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ABSTRAK 

PENGARUH INTENSITAS LIVE STREAM, KUALITAS KONTEN 

VISUAL, DAN INSENTIF DISKON TERHADAP MINAT BELI 

KONSUMEN GENERASI Z DI TIKTOK SHOP PADA MAHASISWA 

UNIVERSITAS NASIONAL PRODI MANAJEMEN ANGKATAN 2022 

 

Oleh : 

Farhan Ibnu Sartono 

NPM : 223402516312 

Tugas Akhir, dibawah bimbingan Olivia Yolanda, S.E., M.M. 

Perkembangan social commerce telah mengubah perilaku belanja Generasi 

Z sebagai generasi digital native yang aktif menggunakan media sosial. TikTok 

Shop menghadirkan fitur live streaming, konten visual kreatif, dan insentif diskon 

sebagai strategi pemasaran untuk menarik minat konsumen. Penelitian ini bertujuan 

untuk menganalisis pengaruh intensitas live stream, kualitas konten visual, dan 

insentif diskon terhadap minat beli Generasi Z pada mahasiswa Program Studi 

Manajemen di Universitas Nasional. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei 

melalui penyebaran kuesioner kepada mahasiswa yang termasuk kategori Generasi 

Z dan pengguna aktif TikTok Shop. Teknik analisis data menggunakan regresi 

linear berganda dengan bantuan SPSS. Pengujian dilakukan melalui uji validitas, 

reliabilitas, uji t secara parsial, uji F secara simultan, serta koefisien determinasi 

(R²). 

Hasil penelitian menunjukkan bahwa intensitas live stream, kualitas konten 

visual, dan insentif diskon secara parsial maupun simultan berpengaruh positif dan 

signifikan terhadap minat beli. Temuan ini menunjukkan bahwa strategi pemasaran 

berbasis interaksi langsung, visual yang menarik, serta promo harga yang tepat 

dapat meningkatkan ketertarikan dan mendorong keputusan pembelian pada 

Generasi Z. 

Kata kunci: Live stream, Konten Visual, Diskon, Minat Beli, Generasi Z. 

javascript:void(0)


v 
  

ABSTRACT 

THE EFFECT OF LIVE STREAM INTENSITY, VISUAL CONTENT 

QUALITY, AND DISCOUNT INCENTIVES ON GENERATION Z 

CONSUMERS' PURCHASE INTEREST IN TIKTOK SHOP AMONG 

NATIONAL UNIVERSITY STUDENTS OF MANAGEMENT STUDY 

PROGRAM CLASS 2022 

By: 

Farhan Ibnu Sartono 

Student ID: 223402516312 

Under the supervision of Olivia Yolanda, S.E., M.M. 

The development of social commerce has transformed the shopping 

behavior of Generation Z as a digital native generation actively engaged in social 

media. TikTok Shop provides live streaming features, creative visual content, and 

discount incentives as marketing strategies to attract consumer interest. This study 

aims to analyze the influence of live stream intensity, visual content quality, and 

discount incentives on Generation Z consumers’ purchase intention among 

Management students at Universitas Nasional. 

This research employs a quantitative approach using a survey method 

through questionnaire distribution to students categorized as Generation Z and 

active users of TikTok Shop. The data were analyzed using multiple linear 

regression with the assistance of SPSS. The analysis included validity testing, 

reliability testing, partial t-test, simultaneous F-test, and the coefficient of 

determination (R²). 

The results indicate that live stream intensity, visual content quality, and 

discount incentives have a positive and significant effect on purchase intention, 

both partially and simultaneously. These findings suggest that interactive marketing 

strategies, appealing visual content, and appropriate promotional pricing can 

effectively enhance Generation Z consumers’ interest and purchasing decisions. 

Keywords: Live stream, Visual Content, Discount Incentives, Purchase Intention, 

Generation Z. 
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