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RINGKASAN 
YASMIN RAHIMA JAZULI. Faktor – Faktor Penentu Loyalitas Pelanggan di 
TikTok Shop: Integrasi Elaboration Likelihood Model (ELM) dan E-Service 
Quality Melalui Kepuasan. Dibimbing oleh POPONG NURHAYATI dan HENY 
KUSWANTI SUWARSINAH. 

Perkembangan social commerce telah mengubah pola pencarian produk dari 
search-based commerce menjadi discovery-based commerce, yaitu konsumen 
menemukan produk melalui konten, rekomendasi kreator, dan siaran langsung. 
TikTok Shop mengintegrasikan hiburan, interaksi, informasi, dan transaksi dalam 
satu platform melalui konsep shoptainment. Kategori kecantikan memiliki 
kontribusi transaksi tinggi karena sangat bergantung pada konten visual, ulasan 
kreator, dan demonstrasi produk. Namun, pembelian yang dipicu konten dan 
promosi belum tentu diikuti pengalaman layanan yang sesuai harapan, sehingga 
pembelian ulang dan loyalitas tidak terbentuk secara otomatis.  

Penelitian ini bertujuan menganalisis karakteristik konsumen, menguji 
pengaruh langsung dan tidak langsung kualitas informasi, kredibilitas kreator, dan 
e-service quality terhadap loyalitas pelanggan, menganalisis peran mediasi 
kepuasan pelanggan, serta merumuskan rekomendasi strategis. Penelitian 
mengintegrasikan Elaboration Likelihood Model untuk menjelaskan pemrosesan 
informasi persuasif melalui kualitas informasi dan kredibilitas kreator, serta e-
service quality untuk menjelaskan evaluasi konsumen terhadap layanan digital 
selama transaksi dan pascapembelian. 

Penelitian menggunakan pendekatan kuantitatif melalui survei daring 
terhadap 147 responden yang dipilih dengan purposive sampling. Responden 
berusia minimal 18 tahun, aktif menggunakan TikTok di Indonesia, membeli 
produk kecantikan melalui TikTok Shop dalam tiga bulan terakhir, serta telah 
menerima dan menggunakan produk. Data dianalisis menggunakan PLS-SEM 
dengan SmartPLS 4.0. Responden didominasi perempuan usia 18 sampai 29 tahun, 
terutama pelajar dan karyawan, dengan intensitas pembelian sedang dan 
pengeluaran produk kecantikan yang relatif terkontrol.  

Hasil penelitian menunjukkan bahwa kredibilitas kreator dan e-service 
quality berpengaruh positif terhadap kepuasan pelanggan, sedangkan kualitas 
informasi tidak berpengaruh signifikan terhadap kepuasan. Kepuasan pelanggan 
berpengaruh positif terhadap loyalitas dan menjadi satu-satunya variabel yang 
berpengaruh langsung terhadap loyalitas pelanggan. Kepuasan juga memediasi 
pengaruh kredibilitas kreator dan e-service quality terhadap loyalitas, tetapi tidak 
memediasi pengaruh kualitas informasi. Temuan ini menunjukkan bahwa konten 
dan kreator membentuk ekspektasi awal, sedangkan pengalaman layanan yang 
memuaskan menjadi dasar pembentukan loyalitas.  

Rekomendasi penelitian menekankan peningkatan respons layanan dan 
penanganan keluhan, penguatan kredibilitas kreator melalui seleksi dan sertifikasi, 
standardisasi informasi produk, serta pengembangan pengingat pembelian ulang 
dan program loyalitas lintas penjual. Temuan ini menunjukkan bahwa konten 
membentuk ekspektasi, sedangkan pengalaman layanan yang memuaskan 
membentuk loyalitas. 

 
Kata kunci: kredibilitas kreator, perilaku konsumen, PLS-SEM, produk kecantikan, 

social commerce. 



SUMMARY 
YASMIN RAHIMA JAZULI. Key Factors Influencing Customer Loyalty on 
TikTok Shop: Integrating Elaboration Likelihood Model (ELM) and E-Service 
Quality through Customer Satisfaction. Supervised by POPONG NURHAYATI 
and HENY KUSWANTI SUWARSINAH. 

The development of social commerce has shifted product discovery from 
search-based commerce to discovery-based commerce, in which consumers 
encounter products through content, creator recommendations, and live-streaming 
sessions. TikTok Shop integrates entertainment, interaction, information, and 
transactions within a single platform through the concept of shoptainment. Beauty 
products represent an important category because purchasing decisions rely heavily 
on visual content, creator reviews, and product demonstrations. However, 
purchases triggered by content and promotional offers are not always followed by 
service experiences that meet customer expectations. Consequently, repeat 
purchases and customer loyalty do not develop automatically. 

This study aims to analyze consumer characteristics, examine the direct and 
indirect effects of information quality, creator credibility, and e-service quality on 
customer loyalty, assess the mediating role of customer satisfaction, and formulate 
strategic recommendations. The study integrates the Elaboration Likelihood Model 
to explain the processing of persuasive information through information quality and 
creator credibility, and the e-service quality perspective to explain customers’ 
evaluations of digital services during transactions and post-purchase experiences. 

A quantitative approach was employed through an online survey involving 
147 respondents selected using purposive sampling. Respondents were at least 18 
years old, active TikTok users in Indonesia, had purchased beauty products through 
TikTok Shop within the previous three months, and had received and used the 
products. The data were analyzed using PLS-SEM with SmartPLS 4.0. The 
respondents were predominantly women aged 18 to 29 years, particularly students 
and employees, with moderate purchase frequency and relatively controlled 
spending on beauty products. 

The results show that creator credibility and e-service quality positively 
influence customer satisfaction, whereas information quality has no significant 
effect on satisfaction. Customer satisfaction positively influences customer loyalty 
and is the only variable with a significant direct effect on loyalty. Customer 
satisfaction also mediates the effects of creator credibility and e-service quality on 
loyalty but does not mediate the effect of information quality. These findings 
indicate that content and creators shape initial customer expectations, while 
satisfactory service experiences provide the foundation for loyalty. 

The recommendations emphasize improving service responsiveness and 
complaint handling, strengthening creator credibility through selection and 
certification, standardizing product information, and developing repurchase 
reminders and cross-Seller loyalty programs. Overall, content shapes expectations, 
whereas satisfactory service experiences foster customer loyalty. 
 
Keywords: beauty products, consumer behavior, creator credibility, PLS-SEM, 

social commerce. 
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