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       Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing 

dan live shopping experience terhadap impulse buying Generasi Z dengan 

emotional arousal sebagai variabel mediasi pada platform e-commerce. Metode 

penelitian menggunakan pendekatan kuantitatif dengan 190 responden Gen Z di 

Kota Kendal, dianalisis menggunakan SmartPLS. Hasil penelitian menunjukkan 

bahwa social media marketing berpengaruh signifikan terhadap emotional arousal 

dan impulse buying. Emotional arousal juga terbukti berpengaruh signifikan 

terhadap impulse buying serta memediasi hubungan antara social media marketing 

dan impulse buying. Sebaliknya, live shopping experience tidak berpengaruh 

signifikan terhadap emotional arousal maupun impulse buying, dan tidak dimediasi 

oleh emotional arousal. Temuan ini menegaskan bahwa social media marketing 

memiliki peran dominan dalam mendorong impulse buying Gen Z, sementara live 

shopping experience belum memberikan pengaruh yang kuat. 
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       This study aims to analyze the influence of social media marketing and live 

shopping experiences on impulse buying among Generation Z, with emotional 

arousal as a mediating variable on e-commerce platforms. The research method 

used a quantitative approach with 190 Gen Z respondents in Kendal City, analyzed 

using SmartPLS. The results showed that social media marketing significantly 

influenced emotional arousal and impulse buying. Emotional arousal also 

significantly influenced impulse buying and mediated the relationship between 

social media marketing and impulse buying. Conversely, live shopping experiences 

had no significant effect on emotional arousal or impulse buying, and were not 

mediated by emotional arousal. These findings confirm that social media marketing 

plays a dominant role in driving impulse buying among Gen Z, while live shopping 

experiences have not yet exerted a strong influence. 
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