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ABSTRAK

Perkembangan teknologi digital dan meningkatnya penggunaan media sosial telah
mendorong perubahan perilaku konsumen dalam berbelanja secara daring. Salah
satu inovasi yang berkembang pesat adalah fitur /ive streaming pada TikTok Shop
yang memungkinkan interaksi langsung antara penjual dan konsumen. Dalam
proses tersebut, electronic word of mouth (E-WOM), customer experience, dan e-
trust menjadi faktor yang berpotensi memengaruhi online purchase intention.
Penelitian ini bertujuan untuk menganalisis pengaruh E-WOM dan customer
experience terhadap online purchase intention melalui e-trust pada live streaming
TikTok Shop di Kabupaten Kebumen. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei. Pengumpulan data dilakukan menggunakan
kuesioner dengan skala Likert 1-5 yang disebarkan kepada 240 responden melalui
teknik non-probability sampling dengan pendekatan purposive sampling. Analisis
data dilakukan menggunakan Structural Equation Modeling-Partial Least Squares
(SEM-PLS) dengan bantuan SmartPLS 4. Hasil penelitian menunjukkan bahwa E-
WOM dan customer experience berpengaruh positif dan signifikan terhadap e-
trust. Selain itu, E-WOM, customer experience, dan e-trust juga berpengaruh
positif dan signifikan terhadap online purchase intention. Hasil analisis mediasi
menunjukkan bahwa e-frust mampu memediasi secara positif dan signifikan
pengaruh E-WOM serta customer experience terhadap online purchase intention.
Temuan ini menunjukkan bahwa peningkatan kualitas komunikasi elektronik dan
pengalaman berbelanja yang positif mampu membangun kepercayaan konsumen,
sehingga mendorong peningkatan niat pembelian pada [live streaming TikTok
Shop di Kabupaten Kebumen.

Kata Kunci: E-WOM; customer experience; e-trust; online purchase intention;
live streaming TikTok Shop.
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ABSTRACT

The rapid advancement of digital technology and the increasing use of social
media have transformed consumer purchasing behavior in online shopping. One
of the fastest-growing innovations is the live streaming feature on TikTok Shop,
which enables real-time interaction between sellers and consumers. In this
context, electronic word of mouth (E-WOM), customer experience, and e-trust are
considered important factors influencing online purchase intention. This study
aims to examine the effects of E-WOM and customer experience on online
purchase intention through e-trust in TikTok Shop live streaming in Kebumen
Regency. This research employed a quantitative approach using a survey method.
Data were collected through questionnaires based on a five-point Likert scale
from 240 respondents selected using non-probability sampling with a purposive
sampling approach. Data were analyzed using Structural Equation Modeling-
Partial Least Squares (SEM-PLS) with SmartPLS 4. The findings reveal that E-
WOM and customer experience have positive and significant effects on e-trust.
Furthermore, E-WOM, customer experience, and e-trust also have positive and
significant effects on online purchase intention. The mediation analysis indicates
that e-trust positively and significantly mediates the relationships between E-
WOM and online purchase intention, as well as between customer experience and
online purchase intention. These findings suggest that strengthening electronic
word of mouth and creating positive customer experiences can enhance consumer
trust, which in turn increases consumers' intention to purchase through TikTok
Shop live streaming in Kebumen Regency.

Keywords: E-WOM; customer experience; e-trust; online purchase intention;
live streaming TikTok Shop.
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