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ABSTRAK

Perkembangan social commerce telah mengubah cara konsumen melakukan
pengambilan keputusan pembelian. TikTok sebagai platform yang mengintegrasikan
hiburan, interaksi sosial, dan aktivitas belanja memungkinkan konsumen menemukan
produk, mengevaluasi informasi, serta melakukan transaksi dalam satu lingkungan
digital. Kondisi ini menunjukkan bahwa proses pengambilan keputusan pembelian
tidak lagi sepenuhnya mengikuti tahapan linear sebagaimana dijelaskan dalam model
pengambilan keputusan konsumen tradisional. Meskipun berbagai penelitian telah
membahas perilaku pembelian pada social commerce, pemahaman mengenai
bagaimana Generasi Z membentuk keputusan pembelian melalui pengalaman
berbelanja mereka di TikTok masih terbatas. Oleh karena itu, penelitian ini bertujuan
untuk menganalisis pola pengambilan keputusan pembelian Generasi Z dalam
lingkungan social commerce TikTok serta menjelaskan transformasi proses
pengambilan keputusan dibandingkan dengan model Kotler dan Keller. Penelitian ini
menggunakan pendekatan kualitatif. Data diperoleh melalui wawancara mendalam
terhadap dua belas informan Generasi Z berusia 18-25 tahun yang memiliki
pengalaman berbelanja melalui TikTok. Data dianalisis menggunakan model Miles
dan Huberman yang meliputi reduksi data, penyajian data, dan penarikan kesimpulan.
Hasil penelitian menunjukkan bahwa keputusan pembelian Generasi Z dibentuk
melalui empat pertimbangan utama, yaitu personalized content, electronic word-of-
mouth, value considerations, dan self-reward sebagai pertimbangan emosional.
Keempat pertimbangan tersebut kemudian membentuk tiga pola pengambilan
keputusan pembelian, yaitu pola reaktif, pola konfirmatif, dan pola deliberatif, yang
menunjukkan karakteristik proses pengambilan keputusan yang berbeda pada setiap
konsumen. Selain itu, penelitian ini menemukan adanya transformasi proses
pengambilan keputusan pembelian dibandingkan model tradisional, di mana tahapan
keputusan menjadi lebih dinamis, tidak selalu berlangsung secara berurutan, serta
dipengaruhi oleh interaksi antara teknologi, informasi, pertimbangan sosial, ekonomi,
dan emosional dalam lingkungan social commerce. Temuan ini menunjukkan bahwa
pengambilan keputusan pembelian pada TikTok merupakan proses yang lebih
fleksibel dan kontekstual dibandingkan model pengambilan keputusan konsumen
tradisional.

Kata kunci: Social Commerce, TikTok, Generasi Z, Pengambilan Keputusan
Pembelian, Perilaku Konsumen
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ABSTRACT

The development of social commerce has transformed the way consumers make
purchase decisions. As a platform that integrates entertainment, social interaction, and
shopping activities, TikTok enables consumers to discover products, evaluate
information, and complete transactions within a single digital environment. This
transformation indicates that the purchase decision-making process no longer fully
follows the linear stages described in traditional consumer decision-making models.
Although numerous studies have examined consumer purchasing behavior in social
commerce, limited attention has been given to understanding how Generation Z
forms purchase decisions through their shopping experiences on TikTok. Therefore,
this study aims to analyze the purchase decision-making patterns of Generation Z
within TikTok's social commerce environment and to explain the transformation of
the decision-making process in comparison with the consumer decision-making
model proposed by Kotler and Keller. This study employed a qualitative approach
using a phenomenological method. Data were collected through in-depth interviews
with twelve Generation Z informants aged 18-25 who had experience purchasing
products through TikTok. The data were analyzed using the Miles and Huberman
model, which consists of data reduction, data display, and conclusion drawing. The
findings reveal that Generation Z's purchase decisions are formed through four
primary considerations: personalized content, electronic word-of-mouth, value
considerations, and self-reward as an emotional consideration. These considerations
give rise to three distinct purchase decision-making patterns: the reactive pattern, the
confirmative pattern, and the deliberative pattern, each reflecting different
characteristics of consumers' decision-making processes. Furthermore, the study
identifies a transformation in the purchase decision-making process compared with
the traditional model, in which decision stages become more dynamic, do not always
occur sequentially, and are shaped by the interaction of technological, informational,
social, economic, and emotional considerations within the social commerce
environment. These findings suggest that purchase decision-making on TikTok is a
more flexible and contextual process than that described in traditional consumer
decision-making models.

Keywords: Social Commerce, TikTok, Generation Z, Purchase Decision-Making,
Consumer Behavior.
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