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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh Host Social Presence dan 

Perceived Interaction terhadap Impulse Buying dengan Flow Experience sebagai 

variabel mediasi pada produk fashion dalam live shopping Shopee. Latar belakang 

penelitian ini didasarkan pada berkembangnya fenomena live shopping yang tidak 

hanya berfungsi sebagai media transaksi, tetapi juga sebagai sarana interaksi dan 

hiburan yang dapat memengaruhi perilaku pembelian konsumen secara spontan. 

Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan teknik 

pengumpulan data melalui kuesioner. Jumlah responden dalam penelitian ini 

sebanyak 170 orang yang merupakan pengguna aktif fitur live shopping Shopee di 

Kabupaten Kebumen. Teknik analisis data menggunakan metode Structural 

Equation Modeling (SEM) berbasis Partial Least Square (PLS) dengan bantuan 

software SmartPLS 3. 

Hasil penelitian menunjukkan bahwa Host Social Presence dan Perceived 

Interaction berpengaruh positif dan signifikan terhadap Flow Experience. 

Selanjutnya, Host Social Presence dan Flow Experience berpengaruh positif dan 

signifikan terhadap Impulse Buying, sedangkan Perceived Interaction tidak 

berpengaruh signifikan terhadap Impulse Buying. Selain itu, Flow Experience 

terbukti mampu memediasi hubungan antara Host Social Presence dan Perceived 

Interaction terhadap Impulse Buying.  

Kata kunci: Host Social Presence, Perceived Interaction, Flow Experience, 

Impulse Buying, Live Shopping Shopee 
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ABSTRAKSI 

 

This study aims to analyze the effect of Host Social Presence and Perceived 

Interaction on Impulse Buying, with Flow Experience as a mediating variable in 

fashion products during live shopping on Shopee. This research is motivated by the 

rapid growth of live shopping, which not only functions as a transaction platform 

but also as an interactive and entertaining medium that can influence consumers’ 

spontaneous purchasing behavior. This study employs a quantitative approach with 

data collected through questionnaires. The sample consists of 170 respondents who 

are active users of Shopee live shopping features. Data analysis was conducted 

using Structural Equation Modeling (SEM) based on Partial Least Squares (PLS) 

with the assistance of SmartPLS 3 software. 

The results indicate that Host Social Presence and Perceived Interaction have a 

positive and significant effect on Flow Experience. Furthermore, Host Social 

Presence and Flow Experience have a positive and significant effect on Impulse 

Buying, while Perceived Interaction does not have a significant effect on Impulse 

Buying. In addition, Flow Experience is proven to mediate the relationship between 

Host Social Presence and Perceived Interaction on Impulse Buying. 

 

Keywords: Host Social Presence, Perceived Interaction, Flow Experience, Impulse 

Buying, Live Shopping Shopee  
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