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ABSTRACT 

Rahmini, From Screen to Checkout: An Analysis of Impulse Buying Through 

Digital Strategies (Online Live Selling, Content marketing and Influencer 

Marketing) and Personality Factors (Neuroticism and Extraversion). Riza Firdaus 

(Supervisor). 

The rapid development of digital marketing and the high use of social media 

in Indonesia have driven significant changes in consumer behaviour, especially 

regarding impulse purchases. This study aims to analyze the influence of digital 

marketing strategies (Online Live Selling, Content marketing, and Influencer 

marketing) and personality factors (Neuroticism and Extraversion) on impulse 

buying behavior on the TikTok and Shopee platforms. The research method 

employs a non-probability sampling approach, utilizing a purposive sampling 

technique to select respondents who meet specific criteria. 

This study reveals that Online Live Selling has a positive and significant 

influence on Impulse Buying, demonstrating the effectiveness of online selling in 

encouraging spontaneous purchases. On the other hand, content marketing did not 

show a substantial influence on Impulse Buying, although useful for building 

brand awareness, this strategy is less effective than other digital marketing 

methods. In contrast, influencer marketing proved to have a positive and 

significant effect, with recommendations from influencers playing an important 

role in driving impulse purchases. In addition, personality factors such as 

neuroticism and extraversion also contribute, where individuals with high levels 

of neuroticism tend to be more prone to impulse buying due to emotional 

instability, while extroverted characteristics that are responsive to external 

stimulation make them more prone to spontaneous buying. 

 

Keywords: Impulse buying, digital marketing, Neuroticism, Extraversion, 

TikTok.  
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ABSTRAK 

Rahmini, Dari Layar Ke Checkout: Analisis Impulse Buying Melalui Strategi 

Digital (Online Live Selling, Content marketing dan Influencer Marketing) Dan 

Faktor Personality (Neurotisisme dan Extraversion). Riza Firdaus (Pembimbing). 

Perkembangan pesat pemasaran digital dan tingginya penggunaan media 

sosial di Indonesia telah mendorong perubahan signifikan dalam perilaku 

konsumen, terutama terkait pembelian impulsif. Penelitian ini bertujuan untuk 

menganalisis pengaruh strategi pemasaran digital (Online Live Selling, Content 

marketing, Influencer marketing) dan faktor kepribadian (Neurotisisme dan 

Extraversion) terhadap perilaku pembelian impulsif di platform TikTok dan 

Shopee. Metode penelitian menggunakan pendekatan nonprobability sampling 

dengan teknik purposive sampling untuk memilih responden yang memenuhi 

kriteria tertentu.  

Penelitian ini mengungkapkan bahwa Online Live Selling memiliki 

pengaruh positif dan signifikan terhadap Impulse Buying, menunjukkan efektivitas 

penjualan daring dalam mendorong pembelian spontan. Content marketing tidak 

menunjukkan pengaruh signifikan terhadap Impulse Buying, meskipun berguna 

untuk membangun kesadaran merek, strategi ini kurang efektif dibandingkan 

metode pemasaran digital lainnya. Sebaliknya, influencer marketing terbukti 

berpengaruh positif dan signifikan, dengan rekomendasi dari influencer berperan 

penting dalam mendorong pembelian impulsif. Faktor kepribadian seperti 

neurotisisme dan extraversion juga berkontribusi, di mana individu dengan tingkat 

neurotisisme tinggi cenderung lebih mudah melakukan pembelian impulsif akibat 

ketidakstabilan emosional, sementara karakteristik ekstrovert yang responsif 

terhadap stimulasi eksternal membuat mereka lebih rentan terhadap pembelian 

spontan. 

 

Kata kunci: Pembelian impulsif, pemasaran digital, Neurotisisme, Extraversion, 

TikTok. 
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