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Various digital platforms continue to innovate as a form of L
shopping; customer

solution offered to business people. Live Streaming Shopping is .
now a new trend in marketing strategies using online platforms. ~ engagement; purchase decision
The live feature on Instagram social media allows business people

to offer products in real time, provide detailed information about @CL

products, answer questions from potential buyers or conduct other

interactions with potential buyers. This study aims to analyze the

influence of live streaming shopping on Instagram social media on

customer engagement, to analyze the influence of customer

engagement on purchasing decisions, and to analyze the influence

of live streaming shopping on purchasing decisions through

customer engagement on Instagram social media. This research

was conducted on respondents who have followed and made

purchases through live streaming shopping on Instagram social

media. This type of research is carried out using explanatory

research, with quantitative methods. Furthermore, the data were

analyzed using Path Analysis technique or path analysis to

determine the direct and indirect effects of the variables studied.

This study provides several theoretical and managerial

implications for business actors.

l. Introduction

Social media is currently getting more attention from business people who use it as a
platform to promote products to potential customers. With social media, business actors
can build relationships, build good interactions with online consumers. The COVID-19
pandemic has made many things change, people are required to adapt to the changes that
occur, community activities are limited as an effort by the government to break the chain
of virus spread. This condition requires the community to minimize activities outside the
home, this has an impact on a surge in digital activity in the community, including business
actors, they are increasing the use of online media as an effort to maintain the continuity of
their business activities.

Social media is an example of a relatively recent development of information
technology (Marbun et al, 2020). Communication through social media promises a
comfortable state of communication, where someone who cannot compose words can be
someone who is very poetic, with a very relaxed appearance and state, someone can carry
out communication activities with others, lecturers, or someone when we communicate
with it must take care of all things, appearance and style of language, but communicating
through social media do not have to pay attention to it, sit back with a cup of coffee and
use casual clothes a person can carry out communication activities (Marlina, 2020).
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Wang (2015) argues that the flow of information regarding certain changes in the
environment influences consumer behavior in a major way towards business. For business
actors who are accustomed to using digital media as a marketing tool, the current
conditions also create opportunities if based on existing data there is a surge in the use of
digital media.

Persentase Responden yang Meningkatkan Penggunaan Media Digital selama Covid-19
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Figure 1. Percentage of Respondents Who Increase the Use of Digital Media during
Covid-19

Figure 1. shows that the number of business actors who use social media in running
their business has increased during Covid-19, there was a 54% increase in the number of
business actors using social media in running their business. Based on the 2021 data report,
one of the social media platforms that is widely used in Indonesia in 2021 is Instagram, the
survey results show that 86.6% of Indonesians have used Instagram social media. The
results of the survey can be seen in the image below.

MOST-USED SOCIAL MEDIA PLATFORMS

)
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Source 1: https://wearesocial.com/
Source 2. Social Media Platforms in Indonesia in 2021
Figure 2. The results of the survey
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Various digital platforms continue to innovate as a form of solution offered to online
business actors. The rise of sales promotions through social media ranging from beauty
products, daily necessities, health, hobbies, household equipment and others, is able to
provide comfort and convenience for buyers in shopping from home. So that business
people are competing to make innovations to stay afloat, one of which is by selling by
means of Live Streaming Shopping (LSS). With LSS, business actors are indirectly able to
present a shopping atmosphere in front of potential buyers. The existence of a live feature
on social media allows business people to offer products in real time, provide detailed
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information about products (product knowledge), answer questions from potential buyers
or interact with potential buyers for a limited time. Live streaming allows individuals to
broadcast video and audio of an event to viewers via the internet in real time (Chen et al.,
2019). This is what makes Live Streaming Shopping different because it is more
interactive than online shopping which is only served with a product catalog.

The Live Streaming Shopping feature was first present in Indonesia through e-
commerce platforms, such as Shopee and Lazada. However, currently LSS is also carried
out through social media such as Instagram. Many studies have analyzed LSS on e-
commerce platforms, but LSS through social media Instagram is a phenomenon that has
just arrived in Indonesia. Based on this, the researcher wants to find out more about how
the Live Streaming Shopping platform influences through Instagram social media on
Purchase Decisions through Customer Engagement.

1. Review of Literature

2.1 Live Streaming Shopping (LSS)

Live Streaming Shopping (LSS) is considered as the act of a store distributing “real-
time” activity videos to promote sales by creating an intimate interaction environment with
its customers. LSS has advantages over other online shopping strategies. First, it is difficult
for customers to rely on information that comes from static images on a site. Thus, video is
an effective method to present the uniqueness of the product to customers (Chen, Yeh, &
Chang, 2018). LSS can also provide sight, sound, and movement to convey product
information (Yen, 2018), thereby increasing information authenticity and enriching
information content (Hsu, Wang, & Chih, 2013). Second, LSS offers live video and text
chat rooms simultaneously. Customers can interact with other sellers and customers while
watching live videos. Thus, LSS facilitates real-time interactivity between live stream
participants.

Regarding live streaming, Lu et al (2018) revealed that live streaming is different
from television advertisements which ask viewers to respond to advertisements by calling,
sending SMS, or visiting websites (infomercials), through live streaming viewers can give
an assessment of seeing the product live, ask the streamer to show the product from
different angles, can see the process of making the item, and ask in detail about the
product.

In Live Streaming Shopping, previous research has suggested several attributes of
live streaming that affect consumer shopping behavior. Wongkitrungrueng & Assarutt
(2018) show that the characteristics of the seller have an influence on customer trust and
involvement. Cai et al. (2018) studied how seller's physical attractiveness and seller's
interactivity can motivate shopping. Hou et al. (2019) studies how factors such as seller
interactivity, seller humor, and seller appeal affect live stream audiences. Sun et al. (2019)
shows that the ability of sellers to show products to customers, to respond directly to
customer questions, and personally help guide customers in shopping has a positive effect
on shopping engagement and purchase intention. Song, C., & Liu, Y. (2021) in their
research used streamer's credibility, media richness (the ability of the media to transmit
information needs), and Interactivity as stimuli felt by customers (organisms) in
influencing purchase intentions in the context of live streaming shopping.
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2.2 Customer Engagement

An understanding of customer engagement for business actors is very important, by
focusing on the attention of business actors to customers, it will certainly provide a lot of
potential for success in business. According to Bhattacharyya (2014) increasing
accessibility to individuals through social media mediated by media technology has given
companies the opportunity to identify and actively engage with current and potential
customers.

According to the Marketing Science Institute (2012) Customer Engagement is
defined as the manifestation of customer behavior towards a brand or company beyond
purchase, resulting from motivational drivers including: word of mouth activities,
recommendations, customer-to-customer interactions, blogging, writing reviews, and other
similar activities. Meanwhile, according to So et al. (2014) customer engagement is
defined as the customer's personal connection to the brand as manifested in cognitive,
affective, and behavioral actions outside of the buying situation.Dessart et al. (2015),
mengemukakan dimana terdapat tujuh subdimensi customer engagement, antara lain: (1)
Enthusiasm, (2) Enjoyment, (3) Attention, (4) Absorption, (5) Sharing, (6) Learning and
(7) Endorsing.

1. Enthusiasm
Reflecting the level of excitement and intrinsic interest of consumers about the brand,
enthusiasm is characterized by a strong feeling of pleasure that is long-lasting and active.

2. Enjoyment
It is an indication of consumer pleasure and happiness that comes from discoveries and
interactions fueled by online brands and their members.

3. Attention
It is cognitive availability that is voluntarily dedicated to interacting with the online
brand community. Attention in live streaming shopping can be defined as the amount of
time spent, active and focused on paying attention when following a live shopping
broadcast.

4. Absorption
An indication of the inability to disengage after interacting with the online brand
community, absorption in live streaming shopping can be interpreted as being engrossed
in the role when watching and participating in live streaming shopping so that they are
not aware of the time that has been spent.

5. Sharing
The social media environment and brand community are very suitable for the
development of sharing behavior, based on the exchange of experiences after use,
Sharing in live streaming shopping can be in the form of providing recommendations
and ideas to service providers, helping other customers to improve the experience and
use of the brand which can be manifested through share comments, posts or direct messages.

6. Learning
This learning refers to seeking help when someone faces a problem, or is dissatisfied
with a brand. Searching improves their experience, learns more, or fixes a problem. In
live streaming shopping can be manifested by asking questions through comments,
posts or direct messages.

7. Endorsing
The purpose of an endorser is to show approval, for example a consumer acting as a
viewer can approve ongoing content activity through live comments. Recommending,
or engaging in word of mouth can be manifested on Instagram live streaming shopping
via story tags or feed tags.
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2.3 Purchase decision

Purchasing decisions are consumer behavior to determine and follow a decision-
making process to reach a purchase choice (Erasmus et al., 2001; Howard and Sheth,
2001). Zhang et al. (2020) experimentally verified the impact of Live Video Streaming
(LVS) on customers' online purchase intentions and further explored the mechanism of its
influence. The results of this study suggest that the LVS strategy is found to be positively
related to online purchase intentions. In particular, being able to provide “real-time”
communication, immersive interactions, and honest scenarios is highly profitable for sellers.

The purchasing decision process has several models, including the purchase decision
model proposed by Nicosia and Mayer in Guan, Z. (2021), namely;

1. Companies communicate with consumers or convey messages in the form of brand and
product characteristics, marketing and advertising strategies. Then formed consumer
attitudes towards the brand or product.

2. Surveys and evaluation of purchase motivation.Consumers have a demand motive after
forming an attitude, and will actively collect and evaluate relevant information about the
product of interest.

3. Purchase behavior. Consumers produce motive purchases after conducting surveys and
evaluations, then make decisions, and finally consume to complete purchasing behavior.
This process may be affected by the quality of goods, prices, services, etc.;

4. Feedback after purchase. After consumers buy and use the product, they will form
impressions and product evaluation feedback and store them in the brain, which can
influence consumers' buying attitudes and then influence purchasing decisions, or
provide valuable information for corporate marketers to improve on the evidence.
Quality of service and product-related satisfaction.

Live Streaming Shopping allows products to be visualized and at the same time
makes product presentations highly visible. Customers can also meet their needs for
product information instantly to help them make purchasing decisions. Research Clement,
et al. (2020) stated that Live Streaming trading influences purchasing decisions.

I11. Result and Discussion

This research uses explanatory research. According to Singarimbun (2006)
explanatory research is research that explains the causal relationship between research
variables through hypothesis testing that has been formulated previously.

The research method in this study is classified as a quantitative method, because the
research data is in the form of numbers and the analysis uses statistics. The location of the
research was carried out in the territory of Indonesia without a specified place, data
collection was carried out by distributing questionnaires using google forms to social
media users through live streaming shopping Instagram in Indonesia. Where the
respondents' criteria were those who had followed and made purchasing decisions through
live streaming shopping on Instagram social media. .

The data analysis method used in this study is Path Analysis or path analysis to see
the effect of the independent variables on the dependent variables. There are three
variables in this study, consisting of one exogenous variable, one endogenous variable
consisting of one dependent variable and one variable intervening, the variables are the
independent variable, namely the live streaming shopping instagram variable (X), the
intermediary variable is customer engagement (Y) and the dependent variable or resultant
variable is the purchase decision (variable Z).

The research model can be described as follows:
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Source: Edited by the author, 2022
Figure 3. Research Model

H1: Live streaming shopping on Instagram social media has a direct effect on Customer
Engagement.

H2: Customer Engagement has a direct effect on Purchase Decisions on Instagram social
media.

H3: Live Streaming Shopping on Instagram social media has a direct effect on
Purchase decisions.

H4: Live Streaming Shopping on Instagram social media has an indirect effect on Purchase
Decisions.

IV. Result and Discussion

4.1 Respondent's Profile

We collected data on 109 respondents who had made a purchase decision through
Live Streaming Shopping on Instagram social media. The following is a profile of the
respondents in this study:

Table 1. Respondent Profile

Characteristics Frequency Pel’((:(()?/lc‘)l )t age
Gender Woman 84 77.1
Man 25 22.9
17 - 25 year 64 58.7
Age 26 - 35 year 26 23.9
36 - 45 year 17 15.6
>55 year 2 1.8
Student/Student 58 53.2
PNS/Private Employees/BUMN | 35 32.1
Profession Businessman 2 1.8
Housewife 13 11.9
Others (not working) 1 0.9
Fashion (clothes, bags, shoes) 65 59.6
Beauty & Health 10 9.17
Books & Stationery 1 0.9
Product Category | Accessories, Hobbies & Collections | 13 11.9
Food & drink 11 10.1
Electronic 5 4.5
Other 4 3.7

Data processed by researchers, 2022
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In the table above, it can be seen that fashion products are the most sought after by
respondents when making purchasing decisions through LSS on Instagram social media.
This is in line with a survey from market research firm Ipsos (2022) which showed that
66% of consumers in Southeast Asia had shopped online through the live streaming
feature. Where fashion products occupy the top position as the products most purchased by
consumers, which is 72%. Furthermore, the data in this study were processed using SPSS
to test the validity, reliability, path analysis and research hypotheses, and to measure the
direct and indirect effects of each variable.

4.2 The Influence of Live Streaming Shopping (LSS) on Customer Engagement

The first hypothesis (H1) aims to find out the effect of Live Streaming Shopping on
Instagram social media on Customer Engagement. The following are the results of data
processing for the first time:

Table 2. Coefficients Sub-struktural |
Coefficients?

Standardized
Unstandardized Coefficients | Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) 3,015 3,464 870 ,386
Live Streaming Shopping 1,332 118 737 11,295,000
Instagram

a. Dependent Variable: Customer Engagement

Source: SPSS Processing Results, 2022

By referring to Table 2. it can be seen that the significance value of the Live
Streaming Shopping (X) variable, namely X = 0.000 is smaller than 0.05, then H1 is
accepted. These results can be interpreted as having a significant direct effect between Live
Streaming Shopping (X) on Customer Engagement ().

The results of the t-test statistics for the Live Streaming Shopping (X) variable
obtained a t-count value of 11.295 with a t-table of 1.984. This result shows tcount ttable,
then H1 is accepted. The results of the significance test with the t test can be concluded
that there is a significant direct effect between Live Streaming Shopping (X) on customer
engagement ().

Table 3. Model Summary Sub-struktural |

Model Summary
Adjusted R [Std. Error of the
Model R R Square Square Estimate
1 7379 544 ,540 6,03088
a. Predictors: (Constant), Live Streaming Shopping Instagram
Source: SPSS Processing Results, 2022

Based on the results of the R-Square test, it was found that Live Streaming Shopping
(LSS) on Instagram social media has a significant influence on Customer Engagement and
has a contribution of 54.4% influence, while the remaining 45.6% is influenced by other
variables not included in this study. shopping as an alternative strategy for business actors
to increase engagement with consumers.
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Through live streaming shopping, sellers and consumers can interact directly. This
makes consumers feel close to the seller, because they can ask directly about the product
they want to buy and the seller will answer directly during live streaming. In addition,
based on research results, as many as 70% of respondents stated that LSS is a fun shopping
activity. LSS is considered as entertainment for online consumers. By creating attractive
live streaming conditions, consumers will feel more and more interested in following the
LSS. That way, the level of engagement with consumers can increase.

4.3 The Influence of Customer Engagement on Purchase Decision
The second hypothesis (H2) aims to find out the direct influence of Customer
Engagement on purchasing decisions.

Tabel 4. Coefficients Sub-struktural 11
Coefficients?

Standardized
Unstandardized Coefficients | Coefficients

Model B Std. Error Beta T Sig.
1 (Constant) 3,308 1,786 1,852 ,067
Live Streaming Shopping 129 090 099 1443 152
Instagram
Customer Engagement ,581 ,050] ,803] 11,697 ,000

a. Dependent Variable: Purchase decision
Source: SPSS Processing Results, 2022

Looking at Table 4. it can be seen that the significance value of the customer
engagement variable (), namely Y = 0.000 is smaller than 0.05, then H2 is accepted.
These results can be interpreted as having a significant direct influence between customer
engagement (Y) on purchasing decisions (Z).

The statistical results of the t-test for the customer engagement variable (YY) obtained
a t-count value of 11.697 with a t-table of 1.984. This result shows tcount ttable, then H2 is
accepted. The results of the significance test with the t test can be concluded that there is a
significant direct effect between customer engagement (Y) on purchasing decisions (Z).

Customer engagement has a significant direct effect on purchasing decisions with a
path coefficient value of 0.803. This means, increasing customer engagement is an
important thing that must be considered by business actors in order to make purchasing
decisions by consumers. The better the communication and interaction with consumers, the
more purchasing decisions made by consumers will be.

Instagram social media has an important role in increasing engagement with online
consumers. If the relationship with consumers can be established well, then the potential
for consumers to make repeat purchases will be even greater.

4.4 The Influence of Live Streaming Shopping on Purchase Decision

The third hypothesis (H3) aims to determine the direct influence of Instagram’s live
streaming shopping on purchasing decisions. By referring to Table 4. it can be seen that the
significance value of the live streaming shopping variable (X), namely X = 0.152 is greater
than 0.05, then H2 rejected. These results can be interpreted that there is no significant
direct effect between live streaming shopping (X) on purchasing decisions (Z).

Furthermore, the results of the t-test statistics are in Table 4. For the Live Streaming
Shopping (X) variable, the t-count value is 1.443 with t-table is 1.984. This result shows
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tcount ttable, then H2 is rejected. The results of the significance test with the t test can be
concluded that there is no significant direct effect between live streaming shopping (X) on
customer engagement (Y).

4.5 The Influence of Live Streaming Shopping on Purchase Decisions through
Customer Engagement
The fourth hypothesis (H4) aims to determine the indirect effect of Instagram's live
streaming shopping on purchasing decisions through customer engagement.

&1 &2

£,=(1-0,544)=0,6752 &,=V(1-0,722)=0,5272

Pzx=0,099
Sig=0,152

Pyx=0,737 Pzy=0,803
Customer Sig=0,000

Purchase Decision
Engagment(Y) (2)r® =0,722
R?1=0,544

Live Streaming

Shopping (X) Sig=0,000

Source: Edited by the author, 2022
Figure 4. Sub-structural Path Diagram Il

By looking at Figure 4. then we get yxX zy = 0.737 x 0.803 = 0.591, meaning that
the indirect effect of live streaming Instagram shopping on purchasing decisions through
customer engagement is 0.591 or 59.1%. Then the total effect (total effect), namely direct
influence + indirect effect = 0.099 + 0.591 = 0.69. Thus the total influence of the live
streaming shopping Instagram variable on purchasing decisions through customer
engagement is 69%.

Based on Figure 4. it is known that the direct effect of X on Z (pzx) is 0.099; the
indirect effect of X on Z through Y is the product of yxX zy=0.737 x 0.803 = 0.591. From
these results it is known that the value of indirect influence (0.591) is greater than the value
of direct influence (0.099), these results indicate that there is a significant indirect effect
between live streaming shopping (X) on purchasing decisions (Z) through customer
engagement (). ), thus H4 is accepted.

During Live Streaming Shopping, consumers can get more detailed and complete
information about the product to be purchased. Because the seller (streamer) can show the
product display clearly and more clearly than just looking at photo catalogs in other media.
Consumers feel like they are shopping directly, thus making consumers more confident to
make a decision to buy the product during LSS.
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V. Conclusion

It is important for business actors to identify which marketing strategies can attract
customers given the tight business competition in the digital era. This study explores
whether and how Live Streaming Shopping can influence online purchasing decisions
through Customer Engagement on Instagram social media. First, LSS has a significant
influence on Customer Engagement. Second, Customer Engagement has a significant
influence on purchasing decisions. Third, LSS has no direct influence on purchasing
decisions. However, LSS has a significant influence on purchasing decisions through
Customer Engagement indirectly.

Implications

This study contributes to the literature on research on Live Streaming Shopping on
Instagram social media. In addition, the results of this study also have several important
implications for business actors or marketers. First, we prove that Live Streaming
Shopping through Instagram social media is an effective strategy for online businesses to
increase consumer involvement in an effort to make online consumer purchasing decisions.
LSS is a solution to the behavior of online consumers who tend to have a sense of
uncertainty about the products they will buy. Because consumers can feel like shopping
directly through LSS, namely by interacting directly with sellers, and seeing the products
they want to buy in real-time and more clearly.

Second, business actors or marketers must aim to attract the attention of customers to
increase customer involvement by establishing good communication, becoming a seller
(streamer) who can entertain and provide information about the product in great detail, one
of which is by demonstrating the use of the product. That way, consumers will be more
confident to make a decision to buy the product.

References

Bhattacharyya, A. (2014). Profitable Customer Engagement: Concept, Metrics, and
Strategies, V. Kumar. Sage Response books, New Delhi (2013), p. xxii + 311, Rs
795. IMB Management Review, Vol. 26, 271-272

Cai, J., Wohn, D. Y., Mittal, A., &Sureshbabu, D. (2018). Utilitarian and Hedonic
Motivations for Live Streaming Shopping. Paper presented at the Proceedings of the
2018 ACM International Conference on Interactive Experiences for TV and Online
Video, SEOUL, Republic of Korea. doi:https://doi.org/10.1145/3210825.3210837

Chen, C., Lu, Y., Hu, Y., & Hong, Y. (2019). Everyone Can Be a Star: Quantifying
Grassroots Online Sellers’ Live Streaming Effects on Product Sales. Proceedings of
the 52nd  Hawaii International  Conference on  System  Sciences.
https://hdl.handle.net/10125/59887.

Chen, T. Y., Yeh, T. L., & Chang, C. I. (2018). How different advertising formats and calls
to action on videos affect advertising recognition and consequent behaviours. The
Service Industries Journal, 39, 1-22.

Clement, A. P., Jiaming, F., & Li, L. (2020). Green advertising and purchase decisions in
live-streaming B2C and C2C interactive marketing. International Journal of
Information and Management Sciences, 31(2), 191-212.

Dessart, L., Veloutsou, C. and Morgan-Thomas, A. 2015. Consumer engagement in online
brand communities: A social media perspective. Journal of Product and Brand
Management, 24(1), 28-42.

12135



Erasmus, A. C., Boshoff, E., & Rousseau, G. G. (2001). Consumer decision-making
models within the discipline of consumer science: a critical approach. Journal of
Consumer Sciences, 29.

Guan, Z. (2021, March). Research on the Influence of Webcast on Consumers' Purchase
Decision. In 6th International Conference on Financial Innovation and Economic
Development (ICFIED 2021) (pp. 315-319). Atlantis Press.

Hair, J. F., et al. (2007). Multivariate Data Analysis. 6th Edition. New Jersey:Pearson
Education Inc.

Hou, F., Guan, Z., Li, B., & Chong Alain Yee, L. (2019). Factors influencing people’s
continuous watching intention and consumption intention in live streaming: Evidence
from China. Internet Research, 30(1), 141-163. doi:10.1108/INTR-04-2018-0177

Howard, J. A., & Sheth, J. N. (2001). Marketing: Critical perspectives on business and
management. A Theory of Buyer Behavior; Routledge: London, UK, 3, 81.

Hsu, L. C., Wang, K. Y., &Chih, W. H. (2013). Effects of web site characteristics on
customer loyalty in B2B e-commerce: Evidence from Taiwan. The Service Industries
Journal, 33(11), 1026-1050.

Ipsos.  (2022). Livestream  Selling in Indonesia Market is  Growing.
https://www.ipsos.com/en-id/livestream-selling-indonesia-market-growing. Diakses
pada 13 Mei 2022.

Lidwina, Andrea. (2020). “Pandemi Covid-19 Pacu UMKM Gunakan Media Digital”
https://databoks.katadata.co.id/datapublish/2020/07/03/pandemi-covid-19-pacu-
umkm-gunakan-media-digital. Diakses pada 25 Oktober 2021.

Lu, Z., Xia, H., Heo, S., & Wigdor, D. (2018). You Watch, You Give, and You Engage: A
Study of Live Streaming Practices in China. Proceedings of the 2018 CHI
Conference on Human Factors in Computing Systems, Montreal, April 2018, Paper
No.: 466 Pages 1-13. https://doi.org/10.1145/3173574.3174040.

Marbun, D. S., et al. (2020). The Effect of Social Media Culture and Knowledge Transfer
on Performance. Budapest International Research and Critics Institute-Journal
(BIRCI-Journal), Volume 3, No 3, Page: 2513-2520.

Marketing Science Institute.(2010).“Understanding Customer Experience and Behaviour:
Research Priorities 2010-2012, Cambridge, MA,
USA”http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.988.2590&rep=rep1
&type=pdf Diaksespada 280ktober 2021.

Marlina, et al. (2020). Disclosure of Communication in the Facebook and Impact Social
Media on Worship Activities in Dakwah Faculty Students and Science of
Communication Media of North Sumatera State University (UINSU). Budapest
International Research and Critics Institute-Journal (BIRCI-Journal), Volume 3, No
3, Page: 2142-2148.

Simon, Kemp. (2021). “Digital 2021: Indonesia” https://datareportal.com/reports/digital-
2021-indonesia?rg=indonesia%202021. Diakses pada 25 Oktober 2021.

Singarimbun, M., & Effendi, S. (2006). Metode Penelitian Survei (Editor). Jakarta: LP3ES.

So, K. K. F., King, C., &Sparks, B. (2014). Customer Engagement with Tourism Brands.
Scale Development and Validation. Journal of Hospitality & Tourism Research, Vol.
38(3): 304-329.

Song, Chuling & Liu, Yu-li. (2021). The effect of live-streaming shopping on the
consumer's perceived risk and purchase intention in China. 23rd Biennial Conference
of the International Telecommunications Society (ITS): "Digital societies and
industrial transformations: Policies, markets, and technologies in a post-Covid
world"”, Online Conference/Gothenburg, Sweden, 21st-23rd June, 2021, International

12136



Telecommunications Society (ITS), Calgary.

Sun, Y., Shao, X., Li, X., Guo, Y., &Nie, K. (2019). How live streaming influences
purchase intentions in social commerce: An IT affordance perspective. Electronic
Commerce Research and Applications, 37, 100886.
doi:https://doi.org/10.1016/j.elerap.2019.100886

Wang, H. (2015). Analysis on the Changes in Consumer Behavior and Marketing
Countermeasure, SHS Web of Conferences 17, p. 1-4. EDP Sciences.

Wongkitrungrueng, A., &Assarut, N. (2018). The role of live streaming in building
consumer trust and engagement with social commerce sellers. Journal of Business
Research. doi:https://doi.org/10.1016/j.jbusres.2018.08.032

Yen, Y. S. (2018). Route factors influencing trust and attitude toward TV shopping. The
Service Industries Journal, 38(7-8), 402—430.

Zhang, M., Qin, F., Wang, G. A., & Luo, C. (2020). The impact of live video streaming on
online purchase intention. The Service Industries Journal, VVol. 40(9-10), 656-681.

12137



