Lebih Melalui
Siaran Langsung Tiktok Indonesia
Lsa Aldira Hafidza, Dr. Sari Winahjoe Siswomihardjo, M.B.A.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

UNIVERSITAS
GADJAH MADA

Agnihotri, R., Rapp, A., & Trainor, K. J. (2009). Understanding the role of information
communication in the buyer-seller exchange process: Antecedents and outcomes.
Journal  of  Business &  Industrial  Marketing, 24(7),  474-486.
https://doi.org/10.1108/08858620910991179

APIJIL (2025). Survei penetrasi internet dan perilaku penggunaan internet 2025 (hal. 92).
www.apjii.co.id

Bao, Y., & Zhu, Q. (2023). Consumer interaction in live streaming commerce: How social
presence influences purchase intention. SpringerOpen.

Cacioppo, J. T., Petty, R. E., & Morris, K. J. (1983). Effects of need for cognition on message
evaluation, recall, and persuasion. Journal of Personality and Social Psychology, 45(4),
805—818. https://doi.org/10.1037/0022-3514.45.4.805

Chen, Y., & Lin, Z. (2018). What drives live-stream e-commerce? The role of perceived
enjoyment and authenticity. Journal of Retailing and Consumer Services, 44, 88-97.
https://doi.org/10.1016/].jretconser.2018.06.015

Chen, A., Chen, H., & Lee, S. (2022). How livestreaming increases product sales: Role of trust
transfer and elaboration likelihood model. Industrial Management & Data Systems,
122(5), 1113-1135.

Chen, Y., & Yang, C. (2023). Influencer expertise and consumer trust in livestreaming
commerce: The mediating role of perceived authenticity. Journal of Retailing and
Consumer Services, 74, 103374. https://doi.org/10.1016/j.jretconser.2023.103374

Cialdini, R. B. (2021). Influence, new and expanded: The psychology of persuasion.
HarperCollins. Diakses dari
https://www.google.co.id/books/edition/Influence_New_and Expanded/4ufSDwAAQ
BAJ pada 02 Desember 2025, pukul 06:17 WIB.

Deva, S., Azazi, A., Pebrianti, W., Christiana, M. I. K., & Fahruna, Y. (2024). The influence
of TikTok Live-stream sales and product quality on e-trust for cosmetic products.
Proceedings of the International Conference on Business, Management & Accounting,
184-191.

Deloitte Digital & Twilio. (2021, 20 Oktober). New report from Deloitte Digital and Twilio
reveals disconnect between leader perceptions and consumer values around trust,
provides pathway for brands to close the trust gap [Siaran pers]. PR Newswire.
https://www.prnewswire.com/news-releases/new-report-from-deloitte-digital-and-
twilio-reveals-disconnect-between-leader-perceptions-and-consumer-values-around-
trust-provides-pathway-for-brands-to-close-the-trust-gap-301404884.html

Fauziah, N. (2024). E-conomy SEA 2024 report: Indonesia’s digital economy to hit USD 90B
GMV in 2024. Evlogia Advisory. https://www.evlogiaadvisory.com/2024/11/13/e-
conomy-sea-2024-report

Febriansyah, F. A., Chalid, & Hilmansyach, M. A. (2024). Comparative analysis of impulse
purchases between Millennials and Generation Z on the live shopping platform TikTok.
Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE), 7(3), 6642—6658.
https://e-journal.uac.ac.id/index.php/iijse/article/view/5306

Garcia, M., Lin, P., & Zhou, X. (2024). Digital deception in live commerce: The rise of fake
reviews and  consumer  disappointment.  Frontiers in  Communication.
https://www.frontiersin.org/journals/communication/articles/10.3389/fcomm.2024.14
60321/Penuh

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An
integrated model. MIS Quarterly, 27(1), 51-90. https://doi.org/10.2307/30036519

Pengaruh Kepercayaan Terhadap Produk dan Penayang pada Niat Beli dan Kemauan Membayar


https://doi.org/10.1108/08858620910991179
http://www.apjii.co.id/
https://doi.org/10.1037/0022-3514.45.4.805
https://doi.org/10.1016/j.jretconser.2018.06.015
https://doi.org/10.1016/j.jretconser.2023.103374
https://www.google.co.id/books/edition/Influence_New_and_Expanded/4uf8DwAAQBAJ
https://www.google.co.id/books/edition/Influence_New_and_Expanded/4uf8DwAAQBAJ
https://www.prnewswire.com/news-releases/new-report-from-deloitte-digital-and-twilio-reveals-disconnect-between-leader-perceptions-and-consumer-values-around-trust-provides-pathway-for-brands-to-close-the-trust-gap-301404884.html
https://www.prnewswire.com/news-releases/new-report-from-deloitte-digital-and-twilio-reveals-disconnect-between-leader-perceptions-and-consumer-values-around-trust-provides-pathway-for-brands-to-close-the-trust-gap-301404884.html
https://www.prnewswire.com/news-releases/new-report-from-deloitte-digital-and-twilio-reveals-disconnect-between-leader-perceptions-and-consumer-values-around-trust-provides-pathway-for-brands-to-close-the-trust-gap-301404884.html
https://www.evlogiaadvisory.com/2024/11/13/e-conomy-sea-2024-report
https://www.evlogiaadvisory.com/2024/11/13/e-conomy-sea-2024-report
https://e-journal.uac.ac.id/index.php/iijse/article/view/5306
https://www.frontiersin.org/journals/communication/articles/10.3389/fcomm.2024.1460321/full
https://www.frontiersin.org/journals/communication/articles/10.3389/fcomm.2024.1460321/full
https://doi.org/10.2307/30036519

Peg%arUhl }|<epercayaan Terhadap Produk dan Penayang pada Niat Beli dan Kemauan Membayar
Lebih Melalui

Siaran Langsung Tiktok Indonesia

Lsa Aldira Hafidza, Dr. Sari Winahjoe Siswomihardjo, M.B.A.

UNIVERSITAS Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

GOt 5[.1\/&%4). GoTo and TikTok announce transaction completion: Formalizing strategic
partnership for Indonesia. https://www.gotocompany.com/en/news/press/goto-and-
tiktok-announce-transaction-completion

Govindaraj, M. (2023). Influence of product quality on perceived value, trust, and purchase
intention: A study on electronic products. Academy of Marketing Studies Journal,
27(6), 1-12.

Gu, X., Wang, Z., & Ngai, E. W. T. (2024). Exploring the influence of siaran langsung on
consumer purchase intention: A structural equation modeling approach in the Chinese
E-commerce sector. Acta Psychologica, 249, 104415.
https://doi.org/10.1016/]j.actpsy.2024.104415

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least
squares structural equation modeling (PLS-SEM) (2nd ed.). SAGE.

Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical mediation analysis in the new
millennium. Communication Monographs, 76(4), 408—420.

Hayes, A. F. (2018). Introduction to mediation, moderation, and conditional process analysis:
A regression-based approach. New York: The Guilford Press.

Hendriksz, V. (2024, Juni 3). Zara to expand live shopping broadcasts to the US, UK, and
Europe. FashionUnited. https://fashionunited.com/news/retail/zara-to-expand-live-
shopping-broadcasts

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new technology
research: Updated guidelines. Industrial Management & Data Systems, 116(1), 2-20.

Ipsos Indonesia. (2023). Consumer behaviour and the rise of livestream shopping in Southeast
Asia. https://www.ipsos.com

Iskandar, R. (2025). KPPU issues a conditional approval for TikTok acquisition of Tokopedia.

Soemadipradja & Taher. https://www.soemadipradjataher.com/news-and-
insights/post/KPPU-issues-a-conditional-approval-for-Tik Tok-acquisition-of-
Tokopedia

Kang, J.-W., & Namkung, Y. (2019). Information quality and source credibility in customers’
evaluation of food O20 commerce. International Journal of Hospitality Management,
78, 198-209. https://doi.org/10.1016/1.1jhm.2018.10.011

Kemp, S. (2025). Digital 2025: Indonesia report. DataReportal.
https://datareportal.com/reports/digital-2025-indonesia

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making model
in electronic commerce: The role of trust, perceived risk, and their antecedents.
Decision Support Systems, 44(2), 544—-564. https://doi.org/10.1016/j.dss.2007.07.001

Kompas. (2024). Waspada penipuan online: Transaksi meningkat, modus makin canggih.
Kompas.id. https://www.kompas.id/baca/adv_post/waspada-penipuan-online-
transaksi-meningkat-modus-makin-canggih

Lee, J. E., & Koo, J. (2015). Live-streaming commerce: Interactivity and trust in live product
presentations. International Journal of Information Management, 35(5), 620—628.

Li, J., Wang, Y., Chen, X., & Zhang, H. (2025). Stickiness in siaran langsung commerce:
Exploring how social presence and repeated exposure drive consumer purchase
intention. Humanities and Social Sciences Communications, 12, 63.
https://doi.org/10.1057/s41599-025-05363-0

Li, M. (2025). Douyin GMV surges to ¥3.5 trillion in 2024. 36Kr.
https://eu.36kr.com/en/p/3166066575158018

Liang, T.-P., Wu, Y.-H., & Huang, C.-W. (2019). Why funders back projects on crowdfunding
platforms: A choice-based conjoint approach. Decision Support Systems, 125, 113113.



https://www.gotocompany.com/en/news/press/goto-and-tiktok-announce-transaction-completion
https://www.gotocompany.com/en/news/press/goto-and-tiktok-announce-transaction-completion
https://doi.org/10.1016/j.actpsy.2024.104415
https://fashionunited.com/news/retail/zara-to-expand-live-shopping-broadcasts
https://fashionunited.com/news/retail/zara-to-expand-live-shopping-broadcasts
https://www.ipsos.com/
https://www.soemadipradjataher.com/news-and-insights/post/KPPU-issues-a-conditional-approval-for-TikTok-acquisition-of-Tokopedia
https://www.soemadipradjataher.com/news-and-insights/post/KPPU-issues-a-conditional-approval-for-TikTok-acquisition-of-Tokopedia
https://www.soemadipradjataher.com/news-and-insights/post/KPPU-issues-a-conditional-approval-for-TikTok-acquisition-of-Tokopedia
https://doi.org/10.1016/j.ijhm.2018.10.011
https://datareportal.com/reports/digital-2025-indonesia
https://www.kompas.id/baca/adv_post/waspada-penipuan-online-transaksi-meningkat-modus-makin-canggih
https://www.kompas.id/baca/adv_post/waspada-penipuan-online-transaksi-meningkat-modus-makin-canggih
https://doi.org/10.1057/s41599-025-05363-0
https://eu.36kr.com/en/p/3166066575158018

Petr)l%aruhI }|<epercayaan Terhadap Produk dan Penayang pada Niat Beli dan Kemauan Membayar
Lebih Melalui

Siaran Langsung Tiktok Indonesia

Lsa Aldira Hafidza, Dr. Sari Winahjoe Siswomihardjo, M.B.A.

Lj\hg\//\ER]S\}[TAS Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/
iuf, i %P/Zhang, X. (2024). How real-time interaction enhances social presence and trust in

live streaming commerce. PLOS ONE, 19(3), e0315731.
https://journals.plos.org/plosone/article?id=10.1371%2Fjournal.pone.0315731

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility affect
consumer trust of branded content on social media. Journal of Interactive Advertising,
19(1), 58-73.

Lu, Z., Xia, W., & Li, Y. (2018). You watch, you give, and you engage: A study of live-
streaming practices in China. In Proceedings of the 2018 CHI Conference on Human
Factors in  Computing  Systems  (Paper 536, pp. 1-13). ACM.
https://doi.org/10.1145/3173574.3174040

Lu, B., & Chen, Z. (2021). Live streaming commerce and consumers’ purchase intention: An
uncertainty reduction perspective. Information & Management, 58(3), 103—111.
https://doi.org/10.1016/1.im.2020.103510

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and validating trust
measures for e-commerce: An integrative typology. Information Systems Research,
13(3), 334-359. https://doi.org/10.1287/isre.13.3.334.81

Meng, L., Duan, S., Zhao, Y., Lii, K., & Chen, S. (2021). The impact of online celebrity in
livestreaming e-commerce on purchase intention from an emotional-contagion
perspective. Journal of Retailing and Consumer Services, 63, 102733.
https://doi.org/10.1016/].jretconser.2021.102733

Morris, A. (2024, November 29). TikTok Shop sales surpass $100M on Black Friday. Retail
Dive. https://www.retaildive.com/news/tiktok-shop-sales-surpass-100m-black-
friday/735208/

Mothersbaugh, D. L., Hawkins, D. 1., & Kleiser, S. B. (2019). Consumer Behavior: Building
Marketing Strategy (14th ed.). New York: McGraw-Hill Education.

Neuman, W. L. (2014). Social research methods: Qualitative and quantitative approaches (7th
ed.). Pearson.

Nguyen, M. T., Chen, S., & Liu, H. (2025). Building trust in live commerce: The role of
Penayang credibility and emotional cues. Cogent Business & Management, 12(1).
https://www.tandfonline.com/doi/Penuh/10.1080/23311975.2025.2527917

NIQ. (2025). The X-Factor: Understanding Generation X buying behavior. NielsenlQ.
https://nielseniq.com/global/en/insights/report/2025/the-x-factor/

Nugraha, S. A., & Otok, B. W. (2025). Actual purchase on live-streaming TikTok Shop: The
influence of trust, flow experience, and IT affordance. Jurnal Riset Bisnis dan
Manajemen, 18(1), 185-203.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers’
perceived expertise, trustworthiness and attractiveness. Journal of Advertising, 19(3),
39-52.

Oktaviani, R., Murwani, F. D., & Hermawan, A. (2024). The effect of siaran langsung quality
on purchase intention through immersive experience, consumer trust, and perceived
value (Study of This Is April consumers on TikTok). International Journal of Business,
Law, and Education, 5(1), 765—789. https://doi.org/10.56442/ijble.v511.490

Pardede, R., & Puspita, M. (2023). The influence of brand awareness and e-WOM on purchase
decisions mediated by TikTok live-stream marketing. Jurnal Riset Strategi Ekonomi
dan Manajemen, 3(3), 824—852.

Pei, Y., Zhu, J., & Cao, J. (2025). Intergenerational differences in impulse purchasing in live
e-commerce: A multi-dimensional mechanism of the ASEAN cross-border market.
Journal of Theoretical and Applied Electronic Commerce Research, 20(4), 268.
https://doi.org/10.3390/jtaer20040268



https://journals.plos.org/plosone/article?id=10.1371%2Fjournal.pone.0315731
https://doi.org/10.1145/3173574.3174040
https://doi.org/10.1016/j.im.2020.103510
https://doi.org/10.1287/isre.13.3.334.81
https://doi.org/10.1016/j.jretconser.2021.102733
https://www.retaildive.com/news/tiktok-shop-sales-surpass-100m-black-friday/735208/
https://www.retaildive.com/news/tiktok-shop-sales-surpass-100m-black-friday/735208/
https://www.tandfonline.com/doi/full/10.1080/23311975.2025.2527917
https://nielseniq.com/global/en/insights/report/2025/the-x-factor/
https://doi.org/10.56442/ijble.v5i1.490
https://doi.org/10.3390/jtaer20040268

Lebih Melalui
Siaran Langsung Tiktok Indonesia
Lsa Aldira Hafidza, Dr. Sari Winahjoe Siswomihardjo, M.B.A.

UNIVERSITAS Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Pe %{l E@Dﬁ., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion.
Advances in Experimental Social Psychology, 19, 123-205.

Petty, R. E., & Wegener, D. T. (1999). The elaboration likelihood model: Current status and
controversies. In S. Chaiken & Y. Trope (Eds.), Dual-process theories in social
psychology (pp. 41-72). Guilford.

Reuters. (2024). TikTok completes deal with Indonesia’s top e-commerce platform.
https://www.reuters.com/technology/tiktok-completes-deal-indonesias-top-e-
commerce-platform-2024-01-31/

Saffanah, F., Handayani, P. W., & Sunarso, T. (2023). Actual purchases on Instagram Live
Shopping. Journal of King Saud University — Computer and Information Sciences.
Advance online publication. https://doi.org/10.1016/j.jksuci.2022.11.022

Sakuma, H., Hori, A., Murashita, M., Kondo, C., & Hijikata, Y. (2023). YouTubers vs.
VTubers: Persuasiveness of human and virtual presenters in promotional videos.
Frontiers in Computer Science, 3, Article 1043342.
https://doi.org/10.3389/fcomp.2023.1043342

Schindler, R. M. (2014). Pricing strategies: A marketing approach (2nd ed.). SAGE.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building approach
(7th ed.). Wiley.

Shao, X., Wang, X., Liu, Z., & Gao, X. (2023). Exploring consumer-trust formation in
livestreaming commerce: A social-presence perspective. Journal of Retailing and
Consumer Services, 71, 102095. https://doi.org/10.1016/].jretconser.2023.102095

Shivarkar, S. (2024). Global livestream e-commerce market report 2024. Precedence Research.
https://www.precedenceresearch.com/livestream-e-commerce-market

Smith, S., & Wheeler, J. (2002). Managing the customer experience: Turning customers into
advocates. Prentice Hall Financial Times/Pearson Education.

Sriram, K. V., Namitha, K. P., & Kamath, G. B. (2021). Social media advertisements and their
influence on consumer purchase intention. Cogent Business & Management, 8(1),
Article 2000697. https://doi.org/10.1080/23311975.2021.2000697

Stephanie, H. (2025). Baby boomers’ spending habits: What marketers need to know. GWI
Blog. https://www.gwi.com/blog/baby-boomers-spending-habits

Stewart, K. J. (2003). Trust transfer on the World Wide Web. Organization Science, 14(1), 5—

17.
Sucipto, R. (2024, Juli 2024). Kemenkominfo catat 405 ribu laporan penipuan transaksi online
sepanjang 2017-2024. SINDOnews.

https://nasional.sindonews.com/read/1419745/13/kemenkominfo-catat-405000-
laporan-penipuan-transaksi-online

TikTok. (2025). Affiliate marketing in TikTok Shop.
https://business.tiktokshop.com/us/affiliate

Untari, P. H. (2025, Agustus 7). Shopee jadi raja e-commerce di RI, TikTok Shop pepet

Tokopedia. Bisnis.com.
https://ekonomi.bisnis.com/read/20250807/12/1900286/shopee-jadi-raja-e-commerce-

Wongkitrungrueng, A., Dehouche, N., & Assarut, N. (2020). Live streaming commerce from
the sellers’ perspective: Implications for online relationship marketing. Journal of
Marketing Management, 36(5-6), 488-518.
https://doi.org/10.1080/0267257X.2020.1748895

Wongkitrungrueng, A., & Assarut, N. (2018). The role of live streaming in building consumer
trust and engagement with social commerce sellers. Journal of Business Research.
Advance online publication. https://doi.org/10.1016/].jbusres.2018.08.032

Pengaruh Kepercayaan Terhadap Produk dan Penayang pada Niat Beli dan Kemauan Membayar


https://www.reuters.com/technology/tiktok-completes-deal-indonesias-top-e-commerce-platform-2024-01-31/
https://www.reuters.com/technology/tiktok-completes-deal-indonesias-top-e-commerce-platform-2024-01-31/
https://doi.org/10.1016/j.jksuci.2022.11.022
https://doi.org/10.3389/fcomp.2023.1043342
https://doi.org/10.1016/j.jretconser.2023.102095
https://www.precedenceresearch.com/livestream-e-commerce-market
https://doi.org/10.1080/23311975.2021.2000697
https://www.gwi.com/blog/baby-boomers-spending-habits
https://nasional.sindonews.com/read/1419745/13/kemenkominfo-catat-405000-laporan-penipuan-transaksi-online
https://nasional.sindonews.com/read/1419745/13/kemenkominfo-catat-405000-laporan-penipuan-transaksi-online
https://business.tiktokshop.com/us/affiliate
https://ekonomi.bisnis.com/read/20250807/12/1900286/shopee-jadi-raja-e-commerce-di-ri
https://ekonomi.bisnis.com/read/20250807/12/1900286/shopee-jadi-raja-e-commerce-di-ri
https://doi.org/10.1080/0267257X.2020.1748895
https://doi.org/10.1016/j.jbusres.2018.08.032

Pengaruh Kepercayaan Terhadap Produk dan Penayang pada Niat Beli dan Kemauan Membayar
Lebih Melalui

Siaran Langsung Tiktok Indonesia
Lsa Aldira Hafidza, Dr. Sari Winahjoe Siswomihardjo, M.B.A.

UI\]IDI\//\%[RSIT/I\)S Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Ya g, .,AChaiyasoonthorn, W., & Chaveesuk, S. (2024). Exploring the influence of live
streaming on consumer purchase intention.: A structural equation modeling approach
in the Chinese E-commerce sector. Acta Psychologica, 249, 104415.
https://doi.org/10.1016/].actpsy.2024.104415

Ye, H., Zhao, L., & Wang, M. (2023). How social presence enhances emotional trust in live
commerce. Journal of Innovation and Entrepreneurship, 12(3). https://innovation-
entrepreneurship.springeropen.com/articles/10.1186/s13731-023-00310-2

Zhang, M., Lu, Y., Zhao, L., & Yang, J. (2022). How social presence influences impulse buying
behaviour in live-streaming commerce: The role of perceived enjoyment and value.
Journal of Retailing and Consumer Services, 63, 102721.

Zhang, Q. (2024). Consumers’ purchase intention in live-streaming e-commerce: Evidence
from the theory of consumption values. PLOS ONE, 19(1), e0296339.
https://doi.org/10.1371/journal.pone.0296339

Zhou, Y. (2024). Algorithmic recommendation and user engagement in TikTok commerce.
International Journal of Computer Science and Information Technology, 16(2).
https://wepub.org/index.php/IJCSIT/article/view/2241

Zhou, Y. (2024). Personalization and algorithmic recommendation in TikTok commerce:

Implications for consumer engagement and conversion. Journal of Interactive Marketing, 64,
45-59, https://doi.org/10.1016/].intmar.2024.03.005



https://doi.org/10.1016/j.actpsy.2024.104415
https://innovation-entrepreneurship.springeropen.com/articles/10.1186/s13731-023-00310-2
https://innovation-entrepreneurship.springeropen.com/articles/10.1186/s13731-023-00310-2
https://doi.org/10.1371/journal.pone.0296339
https://wepub.org/index.php/IJCSIT/article/view/2241
https://doi.org/10.1016/j.intmar.2024.03.005

