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ABSTRAK 

 

penjualan, e-service quality, dan e-trust terhadap purchase intention smartphone 

Xiaomi pada TikTok Shop. Penelitian ini menggunakan pendekatan kuantitatif 

dengan metode survei. Populasi penelitian adalah konsumen yang memiliki minat 

membeli smartphone Xiaomi melalui TikTok Shop. Teknik pengambilan sampel 

menggunakan non-probability sampling dengan pendekatan purposive sampling 

sehingga diperoleh 100 responden. Pengumpulan data dilakukan menggunakan 

kuesioner dengan skala Likert 1–4, sedangkan analisis data menggunakan bantuan 

SPSS versi 31. Hasil penelitian menunjukkan bahwa promosi penjualan, e-service 

quality, dan e-trust masing-masing berpengaruh positif dan signifikan terhadap 

purchase intention. Selain itu, ketiga variabel independen tersebut secara simultan 

juga berpengaruh positif dan signifikan terhadap purchase intention. Nilai Adjusted 

R Square sebesar 0,189 menunjukkan bahwa promosi penjualan, e-service quality, 

dan e-trust mampu menjelaskan variasi purchase intention sebesar 18,9%, 

sedangkan sisanya sebesar 81,1% dipengaruhi oleh faktor lain di luar model 

penelitian. Temuan ini mengindikasikan bahwa peningkatan efektivitas promosi 

penjualan, kualitas layanan elektronik, dan kepercayaan konsumen dapat menjadi 

strategi penting bagi TikTok Shop dan Xiaomi dalam meningkatkan niat beli 

konsumen terhadap smartphone Xiaomi. 

 

Kata Kunci: Promosi Penjualan, E-Service Quality, E-Trust, Purchase Intention, 

TikTok Shop. 
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ABSTRACT 

 

This study aims to examine the influence of sales promotion, e-service quality, and 

e-trust on consumers' purchase intention toward Xiaomi smartphones on TikTok 

Shop. This research employed a quantitative approach using a survey method. The 

population consisted of consumers interested in purchasing Xiaomi smartphones 

through TikTok Shop. A non-probability sampling technique with a purposive 

sampling approach was applied, resulting in 100 respondents. Data were collected 

using a questionnaire with a four-point Likert scale and analyzed using SPSS 

version 31. The results indicate that sales promotion, e-service quality, and e-trust 

each have a positive and significant effect on purchase intention. Furthermore, 

these three independent variables simultaneously have a positive and significant 

effect on purchase intention. The Adjusted R Square value of 0.189 indicates that 

sales promotion, e-service quality, and e-trust explain 18.9% of the variance in 

purchase intention, while the remaining 81.1% is explained by other variables 

outside the research model. These findings suggest that improving the effectiveness 

of sales promotions, electronic service quality, and consumer trust can serve as 

important strategies for TikTok Shop and Xiaomi to enhance consumers' purchase 

intention toward Xiaomi smartphones. 

 

Keywords: Sales Promotion, E-Service Quality, E-Trust, Purchase Intention, 

TikTok Shop. 
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