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ABSTRAK 

 

ZAHRA FAHRIZA. Menguji niat konsumen berbelanja melalui TikTok midnight 

live: bagaimana peran trust?. Jakarta: Program Studi Pendidikan Bisnis, Fakultas 

Ekonomi, Universitas Negeri Jakarta, 2023. 

Penelitian ini bertujuan untuk menguji faktor-faktor yang mempengaruhi niat beli 

pada produk fashion melalui TikTok midgnight live. Adapun lima variabel yang 

digunakan dalam penelitian ini diantaranya purchase intention, trust, background 

visual complecity, electronic word of mouth, dan interaction. Penelitian ini 

dilakukan di daerah Jakarta. Metode penelitian kuantitatif menggunakan skala likert 

sebagai pengukuran dengan populasi generasi Z yang memiliki akun TikTok dan 

pernah menonton TikTok midnight live. Teknik pengambilan sampel adalah 

convenience sampling sebanyak 237 responden yang diperoleh. Teknik analisis 

penelitian dengan Structural Equation Modeling (SEM). Hasil penelitian 

membuktikan bahwa background visual complexity, trust dan interaction 

berpengaruh secara positif dan signifikan terhadap purchase intention, e-wom dan 

interaction juga berpengaruh secara positif dan signifikan terhadap trust. 

Kata Kunci : Purchase intention, trust, background visual complexcity, electronic 

word of mouth, interaction, generasi Z, TikTok. 
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ABSTRACT 

 

ZAHRA FAHRIZA. Analyzing consumer intention to shopping through tiktok 

midnight live : What role does trust play?. Jakarta: Study Program of Business 

education, Faculty of Economics, State University of Jakarta, 2023. 

This study aims to examine the factors that influence the purchase intention of the 

product fashion through TikTok midgnight live. The five variables used in this study 

include: purchase intention, trust, background visual complecity, electronic word 

of mouth, and interaction. This research was conducted in the Jakarta area. 

Quantitative research methods use a scale likert as a measure of the Gen Z 

population that has a TikTok account and has watched TikTok midnight live. The 

sampling technique is convenience sampling as many as 237 respondents obtained. 

Research analysis technique with Structural Equation Modeling (SEM). The results 

of the study found that background visual complexity, trust and interaction has a 

positive and significant effect on purchase intention, e-wom and interaction has a 

positive and significant effect on trust. 

Keywords : Purchase intention, trust, background visual complecity, electronic 

word of mouth, interaction, gen Z, TikTok. 
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