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Abstract

This study aims to examine the influence of marketing mix (product, price,
promotion, people, and process on purchasing decisions on E-commerce Live
streaming platforms such as Shopee Live and Tiktok Live. The population of
this study is consumers in Indonesia who have shopped through Live
streaming commerce. The type of research used is quantitative research. Data
analysis techniques using Structural Equation Modeling (SEM) and data
processing using Partial Least Square (PLS) analysis with Smart PLS 3.2.9
applications. The research sample was 252 respondents, data were obtained
using questionnaires with a Likert scale of 1-6. The results showed that price,
promotion and people had a positive and significant effect on purchasing
decisions. While products and processes do not have a significant effect on
purchasing decisions in live streaming commerce.
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INTRODUCTION

The Covid-19 pandemic that has hit all countries has also changed existing policies,
especially in Indonesia itself, where this policy has resulted in a change in behavior where
consumers are more likely to choose to shop from home rather than go directly to the
store. This behavior encourages sellers to adopt an approach that uses online media as a
distribution channel to increase sellers in live streaming commerce (LSC). In the age of
social commerce, marketers are using live streaming commerce (ILSC) as a buying and
selling channel. LSC has several advantages, namely, making it easy for consumers to make
purchasing decisions, shortening the supply chain by eliminating intermediaries and

realizing sales in direct interaction with hosts (Hu & Chaudhry, 2020).

Sellers are leveraging marketplace platforms like Shopee and social media platforms
like Tik-Tok to reach a wider audience and increase sales. In the past, the majority of
people used conventional methods in shopping. Sellers in conventional e-commerce display
products through text, images, and videos (Zhang & Zhang, 2020). Traditional online
stores are slowly losing popularity, making room for more sophisticated and interactive
social platforms where people are more willing to share knowledge about products and
services, rather than relying solely on images and text such as likes, ratings, and comments

(Ho & Rajadurai, 2019).

There is an explanation for this change in shopping behavior. Studies conducted
Madrigal Moreno et al. (2016) revealed that internet technology has changed human
lifestyles by providing increased welfare through various product choices, lower prices,
unlimited access to information, and expanding distribution channels. Other studies have
also shown that shopping through technology can be done without the need for direct
meetings between sellers and buyers (Ha et al., 2015), thereby reducing obstacles in the

transaction process (Oztamur & Karakadilar, 2014)
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Figure 1. Features of Live streaming commerce in Indonesia

As many as 83.7% of Indonesians have watched live shopping through online
shopping features. Shopee is the platform with the most live shopping users, reaching
83.4%, followed by TikTok with a percentage of 42.2%. Instagram is used by 34.1% of
respondents for live shopping. Tokopedia and Facebook ranked fourth and fifth, with a
percentage of live shopping users of 30.4% and 25.9% respectively. Furthermore, Lazada
and Bukalapak were used by 20.5% of respondents, respectively, while JD.ID and other
platforms were used by 5.2% and 0.5% of respondents. In live shopping, the most popular
products to watch included clothing (82.6%), beauty products (47.2%), homewares
(39.3%), food (30.7%), plants (9.8%), and other categories (4.9%). In this survey, 55% of
respondents reported having purchased goods through live shopping, 45% of others have
never purchased (Jakapat Survey, 2022).

When viewed in terms of age, the majority of people in charge or owners of e-commerce
businesses in 2022 are in the range of 35-44 years (34.47 percent) and 25-34 years (23.37
percent). This age belongs to the Millennial Generation, the majority of whom interact
with the rapid development of technology including e-commerce. When viewed in terms
of gender, the results of the 2022 e-commerce survey show that 53.85 percent of business

persons and workers have a male gender (BPS, 2022).

LSC increases confidence in digital marketing because it engages consumers in

conversations in real time with online stores, which encourages consumers to pay more
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attention to the products being promoted. In addition, LSC also provides opportunities to
small retailers to build closer relationships with consumers. It is important to remember
that closer engagement with online stores plays an important role in purchasing decision

making (Ho & Rajadurai, 2019).

Most of the research on the attractiveness of advertising is on influencers as
attractive human resources (Sompel & Vermeir, 2016). Some researchers use Influencers
to explain the attractiveness of advertising, emphasizing persuasive ability to communicate
(Deshields et al., 1996), individual behavior (Sompel & Vermeir, 20106), culture (Liu &
Brock, 2011), and body shapes that can change the general view (Bower, 2001). In
addition, the influence of influencers in marketing activities can have a positive effect on
purchasing decisions. Influencers tend to use their expertise within specific markets to
differentiate the products they recommend to the target market (Hudders & Lou, 2022).
However, the use of influencers in marketing can also have a negative impact, especially
on consumer behavior and also the credibility and reputation of these influencers (Leban

et al., 2021).

One of the problems in Live streaming commerce (LSC) is the cancellation of
unilateral buying and selling and is often done from the consumer. This is usually
influenced by impulse buying conditions. Some of these include sellers encouraging
viewers to make impulse purchases, and sometimes cooperation between creators and
merchants can present inaccurate information to sellers. At LSC, creators are dominant in
the shopping process, but information from third parties has less influence on sellers. All
of this can lead content creators to pass on false information for additional benefits (Yi,

2020).

In addition, the problem that often arises is about how information is conveyed to
many people at once. Although this method can make streamers more efficient in
providing information to buyers, the information received by all buyers is the same. This is
important because time saved is a key factor in how we shop, but experienced shoppers
may find information repetitive and wasted time. In addition, repeated product sales in live
streaming can also reduce buyer interest in shopping (Koyuncu & Bhattacharya, 2004;

Heijden et al., 2003).

It is important for all parties to remain careful, conscientious and responsible in

using the LSC platform to minimize any negative impacts that may occur. In addition, the
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variety of products that are suitable but the goods obtained vary in quality, so the LSC
feature is used to demonstrate products, answer customer questions in real time and to

encourage customers to buy at the store during LSC (Lu et al., 2018).

Some negative impacts that can be felt by both sellers and buyers. Negative
impacts for sellers include intense competition, reduced prices, and difficulty
differentiating products. Meanwhile, negative impacts for buyers include addiction,
impulse purchases, fraud, and product quality that does not match expectations. Prophet
Muhammad (peace be upon him) also stressed that sellers should not mix good quality
products with poor quality products, and they should sell products only after knowing
everything about their quality. This shows that honesty and the provision of high-quality

products are essential in achieving consumer satisfaction from an Islamic perspective.

In the hadith of the Prophet Muhammad, Allah SWT will not speak to those who
commit perjury in the hereafter. The Prophet Muhamad said: It means "There are three
classes that God will not speak to on the Day of Judgment: those who exaggerate the gifts they give, those
who sell their wares with perjury, and those who scabbard’" (H.R. Muslim).

Uncertainty in online transactions poses a potential risk to customers. To combat
this, companies must take precautions by building trust. Before making a purchase
decision, customers might assess the extent of an ad's attractiveness (Kergoat et al., 2017;
Munnukka et al., 2016), anyone who is an influence in marketing and they might do a
review of existing catalogs (Ha et al., 2015; Senecal & Nantel, 2004). In addition,
customers may face uncertainty while making online transactions. For example, customers
may worry that the virtual disclosure of personal information will be misused by others
(Zhong, 2019), as well as products that do not meet expectations. From these
considerations, customers will assess the integrity of online companies (Mukherjee &
Nath, 2007). Thus, it can be seen that in conditions of uncertainty and risk, the integrity of

online companies is essential in helping customers gain trust in online activities.

Based on the background and previous research found many problems and various
research results found (research gap), this study focuses on the influence caused by
product, price, promotion, people and process in Live streaming commerce (LSC), on

purchasing decisions.
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METHODS

This research is an empirical study that uses a quantitative approach to explain
certain events or occurrences through descriptive research. The study population is users of
live streaming commerce platforms (Shopee Live and TikTok Live) in Indonesia aged
between 25 to 45 years who have shopped through the LSC feature. With job status as
students, housewives, private employees, civil servants, employees of SOEs and
entrepreneurs. The educational background is from high school to undergraduate, while
the geographical scope of this study is the domicile area of Indonesia which is not limited
by islands, provinces, cities or certain regions. The study respondents were divided into
three groups of Indonesian regions, namely Jabodetabek domicile (Jakarta, Bogor, Depok,

Tangerang and Bekasi), Java (Non-Jabodetabek) and outside Java.

Primary data is data collected directly from users of LSC ecommerce features and
potential buyers. The data needed in the study The Effect of Marketing Mix on Purchasing
Decisions on Live Streaming Commerce Platforms Streaming E-commerce, comes from
primary data sources. Primary data collection techniques that can be used include
interviews, questionnaires, observations, and experiments. The data used in this study were
primary data collected through questionnaires. It uses six Likert scales to measure
questionnaire responses. Some data collection techniques that can be used in this study are
by conducting questionnaires. Questionnaires can be sent via email or distributed online
through survey platforms such as Google Forms. Questionnaires may contain structured or
open-ended questions related to respondents' experiences and perceptions of LSC

ecommerce features.

Table 1. Research Variables

No Research Variables Source Indicators

1 Purchase Decision Nicosia & 1. Purchasing decisions I make based on
Mayer; Guan brand.
(2021) 2. Purchasing decisions ate taken. based on

price considerations.

3. Purchasing decisions are based on trust.
4. Ease of shopping.
5. Good Live Quality.
6. Price according to benefits.
6 International Journal of Education, Management, and Technology
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No Research Variables Source Indicators
2 Quality of Product Nguyen et al. 1. Products reflect fashion trends.
(2018) Merchandise is sold exclusively through

3 Price

4 Promotion

5 Pegple (Host)

6 Process

Saleem et al.
(2018); Singh
(2019)

Sohn & Kim
(2020); Singh
(2019)

Xu et al. (2020);
Kuswaha et al.

(2015)

Hou et al.
(2020); Ming et
al. (2017);
Wilson (2012)

Bl

&

live streaming shopping.

Products have a good price and high
quality.

Useful products.

Halal products.

The product does not contain harmful
ingredients.

Holiday discounts (for example, certain
special dates).

Discounted prices are only available
during live shopping.

The price is lower than the market price.
Pricing does not hurt consumers.

Fair price competition.

Some promotional activities (e.g., free
gift with purchase, free shipping, buy one
get one free.

Limited time flash sale) launched.
Special discounts on Live.

Adequate commodity information is
provided (such as materials, commodity
market price, initial bid price, highest bid
price.

The broadcast time was announced in
advance.

Not exaggerating without being
comparable to the quality of the product.

The host has good presentation skills to
showcase the product.

The host is knowledgeable about the
product.

Host good looking.

The host's outfit matches the mood of
the product.

Famous host.

The host tells the truth about the
product.

Pay attention to customer privacy and
security.

Various payment methods.
Perseverance in the buying and selling
process.

Perseverance in the buying and selling
process.

Avoid usury payments.
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In this study, the Structural Equation Modeling (SEM) analysis method was used
through Smart PLS. SEM is used to test effects in relationships that have been described in
assumptions or research questions (Cheung & Rensvold, 2002). The hypothesis in this
study is that product, price, promotion, people, and process have a positive influence on
purchase decisions. The results of SEM analysis will provide a deeper understanding of
how product, price, promotion, people, and process variables affect purchase decisions in
the context of live streaming commerce business. It can be used to design more effective
marketing strategies, identify factors that need improvement or improvement, and optimize

purchase decision making.

RESULTS AND DISCUSSION

Descriptive analysis of respondents' responses was catrried out to determine
respondents' responses to the questionnaire given. From this analysis, it is known whether
respondents can understand the contents of the research questionnaire and are able to fill
it out propetly. At this stage, respondents can also provide responses or comments about
the research questionnaire if one of the question items is found to be irrelevant. The
descriptive analysis of respondents' responses in this study was catried out using the Likert

scale in measuring each respondent's answer item.

IK=81¢-S8Tr

JK
Information:
1K : Class Interval

STt : Highest Score is 6
STr : Lowest Score 1s 1
JK : Number of Classes is 6

So based on the formula above, the calculation becomes:
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Thus it is known that the class interval is 0.83. Then the criteria for assessing the
average answers of respondents by Sugiyono (2016) were compiled, as presented in Tables

2 below:

Table 2. Variable Class Interval

Interval Category Value Weighting
1-1,83 Strongly Disagree 1

1,84 - 2,67 Disagree 2

2,68 - 3,50 Disagree Less 3

3,51 -4,33 Simply Agree 4

434 -517 Agree 5

5,18 - 6,00 Totally Agree 6

A recapitulation of the results of respondents' responses is shown in the table in Appendix

3. with the following discussion on.

Table 3. Recapitulation of Respondents' Responses

Product
No Quality (PRD) SS() S() CsS@ KS@) TS(2) STS(1) N Mean

) Proc.lucts reflect 95 93 55 7 2 0 252 5,08
fashion trends

Merchandise is

sold exclusively

2 through live 89 115 43 2 3 0 252 5,13
streaming
shopping
Products have a

3 good price and 106 103 43 0 0 0 252 5,25
high quality

4 Useful products 89 96 61 3 2 1 252 5,05

5 Halal products 107 110 32 3 0 0 252 5,27
The product

g  doesmot 107 96 42 5 2 0 252 519
contain harmful
ingredients
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Product
No Quality (PRD) SS() S() CsS@ KS@) TS(2) STS(1) N Mean

Holiday

i fi
discounts (for =15 gy 4o 5 3 0 252 521
example, certain

special dates)

Discounted

i \
pnc.es are OH.Y 117 98 32 3 2 0 252 5,29
available during

live shopping

The price is
3 lower than the 102 107 38 3 2 0 252 5,21
market price

Pricing does not g5 124 34 7 2 0 252 5,12
hurt consumers

Fair prl(.i(.i 36 116 42 7 1 0 252 5,11
COmpﬁtltIOﬂ

No People PEO) SS(6) S(5) CS(4) KS@3) TS(2) SISA) N  Mean

The host has
good
presentation
skills to

showcase the

110 109 29 3 0 1 252 5,28

product

H d
0stgoo 70 8 75 11 6 7 252 471
looking

The host is
knowledgeable 107 102 41 2 0 0 252 5725
about the

product

The host's
outfit matches

4 97 103 43 6 0 3 252 512
the mood of the ’

product
5 Famous host 40 117 71 15 6 3 252 4,64

The host tells
6 the truth about 101 112 32 3 3 1 252 5,20
the product
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Product
No Quality (PRD) SS() S() CsS@ KS@) TS(2) STS(1) N Mean

Purchasing
decisions 1 252

1 make based on 100 116 33 1 2 0 523
brand

Purchasing 252
decisions are

2 taken. based on 103 125 22 0 2 0 5,30
price
considerations

Purchasing 252
3 decisions are 132 107 13 0 0 0 5,47
based on trust

Ease of 252
4 ase o 94 120 35 3 0 0 2 5o
shopping

Ij 252
5  GoodLive 89 121 39 2 1 0 2 547

Quality

Pri di 252
rice according 96 117 37 2 0 0 5,22
to benefits

Promotion
No (PRM) SS@6) SGB) CSM@ KS(@3) TS STIS(1) N Mean

Limited time
1 flash sale 107 95 43 3 4 0 252 5,18
launched

Some
promotional
activities (e.g.,
2 free gift with 14 142 81 9 4 2 252 458
purchase, free
shipping, buy
one get one free

Adequate

commodity

information is

provided (such

as matengls, 90 120 39 2 1 0 252 517
commodity

market price,

initial bid price,

and highest bid

price)
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Product
Quality (PRD)

SS (6)

S ()

CS 4

KS (3)

TS (2)

STS (1)

Mean

The broadcast
time was
announced in

advance

Not
exaggerating
without being
comparable to
the quality of
the product

Special
discounts on
Live

86

102

106

105

105

107

55

39

35

252

252

252

5,07

5,19

5,24

Process (PRO)

SS (6)

S (5)

CS (4)

KS (3)

TS (2)

STS (1)

Mean

Pay attention to
customer
privacy and
security

Various
payment
methods

Perseverance in
the buying and
selling process

Honest buying
and selling
transactions

Avoid usury
payments

99

115

106

99

110

115

96

106

120

106

38

39

38

32

35

252

252

252

252

252

5,24

5,29

5,25

5,26

5,29

Based on the table, the results of respondents' responses to product quality

variables generally agree with the statements on the questionnaire distributed. The highest

indicator is in the 5th statement indicating consumers avoid products that are doubtful of

halal, with an average value of 5.27 then respondents strongly agree with both statements.

While the lowest indicator is in the 4th statement, namely the exclusivity of products that

are still questioned by consumers with an average value of 5.05, indicating respondents

agree with the statement.

12
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The results of respondents' responses to the price variable generally agreed with
the statements on the questionnaire distributed. The highest indicator is in the 2nd
statement stating consumers like special discounts during live with an average value of
5.29, so respondents strongly agree with this statement. While the lowest indicator is in the
5th statement, namely fair price competition which is still questioned by consumers with

an average value of 5.11, indicating respondents agree with this statement.

The results of respondents' responses to the promotion variable generally agreed
with the statements on the questionnaire distributed. The highest indicator is in the 6th
statement, indicating consumers buy products when there is a special discount during the
live with an average value of 5.24, so respondents strongly agree with this statement. While
the lowest indicator is in the 2nd statement, namely lucky draw during the live, consumers
are still questionable with an average value of 4.58 which shows respondents agree with

this statement.

Based on the table, the results of respondents' responses to the people variable
generally agree with the statements to the questionnaire distributed. The highest indicator
is in the 1st statement, namely consumers feelthe host is friendly and enthusiastic with an
average value of 5.28, so respondents strongly agree with this statement. While the lowest
indicator is in the 5th statement, which is a well-known host that is still questioned by
consumers with an average value of 4.64 which shows respondents agree with the

statement.

Based on the table, the results of respondents' responses to process variables
generally agree with the statements to the questionnaire distributed. The highest indicator
is in the 5th statement, namely consumers avoid payment transactions containing riba with
an average value of 5.29, so respondents strongly agree with this statement. While the
lowest indicator is in the 1st statement, namely consumer privacy which is still
questionable with an average value of 5.24 which shows respondents strongly agree with

the statement.

Based on the table, the results of respondents' responses to the purchase decision
variables generally agree with the statements on the questionnaire distributed. The highest
indicator is in the 3rd statement, namely consumers feel the seller can be trusted with an
average value of 5.47, so respondents strongly agree with this statement. While the lowest

indicator is in the 5th statement, namely the quality of Live which is still questioned by

Volume 2, Issue 1, April 2024 13
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consumers with an average value of 5.17 which shows respondents agree with the

statement.

The significance of the estimated parameters provides very useful information
regarding the relationship between the research wvariables. Since the number of
observations usually exceeds this threshold, the normal quantile (Gaussian) can be used to
determine critical t values (or theoretical t values) for significance testing. When the size of
the resulting T-Statistics value is at least 1.960, it can be assumed that the path coefficient
is significant from zero at a significance level of 5% because o = 0.05 with a 2-tailed test.
Researchers who choose a significance level of 5%, the p value must be smaller than 0.050

to make a relationship that is considered significant (Hair et al., 2017, p. 168).

The basis used in testing the hypothesis is the value contained in the output of the

Path Coefficients in tables 4 below.

Tables 4. Hypothesis Testing Results

Original ~ Standard

Hypothesis Sample Deviation agé/”;{l{ngV ) P Valnes  Information
O) (STDEV)
H1 has a
Quality of Product significant
-> Purchase 0,156 0,062 2,513 0,012 positive effect
Decision and HO is
rejected
H2 has a
. significant
Price -> Purchase )07 083 3,346 0,001 positive effect
Decision )
and HO is
rejected
H3 has a
. significant
->
Promotion -> 511 0,066 3,178 0,002 positive effect
Purchase Decision .
and HO is
rejected
H4 has a
significant
->
People .. 0252 0,069 3,666 0,000 positive effect
Purchase Decision .
and HO is
rejected
Process -> H35 has no effect
.. -0,049 0,068 0,719 0,473 and HO is
Purchase Decision
accepted
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Based on table 4 above, from the results of processing the questionnaire data
distributed, analytical conclusions can be drawn to determine the truth of each hypothesis
in the framework that has been made. Such information is very useful to see the influence
between construct variables, with the basis used in testing hypotheses is correlation value

and probability value.

PRD2

hn 3
PRD6 c—-—uasi.

Product

13260

2513 ‘ Ly PEC4
/ W,

People PEQS
PRI2
¥ g665__
PR3 4—5048 3.34
2.490
s ¢ / ar19
P
/ ! 3679—  PRO3
23m2
3178 ‘( ™ pros

Price

PRMT 4—g32
5485
pRME ¢

Promotion

Figures 2. Hypothesis Testing Results

Hypothesis 1, Hypothesis 2, Hypothesis 3, and Hypothesis 4 show that the
hypothesis is supported by data so that the hypothesis is accepted because it has a
significant effect so that these results are positive findings in this study. Hypothesis 5
indicates that the hypothesis is not supported by data so the hypothesis is rejected because

there is no relationship.

Based on the results of the analysis of the relationship coefficient between quality
of product and purchase decisions when shopping through live streaming commerce is
0.156 and the T-Statistics value of 2.513 < 1.960 and the P-Values value of 0.012 > 0.050
it indicates that the quality of product has a positive and significant effect on shopping
decisions using the live streaming commerce feature. Regression results showing positive
and significant results between product quality and purchasing decisions in the respondent
profile above can be explained by several factors, including the characteristics of the

majority of respondents consisting of the younger generation with undergraduate

Volume 2, Issue 1, April 2024 15
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education backgrounds, middle income levels, and the dominance of the Jabodetabek area
which demands higher standards and expectations for products, so that the products
offered must meet quality expectations and higher benefits to significantly influence

purchasing decisions.

The following paragraph teaches the importance of doing legitimate and honest
business, so that in the context of live streaming commerce, sellers must advertise

products honestly and not deceive consumers.

"Men of faith, do not eat one another's property in a foolish way, except by consensual business

among you" (Quran, Surah An-Nisa : 29).

The concept of products carried out by Muhammad SAW always explains well to
buyers the advantages and disadvantages of the products he sells Muhammad SAW said,
in (HR Muslim; Hakim bin Hizam RA):

“Two people who buy and sell each have the right to vote (to continue the trade or not) as long as
they have never separated. If both of them are honest and frankly explaining (the state of the goods being
traded), then both will get a blessing from their buying and selling but if they lie and hide defects, their

trade is gone”.

This above hadith emphasizes the importance of honesty in trading and reminds

sellers not to lie or deceive buyers when selling products in live streaming commerce.

Based on the results of the analysis of the relationship coefficient between price
and purchase decisions when shopping through live streaming commerce is 0.277 and the
T-Statistics value is 3.346 > 1.960 and the P-Values value is 0.001 < 0.050, it indicates that
price has a positive and significant effect on shopping decisions using the live streaming
commerce feature (LSC). Based on these results, it can be concluded that consumer
purchasing decisions depend on the price of the product. If the price of the product is in
accordance with the ability or reasonable for the consumer, then most likely the consumer
is willing to make a purchase. E-commerce live streaming platforms usually offer many
discounts for their viewers so they tend to have a big impact on consumer purchasing
decisions. The results of this study are in line with the results of Rares & Jorie (2015)
research that price has a very significant role in every aspect of marketing, and is an

important tool to influence the purchase decision of a desired product or service.
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In the context of live streaming commerce, merchants must set reasonable prices
and not disappoint consumers. The following verse warns against manipulating prices or

engaging in unfair practices in trading.

"And do not eat of the treasures of your neighbors in a vanity way, and do not give up some of the
treasures of others to the judge (to be eaten) by you with (the intent) that you may eat some of the treasures

of men with sin, when you know" (Quran, Surah Al-Baqarah : 188).

Hadith from Abdullah bin Umar, the Prophet (peace be upon him) said, "Indeed,

the most blessed merchandise is the easiest price and payment'” (HR. Ahmad).

This above hadith emphasizes the importance of maintaining a balance in fair

pricing and easy payment for buyers in commercial transactions.

Based on the results of the analysis of the relationship coefficient between
promotion and purchase decisions when shopping through live streaming commerce is
0.211 and the T-Statistics value is 3.178 > 1.960 and the P-Values value is 0.002 < 0.05, it
indicates that promotion has a positive and significant effect on shopping decisions using
the live streaming commerce feature. This means that consumers will want to buy
products through e-commerce live streaming platforms that offer many promotions, such
as discounts from stores or discounts from e-commerce itself. Usually, these promos can
only be claimed if consumers watch live streamingfrom e-commerce platforms. In a hadith
it is stated: Ibn Umar said: A man complained to the Prophet, "I have been deceived in buying
and selling'" So he said, Say to the person with whom you are trading, "You must not cheat!"
Since then, if he transacts buying and selling, he says so. (HR. Bukhari). The hadith can be
used as a guideline for promotional efforts carried out by the company, both in the
context of marketing products or services to the public with the aim of conveying honest
and appropriate information, so as not to contain elements of fraud that can harm

consumers or customers.

Based on the results of the analysis, the coefficient of relationship between people
and purchase decisions when shopping through live streaming commerce is 0.252 and the
T-Statistics value is 3.666 > 1.960 and the P-Values value is 0.000 < 0.050, indicating that
people have a positive and significant influence on shopping decisions using the live
streaming commerce feature. These results show that in purchase decisions, consumers
tend to consider the store or seller of the product they want. Consumers usually look for

live streamingfrom stores that have a good image, or branding that is popular in the

Volume 2, Issue 1, April 2024 17
- — " |



Rizky Nanda Verina, Rininta Nurrachmi, Afif Zaerofi

market. In the case of e-commerce live streaming platforms, the people element is not
only defined as a seller or store, but also a talent or host in the live stream being broadcast.
Usually, stores will look for famous influencers to host their live streams to attract a lot of

consumer interest.

CONCLUSION

Based on the results of research analysis and discussions that have been carried
out, there are several conclusions about the influence of variables on purchase decisions
when shopping through live streaming commerce. Variables that have a positive and
significant influence on purchasing decisions are quality of product, price, promotion,
people. However, there is an interesting finding that process variables do not have a

significant influence on purchasing decisions through live streaming commerce.

Product aspects, such as the quality and characteristics of products offered
through live streaming commerce, are proven to have a positive and significant influence
on purchasing decisions. This suggests that in the live streaming shopping experience,
product factors may be the dominant factor in influencing purchase decisions. Other
factors, such as interaction with the host or promotional offers, may have an influence as

well.

Second, the price factor has an important impact on purchasing decisions. This
positive and significant influence indicates that the price set in live streaming commerce
has a crucial role in influencing customer purchase decisions. Discounts, special offers,
and competitive prices can be the main factors influencing customers in making

purchases.

Third, the promotional aspect has also been shown to have a positive and
significant influence on purchasing decisions. The implication is that effective promotional
strategies, such as exclusive offers or special incentives for live streaming purchases, have

the potential to drive customer interest in making purchases.

Fourth, the variable of social interaction between customers and hosts (people) in
live streaming commerce has a positive and significant influence on purchasing decisions.
Interpersonal factors, such as social relationships and personal influences, may play an

important role in persuading customers to make a purchase.
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Fifth, although the stages of the transaction process in live streaming commerce
(process) are not shown to have any effect, this does not indicate that the purchase
process is irrelevant. However, these results suggest that customers' attention may be more
focused on other factors in influencing their purchasing decisions. Taken together, these
findings affirm the importance of pricing strategies, effective promotions, and social

interaction in influencing purchasing decisions in a live streaming commerce environment.

Nonetheless, product characteristics and transaction processes may have a lower
or insignificant impact on customer purchase decision making in this context. The
implication is that companies and live streaming commerce platforms can use these
findings to direct their marketing efforts more effectively, with the goal of improving

customer effectiveness and shopping experience.

Limitations that can be identified in the preparation of this thesis include
limitations of this research data may be limited to primary data obtained through surveys
or interviews. Secondary data or data captured from a particular live streaming platform

may not cover the entire picture of live streaming commerce practices.
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