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ABSTRAK 

Skripsi dengan judul “Pengaruh Potongan Harga, Gratis Ongkos Kirim 

Dan Live Streaming Shopping Terhadap Keputusan Pembelian Produk The 

Originote Dengan Minat Beli Sebagai Variabel Mediasi (Studi Pada 

Mahasiswa Pengguna Tiktok Shop Di Surabaya)” ini merupakan penelitian 

kuantitatif yang bertujuan menganalisis pengaruh langsung potongan harga, gratis 

ongkos kirim, live streaming shopping terhadap minat beli dan keputusan 

pembelian, serta pengaruh secara tidak langsung potongan harga yang dimediasi 

oleh minat beli terhadap keputusan pembelian. Dengan berkembangnya 

penggunaan internet serta canggihnya teknologi, kini terdapat sebuah tren baru 

pada bidang bisnis online yakni social commerce. Maka, dengan adanya tren baru 

seperti social commerce ini terciptalah peluang baru untuk meningkatkan 

penjualan produk. Salah satu produk yang cukup berkembang pesat penjualannya 

di social commerce yaitu produk kecantikan yakni skincare. 

 Penelitian ini menggunakan metodologi kuantitatif eksplanatory research, 

data primer dengan menggunakan metode pengumpulan data melalui penyebaran 

kuesioner online dan offline dengan skala likert 1-5. Sampel penelitian ini adalah 

pengguna mahasiswa di Surabaya yang pernah melakukan pembelian produk the 

Originote dan menonton live streaming berlangsung di TikTok Shop. 

Pengambilan sampel dilakukan dengan menggunakan teknik simple random 

sampling dengan total sampel sebanyak 383 orang. Teknik analisis data dilakukan 

dengan menggunakan  Structural Equation Modeling-Partial Least Square (SEM-

PLS) dengan software SmartPLS.  

Hasil penelitian menunjukkan bahwa (1) Potongan harga, gratis ongkos 

kirim, dan live streaming shopping  berpengaruh terhadap keputusan pembelian. 

(2) Potongan harga, gratis ongkos kirim, dan live streaming shopping  

berpengaruh terhadap minat beli. (3) Potongan harga berpengaruh positif dan 

signifikan terhadap keputusan pembelian melalui minat beli dengan hasil 

mediasi tergolong pada mediasi parsial. Hasil lain juga menunjukkan bahwa live 

streaming shopping memiliki pengaruh lebih tinggi dibanding variabel 

independen lainnya.  

 Dari hasil penelitian ini, terdapat saran yakni penjual (streamer) diharuskan 

memiliki kreativitas yang tinggi agar dapat menarik minat calon pembeli yang 

menonton siaran langsung, memberikan berbagai macam promosi sehingga dapat 

menimbulkan minat beli atau bahkan menuju pada keputusan pembelian, serta 

memberikan informasi produk secara nyata atau jujur dan berinteraksi sebaik 

mungkin dengan calon pembeli agar menimbulkan rasa percaya dan keiniginan 

akan produk yang ditawarkan. 

Kata Kunci : Potongan Harga, Gratis Ongkos Kirim, Live Streaming 

Shopping, Minat Beli, Keputusan Pembelian 
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ABSTRACT 

The thesis entitled "The Effect of Discounted Prices, Free Shipping and 

Live Streaming Shopping on Purchase Decisions on The Originote Products With 

Purchase Intention as a Mediation Variable (Study on Student Users of Tiktok 

Shop in Surabaya)" is a quantitative study that aims to analyze the direct effect of 

price discounts, free shipping, live streaming shopping on purchase intention and 

purchase decision, as well as the indirect effect of price discounts mediated by 

purchase intention on purchase decision. With the development of the use of the 

internet and the sophistication of technology, now there is a new trend in the field 

of online business, namely social commerce. So, with new trends such as social 

commerce, new opportunities are created to increase product sales. One product 

that is growing rapidly in sales on social commerce is beauty products, namely 

skincare. 

 This study uses a quantitative explanatory research methodology, primary 

data using data collection methods through the distribution of online and offline 

questionnaires with a Likert scale of 1-5. The sample for this research is student 

users in Surabaya who have purchased the Originote product and watched live 

streaming taking place at the TikTok Shop. Sampling was carried out using simple 

random sampling technique with a total sample of 383 people. Data analysis 

techniques were performed using Structural Equation Modeling-Partial Least 

Square (SEM-PLS) with SmartPLS software. 

The results of the study show that (1) Discounted prices, free shipping, and 

live streaming shopping have an effect on purchasing decisions. (2) Discounted 

prices, free shipping, and live streaming shopping have an effect on buying 

interest. (3) Discounts have a positive and significant effect on purchasing 

decisions through purchase intention with mediation results classified as partial 

mediation. Other results also show that live streaming shopping has a higher 

influence than other independent variables. 

 

 From the results of this study, there is a suggestion that sellers 

(streamers) are required to have high creativity in order to attract the interest of 

potential buyers who watch live broadcasts, provide various kinds of promotions 

so that they can generate buying interest or even lead to purchasing decisions, 

and provide real product information. or be honest and interact as well as 

possible with prospective buyers in order to generate a sense of trust and desire 

for the products offered. 

  

Keywords: Discounted Prices, Free Shipping, Direct Shopping, Purchase 

Intention, Purchase Decision 
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