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Abstract: This study underscores the pressing need to support the growth and success of e-commerce 

platforms in addressing the challenges and seizing the opportunities of today's digital commerce landscape. 

The primary objective of the research is to assess the impact of live streaming, content marketing, and flash 

sales on the online shopping decisions of users on Tokopedia. The study employs a descriptive statistical 

analysis, combining qualitative methods with quantitative elements. The research population consists of 

Tokopedia users in Medan City, with purposive sampling used to select participants. A convenience sampling 

technique determined the sample size, which included 260 respondents. The results of the study show that 

content marketing has a significant and notable effect on online shopping decisions, whereas flash sales and 

live streaming have smaller effects and are not statistically significant.  

Keywords: Streaming; Content; Sale; Decision; On line. 

 

Abstrak: Studi ini menggarisbawahi kebutuhan mendesak untuk mendukung pertumbuhan dan keberhasilan 

platform e-commerce dalam mengatasi tantangan dan memanfaatkan peluang dalam lanskap perdagangan 

digital saat ini. Tujuan utama dari penelitian ini adalah untuk menilai dampak live streaming, pemasaran 

konten, dan penjualan flash terhadap keputusan belanja online pengguna di Tokopedia. Penelitian ini 

menggunakan analisis statistik deskriptif yang memadukan metode kualitatif dengan unsur kuantitatif. 

Populasi penelitian terdiri dari pengguna Tokopedia di Kota Medan, dengan pengambilan sampel 

menggunakan purposive sampling untuk memilih partisipan. Teknik convenience sampling menentukan besar 

sampel yang berjumlah 260 responden. Hasil penelitian menunjukkan bahwa pemasaran konten memiliki 

pengaruh yang signifikan dan menonjol terhadap keputusan belanja online, sedangkan penjualan flash dan 

streaming langsung memiliki pengaruh yang lebih kecil dan tidak signifikan secara statistik.  

Kata Kunci: Streaming; Content; Sale; Keputusan; Online. 

 

 

INTRODUCTION 
 

The digital era has brought about a transformation in business, giving rise to a new 

business model that enables online shopping transactions, known as e-commerce. E-

commerce enables users to easily explore, select, and purchase products in a safe and 

comfortable manner. It continues to innovate to enhance consumer engagement and 

encourage actual purchase conversions. One notable innovation is the use of live streaming, 

content marketing, and flash sales. Business transformation in the digital era has produced 

a business model that facilitates online shopping transactions, namely e-commerce. E-

commerce can make it easy for users to explore, select and buy products easily, safely or 

comfortably.  

E-commerce continues to innovate to increase consumer engagement so as to 

encourage actual purchase conversions. One innovation is the use of live streaming, content 

marketing and flash sales. Live streaming allows companies to communicate interactively 
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with consumers, while content marketing offers a unique appeal or experience, and flash 

sales provide an additional incentive for purchases by offering exclusive deals. Tokopedia 

is ranked among the top five e-commerce platforms in Indonesia in terms of visitor traffic. 

Figure 1 below illustrates the e-commerce websites with the highest traffic in Indonesia. 

 
Figure 1. E-commerce site visits in Indonesia from January to December 2023. 

Source: Similarweb 

 

Figure 1 shows that Shopee is the marketplace e-commerce platform with the highest 

visits in Indonesia throughout 2023. From January to December 2023, Shopee achieved a 

cumulative total of 2.350 billion visits, far surpassing its competitors. During the same 

period, Tokopedia received 1.250 billion visits and Lazada received 762.400 million visits. 

Meanwhile, Blibli recorded 337.400 million visits, and Bukalapak had 168.200 million 

visits. In addition to leading in quantity, Shopee also achieved the highest growth rate in 

visits. From January to December 2023, visits to Shopee increased by 41.39 percent (year-

to-date). In contrast, visits to Tokopedia decreased by 21.080 percent (year-to-date), Lazada 

by 46.720 percent (year-to-date), and Bukalapak by 56.500 percent (year-to-date) (Ahdiat, 

2024). The decline in visits to Tokopedia by 21.080 percent is a disadvantageous issue, as 

it leads to a decrease in the conversion rate of online shopping decisions. Efforts that can be 

made include enhancing the performance of live streaming, content marketing, and flash 

sales to encourage online purchasing decisions.  

Previous research indicates that live streaming allows sellers to exchange information 

with consumers based on their needs and provides additional services. With accurate 

product information and an enjoyable shopping atmosphere, consumers are more willing to 

purchase products during live streaming events (Y. Wang et al., 2022a); (L. Wang et al., 

2024);(Zhou & Lou, 2024). Content marketing has a positive influence on online purchasing 

decisions (Nur Atika & Haidar, 2024). Previous research shows that live streaming has a 

positive influence on purchasing decisions for fashion products (Misbakhudin & 

Komaryatin, 2023) However, another study found that flash sales do not have a positive or 

significant effect on increasing an individual’s desire to purchase a product in large 

quantities suddenly, without careful consideration and lengthy thought processes (Martaleni 

et al., 2022). Considering the findings from previous research and the decline in visits to 
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Tokopedia's e-commerce platform, it is essential to conduct an in-depth study on how the 

integration of live streaming, content marketing, and flash sales can influence online 

shopping decisions on Tokopedia. This research could serve as a reference for similar 

companies facing declining visitor numbers, which also impact online purchasing decisions. 

Previous research has shown an increase in the potential market size within live 

streaming channels (Zhang et al., 2021) However, comprehensive implementation remains 

limited, with an emphasis on integrating other aspects such as content quality and flash 

sales. Consistent efforts to enhance content marketing quality are still limited, necessitating 

a more integrated approach. Additionally, other research findings reveal that identifying 

flash sale strategies on the Shopee e-commerce platform in Indonesia has a direct impact on 

enhancing consumer emotions but does not significantly influence impulse buying. The 

challenge of managing and optimizing flash sales to maximize their impact remains a 

primary concern. This research proposal builds upon previous studies that found e-service 

quality, benefits, and security do not significantly affect users' interest, while ease of use 

positively influences interest in the OVO application (Andi et al., 2023). 

The novelty of this research proposal lies in its attempt to holistically integrate live 

streaming, content marketing, and flash sales into online shopping decisions using a 

different approach to address issues within a single e-commerce framework. By combining 

these three factors, the goal is to foster better online shopping decisions. Based on the 

phenomenon and problem outlined, the research question can be framed as follows: (1) In 

what ways does live streaming impact online shopping decisions of Tokopedia e-commerce 

users? (2) How does content marketing impact the online shopping decisions of Tokopedia 

e-commerce users? (3) How do flash sales affect the online shopping decisions of Tokopedia 

e-commerce users? (4) What are the best strategies for integrating live streaming, content 

marketing, and flash sales to encourage online shopping decisions among Tokopedia e-

commerce users? 

 

THEORITICAL REVIEW 
 

Consumer behavior theory explains how consumers make purchase decisions based 

on internal factors (such as needs, wants, and perceptions) and external factors (such as 

social environment and marketing). Consumer behavior studies where, under what 

conditions, and how an individual habitually purchases a particular product with a specific 

brand. All of this is very helpful for marketing managers in developing the company’s 

marketing strategies. The process of making a purchase decision for a good or service 

involves various parties, each with their respective roles (Zusrony, 2021). Relationship to 

the research variables, Live streaming can influence consumer behavior by providing a more 

immersive and interactive experience. Consumers can see the product live, receive real-time 

information, and interact with the host or seller, which can accelerate the purchase decision-

making process. Content marketing aims to educate and build relationships with consumers 

through relevant and engaging information. This can influence purchasing decisions by 

creating a positive perception of the brand and product through informative or entertaining 

content. Flash sales, which are limited-time discount offers, can take advantage of 

psychological factors such as urgency or scarcity, which can trigger impulsive purchase 

decisions. 

Purchase decisions are defined as the problem-solving process that involves 

consumers' needs and wants, searching for and obtaining information, evaluating a product, 

making a purchasing decision, and the consumer's behavior towards the product after the 
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purchase (Marlina & Mutiantari, 2022). A purchase decision refers to a consumer's purchase 

based on alternative internet media that offers higher value. It also suggests that the 

indicators of online purchase decisions are: time efficiency, value, and interaction (Wahyuni 

& Irfani, 2019) 

Live streaming is Live streaming technology provides synchronized multisensorial 

communication between merchants and consumers. Consumers can see the action of 

merchants and hear the merchants’ voices, while merchants can read text messages sent by 

consumers in real-time (Y. Wang et al., 2022b) . The indicators of live streaming include 

perceived product quality, credibility, and discounts (Ayu et al., 2022) 

The Content Marketing Institute argues that content marketing is a marketing 

strategy aimed at generating profits for a business by creating and sharing consistent, 

relevant, and valuable content to attract and engage a large audience (Sari et al., 2021).  The 

indicators for measuring content marketing include relevance, accuracy, value, ease of 

understanding, discoverability, and consistency (Tabelessy et al., 2022). 

Flash sales are a strategy employed by producers or sellers to offer products or 

services to customers at a discounted price for a limited time (Vera Yustanti et al., 2022). 

The indicators of flash sales used refer to several promotional indicators proposed by Kotler 

& Keller that are relevant to flash sales. These include the frequency of promotions, which 

refers to sales promotions conducted within a specific time frame through promotional 

media; the duration of promotions, which measures how long the promotion is carried out 

by the company; and the appropriateness of promotional targeting, which is a crucial factor 

necessary to achieve the desired targets (Siti Karmila et al., 2023). 

Based on the literature review outlined earlier, the conceptual framework for this 

study is developed to explore the relationship between the variables. These variables are 

operationalized through specific indicators, which are incorporated into a questionnaire 

administered to the research respondents. This framework is illustrated in Figure 2. 

 
Figure 2. Research Conceptual Framework 

Source: PLS-3 Data Processing, 2024 
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Based on the conceptual framework presented in Figure 2, the following research 

hypothesis can be formulated: 

 

H1: Live streaming has an impact on the online shopping decisions of Tokopedia e-

commerce users. 

 

H2: Content marketing influences the online shopping decisions of Tokopedia e-commerce 

users. 

 

H3: Flash sales influence the online shopping decisions of Tokopedia e-commerce users. 

 

METHODS 
 

Problem-solving is conducted through surveys of users regarding live streaming, 

content marketing, and flash sales in driving online shopping decisions. An alternative 

approach involves data analysis using the "Theory of Planned Behavior," which can help 

explain how consumers' intentions in online shopping may be influenced by their attitudes 

toward live streaming, subjective norms related to content marketing, and perceived 

behavioral control through flash sale offers from relevant parties. Additionally, the approach 

to assess the integration of live streaming, content marketing, and flash sales is carried out 

through cross-variable analysis among these elements to identify effective patterns that 

drive online shopping decisions. The problem-solving strategy includes identifying how live 

streaming influences online shopping decisions and whether it contributes to them. The 

issue of content marketing is addressed by evaluating whether it can enhance trust, product 

understanding, and purchase intention. The problem of flash sales is tackled by assessing 

their ability to increase purchase urgency, influence price perception, or create a sense of 

exclusivity, as well as identifying effective strategies for integrating live streaming, content 

marketing, and flash sales. 

After designing the approach and problem-solving strategies, the researcher will 

analyze the findings to provide insights into how these factors interact to enhance online 

shopping decisions. Referring to the described approach, this research is structured into 

three stages: The first stage begins with collecting data through observations of background 

phenomena related to the research object, followed by determining the title, searching for 

theoretical references or previous research findings, and finally preparing the research 

proposal. The second stage involves preparing, distributing, and collecting the research 

questionnaire, performing data tabulation, data analysis, and quality testing using the 

SmartPLS-3 analysis tool. The third stage includes data testing, which consists of classical 

assumption testing, regression analysis, hypothesis testing, interpreting the test results, 

discussion, and drawing conclusions from the research findings. 

The research method employed in this study is a quantitative approach. Quantitative 

research is grounded in positivist philosophy and is regarded as scientific because it adheres 

to established scientific criteria namely, being concrete, objective, measurable, rational, and 

systematic. Often referred to as the discovery method, it is capable of revealing and 

advancing new scientific and technological innovations. The term quantitative is used 

because the research data is represented numerically, and the analysis relies on statistical 

techniques (Sugiyono, 2017). 

The operational definition of the research variable consists of the purchase decision, 

defined as the problem-solving process that includes consumer needs and desires, searching 
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for and obtaining information, evaluating a product, making the purchase decision, and 

consumer behavior toward the product after the purchase (Marlina & Mutiantari, 2022) . 

Purchase decision is the buying behavior of consumers based on alternative internet media 

that offers higher utility. It also states that the indicators of online purchase decisions are: 

time efficiency, value, and interaction (Wahyuni & Irfani, 2019). The indicators of live 

streaming consist of perception of product quality, credibility, and discounts (Ayu et al., 

2022). The Content Marketing Institute argues that content marketing is a marketing 

strategy aimed at generating profits for a business by creating and sharing consistent, 

relevant, and valuable content to attract and engage a large audience (Sari et al., 2021).  The 

indicators of the variable for measuring content marketing are relevance, accuracy; value, 

ease of understanding, ease of finding, and consistency (Tabelessy et al., 2022). Flash sales 

are a strategy employed by producers or sellers to customers or consumers by offering 

products or services at discounted prices (with a limited time offer) (Vera Yustanti et al., 

2022). The indicators of flash sales include the frequency of flash sales, the quality of 

promotional timing, and the accuracy of promotional targeting. 

Referring to the theoretical explanation above, the definitions and operationalization 

of the research variables are presented in Table 1. 

 

Table 1. Definitions and Operationalization of Research Variables 

 
Variable Indicator Scale 

Purchase decision is the buying 

behavior of consumers based on 

alternative internet media that offers 

higher utility. 

Time efficiency, Value, and 

Interaction. 
Likert 

Live streaming is video that is 

broadcasted live to viewers. 

Perception of product quality, 

Credibility, and Discounts. 
Likert 

Content marketing is a marketing 

strategy aimed at generating profits 

for a business by creating and sharing 

consistent, relevant, and valuable 

content to attract and engage a large 

audience. 

Relevance, Accuracy; Valuable. 

Easy to understand, Easy to find, 

and Consistent. 

Likert 

Flash sales are a strategy employed by 

producers or sellers to customers or 

consumers by offering products or 

services at discounted prices (with a 

limited time offer). 

Frequency of flash sales, Quality 

of promotional timing, and 

Accuracy of promotional 

targeting. 

Likert 

 

The population in this study consists of users of the Tokopedia e-commerce 

application in Medan City, with an unknown exact number. The sampling technique used is 

purposive sampling. Purposive sampling is a method of selecting samples based on specific 

considerations. The selection of samples in a purposive manner will adhere to the following 

criteria: (1) Sample selection must be based on specific characteristics or attributes that are 

fundamental to the population. (2) The subjects chosen as samples must truly represent those 

that possess the most characteristics found in the population (Key subjects). (3) The 

determination of population characteristics should be carried out carefully during the 

preliminary study. 

Purposive sampling is a method of selecting a number of elements from the population 

to become members of the sample, where the selection is based on decisions regarding the 
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population that meets specific criteria. In this study, the criteria for respondents are users of 

the Tokopedia e-commerce application who are willing to participate and have previously 

made online purchases during a product live streaming event. The sample size in this study 

is determined using the convenience sampling method, which bases sample selection on an 

unspecified population size, utilizing the Lemeshow formula as follows. 

 

n =  
Z2P(1−P)

d2 ……………………............................................................................... (1) 

 

Based on the formula above, the calculation to determine the sample is as follows: 

 

n =
1.9602.0.500(1−0.500)

0.1002  n =
0.960

0.010
 n = 96.040 = 96 ............................................ (2) 

 

In the context of this research, the sample size used is 260, as a larger sample enhances 

the representation of the population and leads to higher quality research results compared to 

using a sample size of 96.  

Data Analysis Technique, Data Testing, and Model Evaluation. The data analysis 

technique, data testing, and model evaluation in this research are presented in the following 

Table 2. 

 

Table 2. Data Analysis Technique, Data Testing, and Model Evaluation 

 
Technique, Test and Model 

Evaluation Outer Model 

Criteria Description 

Outer Model   

Validitas Konvergen Loading factors 

greater than 0.700 

The measures of a construct hould have high 

correlations. 

 

Average Variance Extracted 

(AVE) 

AVE value should be 

greater than 0.500 

Latent variables should explain more than half 

of the variance of their indicators on average 

 

Validitas Deskriminan Cross-loading values 

should be greater than 

0.700 

 

Measures of different constructs should not 

have high correlations 

Composite Reliability Composite 

Reliability value 

should be greater than 

0.700. 

 

Used to demonstrate the accuracy, 

consistency, and precision of instruments in 

measuring constructs. 

Inner Model   

R-Square R-Square value of 0.750 

(strong), 0.500 (moderate), 

and 0.250 (weak). 

 

R-Square value is used to measure the level of 

variation in independent variables affecting 

dependent variables 

Significance Test (Hypothesis 

Testing) 

P Value should be less than 

0.050 

To test the influence of independent variables 

on dependent variables 

Effect Size Effect Size value of 0.350 

(strong), 0.150 (moderate), 

and 0.020 (weak). 

Interpreted as whether predictor variables have 

a strong, moderate, or weak influence at the 

structural level. 

Source: Tutorial Partial Least Square PLS SEM, (Hidayat, 2021) 
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RESULTS 
 

The results of the comprehensive instrument testing, conducted based on the 

conceptual framework model using the SEM-PLS method, produce a structural conceptual 

framework model, as shown in Figure 3. 

 

 
 

Figure 3. Pathways (outer model and inner model) of the PLS-SEM Algorithm 
Source: PLS-3 Data Processing, 2024 

 

Figure 3 shows that all path values for factor loadings are above 0.700, indicating that 

all variable indicators meet the validity requirements. This result aligns with the statement 

that if the factor loading value is less than 0.700, the item is not valid, while a factor loading 

value exceeding 0.700 means the item is valid (Muhson, 2022). To ensure a more accurate 

assessment of data validity, this study used outer model analysis to evaluate the reliability 

and validity of the data more precisely. In the outer model analysis, evaluations were 

conducted for convergent validity, reliability, and discriminant validity. Convergent validity 

evaluation is carried out by examining the Average Variance Extracted (AVE) values for 

each construct. Convergent validity is considered good or met if the AVE value for each 

construct is 0.500 or higher. In Table 3, it can be seen that the AVE values for the constructs 

of flash sales, shopping decisions, content marketing, and live streaming are 0.685, 0.649, 

0.687, and 0.691, respectively. Thus, it can be concluded that the AVE values for each 

construct are greater than 0.500. In other words, convergent validity is satisfied. Construct 

reliability and validity are presented in the following Table 3. 

 

 

 

 



 
 
 

 
Jurnal Ekonomi/Volume 29, No. 03, November 2024: 383-184 

DOI: http://dx.doi.org/10.24912/je.v29i3.2521 
391 

Table 3. Construct Reliability and Validity 

 

  
Cronbach's 

Alpha 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Flash Sale 0.934 0.946 0.685 

Purchase Decision 0.891 0.917 0.649 

Content Marketing 0.954 0.960 0.687 

Live Streaming 0.910 0.930 0.691 

  Source: PLS-3 Data Processing, 2024 

 

Table 3 shows Reliability evaluation is conducted by examining the values of 

composite reliability (CR) and Cronbach's alpha. Reliability is considered good or met when 

both CR and Cronbach’s alpha values are greater than 0.700. Referring to the data presented 

in Table 4 above, it is noted that the CR values for the variables of flash sales, shopping 

decisions, content marketing, and live streaming are 0.946, 0.917, 0.960, and 0.930, 

respectively. Therefore, it can be concluded that all constructs have CR and Cronbach’s 

alpha values greater than 0.700, indicating that all constructs demonstrate good reliability. 

Discriminant validity evaluation is conducted by examining the Heterotrait-Monotrait Ratio 

(HTMT) values to ensure that the HTMT values between constructs do not exceed a certain 

threshold. The commonly used threshold is 0.900, or more conservatively, 0.850, to ensure 

that the constructs are sufficiently distinct from one another. The Heterotrait-Monotrait 

Ratio (HTMT) values are presented in the following Table 4. 

 

Table 4. Heterotrait-Monotrait Ratio (HTMT) 

 

  Flash Sale Purchase Decision Content Marketing Live Streaming 

Flash Sale        

Purchase Decision 0.815       

Content Marketing 0.853 0.880      

Live Streaming 0.856 0.809 0.815     

Source: PLS-3 Data Processing, 2024 

 

Referring to Table 4 above, it is noted that all HTMT values are below the threshold 

of 0.900. However, when evaluating the HTMT results presented in Table 4, there are two 

instances that exceed the conservative value of 0.850: the relationship between flash sales 

and live streaming, which is 0.856, and the relationship between shopping decisions and 

content marketing, which is 0.880. Although these two values slightly exceed the 

conservative threshold of 0.850, they remain above the more commonly used threshold. 

Furthermore, to further confirm that all constructs possess good discriminant validity, the 

cross-loading values can be examined. The cross-loading values help ensure that the 

indicators correlate more strongly with the constructs they measure than with other 

constructs. The cross-loading values between indicators and each construct are presented in 

the following Table 5. 
 

Table 5. Cross Loading Values between Indicators and Constructs 

 Flash Sale Purchase Decision Content Marketing Live Streaming 

FS1 0.835 0.608 0.704 0.670 

FS2 0.789 0.565 0.589 0.662 
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    Source: PLS-3 Data Processing, 2024 

 

Table 5 shows, it is noted that each indicator has a higher cross-loading value for the 

intended construct compared to the cross-loading values for other constructs. This indicates 

good discriminant validity (Hair et al., 2017). 

The inner model analysis aims to test the hypotheses and the relationships between 

independent and dependent variables, namely purchase decisions. In this inner model 

analysis, evaluations are conducted for Goodness of Fit (GoF), R Square, Path Coefficients, 

and Effect Size (F Square). The evaluation of the Goodness of Fit (GoF) for this model is 

performed by considering the Standardized Root Mean Square Residual (SRMR) value. 

SRMR ranges from 0 to 1, with lower values indicating a better model fit. A value of 0.080 

or less is considered a good fit. As shown in Table 6, this model achieved an SRMR value 

of 0.052, indicating a good fit. 

 

Table 6. Model Fit 

 
  Saturated Model Estimated Model 

SRMR 0.052 0.052 

d_ULS 1.320 1.320 

d_G 0.872 0.872 

Chi-Square 1223.809 1224 

NFI 0.835 0.835 

          Source: PLS-3 Data Processing, 2024 

FS3 0.855 0.615 0.684 0.666 

FS4 0.819 0.597 0.698 0.647 

FS5 0.827 0.626 0.710 0.645 

FS6 0.823 0.636 0.659 0.623 

FS7 0.840 0.633 0.631 0.657 

FS8 0.833 0.656 0.653 0.657 

KB1 0.603 0.846 0.668 0.562 

KB2 0.497 0.783 0.630 0.47 

KB3 0.688 0.849 0.728 0.638 

KB4 0.602 0.712 0.547 0.664 

KB5 0.631 0.850 0.684 0.631 

KB6 0.571 0.784 0.662 0.556 

KM1 0.619 0.707 0.850 0.609 

KM10 0.694 0.622 0.802 0.627 

KM11 0.687 0.735 0.868 0.645 

KM12 0.618 0.623 0.783 0.553 

KM3 0.627 0.664 0.802 0.631 

KM4 0.706 0.700 0.886 0.685 

KM5 0.617 0.648 0.785 0.585 

KM6 0.718 0.665 0.854 0.627 

KM7 0.686 0.671 0.846 0.642 

KM8 0.677 0.674 0.813 0.656 

KM9 0.69 0.697 0.823 0.658 

LS1 0.643 0.578 0.584 0.842 

LS2 0.643 0.616 0.609 0.847 

LS3 0.682 0.641 0.638 0.833 

LS4 0.68 0.627 0.654 0.872 

LS5 0.664 0.613 0.673 0.813 

LS6 0.617 0.559 0.626 0.775 
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The R Square value indicates the extent to which the independent variables can 

explain the dependent variable. In Table 7, it can be seen that this model has an R Square 

value of 0.699 and an Adjusted R Square of 0.695. Thus, the model shows that live 

streaming, content marketing, and flash sales can explain 69.900 percent of the variability 

in purchasing decisions. Overall, the R Square value, which is close to 0.750, indicates that 

the model is fairly strong in explaining online shopping decisions, although about 30.100 

percent of the variation is explained by other variables. 
 

Table 7. R Square Value 

 
  R Square R Square Adjusted 

Purchase Decision 0.699 0.695   

Source: PLS-3 Data Processing, 2024 

 

Path Coefficients explain how the independent variables (live streaming, content 

marketing, and flash sales) influence the dependent variable (purchase decisions). The 

values of the path coefficients are presented in the following Table 8. 

 

Table 8. Path Coefficients 

 

  
Original Sample 

(O) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Flash Sale -more than Purchase Decisions 0.16 2.175 0.030 

Content Marketing -more than Purchase 

Decisions 
0.534 8.205 0 

Live Streaming -more than Purchase 

Decisions 
0.198 3.222 0.001 

Source: PLS-3 Data Processing, 2024 

 

Table 8 show, it is noted that the coefficient value for live streaming on purchase 

decisions is 0.198 with a p-value of 0.001. The coefficient value for content marketing is 

0.534 with a p-value of 0.000. Meanwhile, flash sales have a coefficient value of 0.160 with 

a p-value of 0.030. Overall, these results indicate that all three independent variables (live 

streaming, content marketing, and flash sales) have a positive and significant relationship 

with the dependent variable, which is purchase decisions. 

Effect size describes the impact of specific independent variables on the dependent 

variable in the structural model, interpreted through F Square. F Square measures the extent 

of the influence of independent variables on the dependent variable in the model. The 

guidelines for assessing F Square are that values of 0.020, 0.150, and 0.350 represent small, 

medium, and large effects of the exogenous latent variables, respectively. An effect size 

value less than 0.020 indicates no measurable effect. The F Square values are presented in 

the following Table 9. 

 

Table 9. Original Sample (O) Values and P Values 

 

  Original Sample (O) P Values 

Flash Sale -more than Purchase Decisions 0.024 0.318 

Content Marketing -more than Purchase Decisions 0.295 0.001 

Live Streaming -more than Purchase Decisions 0.043 0.111 

Source: PLS-3 Data Processing, 2024 
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The F Square value for the relationship between flash sales and purchase decisions is 

0.024, indicating that flash sales have a small impact on influencing purchase decisions. 

However, the P-Value of 0.318 shows that this impact is not statistically significant at the 5 

percent significance level (since P-Value more than 0.050). The F Square value for the 

relationship between content marketing and purchase decisions is 0.295, suggesting that 

content marketing has a medium to large effect on purchase decisions. Considering the P-

Value of 0.001, it can be concluded that this impact is statistically significant at the 1 percent 

significance level (since P-Value less than 0.010). The F Square . value . for the. re.lationship 

be .twe.e.n live . stre.aming and purchase. de.cisions is 0.043, indicating that live . stre.aming has a 

small e.ffe.ct on purchase. de.cisions. Similarly to flash sale.s, the. data show that the. impact of 

live . stre .aming on purchase. de.cisions is not statistically significant at the. 5 pe .rce.nt 

significance. le.ve .l (since. P-Value. of 0.111 more. than 0.050). Ove .rall, the.se. re.sults indicate. 

that conte.nt marke.ting has a significant and substantial impact on purchase. de.cisions, while. 

flash sale.s and live . stre.aming have . smalle .r, statistically insignificant e.ffe.cts. 

 

DISCUSSION 
  

 The Impact of Live Streaming on Online Purchase Decisions, The . re.se.arch 

findings indicate. that the. F Square . value . pre .se.nte.d in Table 9 sugge .sts that the. re.lationship 

be .twe.e.n live. stre.aming and online . purchase. de.cisions has a small e.ffe.ct and is not 

statistically significant at the. 5 pe.rce.nt significance. le.ve.l. Re.fe.rring to the . data, the. 

hypothe .sis propose .d in this study is re .je .cte.d. According to marke.ting communication 

the.ory, marke .ting communication can be . powe.rful whe.n combine.d with e.ffe.ctive . and 

e .fficie.nt communication. Attracting consume.rs or audie .nce.s to be.come. aware. of, re.cognize ., 

and want to purchase. a product or se .rvice. through communication channe.ls is not an e .asy 

task (Firmansyah, 2020) This the.ory supports the. fact that, in the. conte.xt of this re.se .arch, 

while. live. stre.aming allows for dire.ct inte.raction be .twe.e.n brands and consume.rs, its 

e .ffe.ctive .ne.ss large.ly de .pe .nds on the . conte.nt pre.se.nte.d and its re.le.vance . to the. targe .t marke.t 

or consume.rs.  

Pre .vious studie .s have. shown that the. quality of conte .nt and trust in the. live . stre.aming 

host play crucial role.s in influe.ncing purchase. de.cisions. Additionally, factors such as 

broadcast quality and the . host's ability to capture. atte.ntion also have . an impact (Lu e .t al., 

2018). Pre .vious re.se.arch aime.d at analyzing the . impact of live . stre.aming on purchasing 

de .cisions shows that it positive.ly affe .cts purchasing de .cisions by 29 pe .rce.nt (Fe .briyanti & 

Ratnasari, 2024). Live . stre .aming influe .nce.s consume.r impulsive. buying be .havior 

(Se .ptiyani & Hadi, 2024). E .ngaging and informative. live . stre.aming can e .nhance. consume.r 

trust, but if not manage .d prope.rly, its impact may be . minimal. To boost the. e.ffe.ctive .ne .ss of 

live . stre.aming, improving conte.nt quality is e.sse.ntial, along with foste.ring more. dynamic 

inte.ractions and building pe.rsonal re.lationships with the . audie.nce.. Incorporating 

gamification e.le.me .nts or e.xclusive . discounts during broadcasts can also incre.ase. 

e .ngage .me.nt. Furthe .rmore., e.valuating the . targe .t audie.nce. and the.ir pre.fe.re.nce.s is crucial to 

e .nsure. that the. pre.se.nte.d conte.nt is re.le.vant and appe.aling. With this approach, it is hope .d 

that the. impact of live . stre.aming on online . purchasing de .cisions can be. optimally e .nhance.d 

in the. future.. 

The Influence of Content Marketing on Online Shopping Decisions, Base .d on the. 

data analysis re .sults pre.se.nte.d in Table 9, it is found that the. F Square . value. for conte.nt 

marke.ting has a significant impact on shopping de .cisions, indicating that conte.nt-base .d 

marke.ting can e .ffe.ctive .ly influe .nce. consume.r be.havior. Base .d on the. data analysis re .sults 
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pre .se.nte.d in Table 9, it is found that the . F Square . value. for conte.nt marke.ting has a 

significant impact on shopping de .cisions, indicating that conte.nt-base .d marke.ting can 

e .ffe.ctive .ly influe .nce. consume.r be.havior. The.re.fore., it can be. conclude.d that the. re.se .arch 

hypothe .sis stating that conte.nt marke.ting influe .nce.s the. online. shopping de .cisions of 

Tokope.dia e.-comme.rce. use.rs is acce.pte.d. Conte.nt marke.ting re .cognize .s the. importance. of 

e .ngage .me.nt and inte.raction with consume.rs through compe.lling conte.nt. Through 

inte.ractive. conte.nt, companie.s can e.stablish two-way communication with consume.rs, 

re .spond to que.stions, provide . solutions, and cre.ate. positive . e.xpe.rie.nce.s. This conte.nt must 

be . re.le.vant to the. ne .e.ds, issue.s, or inte.re.sts of the. targe.t consume.rs and should be. capable. 

of solving proble .ms or providing use .ful information. The. goal is to build e.ngage .me .nt and 

gain consume .r trust. By offe .ring conte .nt that inspire.s, e .nte.rtains, or provide .s solutions, 

companie.s can cre.ate. e.motional e.ngage .me .nt and stre.ngthe.n re.lationships with consume .rs 

(E .rwin e.t al., 2023). E.ngaging conte .nt not only provide .s information but also e .voke.s 

positive . e.motions and e.nhance.s brand loyalty.  

Pre .vious re.se.arch has also shown that a positive . e.xpe.rie.nce. from consume.d conte.nt 

can boost purchasing de.cisions, supporting the . finding that conte.nt marke.ting has a 

significant influe.nce.. (Te.dy & Sitinjak, 2024). The . findings of this study are . in line. with the. 

re .se.arch re.sults that conte.nt marke.ting has a positive. impact on purchase. inte.ntion (Pidada 

& Suyasa, 2021). We .ll de.signe.d conte.nt can influe.nce. consume.r attitude.s and, in many 

case.s, facilitate. be.tte.r de.cision making proce.sse .s. The. findings of this re.se.arch indicate. that 

e .-comme.rce. companie.s, particularly Tokope .dia, should focus more . on cre.ating conte.nt that 

is not only informative . but also e.ngaging and re .le.vant to the.ir targe .t audie.nce.. E.mphasizing 

conte.nt cre .ation can be. optimize.d through the . use. of visual e.le.me.nts, compe .lling 

storyte .lling, and the. inte.gration of social me.dia channe.ls to e.nhance. re.ach and e.ngage .me.nt. 

Companie.s should e.xpe.rime.nt with various type .s of conte.nt and distribution channe .ls to 

ide.ntify the . most e.ffe.ctive. combinations. By adopting a data-drive .n approach and 

continuously re .fining conte.nt marke.ting strate.gie.s, Tokope.dia can achie.ve . a gre.ate.r impact 

on online. shopping de .cisions for use.rs in the . future.. 

The Influence of Flash Sales on Online Shopping Decisions, Base .d on the. data 

analysis re .sults pre.se.nte.d in Table 9, it is found that the. F Square . value. for the. impact of 

flash sale.s on de.cisions indicate.s a small e .ffe.ct and shows insignificance.. Re.fe.rring to the. 

data, it can be. conclude.d that the. re.se.arch hypothe .sis stating that flash sale.s influe.nce. the. 

online. shopping de .cisions of Tokope.dia e .-comme.rce. use.rs is re .je.cte.d. This implie .s that 

while. flash sale.s may capture. consume .r atte.ntion, the.ir e.ffe.ct on online. shopping de .cisions 

is not substantial. Consume.r be.havior can be. de.fine.d as the. study of the . dynamics of 

individual and group e .ngage .me.nt, conside .ring psychological, sociological, socio-

psychological, anthropological, and e.conomic factors in the. de.cision-making proce.ss.  

This e.ncompasse .s the. se .arch for information re.late.d to products and se.rvice.s, 

se .le.ction from the. myriad of offe .rings by marke .te.rs, purchasing, usage ., consumption, 

re .purchase., and ultimate.ly disposing of products and se.rvice.s to satisfy the .ir ne .e.ds and 

de .sire.s (Wardhana e .t al., 2022). In the . conte.xt of this re .se.arch, consume.rs may not pe .rce.ive. 

sufficie.nt value. from flash sale.s, e.spe.cially if the.y have . pre.viously e .xpe.rie.nce.d similar 

promotions without satisfactory outcome .s. Othe.r studie.s sugge .st that fre.que.ntly he .ld flash 
sale.s and large .-scale. promotions during e .ve .nts or spe .cial date.s do not ne .ce.ssarily prompt 

consume.rs to make. imme.diate. purchase.s. Flash sale . programs may not influe .nce. impulsive. 

buying due . to various complaints e .xpe.rie.nce.d by consume .rs, such as sudde .n syste .m issue .s 

and poorly time .d promotions. The.se. factors can le.ad to frustration and diminish the. ove .rall 

e .ffe.ctive .ne.ss of flash sale.s in driving consume.r be.havior. Pre .vious re .se.arch has also found 
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that flash sale.s significantly influe .nce. online . shopping de.cisions (Rachmadi & Rois, 2021). 

To e.nhance. the. impact of flash sale.s, support from e.ngaging conte .nt marke.ting and social 

me.dia campaigns is e .sse .ntial to incre.ase. consume.r e.ngage .me.nt and aware.ne.ss. With this 

compre.he.nsive. approach, flash sale .s can be .come. more. e .ffe.ctive . in driving online . shopping 

de .cisions for use.rs, particularly on e .-comme.rce. platforms like. Tokope.dia. 

Best strategies for integrating live streaming, content marketing, and flash sales 

to drive online shopping decisions on Tokopedia, This re .se .arch provide .s valuable . insights 

into the. e.ffe.ctive.ne.ss of various marke .ting strate.gie .s in influe.ncing consume .r shopping 

de .cisions. The. findings indicate. that conte.nt marke.ting has a significant and substantial 

impact, e.vide.nce.d by a strong F Square . value.. This aligns with conte.nt marke.ting the .ory, 

which e.mphasize.s the. importance. of cre.ating re .le.vant and high-quality conte .nt to build 

strong re .lationships with consume.rs. Informative. and e.ngaging conte .nt can e.nhance. 

consume.r e.ngage .me.nt and facilitate. positive . purchasing de.cisions. Conve .rse.ly, flash sale.s 

and live . stre.aming show smalle.r and statistically insignificant e.ffe.cts. This sugge .sts that 

while. both strate.gie .s are. popular and can capture. consume.r atte.ntion, the.y do not always 

le.ad to high conve .rsion rate.s. Se.ve .ral factors contribute. to the.se. outcome.s. For flash sale.s, 

consume.rs may have . e .ncounte.re.d similar promotions in the. past, making the .m more. 

ske .ptical about the. value. offe.re.d. Me.anwhile., in the. conte.xt of live . stre.aming, the. quality 

of the. conte.nt and the. inte.ractions during the . broadcast are. crucial. If the. conte.nt is 

une .ngaging or irre .le.vant, its influe.nce. on purchasing de .cisions will be. minimal. 

The. imple.me.ntation of live . shopping, or live . comme.rce., has be.come. a mainstay 

marke.ting me.thod for various industrie.s. The. Tokope.dia Play live . stre.aming fe .ature . is a 

vide .o broadcast tool for promoting products to pote.ntial buye .rs on Tokope.dia. The . vide .os 

are. displaye .d on the. store. page . and the. FE .E .D page .. Play is a stre.aming platform acce .ssible. 

through the . Tokope.dia app, whe.re. use.rs can e.njoy a varie.ty of e .ngaging live . shopping 

vide .os with spe .cial promotions, cooking e .ve.nts, cre.ative. se .ssions, and sports that can be. 

stre .ame.d live. or re.playe .d. Use .rs can also purchase. products fe.ature.d in the. Tokope.dia Play 

broadcasts dire.ctly. Store . followe.rs will re.ce.ive . notifications whe.n a live . se.ssion is 

happe.ning, allowing the.m to imme.diate.ly acce .ss the . Tokope.dia Play live . stre.aming page .. 

Tokope.dia Play offe .rs advantage .s for e.ligible. se.lle.rs, including vouche .r fe.ature .s and 

product tagging, which can e.nhance. product sale.s through live . stre.aming. Anothe .r be .ne.fit 

is that se.le.cte.d se.lle.rs can participate. in campaigns from Tokope.dia Play. Howe .ve .r, the.re. 

are. limitations to Tokope.dia Play; not all se .lle.rs can go live .—only se .lle.rs with an Official 

Store . or se.le.cte.d Powe.r Me.rchant badge . can do so. Additionally, the .re. are. re .strictions on 

the. duration of live. stre.aming, which is anothe.r limitation of the. Tokope.dia Play fe .ature .. 

The. imple.me.ntation of conte.nt marke.ting is one . of the. marke.ting conce.pts that 

Tokope.dia e.mploys for its custome.rs, focusing on the. cre.ation and distribution of 

information tailore.d to custome.r ne.e.ds. In the. conte.xt of this re.se.arch, Tokope.dia use .s a 

we .bsite. that contains various article.s update.d re.gularly, discussing topics re .late.d to the. 

products and se .rvice.s offe.re.d by Tokope .dia, such as the . be .st e.le.ctronic goods, skincare. 

products, and more.. The.se. article.s provide . compre.he.nsive. information about offe .rs. 

Through the . cre.ation and distribution of information, Tokope.dia indire .ctly influe .nce.s 

custome.rs’ thinking whe .n se.arching for spe .cific product cate.gorie.s, e.ncouraging the .m to 
purchase. those. ite.ms through Tokope.dia. More .ove .r, Tokope.dia’s conte.nt marke.ting is not 

limite.d to article.s; it also pre.se.nts conte.nt in othe.r formats, such as audio-visual 

pre .se.ntations or vide.os that contain information about products and se.rvice.s tailore .d to 

custome.r ne.e.ds. Flash sale .s are. a fe.ature . provide.d by Tokope .dia for se .lle.rs to offe .r 

discounts or price. cuts to buye .rs for a limite .d time. de.te.rmine.d by Tokope .dia. The. use. of the. 
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flash sale. fe.ature. is subje.ct to the. te.rms and conditions gove .rning the . le.gal rights and 

obligations of use .rs, which constitute. an agre .e.me.nt outline.d in a valid contract be.twe .e.n the. 

se .lle.r and Tokope.dia. This me.ans that the. Tokope.dia flash sale. fe.ature. can only be . use .d by 

se .lle.rs who me.e.t the. crite.ria for flash sale.s and can re.giste.r the.ir products and se.rvice.s to 

participate. whe.n a flash sale. occurs. 

The. findings e .ncourage . marke.te.rs to focus more. on de.ve.loping strong conte.nt 

marke.ting strate.gie.s. Inte .grating various marke.ting e .le.me.nts, such as using conte.nt 

marke.ting to support flash sale. campaigns or e.nhancing inte.raction quality during live. 

stre .aming, can he.lp improve . the. ove .rall e.ffe.ctive .ne.ss of the. marke.ting strate.gie.s 

imple.me.nte.d. Ove .rall, this re .se.arch highlights the . importance. of unde .rstanding the . The.ory 

of Planne .d Be .havior (TPB). TPB is base .d on the . assumption that be .havioral inte.ntion is 

influe.nce.d not only by attitude.s toward the. be.havior and subje.ctive. norms but also by 

pe .rce.ive.d be.havioral control. TPB is an e .xte.nsion of the. The.ory of Re .asone.d Action (TRA), 

which is applie.d to consume.r be.havior. TRA e .xplains that be.havior is influe.nce.d by 

inte.ntion, attitude.s, and subje.ctive . norms, asse .rting that attitude. affe .cts be.havior through a 

care.ful and rational de.cision-making proce.ss. It impacts thre.e. aspe.cts: (1) be .havior is 

influe.nce.d not just by ge .ne.ral attitude.s but by more . spe.cific attitude.s toward a particular 

obje.ct; (2) be .havior is affe .cte.d not only by attitude.s but also by subje .ctive. norms, which are. 

be .lie.fs about what othe.rs e.xpe.ct one. to do; and finally, (3) attitude.s toward the. be.havior, 

along with subje .ctive. norms, shape. the. inte.ntion to act. (Purwanto e.t al., 2022) Additionally, 

strate.gie.s can be. adjuste.d to achie.ve . be.tte.r re.sults in influe.ncing online. shopping de.cisions. 

Inte .grating live . stre.aming, conte .nt marke.ting, and flash sale .s to drive . purchasing de .cisions 

on e.-comme.rce. platforms like. Tokope.dia re .quire.s a compre.he.nsive . and strate.gic approach 

within a cohe.sive. e.cosyste .m. This will e.nable. Tokope.dia to significantly e .nhance. use .rs' 

online. shopping de .cisions.  

Imple .me.nting this strate.gy, with a de .e .p unde.rstanding of consume.r be.havior 

particularly the . The.ory of planne .d be.havior will he.lp Tokope.dia re.main compe.titive . in the. 

e .ve.r-e .volving e .-comme.rce. marke.t. Pre.se .nting e .ngaging and informative . conte.nt about 

products in the. form of article.s, vide.os, or infographics that e.xplain the. be.ne.fits, usage ., or 

use .r te.stimonials can be. furthe.r optimize.d by Tokope .dia. Furthe .rmore., hosting inte.ractive. 

live . stre .aming se .ssions that facilitate. two-way communication while. showcasing products, 

e .xplaining the.ir fe.ature.s and be.ne.fits, and addre.ssing que .stions dire.ctly from the . audie.nce. 

will cre.ate. a more. pe.rsonal and e.ngaging e .xpe.rie.nce.. This can boost consume.r trust. 

Additionally, during the . live. stre.aming se .ssions, flash sale.s or spe.cial offe.rs can be. 

imple.me.nte.d to cre.ate. a se.nse. of urge .ncy and e .ncourage . use.rs to make. imme.diate. 

purchasing de .cisions online.. 

 

CONCLUSION  
 

Ove .rall, the. findings of this study highlight the. importance. of unde.rstanding consume.r 

be .havior and how marke.ting strate.gie.s can be. adjuste.d to achie.ve. be.tte.r re.sults in 

influe.ncing shopping de .cisions. By focusing on high-quality and re .le.vant conte.nt, marke.te.rs 

can cre.ate. a be.tte.r e.xpe.rie.nce. for consume.rs, which in turn can drive . more. significant sale.s 

growth. This re.se .arch also provide.s valuable. insights into the. e.ffe.ctive .ne.ss of various 

marke.ting strate.gie .s in influe.ncing consume.r purchasing de .cisions. The. findings indicate. 

that conte.nt marke.ting has a significant and substantial impact, with an F Square . value. 

de .monstrating a strong influe.nce .. This aligns with conte .nt-base .d marke .ting the.ory, which 

e .mphasize.s the. importance . of cre.ating re .le.vant and high-quality conte .nt to build strong 
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re .lationships with consume.rs. Informative. and e.ngaging conte .nt can e.nhance. e.ngage .me.nt 

and facilitate . positive . purchasing de.cisions.  

Inte .grating live . stre.aming, conte.nt marke.ting, and flash sale.s to e.ncourage. shopping 

de .cisions on e .-comme.rce. platforms like. Tokope .dia re.quire.s a compre.he.nsive . and strate.gic 

approach. By combining conte .nt marke.ting, live . stre.aming, and flash sale .s into a cohe .sive. 

e .cosyste .m, Tokope.dia can significantly e.nhance. consume.r shopping de .cisions. This 

approach not only cre .ate.s an e.ngaging shopping e .xpe.rie.nce. but also foste .rs long-te .rm 

re .lationships be.twe.e.n the. brand and consume.rs. Imple .me.nting the .se. strate.gie.s with a de.e.p 

unde .rstanding of consume.r be.havior will he .lp Tokope.dia re.main compe.titive . in the. e.ve .r-

e .volving e .-comme.rce. marke.t. 

Re .fe.rring to the . findings of this study, companie.s should continue. to de.ve .lop and 

optimize. the.ir conte.nt marke.ting strate.gie.s, as the. use. of e.ngaging and re .le.vant conte .nt can 

e .nhance. consume.r e.ngage .me.nt and e.ncourage . online. shopping de .cisions. Additionally, the. 

imple.me.ntation of flash sale. and live . stre .aming strate.gie .s re.quire.s an e.valuation of the. 

e .ffe.ctive .ne.ss of both approache.s, as we.ll as the . ne.e.d for innovation and adjustme.nts during 

imple.me.ntation to achie.ve. optimal impact in driving online . shopping de.cisions among use .rs 

of the. Tokope.dia e.-comme.rce. application. The. re.sults and findings of this re.se.arch are. 

intriguing and warrant furthe.r te.sting using diffe .re.nt me.thods, a large.r sample. size ., and the. 

e .xploration and e.xamination of various marke.ting strate.gie.s that incorporate. othe.r factors. 
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