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ABSTRAKSI

Tujuan dari penelitian ini 1alah untuk menganalisis pengaruh promotion
imeentive tnformation dan online comment terhadap impulsive buying behavior
melalul perceived trust sebgal vaniabel intervening (studi pada konsumen Shopee
live streming). Penelitian ini menggunakan metode kuantitatif. Populasi dalam
penelitian i adalah para konsumen yvang pernah melakukan pembelian produk
moisturizer The Originote melalui Shopee live streaming. Menggunakan teknik
purposive sampling dalam pengambilan sampel dan menargetkan jumlah sampel
sebanyak 133 responden. Analisis penelitian ini menggunakan SEM (Stuctural
Eguation Medel) dioperasikan melalui program AMOS. Hasil penclitian ini
menunjukkan bahwa promotion incentive information berpengaruh positit’ dan
signifikan terhadap impulsive buving behavior, online comment berpengaruh
positif dan signifikan terhadap impulsive buving behavior, promotion incentive
information berpengaruh positif dan signifikan terhadap perceived trust, online
comment berpengaruh positil dan signifikan terhadap perceived trust, perceived
trust berpengaruh positif dan signifikan terhadap fmpulsive buying behavior.

Kata Kunci: Promosi insentif informasi, Komentar onfine, Kepercayaan
vang dirasakan, Perilaku pembelian impulsif,
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ABSTRACTION

The aim of this research is to analyvze the influence of prometion incentive
information and online comments on impulsive buving behavior through
perceived trust as an intervening variable (study on Shopee live streaming
consumers). This research uses quantitative methods. The population in this
research arve consumers who have purchased The Oviginote moisturizer prodicts
via Shopee live streaming. Using purposive sampling technique in sampling and
targeting a sample size of 135 respondents, This research analysis uses SEM
(Structural Equation Madel) operated through the AMOS program. The results
of this research show that promotion incentive information has a positive and
significant effect on impulsive buyving behavior, online comments have a positive
and significant effect on impulsive buying behavior, promotion incentive
information has a positive and significant effect on perceived trust, online
conuments have a positive and significant effect on perceived (rust, perceived
trust has a positive and significant effect on impulsive buying behavior.

Keyword: Promeotion incentive information, Online comment, Perceived trusi,
Tmpulsive buying behavior.
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