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ABSTRAK 

 

GWENDA VANIA PUTRI NUGROHO, 22042010334, PENGARUH 

KEPERCAYAAN KONSUMEN DAN LIVE STREAMING PROMOTION 

TERHADAP KEPUTUSAN PEMBELIAN SKINCARE WARDAH 

MELALUI MINAT BELI DI TIKTOK SHOP SURABAYA  

 

Penelitian ini bertujuan menganalisis pengaruh kepercayaan konsumen dan live 

streaming promotion terhadap keputusan pembelian skincare Wardah melalui 

TikTok Shop, baik secara langsung maupun melalui minat beli sebagai variabel 

mediasi. Penelitian terdahulu pada konteks TikTok Shop umumnya membahas live 

streaming dan promosi belanja secara parsial dan belum mengintegrasikan 

kepercayaan konsumen serta minat beli secara simultan sebagai variabel 

intervening, sehingga proses psikologis konsumen dari terbentuknya kepercayaan 

hingga terwujudnya keputusan pembelian belum dijelaskan secara komprehensif. 

Penelitian ini menggunakan pendekatan kuantitatif dengan menyebarkan kuesioner 

berskala likert kepada 95 responden konsumen skincare Wardah di TikTok Shop 

Kota Surabaya yang dipilih melalui teknik purposive sampling, kemudian data 

dianalisis menggunakan Structural Equation Modeling-Partial Least Square (SEM-

PLS) berbantuan SmartPLS 4.0. Hasil penelitian menunjukkan bahwa kepercayaan 

konsumen dan live streaming promotion berpengaruh positif dan signifikan 

terhadap minat beli maupun keputusan pembelian, baik secara langsung maupun 

melalui mediasi minat beli, sehingga seluruh tujuh hipotesis penelitian diterima. 

Temuan ini memberikan kontribusi empiris dan praktis bagi pengembangan strategi 

pemasaran digital, khususnya penguatan kepercayaan konsumen dan optimalisasi 

live streaming promotion pada industri skincare lokal berbasis media sosial. 

Kata Kunci: Kepercayaan Konsumen, Live Streaming Promotion, Minat Beli, 

Keputusan Pembelian, TikTok Shop 
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ABSTRACT 

 

GWENDA VANIA PUTRI NUGROHO, 22042010334, THE INFLUENCE OF 

CONSUMER TRUST AND LIVE STREAMING PROMOTION ON 

PURCHASE DECISIONS FOR WARDAH SKINCARE THROUGH 

PURCHASE INTENTION ON TIKTOK SHOP IN SURABAYA 

This study aims to analyze the effect of consumer trust and live streaming promotion 

on the purchase decision of Wardah skincare on TikTok Shop, both directly and 

through purchase intention as a mediating variable. Prior studies on TikTok Shop 

have generally examined live streaming and shopping promotion partially and have 

not simultaneously integrated consumer trust and purchase intention as intervening 

variables, so the psychological process by which consumers move from trust 

formation to an actual purchase decision remains insufficiently explained. This 

study employs a quantitative approach by distributing a Likert-scale questionnaire 

to 95 respondents who are consumers of Wardah skincare on TikTok Shop in 

Surabaya City, selected through purposive sampling, with the data subsequently 

analyzed using Structural Equation Modeling-Partial Least Squares (SEM-PLS) 

assisted by SmartPLS 4.0. The results show that consumer trust and live streaming 

promotion have a positive and significant effect on both purchase intention and 

purchase decision, either directly or through the mediation of purchase intention, 

so that all seven research hypotheses are accepted. These findings provide 

empirical and practical contributions to the development of digital marketing 

strategies, particularly the strengthening of consumer trust and the optimization of 

live streaming promotion in the social-media-based local skincare industry. 

 

Keywords: Consumer Trust, Live Streaming Promotion, Purchase Intention, 

Purchase Decision, TikTok shop 
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