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ABSTRAK 
 

Impulse Buying Tendency (IBT) dievaluasi dengan menggunakan 4 

dimensi,yaitu : Similarity, Expertise, Likeability, Parasocial Interaction. 

Keempat dimensi tersebut memiliki pengaruh peningkatan Impulse Buying 

Tendency. Keempat dimensi tersebut berperan dalam bisnis online untuk 

tercipta Impulse Buying Tendency melalui Parasocial Interaction yang 

berasal dari para aktor/aktris. Konsumen yang terpengaruh dengan adanya 

keterlibatan aktor/aktris akan merasa memiliki kesamaan dengan 

aktor/aktris melalui merek produk, kepentingan serta preferensi. Melalui 

pengetahuan, pengalaman, dan keahlian aktor/aktris dalam mempromosikan 

produk mampu mempengaruhi terciptanya Impulse Buying Tendecy.  

Penelitian ini bertujuan untuk mengetahui dan menguji Pengaruh 

Similarity, Expertise, Likeability terhadap ImpulseBuying Tendency dengan 

Parasocial Interaction sebagai variabel mediasi pada E-commerce 

Tokopedia. Sampel yang digunakan sebanyak 150 responden. Penelitian ini 

menggunakan teknik analisis SEM dengan bantuan program LISREL 8.70. 

Hasil penelitian ini menunjukkan bahwa Similarity, Expertise, Likeability 

memiliki pengaruh positif terhadap Parasocial Interaction. Kemudian 

Parasocial Interaction berpengaruh positif terhadap Impulse Buying 

Tendency. 

 

Kata Kunci : Parasocial Interaction, Impulse Buying Tendency, Expertise. 
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ABSTRACT 

 

Impulse Buying Tendency (IBT) is evaluated using 4 dimensions, 

namely: Similarity, Expertise, Likeability, Parasocial Interaction. These 

four dimensions have an impact on Impulse Buying Tendency. These four 

dimensions play a role in online business to create Impulse Buying 

Tendency through Parasocial Interaction derived from the actors/actresses. 

Consumers affected by the involvement of actors/actresses will feel in 

common with actors/actresses through product brands, interests and 

preferences. Through the knowledge, experience, and expertise of 

actors/actresses in promoting the product is able to influence the creation of 

Impulse Buying Tendecy.  

This study aims to know and test the effect of Similarity, 

Expertise, Likeability to Impulse Buying Tendency with Parasocial 

Interaction as a mediation variable in Tokopedia E-commerce. The sample 

used is 150 respondents. This study uses SEM analysis technique with the 

help of LISREL 8.70 program. The results of this study indicate that 

Similarity, Expertise, Likeability has a positive influence on Parasocial 

Interaction. Then Parasocial Interaction positively affects Impulse Buying 

Tendency. 

Keywords: Parasocial Interaction, Impulse Buying Tendency, Expertise 

 




