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ABSTRAK

Maulidin. 2026. Pengaruh Hedonic Shopping Motivation, Consumer
Engagement dan Streamer Credibility terhadap Purchase Intention pada Live
Streaming Produk Skincare Skintific di TikTok Shop (Studi pada Generasi Z Kota
Banjarmasin). Pembimbing: Rusniati, S.E., M.Si.; Penguji I: Dr. Siti Aliyati Al
Bushairi, S.E., M.M.; Penguji II: Mohammad Yudi Rachman, S.E., M.M.

Penelitian ini bertujuan untuk menganalisis pengaruh Hedonic Shopping
Motivation, Consumer Engagement, dan Streamer Credibility terhadap Purchase
Intention pada live streaming produk skincare Skintific di TikTok Shop pada
Generasi Z Kota Banjarmasin. Penelitian dilakukan untuk memperoleh pemahaman
mengenai faktor-faktor yang memengaruhi niat beli konsumen dalam konteks
social commerce berbasis live streaming, mengingat semakin berkembangnya
penggunaan TikTok Shop sebagai media promosi dan transaksi digital, khususnya
pada kategori produk skincare.

Penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian
asosiatif. Lokasi penelitian berada di Kota Banjarmasin dengan populasi Generasi
Z yang memiliki akun TikTok, pernah menonton live streaming produk Skintific di
TikTok Shop, dan memenuhi kriteria penelitian. Teknik pengambilan sampel
menggunakan purposive sampling dengan jumlah responden sebanyak 97 orang.
Data primer dikumpulkan melalui penyebaran kuesioner menggunakan skala
Likert, kemudian dianalisis menggunakan analisis regresi linear berganda dengan
bantuan program Statistical Package for the Social Sciences (SPSS).

Hasil penelitian menunjukkan bahwa secara parsial Hedonic Shopping
Motivation tidak berpengaruh signifikan terhadap Purchase Intention. Sebaliknya,
Consumer Engagement dan Streamer Credibility berpengaruh positif dan signifikan
terhadap Purchase Intention pada live streaming produk skincare Skintific di
TikTok Shop. Temuan tersebut menunjukkan bahwa keterlibatan konsumen selama
mengikuti /ive streaming serta kredibilitas streamer dalam menyampaikan
informasi produk merupakan faktor yang lebih menentukan dalam membentuk niat
beli dibandingkan motivasi belanja yang bersifat hedonis. Dengan demikian,
perusahaan disarankan untuk memprioritaskan strategi yang mampu meningkatkan
interaksi konsumen dan memperkuat kredibilitas streamer guna mendorong
peningkatan purchase intention pada platform TikTok Shop.

Kata kunci: Hedonic Shopping Motivation, Consumer Engagement, Streamer
Credibility, Purchase Intention, Live Streaming, TikTok Shop, Generation Z.
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ABSTRACT

Maulidin. 2026. The Influence of Hedonic Shopping Motivation, Consumer
Engagement, and Streamer Credibility on Purchase Intention in Live Streaming of
Skintific Skincare Products on TikTok Shop (A Study of Generation Z in
Banjarmasin City). Supervisor: Rusniati, S.E., M.Si.; Examiner I: Dr. Siti Aliyati,
S.E., M.M.; Examiner II: Mohammad Yudi Rachman, S.E., M.M.

This study aimed to examine the influence of Hedonic Shopping Motivation,
Consumer Engagement, and Streamer Credibility on Purchase Intention in the live
streaming of Skintific skincare products on TikTok Shop among Generation Z in
Banjarmasin City. The study was conducted to provide a better understanding of
the factors influencing consumers' purchase intention in the context of live
streaming-based social commerce, considering the rapid growth of TikTok Shop as
a platform for digital marketing and online transactions, particularly in the
skincare product category.

This research employed a quantitative approach with an associative
research design. The study was conducted in Banjarmasin City, involving
Generation Z consumers who had a TikTok account, had watched live streaming
sessions featuring Skintific products on TikTok Shop, and met the predetermined
research criteria. A total of 97 respondents were selected using a purposive
sampling technique. Primary data were collected through a structured
questionnaire based on a five-point Likert scale and were subsequently analyzed
using Multiple Linear Regression with the assistance of the Statistical Package for
the Social Sciences (SPSS).

The findings revealed that Hedonic Shopping Motivation had no significant
effect on Purchase Intention. In contrast, Consumer Engagement and Streamer
Credibility had positive and significant effects on Purchase Intention in the live
streaming of Skintific skincare products on TikTok Shop. These findings indicate
that consumers' engagement during live streaming sessions and the credibility of
streamers in delivering product information play a more substantial role in shaping
purchase intention than hedonic shopping motivation. Therefore, companies are
encouraged to prioritize strategies that enhance consumer engagement and
strengthen streamer credibility in order to increase consumers' purchase intention
through TikTok Shop live streaming.

Keywords: Hedonic Shopping Motivation, Consumer Engagement, Streamer
Credibility, Purchase Intention, Live Streaming, TikTok Shop, Generation Z.
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