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ABSTRAK 
 

Penelitian ini berjudul “Pengaruh Live Streaming Video Promotion dan 

Content Review Video terhadap Perilaku Impulse Buying di Industri Fashion 

Hijab pada Aplikasi TikTok (Survey pada Mahasiswi di Surabaya)”, bertujuan 

untuk dapat menjawab pertanyaan apakah ada pengaruh antara variabel live 

streaming video promotion dan content review video terhadap perilaku impulse 

buying di industri fashion hijab pada aplikasi TikTok di kalangan mahasiswi aktif 

yang berkuliah di Surabaya. Dalam penelitian ini menggunakan penelitian survey 

dengan pengumpulan data dilakukan dengan menyusun daftar pernyataan dalam 

bentuk kuesioner yang diajukan pada responden yang terpilih melalui teknik 

purposive sampling merupakan teknik penentuan dengan melakukan pertimbangan 

tertentu. Kemudian data diolah menggunakan SPSS lalu output dari SPSS tersebut 

diinterpretasikan dan dianalisa sehingga menghasilkan suatu kesimpulan.  

Hasil penelitian ini menunjukkan bahwa live streaming video promotion dan 

content review video berpengaruh secara simultan terhadap perilaku impulse buying 

pada aplikasi TikTok di industri fashion hijab survey mahasiswi di Surabaya, live 

streaming video promotion secara parsial tidak berpengaruh terhadap perilaku 

impulse buying pada aplikasi TikTok di industri fashion hijab survey mahasiswi di 

Surabaya dan content review video secara parsial sama berpengaruh positif dan 

signifikan terhadap perilaku impulse buying pada aplikasi TikTok di industri 

fashion hijab survey mahasiswi di Surabaya. Mahasiswi Surabaya cenderung 

melakukan pembelian impulsif karena adanya live streaming video promotion dan 

content review video secara bersamaan. Hal ini menunjukkan adanya 

kecenderungan pembelian yang tidak didasarkan dengan need (kebutuhan), tetapi 

karena faktor keinginan. Jika ditinjau dalam perilaku konsumen muslim, pembelian 

impulsif ini adalah tindakan berlebih-lebihan dan bukanlah sesuatu yang terpuji.  

Berdasarkan dari hasil penelitian yang dilakukan, peneliti memberikan saran 

agar menambah variabel atau menambah sampel penelitian, khususnya terkait 

faktor lain yang menjadi penyebab atau mempengaruhi munculnya perilaku impulse 

buying di industri fashion hijab pada aplikasi TikTok dan menjadi referensi serta 

pengembangan penelitian khususnya dalam strategi pemasaran. 

 

Kata kunci : Content Review, Live Streaming Video Promotion, Impulse buying. 
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ABSTRACT 
 

This study entitled "The Effect of Live Streaming Video Promotion and 

Video Content Review on Impulse Buying Behavior in the Hijab Fashion 

Industry on the TikTok Application (Survey of College Students in 

Surabaya)", aims to be able to answer the question whether there is an influence 

between live streaming video promotion and content review variables. videos on 

impulse buying behavior in the hijab fashion industry on the TikTok application 

among active female students studying in Surabaya. In this study using survey 

research with data collection carried out by compiling a list of statements in the 

form of a questionnaire submitted to the selected respondents through a purposive 

sampling technique, which is a determination technique by making certain 

considerations. Then the data is processed using SPSS and then the output from 

SPSS is interpreted and analyzed to produce a conclusion.  

The results of this study indicate that live streaming video promotion and 

video content review simultaneously influence impulse buying behavior on the 

TikTok application in the hijab fashion industry. A survey of female students in 

Surabaya, live streaming video promotion partially has no effect on impulse buying 

behavior on the TikTok application in the fashion industry. Hijab survey of female 

students in Surabaya and video content review partially have the same positive and 

significant effect on impulse buying behavior on the TikTok application in the hijab 

fashion industry from female surveys in Surabaya. Surabaya female students tend 

to make impulsive purchases because of live streaming video promotions and video 

content reviews simultaneously. This shows that there is a buying tendency that is 

not based on need, but because of the desire factor. If viewed in terms of Muslim 

consumer behavior, this impulsive purchase is an act of exaggeration and is not 

something that is commendable.  

Based on the results of the research conducted, the researcher provides 

suggestions for adding variables or adding research samples, especially regarding 

other factors that cause or influence the emergence of impulse buying behavior in 

the hijab fashion industry on the TikTok application and become a reference and 

research development, especially in marketing strategy. 

 

Key words: Content Review, Live Streaming Video Promotion, Impulse buying. 
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