TABLE OF CONTENTS

L I USSP PRPRORRN [
ABSTRACT Lttt bbb bRttt et bbb bt i
ABSTRAK ...ttt ettt s et et bRt R e Rt Rt R et e te Rt Re R e e Rt et ettt nreene e i
TABLE OF CONTENTS.....cooiiiii ittt sttt e st st teene e nnens v
LIST OF FIGURES ..ottt sttt et snennenneas vii
LIST OF TABLES ...l . i ity S e . . ... viii
TABLE OF APPENBIEESES. .. e o0 iistunsa s B . 2o O ..o e s iX
CHAPTER I INTRODUCTION ..ottt ettt saesna e esaesaessesaesnesnessannens 1
1.1.  Background of the STUAY ...........coiiiiiiiie e 1
O o (o o] [=T 0 T I - o SR 12
1.3, Problem FOrmulation.........cccoouioiiiiiiccie e 12
1.4.  Objective Of the RESEAICN ........ciiiiiiiee e 13
1.5.  Benefit of the RESEAICN.........ccooiiiii e 13
1.5.1. Theoretical Benefit.ii...........cciiiviiiii it e 13

1.5.2.  Practical Benefit.........ccovoiiiiiiiic e 14
CHAPTER Il LITERATURE AND HYPOTHESIS DEVELOPMENT ......cccoeviiiicieieas 15
2.1. TheoreticAl BaCKGIOUNG et cvcko sy N i+ TP o TR ol e 15
2.1.1 N SocigFinfueatial T he ol T M M W ol - o st raa sl e eceeeeenesaeeaess 15

2.1.2  Information Processing TNEOIY .........cccecvieiiiiieiieie e 15

2.1.3 ==SociaFEXCHaNge e Oy et il et e st e 16

2.1.4  LIVE SIrEAMING ...veiveeieeiecieeite et ste ettt te e ste e e e ae e te e e sneenas 17

2.1.5  Celebrity ENGOrSEMENT ......cciiiiiiiiiiiiesierieeee e 20

2.1.6  Promotional TOOIS .......cceiveiiiieiieie e 23

2.1.7  ONINE REVIBWS ...ttt 26

A O T 1= ol U 1 V2SS R SR 29

2.1.9  EASE OF USE ...iiiiiiiiic ettt 32

2.1.10  CONVENIBNCE ...eeeviecieeieeiiesiee e sree st steeseesseestaasee e esaeeseessaesaaeneesnaenseeneenseeeas 35

2.1.11  Online Shopping BENAVIOL ..........cccuviiuiiiieiiie e 37

2.2 PreViOUS RESEAICN........eiiieie ettt ettt e e enteeeeenee e 40



2.3 Hypothesis DeVEIOPMENL........c.ciieiiiie e 41
2.3.1  Relationship between Live Streaming and Online Shopping Behavior.....41
2.3.2  Relationship relevant between Celebrity Endorsement to Online Shopping
BENAVION ... s 42
2.3.3  Relationship relevant between Promotional Tools to Online Shopping
BENAVIOL ...t s 42
2.3.4  Relationship relevant between Online Reviews to Online Shopping
BENAVION ... s 43
2.3.5 Relationship relevant between Security to Online Shopping Behavior.....43
2.3.6  Relationship relevant between Ease of Use to Online Shopping Behavior
................................................................................................................... 44
2.3.7  Relationship relevant between Convenience to Online Shopping Behavior
................................................................................................................... 44
2.4 RESEAICN MOUEI .....ccveiiiiieieiei et 45
2.5 FrameofiThinkKing=mmmmmmim. ......... ... . il .. o csna e v 46
CHAPTER 1l RESEARCH METHODOLOGY ....cceitiiiiiieiiiienieisesiesieessessesessessessesessessenens 47
3.1 ReSEAICN DESIGN ...oeecreritereratesseeareiivnseeseeebenssassnesbassaassnssesseessassssnessasnsessaessassssnesans 47
3.2  Population and SAMPIES.........cueiieiiiie i 48
B2 1SSRapulation...... AN . v AR ................ 48
32¥_Saiiple.............ccoccoveene... JOTTIE............... e SO .......... 48
3.3 Data\Collection M ethQaS . [oveyh s e s IRl e et tns v enndhn et e e eeeesreaans 49
3.4  Operational Variable Definition and Variable Measurement ............ccccceevevverieennnnn. 53
3.5 Data AnalysiS MEtNOM .......c..ooiiiiiiiiccie et 54
3.5.1 (=hataAnaly SIS M eIt s i et te st e sene e e 65
CHAPTER IV RESEARCH RESULTS AND DISCUSSION......ccccoviiriiiiesieienseseseeseins 67
4.1 Overview Of TIKTOK SNOP .....coiiiiiiieie e 67
4.2 Datad ANAIYSIS......oiiiieeiie et e et nres 69
4.2.1 DeSCrPLIVE STALISTICS .....ccuviuiiieieiiesie sttt 69
4.2.1.1 Characteristics 0f RESPONAENTS ........cccoveieiieiieic e 69
4.2.2  StatiStICS DESCIIPLIVE .....oiieiiiieie et 71
4.2.3 Partial Least Square Model .............cooevviieiiiiiee e 75
4.2.4 Outer Model EValUALION .........cooiiiiiieececee e 76



O S R £ T [ IS SR 76

4.2.4.2 Discriminant Validity TeSt.......ccoeiieiiiiiieiie s 77
4.2.4.3 ReliaDIlITY TESE.....ooiiieiiieieiee e 79

4.2.5 Inner Model EVaAlUALION...........cciiiiiiiiiiiee s 80
4.2.5.1 Coefficient of Determination............ccoccveierieeieeiesieese e e 80
4252 F SQUAE......ciiiiie ittt sttt e et e e sbb e e nbb e e e bre e e nrreeans 81

O I Y, oo =] I | SR 82

4.2.7 HyPOthesis TESHING.....cccuiiiieiieiie et 82

B I 1ot (o] o OSSR 84
CHAPTER V CONCLUSION ..ottt sbe e 99
5.1 ConclusiOn PP aax e i oc s OO ......................... 99
5.1.1 Conclusion for Hypothesis..........cccveiieiiiiiie e 102

g1 The Relationship between Live Streaming and Online Shopping Behavior102

11 The Relationship between Celebrity Endorsement and Online Shopping
Behal/IORSEE Suumumiun. . .............. O S 00 . . 2see e enee e 102

¢} The Relationship between Promotion Tools and Online Shopping Behavior ...

...................................................................................................................... 103

5u The Relationship between Online Reviews and Online Shopping Behavior ....
...................................................................................................................... 103

(3 The Relationship between Security and Online Shopping Behavior............ 104

36 The Relationship between Ease-of-Use and Online Shopping Behavior ..... 105

i1 The Relationship between Convenient and Online Shopping Behavior ......105

5.2  TheoretiCaNIMANGEHON, .. X N b Bt v e, 106
5.3 Managerial IMPIICAtION.........ooiiiiiiiiiiee e 108
5.4 RecommendatiONSMaG . . i iree i e amaat B e e sevaeesrnessnssenssesssnnens 110
e o = A 8 111
APPENDICES ..ottt ettt s ettt st se bt senenre e 115

vi



LIST OF FIGURES

Figure 1.1 Data CoVId-19.....c..ciiiiee ettt et e e e sae e e sraenneeneeas 2
FIgure 1.2 TIKTOK 1N APPSTOI.......eieiiiieiiieiesiie sttt sttt sa e s sbe e b b anee s 3
Figure 1.3 Most Number of TikTok Users in the World (January 2023)..........cccccevevvrveinnnnnne 3
Figure 1.4 Live Streaming on TIKTOK ShOP.......ccooiiiiiiiici e 5
Figure 1.5 Celebrity Endorsement on TiIKTOK ShOp .....ccoviiiiiiiiiiiiceee e 5
Figure 1.6 Effect of Celebrity Endorsement on TIKTOK SNOP .......cccovvviiiiiiiiiiiiiee e 6
Figure 1.7 Promotion Tools on TIKTOK SNOP ......cccoiiiiiiiiiiice e 6
Figure 1.8 Online Reviews 0 TIKTOK SNOP.......ccuoiiiiiiiiieiiiiiee e 7
Figure 1.9 Security 0N TIKTOK SROP .....oouviiiiiiiieece e 8
Figure 1.10 Ease of Use 0N TIKTOK SNOP .......coviiuiiiiiiciiece et 9
Figure 1.11 Convenience 0N TIKTOK SNOP .......ccoiiiiiiiiiiiiieiene e 10
Figure 2.1 ReSEArCh MOUGEI ........cuiiiiiiicie ettt 45
Figure 2.2 Framework of ThINKING ........ccocoiiiiii s 46
Figure 4.1 Partial Least Square Model .............oooiiiiiiiii i 75

vii



LIST OF TABLES

Table 2.1 Previous RESEAICH .........oiiiiiie ettt sttt eesreenaeeneeas 40
Table 3.1 List Of QUESLIONNAIIE .........coviiiieiie ittt et e ereas 51
Table 3.2 Definition of Operational Variable...............ccoooiiiiiiiii e 53
Table 3.3 Description of CONSIrUCT INAICALONS..........ccveieiieiece e 56
Table 4.1 Characteristic Of the reSPONUENTS..........cccooiiiiiiiiieiee e 69
Table 4.2 DeSCriPtIVE STALISTICS .....iivveiiiie ettt e e e e enneas 71
Table 4.3 Validity TSt RESUITS .....cceiiiie ettt 76
Table 4.4 Discriminant Validity TeSt RESUILS .........cccvevveiieiiieciese e 77
Table 4.5 Reliability TESt RESUILS ........ooviiieieee e 79
Table 4.6 Coefficient of Determination RESUILS...........ccccuviiiiiiiiie i 80
Table 4.7 The Effect Size TeSt RESUILS .......cooviiiiiiiie e 81
Table 4.8 The Model Fit TESE RESUILS .......cceiieieiieieeie et ne e 82
Table 4.9 Hypothesis TeSting RESUILS ...........coiiiiieiiciie e 83
Table 4.10 Indicators of Online ReVIews Variable ............cccoeiieiiieieniese e 88
Table 4.11 Indicators of Celebrity Endorsement Variable.............cc.cocoovveiiiiiiieii e, 89
Table 4.12 Indicators of Convenient Variable ..o 91
Table 4.13 Indicators of Live Streaming Variable ............cccccooiiiiiiiiiiic e, 93
Table 4.14 Indicators of Ease-0f-Use Variable ............ccoooveiieieiiinieiecieseee e 94
Table 4.15 Indicators of Promotion Tools Variable. ... 96
Table 4.16 Indicators of Promotion Tools Variable.............ccooiieiiiiiiiiiieccec e 97
Table 5.1 Theoretical IMPIICALIONS. ..........cccveiiiiiiieceeie e 106

viii



TABLE OF APPENDICES

Appendix 1. ReSEArCh INSITUMENT........ccci i re et re e ee e see e nreenreenreas

Appendix 2. Research Data

AppendiX 3. SMAIT-PLS OULPUL........cciveiiii ettt st te ettt sr e reeneenes



	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	TABLE OF APPENDICES

