66X+0.7513e1 and Z= 0.6Y+0.8e2. 

5 Conclusion 

Based on the test results using SPSS and AMOS software analysis tools to test the Effect of Live Streaming 
on Flash Sale and Its Impact on Impulse Buying of Shopee e-commerce users in Indonesia, it can be concluded 
that live streaming and flash sale variables have a positive and significant effect on Impulse Buying, which 
means that quality Live Streaming can provide an interactive experience and stimulate Flash Sale programs that 
offer minimal large discounts 30% within a limited period of time and provides incentives to encourage 
purchases at the same time so as to encourage users to make impulse purchases or unplanned purchases.  
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