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ABSTRAK

Nama Mahasiswa / NPM . Elizabeth Alda Hermanto / 22082010124

Judul Skripsi . Pengaruh Socio-Technical Systems dan
Trust Transfer Theory terhadap Purchase
Intention Sticker Gift dan Stickiness pada
TikTok Live di Indonesia

Dosen Pembimbing . Avrista Pratama, S.Kom., M.Kom.
Anita Wulansari, S.Kom, M.Kom

Perkembangan live streaming TikTok di Indonesia menghadirkan fenomena
monetisasi digital melalui penggunaan Sticker Gift sebagai bentuk dukungan
penonton kepada streamer. Berbeda dengan pembelian produk fisik, Sticker Gift
merupakan aset digital nonfungsional yang keputusan penggunaannya lebih
berkaitan dengan pengalaman interaksi dan pembentukan kepercayaan selama sesi
live streaming. Penelitian ini bertujuan untuk menganalisis pengaruh Socio-
Technical Systems (STS) dan Trust Transfer Theory (TTT) terhadap Purchase
Intention dan Stickiness Behavior pengguna TikTok Live di Indonesia, serta
mengidentifikasi konfigurasi kondisi yang menghasilkan kedua perilaku tersebut.
Data diperoleh dari 454 responden dan dianalisis menggunakan metode Partial
Least Squares Structural Equation Modeling (PLS-SEM) dan fuzzy-set Qualitative
Comparative Analysis (fsQCA). Hasil penelitian menunjukkan bahwa Interactivity,
Visualization, dan Entertainment berpengaruh signifikan terhadap Cognitive Trust,
sedangkan FEntertainment berpengaruh signifikan terhadap Affective Trust.
Selanjutnya, kedua bentuk kepercayaan tersebut berpengaruh signifikan terhadap
Purchase Intention dan Stickiness Behavior. Hasil fsSQCA menunjukkan bahwa
Cognitive Trust dapat menjadi kondisi tunggal yang cukup untuk menghasilkan
Stickiness Behavior tinggi, sedangkan Purchase Intention tinggi terbentuk melalui
kombinasi beberapa kondisi pendukung.

Kata Kunci: TikTok Live, Sticker Gift, Socio-Technical Systems, Trust Transfer
Theory,  Trust, Stickiness  Behavior,  Purchase Intention, {sQCA.



ABSTRACT

Student Name / NPM . Elizabeth Alda Hermanto / 22082010124
Thesis Title : The Influence of Socio-Technical
Systems and Trust Transfer Theory on
Sticker Gift Purchase Intention and
Stickiness in TikTok Live in Indonesia
Advisor . Avrista Pratama, S.Kom., M.Kom.
Anita Wulansari, S.Kom, M.Kom

The development of TikTok live streaming in Indonesia has introduced a
new digital monetization phenomenon through the use of Sticker Gift as a form of
audience support for streamers. Unlike physical product purchases, Sticker Gift
represents a non-functional digital asset in which users’ decisions are more related
to interaction experiences and trust formation during live streaming sessions. This
study aims to analyze the effects of Socio-Technical Systems (STS) and Trust
Transfer Theory (TTT) on Purchase Intention and Stickiness Behavior among
TikTok Live users in Indonesia, as well as to identify configurations of conditions
that generate these two behavioral outcomes. Data were collected from 454
respondents and analyzed using Partial Least Squares Structural Equation
Modeling (PLS-SEM) and fuzzy-set Qualitative Comparative Analysis (fsQCA).
The results show that Interactivity, Visualization, and Entertainment significantly
influence Cognitive Trust, while Entertainment significantly influences Affective
Trust. Furthermore, both types of trust significantly influence Purchase Intention
and Stickiness Behavior. The fsQCA results indicate that Cognitive Trust can serve
as a single sufficient condition for achieving high Stickiness Behavior, whereas high
Purchase Intention is formed through combinations of multiple supporting
conditions.

Keywords: TikTok Live, Sticker Gift, Socio-Technical Systems, Trust Transfer

Theory, Trust, Stickiness Behavior, Purchase Intention, fSQCA.
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DAFTAR NOTASI

: Jumlah sampel minimum yang diperlukan
: Nilai Z pada tingkat kepercayaan 95% (1,96)
: Proporsi maksimum yang diestimasi (0,5)

: Tingkat kesalahan atau sampling error (0,05 atau 5%)
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