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ABSTRAK 

 

Nama Mahasiswa / NPM  : Luthfi Azmi Sadiyah / 22082010215 

Judul Skripsi                     : Analisis Penerimaan Platform Live Streaming 

TikTok Menggunakan Model UTAUT2  

Dosen Pembimbing          : 1. Asif Faroqi, S.Kom., M.Kom. 

 2. Eristya Maya Safitri, S.Kom, M.Kom. 

 

Meningkatnya live streaming commerce di Indonesia melalui TikTok membentuk 

ekosistem belanja yang menggabungkan teknologi, hiburan, dan interaksi sosial, 

namun juga memunculkan tantangan seperti ketergantungan UMKM, risiko 

keamanan transaksi, serta kompleksitas psikologis konsumen terkait promosi dan 

risiko penipuan. Kondisi ini menunjukkan bahwa penerimaan teknologi live 

streaming tidak hanya dipengaruhi aspek teknis, tetapi juga dimensi psikologis dan 

sosial yang belum sepenuhnya dikaji secara komprehensif. Penelitian ini bertujuan 

menganalisis faktor yang memengaruhi penerimaan dan penggunaan TikTok Live 

menggunakan model UTAUT2 yang diperluas dengan Trust, Perceived Risk, Deal 

Proneness, dan Consumer Innovativeness. Penelitian kuantitatif ini menggunakan 

SEM-PLS dengan 403 responden pengguna aktif TikTok yang pernah melakukan 

pembelian melalui TikTok Live. Hasil menunjukkan 10 dari 18 hipotesis diterima, 

dengan Habit sebagai faktor paling dominan terhadap Behavioral Intention dan 

Usage Behavior, diikuti Deal Proneness, Social Influence, Hedonic Motivation, 

dan Consumer Innovativeness. Perceived Risk terbukti berpengaruh sangat kuat 

terhadap Trust, sementara beberapa variabel tidak berpengaruh langsung tetapi 

bekerja melalui mediasi Behavioral Intention dan Trust. Secara keseluruhan, model 

UTAUT2 yang diperluas terbukti relevan dan mampu menjelaskan penerimaan 

platform live streaming TikTok di Indonesia, dengan menunjukkan peran penting 

faktor sosial, emosional, dan kebiasaan dalam membentuk perilaku konsumen. 

Kata kunci: Live Streaming Commerce, TikTok Live, UTAUT2, Behavioral  

        Intention, Usage Behavior  
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ABSTRAK 

 

Student Name / NPM       : Luthfi Azmi Sadiyah / 21082010038 

Thesis Title                       : Analysis of TikTok Live Streaming Platform 

Acceptance Using the UTAUT2 Model 

Advisor                             : 1. Asif Faroqi, S.Kom., M.Kom. 

 2. Eristya Maya Safitri, S.Kom, M.Kom. 

 

The growing trend of live streaming commerce in Indonesia particularly through 

TikTok, has created a shopping ecosystem that integrates technology, 

entertainment, and social interaction. However, it also raises several challenges, 

such as SMEs’ economic dependency, transaction security risks, and complex 

consumer psychological dynamics related to promotional exposure and perceived 

fraud risk. This condition indicates that the acceptance of live streaming technology 

is influenced not only by technical aspects but also by psychological and social 

dimensions that have not been fully examined in a comprehensive manner. This 

study aims to analyze the factors influencing the acceptance and use of TikTok Live 

by applying the UTAUT2 model extended with Trust, Perceived Risk, Deal 

Proneness, and Consumer Innovativeness. This quantitative research employs 

SEM-PLS analysis with 403 valid respondents who are active TikTok users and 

have made purchases through TikTok Live. The results show that 10 out of 18 

hypotheses are supported statistically, with Habit emerging as the most dominant 

predictor of Behavioral Intention and Usage Behavior, followed by Deal Proneness, 

Social Influence, Hedonic Motivation, and Consumer Innovativeness. Perceived 

Risk is found to have a very strong effect on Trust. Additionally, several variables 

do not directly influence behavior but operate indirectly through mediation via 

Behavioral Intention and Trust. Overall, the extended UTAUT2 model is proven to 

be relevant and effective in explaining the acceptance of TikTok Live streaming 

platforms in Indonesia, highlighting the important role of social, emotional, and 

habitual factors in shaping consumer behavior. 

Keyword: Live Streaming Commerce, TikTok Live, UTAUT2, Behavioral 

         Intention, Usage Behavior  
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