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ANALISIS PENGARUH LIVE STREAMING  

TIKTOK TERHADAP PURCHASE INTENTION:  

STUDI PADA KONSUMEN MYKONOS  

 Catherine Okta Budi Kartika 

ABSTRAK 

 

Perkembangan ekonomi digital telah mendorong perubahan perilaku konsumen dari belanja 

konvensional menuju belanja berbasis media sosial, khususnya melalui fitur live streaming shopping 

pada live streaming TikTok. Meskipun live streaming mampu menarik jumlah penonton yang tinggi, 

fenomena yang terjadi pada brand parfum lokal Mykonos menunjukkan adanya kesenjangan antara 

tingkat engagement penonton dan purchase intention konsumen. Kondisi ini mengindikasikan bahwa 

efektivitas live streaming tidak hanya ditentukan oleh jumlah penonton, tetapi juga oleh kualitas 

interaksi dan penyampaian informasi selama sesi siaran berlangsung. Penelitian ini bertujuan untuk 

menganalisis faktor-faktor yang memengaruhi purchase intention konsumen terhadap produk parfum 

Mykonos melalui live streaming TikTok dengan menggunakan kerangka Stimulus–Organism–Response 

(S–O–R). Variabel stimulus yang diteliti meliputi real-time interaction, guidance shopping, visibility, 

dan media richness, variabel organism terdiri atas attraction dan cognitive assimilation, serta purchase 

intention sebagai variabel respon. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

survei terhadap 140 responden pengguna TikTok yang pernah menonton live streaming Mykonos. Data 

dianalisis menggunakan Partial Least Squares–Structural Equation Modeling (PLS-SEM) dengan 

bantuan perangkat lunak SmartPLS 4. Hasil penelitian menunjukkan bahwa real-time interaction, 

guidance shopping, visibility, dan media richness berpengaruh positif terhadap attraction dan cognitive 

assimilation. Selanjutnya, attraction dan cognitive assimilation terbukti berpengaruh positif dan 

signifikan terhadap purchase intention konsumen. Temuan ini diharapkan dapat memberikan implikasi 

praktis bagi pelaku bisnis parfum lokal dalam mengoptimalkan strategi live streaming TikTok guna 

meningkatkan minat beli konsumen. 

 

Kata kunci: Live Streaming TikTok, Purchase Intention, Real-Time Interaction, Attraction, 

Cognitive Assimilation   
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ANALYSIS OF THE EFFECT OF TIKTOK  

LIVE STREAMING ON PURCHASE INTENTION: 

A STUDY OF MYKONOS CONSUMERS 

 Catherine Okta Budi Kartika 

ABSTRACT 

 

The development of the digital economy has driven changes in consumer behavior from 

conventional shopping to social media–based shopping, particularly through live streaming 

shopping features on the TikTok live streaming. Although live streaming is able to attract a high 

number of viewers, the phenomenon observed in the local perfume brand Mykonos indicates a 

gap between viewer engagement and consumers’ purchase intention. This condition suggests 

that the effectiveness of live streaming is not solely determined by the number of viewers, but 

also by the quality of interaction and information delivery during live sessions. This study aims 

to analyze the factors influencing consumers’ purchase intention toward Mykonos perfume 

products through TikTok live streaming by applying the Stimulus–Organism–Response (S–O–R) 

framework. The stimulus variables examined include real-time interaction, guidance shopping, 

visibility, and media richness; the organism variables consist of attraction and cognitive 

assimilation; and purchase intention serves as the response variable. This research employs a 

quantitative approach using a survey method involving 140 TikTok users who have watched 

Mykonos live streaming sessions. The collected data were analyzed using Partial Least Squares–

Structural Equation Modeling (PLS-SEM) with the assistance of SmartPLS 4 software. The 

results indicate that real-time interaction, guidance shopping, visibility, and media richness have 

a positive effect on attraction and cognitive assimilation. Furthermore, attraction and cognitive 

assimilation are proven to have a positive and significant effect on consumers’ purchase 

intention. These findings are expected to provide practical implications for local perfume 

businesses in optimizing TikTok live streaming strategies to enhance consumers’ purchase 

intention. 

 

Keywords: TikTok Live Streaming, Purchase Intention, Real-Time Interaction, Attraction, 

Cognitive Assimilation 
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