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ABSTRACT

Muhammad Nugrah Saputra, 1810312310027, 2024, The Influence of Visual Scene,
Original brand, Promotion and Value Consciousness via Live Streaming on Consumer
Purchase Interest in Thrift Clothing on Tiktok. Supervised by Arief Budiman, SE,
MMktg, Ph.D.

This research aims to determine the direct and indirect influence of Visual
Scene, Original brand, Promotion and Value Consciousness via live streaming on
consumer buying interest in thrift clothing on Tiktok.

This type of research is correlational research with path analysis. The
sampling technique used was accidental sampling with a sample size of 150 people.
Data was collected through questionnaires and analyzed quantitatively using the
Structural Equation Model (SEM).

The results of the analysis show that directly Visual Scene, Original brand,
Promotion, Value Consciousness and live streaming have a significant effect on
consumer buying interest in thrift clothing on TikTok. Directly Visual Scene, Original
brand, Promotion, and Value Consciousness have a significant effect on live streaming
of thrift clothing on TikTok. Indirectly Visual Scene, Original brand, and Value
Consciousness through live streaming have a significant effect on consumer buying
interest in thrift clothing on TikTok. Indirectly promotion through live streaming has
a significant effect on consumer buying interest in thrift clothing on TikTok.

Keywords: Visual Scene, Original brand, Promotion, Value Consciousness, live
streaming, purchase interest
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ABSTRAK

Muhammad Nugrah Saputra, 1810312310027, 2024, Pengaruh Visual Scene, Original
brand, Promosi dan Value Conciousness melalui Live Streaming terhadap Minat Beli
Konsumen pada Pakaian Thrift di Tiktok. Dibimbing oleh Arief Budiman, SE,
MMktg, Ph.D.

Penelitian ini bertujuan untuk mengetahui pengaruh langsung dan tidak langsung
dari Visual Scene, Original brand, Promosi dan Value Conciousness melalui live
streaming terhadap minat beli konsumen pada pakaian thrift di Tiktok.

Jenis penelitian ini merupakan penelitian korelasional dengan analisis jalur.
Teknik sampling yang digunakan adalah accidental sampling dengan jumlah sampel
sebanyak 150 orang. Data dikumpulkan melalui kuesioner dan dianalisis secara
kuantitatif menggunakan Structural Equation Model (SEM).

Hasil analisis menunjukkan bahwa secara langsung Visual Scene, Original
brand, Promosi, Value Conciousness dan live streaming berpengaruh signifikan
terhadap minat beli konsumen pada pakaian thrift di Tiktok. Secara langsung Visual
Scene, Original brand, Promosi,dan Value Conciousness berpengaruh signifikan
terhadap /live streaming pakaian thrift di Tiktok. Secara tidak langsung Visual Scene,
Original brand, dan Value Conciousness melalui live streaming berpengaruh
signifikan terhadap minat beli konsumen pada pakaian thrift di Tiktok Secara tidak
langsung promosi melalui live streaming berpengaruh signifikan terhadap minat beli
konsumen pada pakaian thrift di Tiktok

Kata Kunci : Visual Scene, Original brand, Promosi, Value Conciousness, live
streaming, minat beli
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