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ABSTRAK 

 Penelitian ini bertujuan untuk mengetahui Pengaruh Price Promotion Dan 

Customer Streamer Interaction Terhadap Impulse Buying Pada Live Streaming 

Shopee Dengan Perceived Risk Sebagai Variabel Mediasi Di Kebumen. Pendekatan 

yang digunakan adalah kuantitatif dengan metode survey melalui kuesioner kepada 

130 responden di Kebumen. Analisis data dilakukan dengan PLS-SEM 

menggunakan software SmartPLS. Hasil penelitian menunjukkan bahwa (1) price 

promotion berpengaruh positif dan signifikan terhadap impulse buying, (2) 

customer streamer interaction berpengaruh positif dan signifikan terhadap impulse 

buying, (3) price promotion berpengaruh positif dan signifikan terhadap perceived 

risk, (4) customer streamer interaction berpengaruh positif dan signifikan terhadap 

perceived risk, (5) perceived risk berpengaruh positif dan signifikan terhadap 

impulse buying, (6) perceived risk dapat memediasi pengaruh price promotion 

terhadap impulse buying, (7) perceived risk dapat memediasi pengaruh customer 

streamer interaction terhadap impulse buying. 

 

Kata Kunci: price promotion, customer streamer interaction, impulse buying, 

Shopee Live. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

x 
 

ABSTRACT 

 The study to examine the effect of price promotion and customer streamer 

interaction on impulse buying on Shopee live streaming with perceived risk as a 

mediating variable in Kebumen. The approuach used is quatitative with a survey 

method through a questionnaire to 130 respondents in Kebumen. The results of the 

study indicate that (1) price promotion has a positive and significant effect on 

impulse buying, (2) customer streamer interaction has a positive and significant 

effect on impulse buying, (3) price promotion has a positive and significant effect 

on perceived risk, (4) customer streamer interaction has a positive and significant 

effect on perceived risk, (5) perceived risk has a positive and significant effect on 

impulse buying, (6) perceived risk can mediate the effect of price promotion on 

impulse buying, (7) perceived risk can mediate the effect of customer streamer 

interaction on impulse buying. 

 

Keyword: price promotion, customer streamer interaction, impulse buying, Shopee 

Live. 
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