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ABSTRAK

Perkembangan e-commerce berbasis media sosial seperti TikTok Shop
mendorong perubahan perilaku konsumen dalam berbelanja online. Penelitian ini
bertujuan menganalisis pengaruh Live Streaming, Price Discount, Social Influence,
dan Online Customer Review terhadap Purchase Decision serta Repurchase
Intention pada generasi Z pengguna TikTok Shop. Metode yang digunakan adalah
kuantitatif melalui survei daring kepada 120 responden generasi Z dengan analisis
Structural Equation Modeling (SEM)-AMOS. Hasil penelitian menunjukkan
bahwa Live Streaming berpengaruh signifikan terhadap Purchase Decision (CR =
7,699 > twper 1,721) namun tidak berpengaruh signifikan terhadap Repurchase
Intention (CR = 1,257 < twper 1,721). Price Discount berpengaruh signifikan
terhadap Purchase Decision (CR = 3,647 > twnel 1,721) maupun Repurchase
Intention (CR = 2,517 > twner 1,721). Social Influence berpengaruh signifikan
terhadap Purchase Decision (CR = 6,716 > twner 1,721) maupun Repurchase
Intention (CR = 1,728 > ttabel 1,721). Online Customer Review berpengaruh positif
dan signifikan terhadap Purchase Decision (CR = 4,046 > twbe 1,721) maupun
Repurchase Intention (CR = 2,647 > twper 1,721). Purchase Decision berpengaruh
positif dan signifikan terhadap Repurchase Intention (CR = 3,521 > ttaper 1,721).
Secara simultan, Repurchase Intention dipengaruhi oleh Live Streaming (0,354),
Price Discount (0,254), Social Influence (0,407), dan Online Customer Review
(0,249). Temuan ini menunjukkan bahwa kombinasi Live Streaming, Price
Discount, Social Influence, dan Online Customer Review dapat meningkatkan
Purchase Decision serta mendorong Repurchase Intention konsumen pada platform
TikTok Shop.

Kata Kunci: Live Streaming; Online Customer Review; Price Discount; Purchase
Decision; Repurchase Intention; Social Influence; TikTok Shop
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ABSTRACT

The development of social media-based e-commerce such as TikTok Shop
has driven changes in consumer behavior in online shopping. This study aims to
analyze the influence of Live Streaming, Price Discount, Social Influence, and
Online Customer Review on Purchase Decision and Repurchase Intention among
Generation Z TikTok Shop users. The method used is quantitative through an online
survey of 120 Generation Z respondents with Structural Equation Modeling (SEM)-
AMOS analysis. The results show that Live Streaming has a significant effect on
Purchase Decision (CR = 7.699 > tuanle 1.721) but does not have a significant effect
on Repurchase Intention (CR = 1.257 < tmne 1.721). Price Discount has a
significant effect on Purchase Decision (CR = 3.647 > tuanie 1.721) and Repurchase
Intention (CR = 2.517 > tanle 1.721). Social Influence significantly influences
Purchase Decision (CR = 6.716 > tbvle 1.721) and Repurchase Intention (CR =
1.728 > tiavie 1.721). Online Customer Reviews have a positive and significant effect
on Purchase Decision (CR = 4.046 > tranle 1.721) and Repurchase Intention (CR =
2.647 > tanle 1.721). Purchase Decision has a positive and significant effect on
Repurchase Intention (CR = 3.521 > twple 1.721). Simultaneously, Repurchase
Intention is influenced by Live Streaming (0.354), Price Discount (0.254), Social
Influence (0.407), and Online Customer Reviews (0.249). These findings indicate
that the combination of Live Streaming, Price Discount, Social Influence, and
Online Customer Reviews can improve Purchase Decisions and drive consumer
Repurchase Intention on the TikTok Shop platform.

Keywords: Live Streaming; Online Customer Review; Price Discount; Purchase
Decision; Repurchase Intention; Social Influence; TikTok Shop
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