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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Daya Tarik Promosi, Persepsi 

Kemudahan, dan Persepsi Kepercayaan Konsumen Terhadap Keputusan Pembelian 

di TikTok Shop. Populasi dalam penelitian ini adalah pengguna TikTok Shop 

minimal satu kali penggunaan di seluruh Indonesia, sampel yang digunakan adalah 

100 responden dan  dihitung menurut rumus Hair. Metode penelitian ini metode 

kuantitatif dengan metode penarikan sampel menggunakan Purposive Sampling. 

Metode pengumpulan data menggunakan survei, dengan instrument penelitian 

adalah kuesioner. Metode analisis data yang digunakan adalah Partial Least 

Square. Hasil penelitian ini menunjukkan bahwa promosi berpangruh positif dan 

signifikan terhadap keputusan pembelian. Persepsi Kemudahan berpengaruh positif 

dan signifikan terhadap keputusan pembelian. Persepsi kepercayaan berpengaruh 

positif dan signifikan terhadap keputusan pembelian. 

 

Kata Kunci : Promosi, Persepsi Kemudahan, Persepsi Kepercayaan, Keputusan 

Pembelian 
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ABSTRACT 

 

This research aims to analyze the influence of Promotional Attractiveness, 

Perceived Convenience, and Perceived Consumer Trust on Purchasing Decisions 

at the TikTok Shop. The population in this study were TikTok Shop users who used 

at least one time throughout Indonesia. The sample used was 100 people and was 

calculated according to the Hair formula. This research method is a quantitative 

method with a sampling method using Purposive Sampling. The data collection 

method uses a survey, with the research instrument being a questionnaire. The data 

analysis method used is Partial Least Square. The results of this research show that 

promotions have a positive and significant impact on purchasing decisions. 

Perception of convenience has a positive and significant effect on purchasing 

decisions. Perceived trust has a positive and significant effect on purchasing 

decisions. 

Keywords: Promotion, Perceived Convenience, Perceived Trust, Purchase  

Decision 
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