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ABSTRACT

UMKM memiliki peran penting dalam ekonomi Indonesia, namun hanya 34.10%
yang terlibat dalam e-commerce. Inovasi pemasaran yang didorong oleh teknologi
dan perubahan perilaku konsumen sangat penting untuk tetap bersaing. Live
streaming e-commerce menawarkan pengalaman belanja interaktif, memperluas
jangkauan konsumen, dan merangsang pembelian impulsif, yang sangat penting
dalam pasar yang dinamis saat ini.. Teknik pengambilan sampel yaitu Non-
probability sampling. Dengan sampel para pengguna e-commerce Yyang
menggunakan Livestreaming, dengan total 209 sampel yang memenuhi kriteria dan
menggunakan PLS SEM 3, menggunakan metode penelitian kuantitatif. persepsi
kesenangan, persepsi manfaat, persepsi kemudahan dan persepsi kontrol, kecuali
persepsi kontrol yang dirasakan terhadap impulse buying melalui flow experience.
Variabel kesenangan yang dirasakan memberikan kontribusi terbesar, dengan
indikator hiburan menonjol yang berkontribusi pada kesenangan yang dirasakan,
diikuti oleh aspek kesenangan dalam pengalaman berbelanja. Sebaliknya, variabel
pengalaman aliran menunjukkan kontribusi yang lebih rendah, dengan tingkat
konsentrasi menjadi faktor yang paling signifikan dalam pembentukan pengalaman
aliran, sedangkan tingkat minat memiliki dampak yang lebih rendah. Namun, aspek-
aspek lain dari pengalaman aliran, seperti kontrol, tantangan pribadi, dan kesenangan
spiritual, juga memainkan peran yang beragam dalam memengaruhi pengalaman
aliran secara keseluruhan.

Kata Kunci : Persepsi Kesenangan, Persepsi Manfaat, Persepsi Kemudahan,
Persepsi Kontrol, Impulse Buying, Flow Experience, Live Streaing E-Commerce



ABSTARCT

Small businesses are vital for Indonesia"s economy, yet only 34.10% engage in
eCommerce. Marketing innovation, driven by technology and changing consumer
behavior, is crucial for staying competitive. Live streaming in e-commerce offers
interactive shopping experiences, expanding consumer reach and stimulating impulse
buying, essential in today"s dynamic market. To evaluate and analyze the effect of
perceived enjoyments, perceived ease of use, of perceived Ussefulness, perceived control
on impulse buying through Flow Experience Sampling Technique: Non-probability
sampling. Sample: The sample consists of E-commerce users who utilize Livestreaming,
totaling 209 samples that meet the criteria and use PLS SEM 3, employing quantitative
research methods.Perceived enjoyments, perceived ease of use, and perceived usefulness
impact impulse buying through Flow Experience, excluding perceived control"s influence
on impulse buying through Flow Experience. variable of perceived enjoyment has the
greatest contribution, with entertainment indicators prominently contributing to perceived
pleasure, followed by pleasure aspects in shopping experiences. Conversely, the flow
experience variable shows lower contribution, with concentration levels being the most
significant factor in forming flow experience, while interest levels have a lower impact.
However, other aspects of flow experience, such as control, personal challenge, and
spiritual enjoyment, also play diverse roles in influencing flow experience overall.

Keywords: Perceived enjoyments, perceived ease of use, of perceived Ussefulness,
perceived control, impulse buying, Flow Experience, Live Streaing E-commerce
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