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ABSTRAK
Sari Syifa Andini
802020009

ANALISIS PERBANDINGAN PRODUCT QUALITY TERHADAP
IMPULSE BUYING MELALUI PARASOCIAL INTERACTION PADA SAAT
LIVE SHOPPING

Shopee Live dan TikTok Shop merupakan dua raksasa e-Commerce yang berlomba
lomba dalam mengeluarkan fitur live shopping untuk meningkatkan strategi
promosi sehingga dapat merajai pangsa pasar di dunia. Penelitian ini bertujuan
untuk mengetahui apakah terdapat pengaruh antara product quality terhadap
impulse buying melalui parasocial interaction scbagai variabel mediasi yang
dilakukan pada konsumen yang pernah berbelanja menggunakan fitur live shopping
TikTok Shop dan Shopee Live. Penelitian ini dilakukan dengan mengumpulkan data
melalui penyebaran kuisioner dan disebarkan kepada konsumen yang pernah
berbelanja memakai fitur Zive shopping TikTok Shop dan Shopee Live melalui g-
form. Data dianalisis menggunakan metode Partial Least Square Equation
Modeling (PLS-SEM) dengan memakai tools SmartPLS 4.0. Proses analisis
menggunakan PLS-SEM diawali dengan mengevaluasi model pengukuran,
selanjutnya dilakukan uji model struktural, lalu hasil analisa PLS-SEM dapat ditarik
kesimpulannya.

Hasil penelitian ini menunjukan bahwa evaluasi model model pengukuran telah
valid, reliabel dan dapat diterima secara substansial berdasarkan hasil uji data. Hasil
akhir dari pengujian data hipotesis dan multi group analysis menunjukan bahwa
terdapat pengaruh positif dan signifikan antara product quality dan impulse buying
terhadap parasocial interation pada fitur live shopping TikTok Shop dan Shopee
Live dan hasil dari uji multi group analisis menunjukan bahwa variabel parasocial
interaction berhasil memediasi hubungan product quality dan impulse buying pada
fitur live shopping TikTok Shop dan Shopee Live..

Kata Kunci : live shopping, PLS-SEM, product quality, impulse buying,

parasocial interaction

viii



ABSTRACT
Sari Syifa Andini
802020009

ANALISIS PERBANDINGAN PRODUCT QUALITY TERHADAP
IMPULSE BUYING MELALUI PARASOCIAL INTERACTION PADA SAAT
LIVE SHOPPING

Shopee Live and TikTok Shop are two e-Commerce giants who are competing in
issuing live shopping features to improve promotional strategies so that they can
dominate market share in the world. This study aims to determine whether there is
an influence between product quality on impulse buying through parasocial
interaction as a mediating variable conducted on consumers who have shopped
using the TikTok Shop and Shopee Live live shopping features. This research was
conducted by collecting data through distributing questionnaires and distributing
them to consumers who have shopped using the TikTok Shop and Shopee Live live
shopping features via g-form. Data is analyzed using the Partial Least Square
Equation Modeling (PLS-SEM) method using SmartPLS 4.0 tools. Analysis
process using PLS-SEM begins with evaluating the measurement model, then
testing the structural model, then the results of the PLS-SEM analysis can be drawn
conclusions.

The results of this study indicate that the evaluation of the measurement model
model is valid, reliable and substantially acceptable based on the test data results.
The results of this study indicate that the evaluation of the measurement model
model is valid, reliable and substantially acceptable based on the data test results.
The final results of hypothesis data testing and multi group analysis show that there
is a positive and significant influence between product quality and impulse buying
on parasocial interaction on TikTok Shop and Shopee Live live shopping features
and the results of the multi group analysis test show that the parasocial interaction
variable successfully mediates the relationship between product quality and impulse
buying on TikTok Shop and Shopee Live live shopping features.

Keywords: live shopping, PLS-SEM, product quality, impulse buying,

parasocial interaction
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