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PENGARUH INTERAKSI PARASOSIAL DI INSTAGRAM TASYA
FARASYA TERHADAP PERILAKU IMPULSE BUYING PRODUK
“MOTHER OF PEARL”

RAHMI ANISA GUSIKA PUTRI

ABSTRAK

Perilaku Impulse Buying tumbuh secara signifikan dengan berkembangnya
teknologi masa ini. Impulse Buying atau Pembelian Impulsif adalah sebuah
tindakan yang tidak direncanakan, tidak diatur atau perilaku spontan saat membeli
sebuah produk. Perilaku ini banyak terjadi di Generasi Muda, terutama Gen Z
yang banyak terpapar oleh media, terlebih lagi oleh Influencer yang mereka sukai.
Salah satu Influencer di bidang Beauty adalah @tasyafarasya. Beauty Influencer
ini sekaligus memanfaatkan Instagram untuk membagikan kegiatan kesaharianya,
berinteraksi dengan followers, dan memposting konten produk make-up miliknya
sendiri yaitu “Mother of Pearl” yang habis terjual dalam waktu 8 jam pada
launching perdananya, fenomena teresebutlah yang melatarbelakangi penelitian
ini. Penelitian ini bertujuan untuk mengetahui besarnya Pengaruh Interaksi
Parasosial di Instagram @tasyafarasya Terhadap Perilaku Impulse Buying Pada
Produk “Mother of Pear]” dan manfaat penelitian ini adalah untuk membuktikan
Elaboration Likelihood Model (ELM) yang menyatakan individu akan
menghasilkan perubahan sikap jika diberikan suatu pesan persuasif. Penelitian ini
menggunakan metode kuantitatif dengan jenis penelitian eksplanatif, serta
menggunakan teknik pengumpulan data berupa kuesioner. Berdasarkan hasil uji
perhitungan korelasi memperoleh nilai sebesar 0,553. Didapatkan pula pengaruh
variabel Interaksi Parasosial terhadap Impulse Buying sebesar 69% melalui uji
koefisien determinasi. Sedangkan uji hipotesis memperoleh hasil Ho ditolak dan
Ha diterima dengan nilai signifikansi sebesar 0,001.

Kata Kunci: Interaksi Parasosial, Instagram, Impulse Buying, Influencer,
Elaboration Likelihood Model
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THE INFLUENCE OF PARASOCIAL INTERACTIONS ON TASYA
FARASYA'S INSTAGRAM TO IMPULSE BUYING BEHAVIOR OF
"MOTHER OF PEARL" PRODUK

RAHMI ANISA GUSIKA PUTRI

ABTRACT

Impulse Buying behavior has grown significantly with today's technological
developments. Impulse Buying or Impulsive Buying is an unplanned, unmanaged
or spontaneous behavior when buying a product. This behavior often occurs in
the younger generation, especially Gen Z, who are exposed to a lot of media,
especially influencers they like. One of the Influencers in the Beauty sector is
@tasyafarasya. This Beauty Influencer also uses Instagram to share her daily
activities, interact with her followers, and post content about her own make-up
product, namely "Mother of Pearl”, which sold out within 8 hours of its first
launch, this phenomenon is the background for this research. This research aims
to determine the magnitude of the influence of parasocial interactions on
@tasyafarasya Instagram on Impulse Buying behavior of "Mother of Pearl”
product and the benefit of this research is to prove the Elaboration Likelihood
Model (ELM) which states that individuals will produce changes in attitude if
given a persuasive message. This research uses quantitative methods with an
explanatory research type, and uses data collection techniques in the form of
questionnaires. Based on the results of the correlation calculation test, a value of
0.553 was obtained. These results show that Parasocial Interaction on Instagram
@tasyafarasya has a strong influence on Impulse Buying of "Mother of Pearl"
Products. Also found was the influence of the Parasocial Interaction variable on
Impulse Buying amounting to 69% through the coefficient of determination test.
Meanwhile, the hypothesis test obtained the results that Ho was rejected and Ha
was accepted with a significance value of 0.001.

Keywords: Parasocial Interactions, Instagram, Impulse Buying, Influencer,
Elaboration Likelihood Model.
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