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ABSTRAK 

 

PERAN KEPERCAYAAN DALAM MEMEDIASI PENGARUH SOCIAL 

MEDIA MARKETING DAN PERCEIVED ENJOYMENT TERHADAP 

MINAT BELI ULANG PRODUK THE ORIGINOTE DI TIKTOK 

SHOP PADA GENERASI Z DI JABODETABEK 

 

Oleh: 

Muria Layla Amanda 

NPM : 223402516370 

Tugas Akhir, dibawah bimbingan Dr. Elwisam, S.E., M.M 

 

Penelitian ini dirancang guna menelaah sejauh mana kepercayaan berperan 

selaku variabel yang menjembatani keterkaitan antara Social Media Marketing serta 

Perceived Enjoyment dengan kecenderungan konsumen untuk melakukan 

pembelian berulang terhadap produk The Originote di platform TikTok Shop, 

khususnya di kalangan Generasi Z yang berdomisili di wilayah Jabodetabek. Riset 

ini menerapkan paradigma kuantitatif dengan memanfaatkan metode purposive 

sampling, di mana pengumpulan data dilakukan melalui Google Forms yang 

disebarkan kepada 110 partisipan yang telah memenuhi kriteria yang ditetapkan, 

kemudian diolah menggunakan perangkat lunak WarpPLS versi 8.0. Temuan yang 

diperoleh mengindikasikan bahwa Social Media Marketing tidak menunjukkan 

efek langsung yang nyata terhadap kecenderungan pembelian ulang. sebaliknya, 

Perceived Enjoyment terbukti memberi dampak positif, baik secara langsung 

maupun melalui jalur tidak langsung yang dimediasi oleh kepercayaan. Hasil 

tersebut menegaskan bahwa kepercayaan merupakan elemen determinan yang turut 

mengakselerasi dorongan konsumen untuk kembali bertransaksi. 

 

Kata Kunci: Social Media Marketing, Perceived Enjoyment, Kepercayaan, dan 

Minat Beli Ulang 
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ABSTRACT 

 

THE ROLE OF TRUST IN MEDIATING THE EFFECT OF SOCIAL MEDIA 

MARKETING AND PERCEIVED ENJOYMENT ON REPURCHASE 

INTENTION OF THE ORIGINOTE PRODUCTS ON TIKTOK  

SHOP AMONG GENERATION Z IN JABODETABEK 

 

By: 

Muria Layla Amanda 

NPM: 223402516370 

Final Project, supervised by Dr. Elwisam, S.E., M.M 

 

This study was designed to examine the extent to which trust acts as a 

mediating variable that bridges the relationship between Social Media Marketing 

and Perceived Enjoyment with consumers’ tendency to make repeat purchases of 

The Originote products on the TikTok Shop platform, particularly among 

Generation Z residing in the Jabodetabek area. This research adopts a quantitative 

approach using a purposive sampling technique. Data were collected through 

Google Forms distributed to 110 participants who met the predetermined criteria, 

and the data were subsequently analyzed using WarpPLS version 8.0. The findings 

indicate that Social Media Marketing does not demonstrate a significant direct 

effect on repurchase intention. In contrast, Perceived Enjoyment has been proven 

to exert a positive influence, both directly and indirectly through the mediating role 

of trust. These results confirm that trust is a determining factor that helps strengthen 

consumers’ motivation to engage in repeat purchases 

 

Keywords: Social Media Marketing, Perceived Enjoyment, Trust, and Repurchase 

Intention. 
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