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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Live Streaming, 

Electronic Word of Mouth (e-WOM), dan Customer Experience terhadap Keputusan 

Pembelian skincare Glad2Glow pada konsumen TikTok Shop di Kecamatan Sedati, 

Kabupaten Sidoarjo. Fokus penelitian diarahkan pada bagaimana aktivitas pemasaran 

digital melalui platform TikTok Shop dapat memengaruhi minat serta keputusan 

pembelian konsumen. 

Penelitian ini menggunakan metode kuantitatif dengan pendekatan kausal. 

Data diperoleh melalui kuesioner yang disebarkan kepada 100 responden yang dipilih 

menggunakan teknik purposive sampling. Analisis data dilakukan dengan regresi 

linier berganda untuk mengetahui pengaruh parsial maupun simultan dari variabel 

Live Streaming, e-WOM, dan Customer Experience terhadap keputusan pembelian. 

Hasil penelitian menunjukkan bahwa Live Streaming, Electronic Word of 

Mouth, dan Customer Experience masing-masing berpengaruh signifikan terhadap 

keputusan pembelian konsumen. Secara simultan, ketiga variabel tersebut juga 

terbukti signifikan dalam meningkatkan keputusan pembelian skincare Glad2Glow 

melalui TikTok Shop. Temuan ini menegaskan pentingnya strategi pemasaran digital 

interaktif untuk mendorong keputusan pembelian konsumen. 

 

Kata Kunci: Live Streaming, Electronic Word of Mouth, dan Customer Experience, 

Keputusan Pembelian  
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ABSTRACT 

 

This study aims to analyze the influence of Live Streaming, Electronic Word 

of Mouth (e-WOM), and Customer Experience on Glad2Glow skincare purchasing 

decisions among TikTok Shop consumers in Sedati District, Sidoarjo Regency. The 

research focuses on how digital marketing activities through the TikTok Shop 

platform can influence consumer interest and purchasing decisions. 

This study used a quantitative method with a causal approach. Data were 

obtained through questionnaires distributed to 100 respondents selected using a 

purposive sampling technique. Data analysis was performed using multiple linear 

regression to determine the partial and simultaneous effects of Live Streaming, e-

WOM, and Customer Experience on purchasing decisions. 

The results showed that Live Streaming, Electronic Word of Mouth, and 

Customer Experience each had a significant influence on consumer purchasing 

decisions. Simultaneously, these three variables also proved significant in increasing 

Glad2Glow skincare purchasing decisions through TikTok Shop. These findings 

emphasize the importance of interactive digital marketing strategies to drive 

consumer purchasing decisions. 

 

Keywords: Live Streaming, Electronic Word of Mouth, dan Customer Experience, 

Buying Decisionn 
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RINGKASAN 

 

Penelitian ini menganalisis pengaruh Live Streaming, Electronic Word of 

Mouth, dan Customer Experience terhadap keputusan pembelian skincare Glad2Glow 

pada konsumen TikTok Shop di Kecamatan Sedati, Kabupaten Sidoarjo. Penelitian 

dilakukan karena meningkatnya tren belanja melalui TikTok Shop, khususnya produk 

skincare yang mengalami pertumbuhan pesat. Metode yang digunakan adalah 

kuantitatif dengan pendekatan kausal, melalui penyebaran kuesioner kepada 100 

responden yang ditentukan menggunakan teknik purposive sampling.  

Analisis data menggunakan regresi linier berganda untuk menguji pengaruh 

parsial dan simultan antar variabel. Hasil penelitian menunjukkan bahwa ketiga 

variable Live Streaming, e-WOM, dan Customer Experience berpengaruh  signifikan 

baik secara parsial maupun simultan terhadap keputusan pembelian konsumen. 

Temuan ini menegaskan bahwa interaksi real-time melalui live streaming, ulasan 

online yang positif, dan pengalaman pelanggan yang baik sangat berperan dalam 

meningkatkan minat serta keputusan pembelian skincare Glad2Glow di TikTok Shop.  

Penelitian ini memberikan rekomendasi bagi perusahaan untuk memperkuat 

strategi pemasaran digital interaktif, meningkatkan kualitas pengalaman pelanggan, 

serta mengelola ulasan konsumen untuk mempertahankan keunggulan kompetitif di 

tengah ketatnya persaingan industri skincare. 
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SUMMARY 

 

This study analyzes the influence of live streaming, electronic word of mouth, 

and customer experience on the purchasing decisions of Glad2Glow skincare 

consumers in TikTok Shop in Sedati District, Sidoarjo Regency. The study was 

conducted due to the increasing trend of shopping through TikTok Shop, particularly 

for skincare products, which are experiencing rapid growth. The method used was 

quantitative with a causal approach, through the distribution of questionnaires to 100 

respondents selected using a purposive sampling technique. 

Data analysis used multiple linear regression to test the partial and 

simultaneous effects between variables. The results showed that the three variables of 

live streaming, e-WOM, and customer experience had a positive and significant 

influence, both partially and simultaneously, on consumer purchasing decisions. 

These findings confirm that real-time interaction through live streaming, positive 

online reviews, and a positive customer experience play a significant role in 

increasing interest and purchasing decisions for Glad2Glow skincare on TikTok 

Shop. 

This study provides recommendations for companies to strengthen interactive 

digital marketing strategies, improve the quality of the customer experience, and 

manage consumer reviews to maintain a competitive edge amidst the intense 

competition in the skincare industry. 
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