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ABSTRAK

Shafira Amalia Ramadhanti, 04010522028, 2026. Pengaruh
Komunikasi Persuasif dan Brand Awareness Live Streaming Tiktok
Shop Terhadap Keputusan Pembelian Produk Skincare Mahasiswa
FDK UINSA.

Perkembangan e-commerce dan media sosial interaktif
seperti TikTok Shop telah memengaruhi pola belanja Generasi Z,
terutama melalui fitur live streaming yang memadukan hiburan dan
transaksi. Kondisi ini menunjukkan bahwa komunikasi persuasif dan
kesadaran merek berpotensi kuat memengaruhi keputusan pembelian
produk perawatan kulit.

Ada tiga persoalan yang dikaji dalam penelitian ini yaitu: (1)
Apakah komunikasi persuasive dalam live streaming Tiktok Shop
berpengaruh terhadap keputusan pembelian skincare oleh Mahasiswa
FDK 2022 Uinsa, (2) Bagaimana Brand Awareness yang terbentuk
melalui live streaming Tiktok Shop berpengaruh terhadap keputusan
pembelian skincare oleh Mahasiswa FDK 2022 Uinsa, (3) Apakah
komunikasi persuasive dan Brand Awareness secara simultan
berpengaruh terhadap keputusan pembelian skincare oleh Mahasiswa
FDK 2022 Uinsa. Metode dalam penelitian ini menggunakan
pendekatan kuantitatif dengan jenis penelitian eksplanatory dan juga
teknik pengambilan datanya menggunakan teknik purposive
sampling.

Hasil penelitian-ini adalah'menunjukkan bahwa komunikasi
persuasif dan brand awareness secara parsial maupun simultan
berpengaruhpositif dan’ signifikan terhadap keputusan pembelian
produk skincare melalui live streaming pada platform TikTok Shop,
yang dibuktikan melalui uji t dan uji F dengan tingkat signifikansi di
bawah 0,05. Temuan ini menegaskan bahwa kedua variabel tersebut
berperan penting dalam mendorong keputusan pembelian mahasiswa
Fakultas Dakwah dan Komunikasi UIN Sunan Ampel Surabaya
angkatan 2022.

Kata kunci: Komunikasi Persuasif, Brand Awareness, TikTok Shop
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ABSTRACT

Shafira Amalia Ramadhanti, 04010522028, 2026. The Influence of
Persuasive Communication and Brand Awareness of Live Streaming
Tiktok Shop on Skincare Product Purchasing Decisions of FDK
UINSA Students.

The development of e-commerce and interactive social
media such as TikTok Shop has influenced Generation Z's shopping
patterns, particularly through live streaming features that combine
entertainment and transactions. = This situation suggests that
persuasive communication and brand awareness have strong
potential to influence skincare product purchasing decisions.

This study examined three questions: (1) Does persuasive
communication in TikTok Shop live streaming influence skincare
purchasing decisions by 2022 UINSA students (2) How does brand
awareness formed through TikTok Shop live streaming influence
skincare purchasing decisions by 2022 UINSA students (3) Do
persuasive communication and brand awareness simultaneously
influence skincare purchasing decisions by 2022 UINSA students?
This research employed a quantitative approach with an explanatory
research approach.

The results of this study indicate that persuasive
communication and brand awareness, both partially and
simultaneously, have a positive.and significant influence on skincare
product purchasing decisions via live, streaming on the TikTok Shop
platform, as evidenced by t-tests'and F-tests with a significance level
below 0.05. These findings confirm that these two variables play a
significant role in driving the purchasing decisions of students from
the Faculty of Da‘'wah and Communication of UIN Sunan Ampel
Surabaya, class of 2022.

Keywords: Persuasive Communication, Brand Awareness, TikTok
Shop
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