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ABSTRAK 

PENGARUH TIKTOK LIVE SHOPPING DAN USER GENERATED CONTENT 

TERHADAP MINAT BELI PRODUK SKINTIFIC PADA GENERASI ALPHA 

MELALUI BRAND TRUST 

 

Ardila Noviyanti 
Bisnis Digital, FEHH, Universitas Ngudi Waluyo 

ynovi8726@gmail.com  

 

Dosen Pembimbing:  

Ari Siswati, M.M. 

 

 

Penelitian ini bertujuan untuk menganalisis pengaruh TikTok Live Shopping 

dan User Generated Content terhadap Minat Beli produk Skintific pada Generasi 

Alpha dengan Brand Trust sebagai variabel mediasi. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei, data dikumpulkan melalui kuesioner 

yang disebarkan kepada Generasi Alpha yang mengetahui dan menggunakan 

produk Skintific serta aktif di platform TikTok. Teknik pengambilan sampel 

menggunakan purposive sampling, dengan jumlah responden sebanyak 150 orang. 

Analisis data dilakukan dengan menggunakan metode PLS-SEM dengan bantuan 

software SmartPLS 4. Hasil penelitian menunjukkan bahwa TikTok Live Shopping 

dan User Generated Content berpengaruh positif signifikan terhadap Minat Beli, 

baik secara langsung maupun melalui Brand Trust. Selain itu, Brand Trust terbukti 

berpengaruh positif signifikan terhadap Minat Beli serta berperan sebagai mediasi 

parsial dalam pengaruh antara TikTok Live Shopping dan User Generated Content 

terhadap Minat Beli. Temuan ini mengindikasikan bahwa kepercayaan merek 

menjadi faktor penting dalam mendorong Minat Beli pada perilaku belanja 

Generasi Alpha dalam social commerce. Saran untuk peneliti selanjutnya, dapat 

menambahkan variabel seperti pengaruh orang tua, dan harga ke dalam model 

penelitian yang berkaitan dengan perilaku social commerce Generasi Alpha.  

Kata Kunci: TikTok Live Shopping, User Generated Content, Brand Trust, Minat 

Beli, Generasi Alpha. 
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ABSTRACT 

THE INFLUENCE OF TIKTOK LIVE SHOPPING AND USER GENERATED 

CONTENT ON SKINTIFIC PRODUCT PURCHASE INTENTION AMONG THE ALPHA 

GENERATION THROUGH BRAND TRUST 

 

Ardila Noviyanti 
Bisnis Digital, FEHH, Universitas Ngudi Waluyo 

ynovi8726@gmail.com  

 

Lecturer:  

Ari Siswati, M.M. 

 

 

This study aims to analyze the effect of TikTok Live Shopping and User 

Generated Content on the purchase intention of Skintific products among 

Generation Alpha, with brand trust as a mediating variable. This study uses a 

quantitative approach with a survey method, where data is collected through 

questionnaires distributed to Generation Alpha who are familiar with and use 

Skintific products and are active on the TikTok platform. The sampling technique 

used is purposive sampling, with a total of 150 respondents. Data analysis was 

conducted using the PLS-SEM method with using SmartPLS 4 software. The results 

showed that TikTok Live Shopping and User Generated Content had a significant 

positive effect on Purchase Intention, both directly and through Brand Trust. In 

addition, Brand Trust was proven to have a significant positive effect on Purchase 

Intention and acted as a partial mediator in the influence between TikTok Live 

Shopping and User Generated Content on Purchase Intention. These findings 

indicate that brand trust is an important factor in driving Purchase Intention in the 

social commerce behavior of Generation Alpha. Recommendations for future 

researchers include adding variables such as parental influence and price to 

research models related to the social commerce behavior of Generation Alpha.  

Keywords: TikTok Live Shopping, User Generated Content, Brand Trust, Purcahse 

Intention, Alpha Generation. 

 

 

  



 

xii 
 

DAFTAR ISI 

 

HALAMAN PERSETUJUAN ................................................................................. i 

HALAMAN PENGESAHAN ................................................................................. ii 

SURAT PERNYATAAN ORISINALITAS ............................................................ iii 

KESEDIAAN PUBLIKASI ................................................................................... iv 

DAFTAR RIWAYAT HIDUP .................................................................................. v 

MOTTO DAN PERSEMBAHAN ........................................................................ vii 

KATA PENGANTAR ............................................................................................. ix 

ABSTRAK .............................................................................................................. x 

ABSTRACT ............................................................................................................. xi 

DAFTAR ISI ......................................................................................................... xii 

DAFTAR TABEL ................................................................................................. xvi 

DAFTAR GAMBAR ......................................................................................... xviii 

DAFTAR LAMPIRAN ........................................................................................ xix 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang .............................................................................................. 1 

1.2 Rumusan Masalah ....................................................................................... 10 

1.3 Tujuan Penelitian .......................................................................................... 11 

1.4 Manfaat Penelitian ....................................................................................... 12 

1.4.1 Manfaat Teoritis .................................................................................... 12 

1.4.2 Manfaat Praktis ..................................................................................... 12 

BAB II  TINJAUAN PUSTAKA .......................................................................... 14 

2.1 Teori yang digunakan .................................................................................. 14 

2.1.1 Minat Beli ............................................................................................. 14 

2.1.2 Brand Trust ........................................................................................... 17 

2.1.3  Live Shopping ...................................................................................... 21 

2.1.4 User Generated Content (UGC) ........................................................... 25 

2.2 Penelitian Terdahulu .................................................................................... 28 

2.3 Kerangka Pikir dan Model Penelitian ......................................................... 33 



 

xiii 
 

2.4 Hipotesis ...................................................................................................... 34 

2.4.1 Pengaruh TikTok Live Shopping terhadap Minat Beli .......................... 34 

2.4.2 Pengaruh User Generated Content terhadap Minat Beli ...................... 35 

2.4.3 Pengaruh TikTok Live Shopping terhadap Brand Trust ........................ 36 

2.4.4 Pengaruh User Generated Content (UGC) terhadap Brand Trust ........ 37 

2.4.5 Pengaruh Brand Trust terhadap Minat Beli .......................................... 38 

2.4.6 Peran Brand Trust dalam Memediasi Pengaruh TikTok Live Shopping 

Terhadap Minat Beli ...................................................................................... 38 

2.4.7 Peran Brand Trust dalam Memediasi Pengaruh User Generated Content 

(UGC) Terhadap Minat Beli .......................................................................... 39 

BAB III  METODE PENELITIAN ....................................................................... 41 

3.1 Jenis Penelitian ............................................................................................ 41 

3.2 Lokasi dan Waktu ........................................................................................ 42 

3.3 Populasi dan Sampel ................................................................................... 44 

3.3.1 Populasi ................................................................................................. 44 

3.3.2 Sampel .................................................................................................. 45 

3.4 Jenis dan Sumber Data ................................................................................ 47 

3.4.1 Sumber Data Primer.............................................................................. 47 

3.4.2 Sumber Data Sekunder ......................................................................... 47 

3.5 Teknik Pengumpulan Data........................................................................... 48 

3.6 Definisi Operasional Variabel ...................................................................... 50 

3.6.1 Variabel Penelitian ................................................................................ 50 

3.6.2 Operasional Variabel ............................................................................. 51 

3.7 Teknik Analisis Data .................................................................................... 53 

3.7.1 Uji Statistik Deskriptif .......................................................................... 53 

3.7.2 Pengujian Model Pengukuran (Outer Model) ....................................... 53 

3.7.3 Pengujian Model Struktural (Inner Model) .......................................... 54 

3.8 Uji Hipotesis ................................................................................................ 55 

BAB IV  HASIL DAN PEMBAHASAN.............................................................. 57 

4.1 Gambaran Umum Objek Penelitian ............................................................ 57 

4.1.1 Gambaran Singkat Skintific .................................................................. 57 



 

xiv 
 

4.1.2 Visi dan Misi Skintific .......................................................................... 59 

4.1.3 Produk Skintific .................................................................................... 59 

4.1.4 Media Sosial TikTok Skintific .............................................................. 60 

4.2 Karakteristik Responden ............................................................................. 61 

4.2.1 Profil Responden Berdasarkan Usia ..................................................... 62 

4.2.2 Profil Responden Berdasarkan Jenis Kelamin ...................................... 63 

4.2.3 Profil Responden Berdasarkan Domisili............................................... 64 

4.3 Deskripsi Jawaban Responden .................................................................... 65 

4.3.1 Frekuensi Jawaban Responden di Setiap Variabel ................................ 65 

4.3.2 Analisis Deskriptif Variabel TikTok Live Shopping.............................. 71 

4.3.3 Analisis Deskriptif Variabel User Generated Content (UGC) .............. 72 

4.3.4 Analisis Deskriptif Variabel Brand Trust .............................................. 73 

4.3.5 Analisis Deskriptif Variabel Minat Beli ................................................ 73 

4.4 Analisis Data ................................................................................................ 74 

4.4.1 Evaluasi Model Pengukuran (Outer Model) ......................................... 75 

4.4.2 Evaluasi Model Struktural (Inner Model) ............................................. 79 

4.5 Pengujian Hipotesis ..................................................................................... 82 

4.5.1 Uji Signifikansi Jalur (Path Coefficient) .............................................. 83 

4.5.2 Uji Mediasi ........................................................................................... 84 

4.6 Pembahasan ................................................................................................. 84 

4.6.1 Pengaruh TikTok Live Shopping terhadap Minat Beli .......................... 85 

4.6.2 Pengaruh User Generated Content (UGC) terhadap Minat Beli .......... 87 

4.6.3 Pengaruh TikTok Live Shopping terhadap Brand Trust ........................ 88 

4.6.4 Pengaruh User Generated Content (UGC) terhadap Brand Trust ........ 89 

4.6.5 Pengaruh Brand Trust terhadap Minat Beli .......................................... 90 

4.6.6 Peran Brand Trust dalam Memediasi Pengaruh TikTok Live Shopping 

Terhadap Minat Beli ...................................................................................... 91 

4.6.7 Peran Brand Trust dalam Memediasi Pengaruh User Generated Content 

(UGC) Terhadap Minat Beli .......................................................................... 92 

4.7 Implikasi Hasil Penelitian ........................................................................... 94 

4.7.1 Implikasi Praktis ................................................................................... 94 



 

xv 
 

4.7.2 Implikasi Teoritis .................................................................................. 95 

BAB V KESIMPULAN DAN SARAN ................................................................ 96 

5.1 Kesimpulan .................................................................................................. 96 

5.2 Saran ............................................................................................................ 97 

5.2.1 Saran Teoritis ........................................................................................ 98 

5.2.2 Saran Praktis ......................................................................................... 98 

DAFTAR PUSTAKA .......................................................................................... 100 

LAMPIRAN ........................................................................................................ 105 

 

 

  



 

xvi 
 

DAFTAR TABEL 

Tabel 2.2 1 Penelitian Terdahulu ........................................................................... 28 

 

Tabel 3.2 1 Ringkasan Periode dan Kegiatan ........................................................ 44 

 

Tabel 3.5 1 Skala Likert ........................................................................................ 49 

 

Tabel 3.6.2 1 Definisi Operasional Variabel ......................................................... 51 

 

Tabel 4.2.1 1 Usia Responden ............................................................................... 62 

 

Tabel 4.2.2 1 Jenis Kelamin Responden ............................................................... 63 

 

Tabel 4.2.3 1 Domisili Responden ........................................................................ 64 

 

Tabel 4.3 1 Kategori Interval Deskriptif ............................................................... 65 

 

Tabel 4.3.1 1 Hasil Jawaban Variabel TikTok Live Shopping ............................... 65 

Tabel 4.3.1 2 Hasil Jawaban Variabel User Generated Content ........................... 67 

Tabel 4.3.1 3 Hasil Jawaban Variabel Brand Trust ............................................... 69 

Tabel 4.3.1 4 Jawaban Variabel Minat Beli ........................................................... 70 

 

Tabel 4.3.2 1 Mean Jawaban Variabel TikTok Live Shopping .............................. 71 

 

Tabel 4.3.3 1 Mean Jawaban Variabel User Generated Content .......................... 72 

 

Tabel 4.3.4 1 Mean Jawaban Variabel Brand Trust............................................... 73 

 

Tabel 4.3.5 1 Mean Jawaban Variabel Minat Beli ................................................. 73 

 

Tabel 4.4.1 1 Hasil Uji Validitas Konvergen ......................................................... 75 

Tabel 4.4.1 2 Hasil Uji Validitas Diskriminan ...................................................... 76 

Tabel 4.4.1 3 Hasil Factor Loading ...................................................................... 77 

Tabel 4.4.1 4 Hasil Uji Reliabilitas Konstruk ....................................................... 78 

 

Tabel 4.4.2 1 Nilai R-Square ................................................................................. 79 

Tabel 4.4.2 2 Nilai Q-Square ................................................................................ 80 



 

xvii 
 

Tabel 4.4.2 3 Nilai f-Square .................................................................................. 80 

Tabel 4.4.2 4 Nilai SRMR ..................................................................................... 82 

 

Tabel 4.5.1 1 Hasil Uji Signifikansi Jalur ............................................................. 83 

 

Tabel 4.5.2 1 Hasil Uji Mediasi ............................................................................ 84 

  



 

xviii 
 

DAFTAR GAMBAR 

Gambar 1.1 1 Survei Internet APJII Tahun 2025 .................................................... 1 

Gambar 1.1 2 Data Negara dengan Pengguna TikTok Terbanyak di Dunia ........... 3 

Gambar 1.1 3 Persentase Belanja Online di Social Media ...................................... 4 

Gambar 1.1 4 Skintific Menjadi Brand Kecantikan Terlaris No.1.......................... 5 

Gambar 1.1 5 Brand Terlaris Berdasarkan Nilai Penjualan .................................... 5 

 

Gambar 2.1.3 1 Tampilan TikTok Live Shopping ................................................. 22 

 

Gambar 2.3 1 Kerangka Pikir................................................................................ 33 

Gambar 2.3 2 Model Penelitian ............................................................................ 34 

 

Gambar 4.1.1 1 Icon Skintific ............................................................................... 58 

Gambar 4.1.1 2 Logo Skintific .............................................................................. 58 

 

Gambar 4.1.3 1 Beberapa Produk Skintific .......................................................... 60 

 

Gambar 4.1.4 1 Akun TikTok Skintific ................................................................. 61 

 

Gambar 4.4 1 Struktural Model SEM ................................................................... 74 

 

  



 

xix 
 

DAFTAR LAMPIRAN 

Lampiran 1 SK Etichal Clearence ...................................................................... 105 

Lampiran 2 SK Cek Plagiarisme ......................................................................... 106 

Lampiran 3 Kuesioner Penelitian ........................................................................ 107 

Lampiran 4 Tabulasi Data Kuesioner ................................................................... 113 

Lampiran 5 Output SmartPLS 4 .......................................................................... 129 

Lampiran 6 Buku Bimbingan .............................................................................. 138 

 

 

 


