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HUBUNGAN TERPAAN TAYANGAN VIDEO DI TIKTOK TERHADAP
MINAT BELI GENERASI Z PADA PRODUK TEAZZI

Wadaa’ah Nabila

ABSTRAK
Maraknya penggunaan TikTok oleh Generasi Z serta ketatnya persaingan industri
minuman kekinian (red ocean) mendorong pelaku usaha seperti Teazzi
memanfaatkan tayangan video TikTok sebagai strategi komunikasi pemasaran
digital. Penelitian ini bertujuan mengukur hubungan antara terpaan tayangan video
TikTok dengan minat beli Generasi Z pada produk Teazzi, merujuk pada Teori Efek
Media yang menempatkan terpaan, perhatian, dan pemahaman sebagai efek primer
yang berkembang menjadi efek kognitif, afektif, dan perilaku. Penelitian
menggunakan pendekatan kuantitatif dengan metode survei eksplanatif melalui
kuesioner daring kepada 223 responden karyawan PT Super Fantasi Dot Com dan
PT Vidio Dot Com yang tergolong Generasi Z dan pengguna aktif TikTok. Seluruh
40 item pernyataan dinyatakan valid dan sangat reliabel (Cronbach’s Alpha
X=0,912; Y=0,951), serta data berdistribusi normal. Karena hubungan
antarvariabel tidak sepenuhnya linear, analisis korelasi menggunakan Spearman
Rank sebagai alternatif non-parametrik. Variabel Terpaan Media memperoleh rata-
rata 4,29 dan Minat Beli 4,34, keduanya kategori Sangat Tinggi. Hasil uji korelasi
menunjukkan koefisien rs=0,822 dengan signifikansi 0,000, sehingga HO ditolak
dan HI1 diterima. Temuan ini membuktikan hubungan positif, sangat kuat, dan
signifikan antara terpaan tayangan video TikTok dengan minat beli Generasi Z pada
produk Teazzi, sekaligus memperkuat relevansi Teori Efek Media dan menjadi

bahan evaluasi strategi konten digital bagi Teazzi.

Kata Kunci: terpaan media; TikTok; minat beli; Generasi Z; Teazzi
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THE RELATIONSHIP BETWEEN EXPOSURE TO TIKTOK VIDEOS
AND GENERATION Z PURCHASE INTENTION
FOR TEAZZI PRODUCT

Wadaa’ah Nabila

ABSTRACT
The widespread use of TikTok among Generation Z and fierce competition in the
contemporary beverage industry (red ocean) have driven business actors such as
Teazzi to utilize TikTok videos as a digital marketing strategy. This study measures
the relationship between exposure to TikTok videos and Generation Z purchase
intention toward Teazzi products, drawing on Media Effects Theory, which
positions exposure, attention, and comprehension as primary effects that develop
into cognitive, affective, and behavioral effects. A quantitative, explanatory survey
method was used via an online questionnaire distributed to 223 respondents,
employees of PT Super Fantasi Dot Com and PT Vidio Dot Com who belong to
Generation Z and are active TikTok users. All 40 items were valid and highly
reliable (Cronbach’s Alpha X=0.912; Y=0.951), and the data were normally
distributed. Since the relationship between variables was not fully linear, Spearman
Rank Correlation was used as a non-parametric alternative. The Media Exposure
variable obtained a mean of 4.29 and Purchase Intention 4.34, both Very High. The
correlation test yielded rs=0.822, significance 0.000, so HO was rejected and HI
accepted. These findings prove a positive, very strong, significant relationship
between TikTok video exposure and Generation Z purchase intention toward

Teazzi, reinforcing Media Effects Theory.

Keywords: media exposure; TikTok,; purchase intention; Generation Z; Teazzi

vi



Universitas Bakrie

DAFTAR ISI

HALAMAN PERNYATAAN ORIGINALITAS.....cconnttennnnniccsssansecsssssssasssssanes i
HALAMAN PENGESAHAN. ....coiiininrinsinstnsnissississississssssssssssssssssssssssssssossossssssss ii
UNGKAPAN TERIMA KASTH .....covininiiinsinsensensenssnssesssssissessesssssssssssssssssssanes iii
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI......ccccoeveeeeescnnnee iv
ABSTRAK ...uuiiitiiiiticininsinsenssississississsssssssssssssssssssssssssssssssssssosssssssssssssssssssssssns v
ABSTRACT ...uuuiviriiricinensinsssssississississssssssssssssssssssssssssstssssssossssssssssssssssssssssssanes vi
DAFTAR ISLuucuiiiiininiieisnisnisicississessesssssssssssssssisssssssssssssssssssssssssssssssssossosssses vii
DAFTAR GAMBAR......cuiiiitiiinininstnssissississisisssssssssssssssississssssssssssssssssssssssssssons X
DAFTAR TABEL....cuuiuiiiiiininenensnissississississsssssssssssssssssssissssssssssssssssssssssssssnes xi
DAFTAR LAMPIRAN .....uiiiiiinininsensnsssnssississississesssssssssssssssssssssssssssssssossses xii
BAB L.uuuitiiiiininininsninsississisissssssssssssississssssssssssssssssssssssssssssssssssssssssssssssssssssssons 1
PENDAHULUAN....couiititiniinicisisssnsssssississsssissssssssssssssssssssstssssssssssssssssssssssssssssons 1
1.1 Latar BelaKang ........cuiieneiicisniiisvnicssnncssnncsssnncssssesssssessssssssssssssssssssssssssssecs 1
1.2 Rumusan Masalah.......iiniinninnnenniennnennnennnennecnneeiecseiseseeseses 11
1.3 Tujuan Penelitian ..........coeieiveiiiiniininicnsnncssnnicssnncssssnisssnesssnsssssncssssncsanns 11
1.4 Manfaat Penelitian ........coeeieenneensennecnsennsnensensseccsnenssnecssesssscsssesssecsanes 11
1.4.1 Manfaat TEOTILIS ...ccuueeiierieeiieiie ettt e 11
1.4.2 Manfaat Praktis .......cocieiiieiiieieeiiee et 11
372N 3 20 1 O 12
TINJAUAN PUSTAKA ...cucouiiirrrnisnisnissississsssssssssssssssssssssssssssssssssssssssssssssssssnses 12
2.1 Teori Yang Relevamn......iceiiciseecissnncssnicssnncsssnisssssessssssssssesssssessssssssssscs 12
2.1.1 Teori Efek Media .......c.coooviiiiiiiiiiiieniieeece e 12
2.1.2 Terpaan Media ......ccceevuieriieiieeiieiieeie ettt 16
2.1.3 MINat Beli...oooiiiiiiiiiciiececeeee et 17
2.1.4 Media SOSIAL.....cc.eeiiieiiieieeieece ettt 19
2.1.5 Tayangan Vid@O ........ccceeecuieriieriieiieeieeiieeie ettt ettt 20
216 TIKTOK et 20
2.1.7 GENETAST Z .ttt ettt sttt st 21
2.1.8 Perilaku KONSUMEN ......cccviiiiiiiieiieeieeiieeie et 22

2.2 Penelitian Terdahulu dan Pernyataan Hipotesis .........cceeceeecercrcnnrcsnnces 23

vii



Universitas Bakrie

2.2.1 Penelitian Terdahulu ...........ccooviiiiiiiiiiieiiicee e 23
2.2.2 Kerangka Pemikiran............cccoecuieiuieniiiiieniieiiecieeee e 33

2.3 HIPOTESIS couurrernrrcssnricssnnecssnnesssnncsssncssssncsssssssssssssssssssssesssssesssssosssssossnsssssnssss 35
2.3.1 Hipotesis StatiStiK..........cccierieriiieiieiiieiieeie et 36
2.3.2 HIpOteSIS T@OTT ..uveeuiieiieeiiieiieeie ettt ettt 36
372N 3 30 1 1 O 37
METODE PENELITIAN ....couiivinininnninninnissississessssssssssssssasssisssssssssssssssssssssssssanes 37
3.1 Desain dan PendeKatan...........ceeeneenneensecnsenseensnenssnecsnensssecssecsssecssnsssacens 37
3.2 Populasi dan Sampel.........coeiievviiiivininsiicssnicssnissssnccsssnsssssnessssnesssssossssses 38
3.2.1 POPUIAST .ttt 38
3.2.2 SAMPECL..ciniiiiiieiiee e 38

3.3 Pengumpulan Data dan Pengukuran ...........eeeievveccscenccssnncscnrcssnnncsnenes 40
3.3.1 Pengumpulan Data .........c.ccceeeiieiieniieiieieeeee e 41
3.3.2 Pengukuran Data..........cccueeuiiiiiiiieiieeieeie e 43

3.4 ANAliSiS DAta...uccceeiieeniiiinenniensnenneenneninecsnessnesssesssesssesssssssesssseessssssaeess 44
3.5 Validasi Data......eceeiiiecneennennsennsecnsnensnccsnensssesssessssessssssssesssesssssssssssssesss 44
3.5.1 Uji ValIAItas ...oouvieiiieiieeiieeieee ettt e 44
3.5.2 Uji Reliabilitas ........cccueeriieiiiiiiieiieiieeieee e 45
3.5.3 Uji NOrmMalitas......ccceeeuieriieiieiie ettt 46
3.5.4 Uji LIN@ATIEAS . ....vieeieeiieiie ettt ettt ettt et ettt eaeeteeeaaeeaee e 46
3.5.5 Uji Korelasi Spearman Rank..........ccccocceeviiniiiniiniiieieeieeeceeeeee, 47

3.6 Operasionalisasi Variabel...........cciieiveiiivricssnicssnnicssnnisssnncssencssssncsnsnes 48
3.6.1 Terpaan MEdia ........cocueeiiieiiiiieeieeie et 48
3.6.2 MINAt Beliu...coiiiiiiiiiiiiieic s 49
372N 3 30 O 57
HASIL DAN PEMBAHASAN ...ucoiiiininisinississsssssssssssssisssssssssssssssssssssssssanes 57
4.1 Gambaran Konteks Penelitian..........cueeeeeinseensensseecsenssnensecssnecsensnenne 57
4.1.1 Profil PT Super Fantasi Dot COm ..........ccoecvveriiiniieniieniieieeieeee e 57
4.1.2 Profil PT Vidio DOt COmM ......ccocuieiiiiiieiieeiieiieeieeee et 58
4.1.3 PrOfil T@AZZI ..ottt 58
4.1.4 Profil TIKTOK.....c.eeeiieiiieieeiiece et 59

4.2 Penyajian Data ......cceeievveeinivnninssnncsssnncsssicssssecssssssssssssssssesssssssssssssssssssssses 60

viii



Universitas Bakrie

4.2.1 Karakteristik ReSponden .............ccceeeueeiieniienieniieiiecieeee e 60
4.2.2 Analisis Deskriptif ........cccooeviiiiiiiieiiieieee e 63
4.2.3 UJi VAIIAILaS ...eeeiieeiiieiiecie ettt 71
4.2.4 Uji ReabIlitas .......ccceouiiiiiiiieiiieiieeieete et 74
4.2.5 UjJi NOTMAIIEAS ....eeeeiieiieeieeiieeie ettt ettt et e e eaeeenaeenne 75
4.2.6 UjJi LINEATIEAS ....cvieeiiieiieeiiieiieeiie ettt ettt ettt sae b e seneeseeseneenne 76
4.2.7 Uji Korelasi Spearman Rank..........ccccoeovveviiieiiiniiiiiiiiiieieceeee, 77

4.3 Pembahasan dan DiSKuSi......ceeineeisiinnnnsenisnensennseensensseensecsssecssessaens 79
BAB V.utitiiininininnninsississisisssssssssssssssississssssssssssssssssssssssssstsssesssssssssssssssssssssanes 85
SIMPULAN DAN SARAN ...cuiiniiicininensissssssnsssssississsssssssssssssssssssssssssssssssons 85
5.1 SIMPUIAN ccoueviiiiniiiiniiiiirinnsnnicnsnnicssstisssstisssssessssnesssssosssssossssssssssssssssssssssss 85
5.2 Kendala dan Keterbatasan..........eoieeneinnensecssnecsenssnensecssnecssesssacsssecsnns 86
5.3 Saran dan IMPLiKaSi....c.eeevveiiivricisnicssninssnnissssnessssnesssnessssnessssscssssssssssees 87
5.3.1 Saran untuk Penelitian Berikutnya............ccooceeviiiiiieniiniiieieeieeeeee, 87
5.3.2 Saran untuk Industri/Lembaga/Subyek .........c.ccccceevieniiniiiinieniieieeen. 88
DAFTAR PUSTAKA ....ucuiiiiiinininnnsnississississssssssssssssssssssisssssssssssssssssssssssssanes 90

X



Universitas Bakrie

DAFTAR GAMBAR
Gambar 1.1 Data Negara Peringkat 1 Pengguna TikTok 2026................. 6
Gambar 1.2 Contoh konten UGC .......ueoeeisenisuensnenssnensnnssnenssecsssecssesssacns 9
Gambar 2.1 Kerangka BerpiKir.........iiiiinnsicnisncncsnncscencssnncsssnncssssncnes 34
Gambar 3.1 RUmus SIOVIN ...iiiieiniinnnennsiensnennnecsennsnecssecsssecssnssssesssecsnns 39
Gambar 3.2 Perhitungan Rumus SIOVID ......cueiieveiinienincnicssnncscnnncscnenenes 40
Gambar 4.1 Logo Super Fantasi Dot Com .......ccoueeiveercscercscnnrcssnnncscnencnns 57
Gambar 4.2 Logo Vidio Dot Com.......uuiievverinsvercsssrncssnrcssnrcssssncssssncssnsncses 58
Gambar 4.3 LL0Z0 TeAZZI.......ccuvureevverisssnrinssnnisssnrcsssncsssressssncssssrsssssscsssssses 59
Gambar 4.4 Logo aplikasi TIKTOK ........ccceiievvrinvveriscnrcscercssnencssnnncscnencnns 60
Gambar 4.5 Grafik dengan nilai tertinggi dari......ccccceeecerercercscnnrcscnenenns 65
INAIKAtOr FreKuenSi.. o eeeiieienneiniensennsnensencsnensescssensecsssesssessssesssecsnne 65
Gambar 4.6 Grafik dengan nilai terendah dari .........ccoveeveecsennnnensnennne 66
INAIKAtOr FreKuenSi. o iiiieinennienninnennsnenneccsnennnensenseessesssesssessseessse 66
Gambar 4.7 Grafik dengan nilai terendah dari indikator Durasi........... 66
Gambar 4.8 Grafik dengan nilai tertinggi dari indikator Atensi............ 67
Gambar 4.9 Grafik dengan nilai tertinggi dari......cccccceecerercercscnercscnenenns 71
indikator Purchase INtention ..........ceeeneecsenseecseensnnnsnensncssnecsnnssssesssecnne 71
Gambar 4.10 Hasil Uji Normalitas.........cceeeevvrencvencscnrcssnrcssnrcssnnncssnencans 75
(One-Sample Kolmogorov-Smirnov Test) .......ccceevereseercscnrcssnnrcssnnncssnencnes 75
Gambar 4.11 Hasil Uji Linearitas.....c.cccceevvecccercssnrcssercssercssnnrcsssnncssnsncnes 76
Gambar 4.12 Hasil Uji Korelasi Spearman Rank..........coveeeruennnensnennnes 78



Universitas Bakrie

DAFTAR TABEL
Tabel 2.1 Penelitian TerdahulU........coeeeneenneinnneisennseensecnseecsenssnesssecnnne 26
Tabel 3.1 SKala LIKeIt......coiiienneinennsenssnnnsnenssnecsenssaccssecsssecssnssssssssesnne 44
Tabel 3.2 Cronbach’s Alpha........iioeiinvviinisnncnisenisssencssercssnncssssncssssncses 45
Tabel 3.3 Operasionalisasi Variabel...........cooiiivvverinceriscercsinncscnnncscnnncnn 49
Tabel 4.1 Data ReSPONden.........eccevvericsvericssnrisssnncssssncssnnnessssncsssssesssssssssecses 61
Tabel 4.2 Kategori Interpretasi Nilai Rata-rata...........ccooceevveecserssnenseennne 64
Tabel 4.3 Hasil Uji Analisis Deskriptif Terpaan Media ..........ccccuereuueee. 64
Tabel 4.4 Hasil Uji Analisis Deskriptif Minat Beli.......ccoccevveeerueriseeisuecnne 67
Tabel 4.5 Hasil Uji Validitas .......ccocceeevvricsvninssnncnsnncssnrcssencssssncssssncssssncses 72
Tabel 4.6 Cronbach’s Alpha.........eiieiiivviinnsicnsseninsnnnessercsssncssssncsssencnes 74
Tabel 4.7 Hasil Uji Reliabilitas ........cccocceeevverirvvnnisssencssnrcssnrcssnrcssnnncsssencnes 74
Tabel 4.8 Kriteria INterpretasi........ccceeecccricssencsssrncssnressercssssncssssscssssncses 77
Korelasi Spearman RanK .......coueieeveiciviicnsnicssninssnninssnncsssnncsssnessssncssnsncses 77

Xi



Universitas Bakrie

DAFTAR LAMPIRAN
Lampiran 1. Kuesioner Penelitian..........ieeiineennensseecsenssnensecssnecsensneene 95
Lampiran 2. Jawaban Responden ........ceeeneecneinseensensseecsnenssnesssecssecsanns 106
Lampiran 3. Uji Validitas.......coeicevvicivvncnssnncssnicssnicssnsssssncsssnesssssesssssesnns 111
Lampiran 4. Uji Reliabilitas........ccoueeniivvensennseicseissnnnsecssnecsenssnesseecsnecsanns 113
Lampiran 5. Uji Analisis DeSKriptif ......c.ccooceevvieviisnensensseecsenssecnseecsneennns 114
Lampiran 6. Uji Korelasi Spearman Rank ...............uucueeeueeenensneensueesneennnns 115

Lampiran 6. Poster Scan Barcode di Lantai Superfantasi & Vidio Dot Com

Xii



