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PENGARUH LIVE STREAMING FEATURES DAN EASE OF
USE TERHADAP PURCHASE INTENTION DENGAN
CONSUMER TRUST SEBAGAI VARIABEL MEDIASI PADA
PENGGUNA TIKTOK LIVE SHOPPING FASHION

(Benaya Raja Putera Utomo)

ABSTRAK

Pertumbuhan live streaming e-commerce di Indonesia telah memengaruhi perilaku
belanja konsumen. Namun, meskipun engagement pengguna tinggi, tingkat
konversi pembelian masih relatif rendah. Penelitian ini bertujuan menganalisis
pengaruh live streaming features dan ease of use terhadap purchase intention
dengan consumer trust sebagai variabel mediasi. Metode penelitian menggunakan
pendekatan kuantitatif dengan 150 responden yang pernah membeli produk fashion
melalui TikTok Live, dan dianalisis menggunakan PLS-SEM. Hasil penelitian
menunjukkan bahwa live streaming features berpengaruh signifikan terhadap
consumer trust dan purchase intention, sementara ease of use hanya berpengaruh
signifikan terhadap consumer trust. Selain itu, consumer trust berperan sebagai
mediator signifikan terhadap purchase intention. Temuan ini menegaskan bahwa
peningkatan kepercayaan konsumen melalui optimalisasi fitur live streaming dan
kemudahan penggunaan menjadi strategi penting untuk meningkatkan konversi

pembelian di TikTok Live Shopping.

Kata kunci: Live streaming features, Ease of use, Consumer trust, Purchase
intention, TikTok Live shopping.
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THE INFLUENCE OF LIVE STREAMING FEATURES AND
EASE OF USE ON PURCHASE INTENTION WITH
CONSUMER TRUST AS A MEDIATING VARIABLE AMONG
TIKTOK LIVE SHOPPING FASHION USERS

(Benaya Raja Putera Utomo)

ABSTRACT

The growth of live streaming e-commerce in Indonesia has significantly influenced
consumer shopping behavior. However, despite high user engagement, purchase
conversion rates remain relatively low. This study aims to analyze the effects of
live streaming features and ease of use on purchase intention, with consumer trust
as a mediating variable. The research adopts a quantitative approach involving 150
respondents who have purchased fashion products through TikTok Live, and the
data are analyzed using PLS-SEM. The results indicate that live streaming features
have a significant effect on both consumer trust and purchase intention, while ease
of use has a significant effect only on consumer trust. Furthermore, consumer trust
serves as a significant mediator in influencing purchase intention. These findings
emphasize that enhancing consumer trust through the optimization of live streaming
features and ease of use is a crucial strategy for increasing purchase conversion

rates in TikTok Live Shopping.

Keywords: Live streaming features, Ease of use, Consumer trust, Purchase
intention, TikTok Live shopping.
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