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 The development of digital technology has brought major 
changes to buying and selling activities, one of which is through 
the Live Shopping feature on social media platforms that allows 
direct interaction between sellers and buyers. In addition, the 
Flash Sale strategy and digital advertising also play an 
important role in attracting consumer interest, especially in 
TikTok Shop, which is now widely used as a medium for online 
shopping. This study aims to determine the influence of Live 
Shopping, Flash Sale, and digital advertising on consumer 
purchase decisions on TikTok Shop @TheDonsHouseOfficial. 
The study used a quantitative method with the distribution of 
questionnaires to 119 respondents and analyzed using multiple 
linear regression with the help of SPSS version 25. The results 
of the study show that simultaneously and partially, these three 
variables have a positive and significant effect on consumer 

purchase decisions. This means that the better the 
implementation of Live Shopping, the more attractive the Flash 
Sale program, and the more effective Digital Advertising, the 
higher the consumer purchase decision on TikTok Shop 
@TheDonsHouseOfficial. 
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1. INTRODUCTION  

The development of digital technology has brought major changes in the world of 
marketing and consumer behavior. Buying and selling activities that were previously 
carried out conventionally are now shifting to the digital realm through social media and 
e-commerce platforms. This shift has given birth to the phenomenon of social commerce, 
which is a combination of social media and electronic commerce, which allows direct 
interaction between sellers and consumers on a single platform. Sellers don't need to 
bother setting up a store if they want to sell online because the marketplace already 
provides a place to sell online. You only need registration to start selling. All processes are 

mailto:nikenparamitasari@darmajaya.ac.id
mailto:trufimurdiani@darmajaya.ac.id
mailto:aya@darmajaya.ac.id


Professional Digital Business and Innovation Journal                         P-ISSN:  
Vol. II No. 02 Month 01 Year 2026                                                         E-ISSN:  
 

11 
 

facilitated by the marketplace team in Murdiani et al. (2022) [1]. One form of social 
commerce that is now growing rapidly is TikTok Shop, an online shopping feature that 
combines entertainment content and product promotions in real-time. TikTok Shop is a 
new forum for businesses to reach consumers more interactively through Live Shopping, 
Flash Sale, and Digital Advertising features. These features have proven to be effective in 
influencing consumer behavior because they are able to deliver an instant, visual, and 
emotional shopping experience. 

Live Shopping increases consumer trust and speeds up the decision-making 
process due to two-way communication. Live Shopping allows sellers to promote products, 
demonstrate usage, and respond to customer inquiries in real time. At The Don's House, 
Live Shopping is conducted almost all day for 21 hours by displaying products in real-time, 
providing special promos during live, and relying on interaction from the host to maintain 
consumer attention. 

In addition, Flash Sale is one of the digital marketing strategies that are widely used 
in TikTok Shop. according to Devica (2020), in Haryani et al. (2023) [2], explains that the 
Flash Sale is a short-term promotion that offers discounts, cashback, or free shipping to 
shoppers who shop online. This strategy is effective in capturing the attention of the 
audience and increasing transaction volume in a short period of time, especially among 
young users who are active in social media. At The Don's House, Flash Sale is held at 
strategic times designed to maximize consumer attention, such as adjusted to Live 
Shopping showtimes or on unique dates (e.g., 12.12, December 12) to create purchase 
urgency. 

On the other hand, Digital Advertising plays an important role in expanding 
promotional reach and building brand awareness. According to Heidrick & Struggles in 
Wahyudi et al. (2023) [3], digital advertising takes advantage of technological advances and 
the digital realm to carry out promotions or advertisements that are not overtly disclosed 
but have a significant impact. Digital advertising designed with attractive visuals and 
strategic placement has been proven to be able to increase brand recall in consumers' 
minds. The Don's House leverages the TikTok Ads feature as part of its Digital Advertising 
strategy to reach new audiences in a wider and targeted way, with content that is usually 
in the form of best-selling products, viral content, or clothing style recommendations. 

While these features have been widely utilized, not all digital strategies deliver 
optimal results. Although The Don's House has been active and consistent in utilizing 
TikTok Shop's features, there is a gap between the intensity of the digital strategy carried 
out and the tangible results in terms of consumer purchase decisions. This phenomenon 
reinforces the importance of studying how the three digital marketing strategies, Live 
Shopping, Flash Sale, and Digital Advertising, affect consumer purchasing decisions. 

Based on this background, this study was conducted to analyze the influence of 
Live Shopping, Flash Sale, and Digital Advertising on consumer purchase decisions on 
TikTok Shop @thedonshouseofficial. The results of this research are expected to contribute 
to business actors in optimizing more effective digital marketing strategies and enriching 
academic studies in the field of interactive digital marketing and consumer behavior in the 
creative economy era. 
 
2. LITERATURE REVIEW 

Live Shopping, also known as direct sales through social media, is a development 
of promotional media by utilizing real-time communication relationships that are used to 
attract consumer buying interest in Suhyar & Pratminingsih (2023) [4]. Live Shopping is a 
new trend that combines e-commerce and social networks, where consumers who watch it 
can directly buy it with a little touch on their mobile, Izzaty Mindiasri et al. (2023) [5]. 
Based on the results of research conducted by Song & Liu, 2021 [6] explains that five 
indicators can be used as indicators of Live Shopping as follows: (1) Streamer's Credibility, 
which refers to the level of trust that the audience has in the host or streamer in the Live 
Shopping session, (2) Media Richness, which refers to the ability of the media or Live 
Shopping platform to convey information completely and clearly in accordance with the 
information needed, (3) Interactivity, which refers to the extent to which consumers 
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participate in modifying forms and content in real time, as evidenced by the extent to which 
the audience can be actively involved in the communication process with the streamer. 

Flash Sale is the lowest price given by sellers in e-commerce for a predetermined 
period of time. According to Pratiwi et al. (2021) [7], Flash Sale is a sales promotion that is 
used to influence consumer perception instantly by presenting products in limited 
quantities and discounted prices that only apply for a short time. The Flash Sale indicators, 
according to Kotler and Keller, in Setiawan (2023) [8] are as follows: (1) Frequency of 
promotions, namely the number of sales promotions carried out at a time through sales 
promotion media, (2) Promotion quality, which is a benchmark of how well sales 
promotions are carried out or the value of the number of sales promotions given by 
consumers, (3) Promotion time, which is the value or number of sales promotions carried 
out by consumers. company, (4) The accuracy or suitability of promotional goals is a 
necessary factor to achieve the company's desired targets. 

According to Heidrick & Struggles in Wahyudi et al. (2023) [3] digital advertising 
takes advantage of technological advances and the digital realm to carry out promotions or 
advertisements that are not overtly disclosed but have a significant impact. Wandu in 
Anggarani et al. (2023) [9] states that online advertising is information or messages 
conveyed to the general public to introduce, invite, and persuade people to be interested in 
a certain invitation that is installed and seen on the internet. According to Aqsa (2018) 
[10], there are 4 indicators of Digital Advertising as follows: (1) Entertainment 
(Entertainment) which measures the extent to which digital advertising can provide 
entertainment to the audience, (2) Informativeness (Information) which describes how 
clear, concise, and useful the information conveyed in digital advertising is, (3) Irritation 
which measures the extent to which digital advertising causes irritation or annoyance for 
users,  (4) Credibility which indicates the level of consumer trust in the content and delivery 
of advertisements, (5) Interactivity, which describes the extent to which digital advertising 
allows interaction between consumers and advertising content, (6) Accessibility, which 
refers to the ease of consumers in accessing advertising content from various devices and 
platforms. 

Purchasing decisions are aspects of consumer behavior that involve selecting, 
purchasing, and using goods, services, and concepts to meet needs and wants, according 
to Kotler and Armstrong in Ruliansyah et al.,  [11]. Meanwhile, according to Suri Amalia & 
M Oloan asmara (2017), in Septiani & Septiani (2024) [12] the purchase decision is a 
process when the customer knows the problem, searches for information about a particular 
product, and tests how much each alternative is able to solve the customer's problem, 
which has an impact on the decision to buy the product. In the research of Mardiana & 
Sijabat, 2022 [13] there are 4 indicators of purchasing decisions as follows: (1) Stability in 
the product, which refers to the level of stability, reliability, and consistency of quality of a 
product in meeting consumer needs, (2) Product buying habits are patterns or behaviors 
that are carried out repeatedly by consumers in purchasing a good or service, (3) 
Recommendations to others, namely suggestions or opinions given to others about a 
product or service based on personal experience, (4) Repurchase i.e. showing the intention 
and action of the consumer to buy the same product again in the future. 

 
3. METHODS 

This study aims to analyze the influence of Live Shopping, Flash Sale, and Digital 
Advertising on Consumer Purchase Decisions on TikTok Shop @thedonshouseofficial. Data 
was collected through the distribution of questionnaires to 119 respondents who were 
consumers who had purchased The Don's House products on the TikTok Shop. The data 
obtained were then analyzed using quantitative methods with classical assumption tests, 
multiple linear regression analysis, and hypothesis tests (t-test and F-test) to determine 
the significant influence of each independent variable on the dependent variable. 
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Figure 1. Research Framework 

 
The hypotheses of this study include: 
H1: Live shopping has a positive effect on consumer purchasing decisions. 
H2: Flash sale has a positive effect on consumer purchase decisions. 
H3: Digital Advertising has a positive effect on consumer purchasing decisions. 
H4: The positive influence of Live Shopping, Flash Sale, and Digital Advertising 
simultaneously on consumer Purchase Decisions. 
 
A. Population and Samples 
 

The population of this study is all TikTok Shop @thedonshouseofficial consumers. 
The sample was determined using non-probability sampling using the purposive sampling 
technique. The sample criteria include: (1) Have purchased products from The Don's House 
through TikTok Shop; (2) Have seen Live Shopping or made a purchase during the Flash 
Sale; (3) Have seen The Don's House on TikTok Shop. To calculate the sample, the G*power 
application is used according to Paramitasari et al. 2024 [14], G*power is used for 
estimation as an alternative; the sample size (N) can be considered by taking into account 
the statistical power (1-β), the level of significance (α), and the effect size that has not been 
detected in the population. This study used a significance level (α) of 0.05, statistical power 
of 0.95 (95%), and effect size of 0.15. Based on calculations using the G*Power application 
with an effect size of 0.15, power 0.95, and 3 predictors, a minimum sample size of 119 
respondents was obtained. 

 

4. RESULTS AND DISCUSSION 
 

4.1.  Validity and Reliability Test 
The results of the validity test show that all statement items have a value of r 

calculated > r of the table (0.179), so that it is declared Valid. The reliability test showed 
Cronbach's Alpha values for Purchase Decisions (0.643), Live Shopping (0.561), Flash Sale 
(0.467), and Digital Advertising (0.448). All instruments are declared to be quite reliable to 
be reliable. 
 
 
4.2. Classic Assumption Test 
4.2.1. Normality Test 
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The Kolmogorov-Smirnov test yielded a significance value of 0.063. Since this value 
> 0.05, the residual data is distributed 

 
4.2.2. Multicollinearity Test 

All independent variables have a VIF value of < 10 and a Tolerance value of > 0.10. 
Live Shopping (VIF 2,057), Flash Sale (VIF 2,173), and Digital Advertising (VIF 1,463). This 
indicates that multicollinearity does not occur. 

 
4.2.3. Heteroscedasticity Test 

The Glejser test showed significance values for Live Shopping (1,000), Flash Sale 
(1,000), and Digital Advertising (1,000). Since all values are> 0.05, the regression model is 
free of heteroscedasticity. 

 
4.2.4. Autocorrelation Test 

The Durbin-Watson (DW) value is 2.008. This value is between the dU (1.690) and 
4-dU (2.310) limits, so it is concluded that there is no autocorrelation. 

 
4.3. Data Analysis Results 
4.3.1.Hasil Analisis Regresi Linear Berganda 

 The results of multiple linear regression were obtained using the SPSS program 
version 27. The regression equation is obtained as follows: 

 
Y = 4.442 + 0.401 (X1) + 0.115 (X2) + 0.428 (X3) 

 
It can be concluded that: 
1. Constant (a): A value of 4.442 indicates that if Live Shopping, Flash Sale, and Digital 

Advertising are fixed values, the Purchase Decision is 4.442. 
2. Live Shopping Coefficient (X1): A value of 0.401 (positive) means that every 1 increase 

in Live Shopping will increase the Purchase Decision by 0.401. A Sig. value of < 0.001 
indicates that this influence is significant. 

3. Flash Sale Coefficient (X2): A value of 0.115 (positive) means that every 1 unit increase 
in the Flash Sale will increase the Purchase Decision by 0.115. A Sig. value of 0.444 (> 
0.05) indicates that this effect is not significant. 

4. Digital Advertising Coefficient (X3): A value of 0.428 (positive) means that every 1 
increase in Digital Advertising units will increase the Purchase Decision by 0.428. A Sig. 
value of < 0.001 indicates that this influence is significant. 

 
4.4. Discussion 

Based on the results of multiple linear regression analysis, it was found that the 
variables Live Shopping, Flash Sale, and Digital Advertising had a significant influence on 
Purchase Decisions. These findings prove that digital marketing strategies that are carried 
out in an integrated manner are able to influence consumer behavior in making purchase 
decisions. 

In the Live Shopping variable, a significant influence on purchase decisions can be 
seen from the results of the partial test. Consumers feel more confident in the products 
offered because they can see the condition of the product directly, interact with sellers, and 
obtain information in real-time. The questionnaire data showed that the indicator with the 
highest mean was the Streamer Credibility indicator, which indicates that respondents 
rated the streamer or host as having good knowledge of the products offered. These findings 
are in line with (Suci Ira Yulinda et al., 2024) [15] who found that Live Shopping has a 
positive and significant effect on purchasing decisions. 

On the Flash Sale variable, the test results showed a significant influence on the 
purchase decision. This strategy has proven to be effective in creating purchasing 
decisions. The questionnaire data show that the indicator with the highest mean is found 
in the Promotion Quality indicator, which means that the discounts offered in the Flash 
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Sale program are considered very attractive by consumers. These results are consistent 
with the research of Rahmawati et al. (2023) [16], which states that Flash Sales on Shopee 
have a significant effect on purchase decisions because they give rise to feelings of urgency 
and fear of missing out (FOMO). 

Meanwhile, the Digital Advertising Variable has also been proven to have a 
significant influence on purchase decisions. The indicator with the highest mean is the 
Informativeness indicator, indicating that consumers consider The Don's House digital 
advertising to be obvious in conveying product information. Attractive visuals, supportive 
audio, and persuasive messaging make it easier for consumers to understand the benefits 
and advantages of the product. This is in line with research by Muchtar et al. (2022) [17] 
which proves that Digital Advertising has a direct or indirect effect on purchase intention. 

Simultaneously, the test results show that these three variables together have a 
significant influence on purchasing decisions. This indicates that the implementation of 
an integrated digital promotion strategy can strengthen its effect on consumer behavior. 
Interactive experiences through Live Shopping, the urgency of Flash Sale offers, and the 
appeal of creative digital advertising have proven to be able to encourage consumers to 
make purchases. These findings reinforce the understanding that digital marketing not 
only serves as a promotional medium but also as an effective strategy in shaping real 
purchasing decisions. 
 
5. CONCLUSION  

Based on the results of the analysis, it can be concluded that (1) Live Shopping has 
a positive and significant effect on Purchase Decisions; (2) Flash Sale has no significant 
effect on the Purchase Decision; (3) Digital Advertising has a positive and significant effect 
on Purchase Decisions; and (4) simultaneously Live Shopping, Flash Sale, and Digital 
Advertising have a significant effect on consumers' Purchase Decisions on TikTok Shop 
@thedonshouseofficial. 
 
REFERENCES 
 
[1] T. Murdiani, M. A. E. Yusendra, S. Supriyadi, and M. G. Ramaputra, “Analysis Of 

Benefits On Using The Marketplace For Village MSMEs,” Proceedings Int. Conf. Inf. 
Technol. Bus., vol. 0, no. 0, pp. 136–140, 2022, [Online]. Available: 
https://jurnal.darmajaya.ac.id/index.php/icitb/article/view/3400 

[2] H. Haryani, C. Salsabila, and N. Cahayati, “Pengaruh Diskon Flash Sale Dan Gratis 
Ongkos Kirim Terhadap Keputusan Customer Dalam Melakukan Pembelian 
Marketplace Shopee,” Ijacc, vol. 4, no. 2, pp. 98–106, 2023, doi: 
10.33050/ijacc.v4i2.2933. 

[3] I. A. Wahyudi, M. R. Basalamah, and B. Wahono, “Pengaruh Strategi Pemasaran 
Influencer Collaborations, Digital Advertising, Dan Visual Merchandising 3second 
Terhadap Brand Awareness (Studi Kasus Pada Mahasiswa Fakultas Ekonomi dan 
Bisnis Universitas Islam Malang),” Riset, J. Prodi, Manaj. Fak. Manaj. Unisma, Bisnis, 
vol. 12, no. 01, pp. 510–518, 2023. 

[4] S. V. Suhyar and S. A. Pratminingsih, “Skintific Skincare Products Pengaruh Live 
Streaming dan Trust terhadap Impulsive Buying dalam Pembelian Produk Skincare 
Skintific,” Manag. Stud. Entrepreneur. J., vol. 4, no. 2, pp. 1427–1438, 2023. 

[5] I. Izzaty Mindiasri, D. Priharsari, and W. Purmono, “Eksplorasi Pengaruh Live 
Shopping terhadap Minat Beli Konsumen dalam Berbelanja Online dengan Metode 
Systematic Literature Review,” J. Pengemb. Teknol. Inf. dan Ilmu Komput., vol. 7, no. 
3, pp. 1039–1042, 2023. 

[6] C. Song and Y.-L. Liu, “The Effect of Live-Streaming Shopping on The Consumer’s 
Perceived Risk and Purchase Intention in China,” 23rd Bienn. Conf. Int. Telecommun. 
Soc. “Digital Soc. Ind. Transform. Policies, Mark. Technol. a post-Covid world,” pp. 1–
18, 2021, [Online]. Available: https://hdl.handle.net/10419/238054 

[7] T. A. P. S. Aida Rahma Pratiwi, Rayhan Muhammad Dzaky Ramadhan, Wening 
Marie Raharjo, “Pengaruh Flash Sale Terhadap Keputusan Membeli Konsumen E-



Professional Digital Business and Innovation Journal                         P-ISSN:  
Vol. II No. 02 Month 01 Year 2026                                                         E-ISSN:  

 

16 

 

Commerce Aida Rahma Pratiwi 1 1,” 2021. 
[8] A. Setiawan, “PENGARUH FLASH SALE DAN GRATIS ONGKIR TIK TOK SHOP 

TERHADAP PEMBELIAN IMPULSIF PADA MASYARAKAT BERINGIN LESTARI 
TAPUNG HILIR MENURUT EKONOMI SYARIAH,” Accid. Anal. Prev., vol. 183, no. 2, 
pp. 153–164, 2023. 

[9] H. T. Anggarani, B. Wahono, and N. Wahyuningtiyas, “Pengaruh Online Advertising, 
Brand Image Dan Price Terhadap Keputusan Pembelian Pada Produk Skincare The 
Originote (Studi Kasus Pada Mahasiswa Ekonomi Bisnis UNISMA),” Riset, J. Prodi, 
Manaj. Fak. Manaj. Unisma, Bisnis, vol. 12, no. 01, pp. 510–518, 2023. 

[10] M. Aqsa, “Pengaruh Iklan Online Terhadap Sikap Dan Minat Beli Konsumen Secara 
Online Di Kota Palopo (Survei pada Pengguna Internet di Kota Palopo),” J. Ilmu 
Ekon., vol. 3, no. 1, pp. 82–93, 2018. 

[11] F. Ruliansyah and M. Dr. Dian Surya Sampurna, SE, “PENGARUH KUALITAS 
PRODUK, HARGA, DAN CITRA MEREK TERHADAP KEPUTUSAN PEMBELIAN 
SEPEDA MOTOR (Studi Kasus Pada Kosumen Sepeda Motor Yamaha Di Dealer 
Johar Baru Jakarta Pusat),” Economicus, vol. 13, no. 1, pp. 80–90, 2020, doi: 
10.47860/economicus.v13i1.167. 

[12] A. Septiani and F. Septiani, “Pengaruh Digital Marketing dan Service Quality 
terhadap Keputusan Pembelian Indihome pada PT Telkom Jakarta Barat Sumber : 
Sosial Media IndiHome,” vol. 4, no. 4, pp. 726–736, 2024. 

[13] D. Mardiana and R. Sijabat, “Analisis Faktor-Faktor Yang Mempengaruhi 
Keputusan Pembelian,” Widya Cipta J. Sekr. dan Manaj., vol. 6, no. 1, pp. 9–13, 
2022, doi: 10.31294/widyacipta.v6i1.11126. 

[14] N. Paramitasari, P. Emilia, M. A. E. Yusendra, and S. Asnusa, “the Effect of 
Entrepreneurial Literacy, Digital Literacy and Social Media Use on the 
Entrepreneurial Interest of High School Students,” J. Comp. Ekon. dan Bisnis, vol. 
6, no. 2, p. 302, 2024, doi: 10.31000/combis.v6i2.11336. 

[15] Suci Ira Yulinda, Resty Fajaria Rohimiah, Dimas Madu Nasrullah, Diva Riza Fahlefi, 
and Ratih Pratiwi, “Pengaruh Live Shopping Terhadap Keputusan Pembelian Pada 
Brand The Originote di Shopee,” Aliansi  J. Manaj. dan Bisnis, vol. 19, no. 2, pp. 
156–165, 2024, doi: 10.46975/6sy8db85. 

[16] N. D. Rahmawati, W. Winarso, and H. Anas, “PENGARUH FLASH SALE, LIVE 
SHOPPING, DAN ELECTRONIC WORD OF MOUTH TERHADAP KEPUTUSAN 
PEMBELIAN PADA BRAND SKINTIFIC DI SHOPEE (Studi Kasus Mahasiswa 
Bhayangkara Jakarta Raya),” J. Econ., vol. 2, no. 10, pp. 2740–2755, 2023, doi: 
10.55681/economina.v2i10.897. 

[17] M. Muchtar, R. Hurriyati, P. D. Dirgantari, and F. F. Sigarlaki, “Analisis Digital 
Advertising Terhadap Purchase Intention melalui Brand Awareness Sebagai 
Variabel Intervening,” J. Inform. Ekon. Bisnis, vol. 4, pp. 251–256, 2022, doi: 
10.37034/infeb.v4i4.183. 

 


