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ABSTRAK

Perkembangan social commerce di Indonesia telah mengubah cara konsumen membeli
produk fashion secara online. TikTok Shop menjadi salah satu platform yang banyak
digunakan Generasi Z karena mudah digunakan dan memiliki berbagai fitur yang
mendukung aktivitas belanja. Penelitian ini bertujuan menganalisis pengaruh Perceived
Ease of Use dan Perceived Usefulness terhadap Attitude Toward Using, serta pengaruh
Attitude Toward Using terhadap Behavioral Intention dan Behavioral Intention terhadap
Actual Purchase. Penelitian ini menggunakan pendekatan kuantitatif dengan metode
eksplanatif. Data diperoleh melalui kuesioner dari 515 responden Generasi Z yang pemah
membeli produk fashion melalui TikTok Shop dan dianalisis menggunakan SEM-PLS
dengan SmartPLS4.1.1.8. Hasil penelitian menunjukkanbahwa Perceived Ease of Use dan
Perceived Usefulness berpengaruh positif dan signifikan terhadap Attitude Toward Using.
Selanjutnya, Attitude Toward Using berpengaruh positif dan signifikan terhadap
Behavioral Intention, sedangkan Behavioral Intention berpengaruh positif dan signifikan
terhadap Actual Purchase, dengan nilai signifikansi sebesar 0,000. Temuan ini
menunjukkan bahwakemudahan dan manfaat Tik Tok Shop dapat meningkatkansikap, niat
penggunaan, dan pembelian produk fashion.

Kata Kunci: TikTok Shop, Technology Acceptance Model (TAM), Persepsi Kemudahan,
Persepsi Kegunaan, Generasi Z.

ABSTRACT

The development of social commerce in Indonesia has changed the way consumers
purchase fashion products online. TikTok Shop is one of the platforms widely used by
Generation Z because it is easy to use and provides various features that support shopping
activities. This study aims to analyze the effects of Perceived Ease of Use and Perceived
Usefulness on Attitude Toward Using, as well as the effects of Attitude Toward Using on
Behavioral Intention and Behavioral Intention on Actual Purchase. This study uses a
quantitative approach with an explanatory method. Data were collected through
questionnairesfrom 515 Generation Z respondents who had purchased fashion products
through TikTok Shop and analyzed using SEM-PLS with SmartPLS 4.1.1.8. The results
show that Perceived Ease of Use and Perceived Usefulness have a positive and significant
effect on Attitude Toward Using. Furthermore, Attitude Toward Using has a positive and
significant effect on Behavioral Intention, while Behavioral Intention has a positive and
significant effect on Actual Purchase, with a significance value of 0.000. These findings
indicate that the ease of use and usefulness of TikTok Shop can improve users' attitudes,
intentions, and fashion product purchases.

Keywords: TikTok Shop, Technology Acceptance Model (TAM), Perceived Ease of Use,
Perceived Usefulness, Generation Z.
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