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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Algoritma TikTok dan Live 

Streaming terhadap Keputusan Pembelian pada TikTok Shop di Kecamatan 

Tembilahan. Perkembangan social commerce melalui TikTok telah mengubah 

perilaku konsumen dalam berbelanja secara online. Algoritma TikTok yang mampu 

menampilkan konten sesuai minat pengguna serta fitur live streaming yang 

memungkinkan interaksi langsung antara penjual dan konsumen diduga menjadi 

faktor yang memengaruhi keputusan pembelian. Penelitian ini menggunakan 

metode kuantitatif dengan pendekatan survei. Data dikumpulkan melalui 

penyebaran kuesioner menggunakan Google Form kepada 75 responden yang 

merupakan pengguna TikTok Shop di Kecamatan Tembilahan. Teknik 

pengambilan sampel menggunakan purposive sampling. Analisis data dilakukan 

dengan bantuan aplikasi SPSS melalui uji validitas, uji reliabilitas, analisis regresi 

linear berganda, uji t, uji F, dan koefisien determinasi (R²). Hasil penelitian 

menunjukkan bahwa Algoritma TikTok berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian dengan nilai signifikansi sebesar 0,001 < 0,05 dan 

koefisien regresi sebesar 0,374. Live Streaming juga berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian dengan nilai signifikansi sebesar 0,000 < 

0,05 dan koefisien regresi sebesar 0,519. Secara simultan, Algoritma TikTok dan 

Live Streaming berpengaruh positif dan signifikan terhadap Keputusan Pembelian 

dengan nilai F-hitung sebesar 111,20 lebih besar dari F-tabel sebesar 3,12 dan nilai 

signifikansi sebesar 0,000 < 0,05. Nilai koefisien determinasi (R²) sebesar 0,755 

menunjukkan bahwa 75,5% variasi Keputusan Pembelian dapat dijelaskan oleh 

Algoritma TikTok dan Live Streaming. 

 

Kata Kunci: Algoritma TikTok, Live Streaming, TikTok Shop, Social Commerce. 
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ABSTRACT 

This study aims to analyze the influence of the TikTok Algorithm and Live Streaming 

on Purchase Decisions in TikTok Shop among consumers in Tembilahan District. 

The rapid growth of social commerce through TikTok has significantly transformed 

consumer shopping behavior. TikTok’s algorithm, which delivers personalized 

content based on users’ interests and preferences, along with the live streaming 

feature that enables real-time interaction between sellers and consumers, is 

believed to influence purchasing decisions. This research employed a quantitative 

approach using a survey method. Data were collected through an online 

questionnaire distributed via Google Forms to 75 respondents who had experience 

purchasing products through TikTok Shop in Tembilahan District. The sampling 

technique used was purposive sampling. Data analysis was conducted using SPSS 

software, including validity testing, reliability testing, multiple linear regression 

analysis, t-test, F-test, and coefficient of determination (R²). The results indicate 

that the TikTok Algorithm has a positive and significant effect on Purchase 

Decisions, with a significance value of 0.001 < 0.05 and a regression coefficient of 

0.374. Live Streaming also has a positive and significant effect on Purchase 

Decisions, with a significance value of 0.000 < 0.05 and a regression coefficient of 

0.519. Simultaneously, the TikTok Algorithm and Live Streaming have a positive 

and significant effect on Purchase Decisions, as evidenced by an F-value of 111.20, 

which is greater than the F-table value of 3.12, and a significance value of 0.000 < 

0.05. Furthermore, the coefficient of determination (R²) of 0.755 indicates that 

75.5% of the variation in Purchase Decisions can be explained by the TikTok 

Algorithm and Live Streaming, while the remaining 24.5% is influenced by other 

factors outside the scope of this study. 

Keywords: TikTok Algorithm, Live Streaming, TikTok Shop, Social Commerce. 
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