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PENGARUH PENGALAMAN LIVE SHOPPING TIKTOK SHOP
TERHADAP PURCHASE INTENTION PRODUK POP MART INDONESIA
(Survei pada Pengikut Akun TikTok @popmart.id.shop)

DANDY CHRISTIAN

ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh pengalaman /live shopping
TikTok Shop terhadap purchase intention produk POP MART Indonesia serta
mengetahui besarnya pengaruh yang ditimbulkan. Variabel independen dalam
penelitian ini adalah Pengalaman Live Shopping TikTok Shop, yang diukur
berdasarkan lima dimensi Experiential Marketing oleh Schmitt (2011), yaitu
Sense, Feel, Think, Act, dan Relate. Variabel dependen adalah Purchase Intention,
yang diukur berdasarkan empat dimensi menurut Ferdinand (2014), yaitu Minat
Transaksional, Minat Referensial, Minat Preferensial, dan Minat Eksploratif.
Penelitian ini menggunakan pendekatan kuantitatif dengan paradigma positivisme
dan metode survei. Sampel penelitian berjumlah 100 responden, yaitu pengikut
akun TikTok resmi POP MART Indonesia (@popmart.id.shop) yang pernah
menonton dan berinteraksi dengan live shopping TikTok Shop selama 6 bulan
terakhir. Teknik pengambilan sampel menggunakan purposive sampling. Analisis
data dilakukan secara deskriptif dan inferensial meliputi frekuensi, uji validitas,
uji reliabilitas, uji korelasi Pearson Product Moment, regresi linear sederhana, uji
hipotesis (uji t), dan uji koefisien determinasi (R?). Hasil penelitian menunjukkan
bahwa Pengalaman Live Shopping TikTok Shop berpengaruh secara positif dan
signifikan terhadap Purchase Intention produk POP MART Indonesia, yang
dibuktikan melalui nilai t hitung sebesar 23,599 yang lebih besar dari t tabel
sebesar 1,660 dengan nilai signifikansi < 0,05. Selain itu, hasil uji koefisien
determinasi (R?) menunjukkan bahwa Pengalaman Live Shopping TikTok Shop
memberikan pengaruh sebesar 85% terhadap Purchase Intention, sedangkan 15%
sisanya dipengaruhi oleh faktor lain di luar penelitian. Berdasarkan hasil
penelitian tersebut, dapat disimpulkan bahwa Pengalaman Live Shopping TikTok
Shop merupakan strategi komunikasi pemasaran yang efektif dalam meningkatkan
Purchase Intention produk POP MART Indonesia.

Kata Kunci: Pengalaman Live Shopping, TikTok Shop, Purchase Intention,
POP MART Indonesia, Experiential Marketing.
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THE INFLUENCE OF THE TIKTOK SHOP LIVE SHOPPING
EXPERIENCE ON PURCHASE INTENTION TOWARD POP MART
INDONESIA PRODUCTS (Survey of TikTok Followers @popmart.id.shop)
DANDY CHRISTIAN

ABSTRACT

This study aims to examine the influence of the TikTok Shop live shopping
experience on purchase intention toward POP MART Indonesia products and to
determine the magnitude of its influence. The independent variable in this study is
the TikTok Shop Live Shopping Experience, measured using the five dimensions of
Experiential Marketing proposed by Schmitt (2011): Sense, Feel, Think, Act, and
Relate. The dependent variable is Purchase Intention, measured using the four
dimensions proposed by Ferdinand (2014): Transactional Intention, Referential
Intention, Preferential Intention, and Exploratory Intention. This study employed
a quantitative approach with a positivist paradigm and a survey method. The
research sample consisted of 100 respondents, namely followers of POP MART
Indonesia’s official TikTok account (@popmart.id.shop) who had watched and
interacted with TikTok Shop live shopping sessions within the last six months. The
sampling technique used was purposive sampling. Data were analyzed using
descriptive and inferential statistics, including frequency distribution, validity
testing, reliability testing, Pearson Product-Moment correlation analysis, simple
linear regression, hypothesis testing (t-test), and coefficient of determination (R?)
analysis. The results indicate that the TikTok Shop Live Shopping Experience has
a positive and significant influence on Purchase Intention toward POP MART
Indonesia products, as evidenced by a calculated t-value of 23.599, which is
greater than the critical t-value of 1.660, with a significance level < 0.05.
Furthermore, the coefficient of determination (R?) analysis shows that the TikTok
Shop Live Shopping Experience explains 85% of the variance in Purchase
Intention, while the remaining 15% is influenced by factors beyond the scope of
this study. Based on the findings, it can be concluded that the TikTok Shop Live
Shopping Experience is an effective marketing communication strategy for
increasing Purchase Intention toward POP MART Indonesia products.

Keywords: Live Shopping Experience, TikTok Shop, Purchase Intention, POP
MART Indonesia, Experiential Marketing.
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