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ABSTRAK 

 

Nama Mahasiswa / NPM  : Ayunda Wardhatul Fitrah / 21082010210 

Judul Skripsi                     : Evaluasi Penerimaan Live streaming TikTok 

Shop Terhadap Peningkatan Minat Belanja  

Dosen Pembimbing          : 1. Eristya Maya Safitri, S.Kom., M.Kom 

 2. Rafika Rahmawati, S.Kom., M.Kom., MBA 

 

 

Perkembangan teknologi informasi mendorong perubahan signifikan dalam 

perilaku belanja konsumen, salah satunya melalui fitur live streaming TikTok 

Shop yang mengintegrasikan elemen hiburan dan e-commerce. Namun, meskipun 

live streaming TikTok Shop semakin populer, masih ditemukan beberapa 

permasalahan salah satunya seperti ketergantungan pada inovasi fitur yang tidak 

stabil. Permasalahan ini menimbulkan risiko yang dapat memengaruhi 

kepercayaan dan keputusan pembelian konsumen. Penelitian ini bertujuan untuk 

mengevaluasi penerimaan live streaming TikTok Shop terhadap peningkatan 

minat belanja konsumen menggunakan model berbasis Technology Acceptance 

Model 3 (TAM 3) dengan pendekatan kuantitatif. Sebanyak 400 responden yang 

pernah berbelanja melalui live streaming TikTok Shop menjadi sampel penelitian 

ini. Variabel yang dianalisis meliputi perceived risk, trust, innovativeness, deal 

proneness, dan purchasing behavior, dengan teknik analisis partial least equation 

modelling (PLS-SEM). Hasil penelitian menunjukkan bahwa Trust (β=0,305; 

t=4,057; p = 0,000) dan deal proneness (β = 0,201; t = 3,150; p = 0,002) menjadi 

faktor paling dominan terhadap purchasing behavior pada fitur live streaming 

TikTok Shop, Innovativeness terhadap deal proneness (β = 0,829; t = 32,824; p = 

0,000) maupun purchasing behaviour (β = 0,435; t = 6,181; p = 0,000)terbukti 

signifikan, Perceived risk memengaruhi trust (β=0,426; t = 11,723; p = 0,000) dan 

purchasing behaviour (β = 0,080; t = 3,189; p = 0,001), meskipun dengan 

pengaruh lebih kecil.. Temuan ini menegaskan pentingnya mengelola persepsi 

risiko dan membangun kepercayaan konsumen untuk meningkatkan keputusan 

pembelian melalui live streaming. Kesimpulannya, penerimaan fitur live 

streaming TikTok Shop sangat dipengaruhi oleh faktor-faktor psikologis dan 

perilaku konsumen. Oleh karena itu, penjual dan platform perlu meningkatkan 

kepercayaan konsumen, mengurangi persepsi risiko, serta memanfaatkan inovasi 

dan promosi kreatif untuk meningkatkan minat belanja di platform tersebut. 

 

Kata kunci : TikTok Shop, Live Streaming, e-commerce, TAM 3 
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ABSTRACT 

 

Student Name / NPM       : Ayunda Wardhatul Fitrah / 21082010210 

Thesis Title                       : Evaluation of TikTok Shop Live Streaming 

Acceptance on Increasing Shopping Interest  

Advisor                             : 1. Eristya Maya Safitri, S.Kom., M.Kom 

 2. Rafika Rahmawati, S.Kom., M.Kom., MBA 

 

 

The development of information technology has driven significant changes in 

consumer shopping behavior, one of which is through the TikTok Shop live 

streaming feature that integrates entertainment and e-commerce elements. 

However, although TikTok Shop live streaming is increasingly popular, several 

problems are still found, one of which is dependence on unstable feature 

innovation. This problem poses a risk that can affect consumer trust and 

purchasing decisions. This study aims to evaluate the acceptance of TikTok Shop 

live streaming on increasing consumer shopping interest using the Technology 

Acceptance Model 3 (TAM 3) based with a quantitative approach. A total of 400 

respondents who have shopped through TikTok Shop live streaming became the 

sample of this study. The variables analyzed include perceived risk, trust, 

innovativeness, deal proneness, and purchasing behavior, with the partial least 

equation modeling (PLS-SEM) analysis technique. The results of the study 

showed that Trust (β = 0.305; t = 4.057; p = 0.000) and deal proneness (β = 0.201; 

t = 3.150; p = 0.002) were the most dominant factors in purchasing behavior on 

the TikTok Shop live streaming feature, Innovativeness towards deal proneness (β 

= 0.829; t = 32.824; p = 0.000) and purchasing behavior (β = 0.435; t = 6.181; p = 

0.000) were proven to be significant, Perceived risk affects trust (β = 0.426; t = 

11.723; p = 0.000) and purchasing behavior (β = 0.080; t = 3.189; p = 0.001), 

although with a smaller influence. These findings emphasize the importance of 

managing risk perceptions and building consumer trust to increase purchasing 

decisions through live streaming. In conclusion, the acceptance of TikTok Shop's 

live streaming feature is greatly influenced by psychological factors and consumer 

behavior. Therefore, sellers and platforms need to increase consumer trust, reduce 

risk perception, and utilize creative innovation and promotions to increase 

shopping interest on the platform. 

 

Keywords: TikTok Shop, Live Streaming, e-commerce, TAM 3 
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