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CHAPTER 5 

CONCLUSION 

 This chapter will discuss the conclusion of this research by providing a detailed summary 

based on the research findings from the previous chapter, which examines how the credibility of 

social media influencers affects purchase intentions on TikTok live streaming e-commerce. This 

chapter is going to discuss the managerial implications of these findings, suggesting strategies for 

e-commerce business. Furthermore, this chapter also discusses the limitations of this research and 

suggestions for future research 

5.1 Conclusion 

 Based on the findings and analysis of this study, the following conclusions can be drawn: 

1. Social media influencers have a significant and positive effect on purchase intention. This 

means that Social Media Influencers (SMIs) have an important role in influencing 

consumer’s intention to purchase products and services. They are more likely to purchase 

items endorsed by the influencers they follow on social media. Therefore, hypothesis (H1) 

SMIs are positively related to consumer purchase intention, is accepted. 

2. Social media influencers have a significant and positive effect on credibility. This means 

that when products and services are being endorsed by Social Media Influencers (SMIs), 

followers will perceive them as more credible. Therefore, hypothesis (H2) that SMIs are 

positively related to credibility, is accepted. 

3. Credibility has a significant and positive effect on purchase intention. This means that when 

the influencers are perceived as credible sources, consumers are more likely to buy their 

recommendations, increasing and influencing consumer purchase intention. Therefore, 

(H3) the credibility of influencers is linked to consumers’ purchase intention, is accepted.  

4. Credibility mediates the effect of social media influencers and purchase intention. This 

means that the positive impact of influencers on purchase intention can be explained by 

their perceived credibility. When influencers are perceived as credible, consumers’ trust in 

them increases, making the purchase intention of consumers increase. Therefore, (H4) 

SMIs and consumer purchase intentions are mediated by credibility, which is accepted.  

 

 



50 
 

5. Based on the research demographics, it can be concluded that most people watch TikTok 

live-streaming e-commerce for either less than one hour or one to three hours per day. This 

indicates that the majority of users engage with live-streaming content on a relatively 

frequent but moderate basis, which suggests that TikTok live-streaming is becoming a part 

of their daily routine without consuming excessive time. 

5.2 Managerial Implications 

1. This research implies that social media influencers have an influence on purchase intention. 

Therefore, it can be said that businesses should prioritize collaborating with social media 

influencers, especially influencers who have a high engagement rate. When businesses 

collaborate with influencers and maintain a good relationship with them, they can 

effectively enhance consumer interest and boost sales. Furthermore, as a consumer, 

influencers can introduce consumers to new products and their reviews can also help 

consumers make a more informed decision. 

2. This research implies that social media influencers influence credibility. Therefore. 

Businesses should focus on partnering with influencers who are perceived as credible by 

their audience. When businesses invest in partnering with social media influencers who 

have a high reputation for honesty, the overall credibility of the brand itself will increase. 

Hence, the brand will benefit from the positive perception and increased credibility. 

Furthermore, from the SMI’s perspective, when they consistently promote products and 

give transparent reviews, their reputation will increase and therefore strengthen their brand 

as an influencer and can potentially attract more sponsorship in the future. 

3. This research implies that credibility has a significant and positive effect on purchase 

intention. Therefore, businesses should build and maintain the credibility of influencers by 

ensuring that the marketing messages are authentic and transparent. Businesses should 

encourage their social media influencers to review honestly and support the brand 

genuinely. This will strengthen consumer trust which will also increase purchase intentions. 

Furthermore, this also benefits consumers by ensuring that the recommendations they 

receive are reliable, which will increase the overall purchase intention and experience. 

4. This research implies that credibility mediates the effect of social media influencers and 

purchase intention. Therefore, businesses should be highly selective when partnering with 
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social media influencers. Businesses should partner with social media influencers whose 

reputation is credible; by doing so, businesses can enhance customers’ interest in 

purchasing their products, which will increase overall sales. Furthermore, Social Media 

Influencers (SMIs), will benefit by getting more followers and opportunities while also 

building their reputation, and consumers will receive trustworthy recommendations from 

credible influencers.  

5.2 Research Limitations 

1. This research combined the Social Media Influencers variable and didn't analyze each 

aspect of the variable (expertise, trustworthiness, likability, information quality, and 

entertainment value). 

2. This research was conducted using TikTok as the primary platform, focusing specifically 

on Indonesian subjects. The findings might differ when it is applied to other countries due 

to cultural and demographic differences. 

3. It is important to note that different platforms, such as Shopee Live or Instagram Live, may 

yield different results. These platforms have different user demographics and engagement 

patterns, which could influence the findings.  

5.2 Suggestions for Future Research 

1. For future research, each aspect of the Social Media Influencers can be analyzed (expertise, 

trustworthiness, likability, information quality, and entertainment value).  

2. For future research, it would be beneficial to conduct similar studies using TikTok with 

subjects from different countries. This would help determine if the findings are consistent 

across various cultural and demographic contexts. 

3. For future research, it is recommended to explore other platforms, such as Shopee Live or 

Instagram Live, to see if there are different results. Comparing results across different 

social media platforms could provide a more comprehensive understanding. 
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APPENDIX 
Questionnaire 
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Questionnaire Data 

No. Apakah anda pernah menonton live 

streaming TikTok minimal sekali di 

tahun 2024? 

Apakah anda pernah 

berinteraksi atau menyadari 

kehadiran influencer media 

sosial selama live streaming 

tersebut? 

1 Ya Ya 

2 Ya Ya 

3 Ya Ya 

4 Ya Ya 

5 Ya Ya 

6 Ya Ya 

7 Tidak   

8 Ya Ya 

9 Ya Ya 

10 Ya Ya 

11 Ya Ya 

12 Ya Ya 

13 Ya Ya 

14 Ya Ya 

15 Ya Ya 

16 Tidak   

17 Ya Ya 

18 Ya Ya 

19 Ya Ya 

20 Ya Ya 

21 Ya Ya 

22 Ya Ya 

23 Ya Ya 

24 Ya Ya 
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25 Ya Ya 

26 Ya Ya 

27 Ya Ya 

28 Ya Ya 

29 Ya Ya 

30 Ya Ya 

31 Ya Ya 

32 Ya Ya 

33 Ya Ya 

34 Ya Ya 

35 Ya Ya 

36 Ya Ya 

37 Ya Ya 

38 Ya Ya 

39 Ya Ya 

40 Ya Ya 

41 Ya Ya 

42 Ya Ya 

43 Ya Ya 

44 Ya Ya 

45 Ya Tidak 

46 Ya Ya 

47 Ya Ya 

48 Ya Ya 

49 Ya Ya 

50 Ya Ya 

51 Ya Ya 

52 Ya Ya 

53 Ya Ya 

54 Ya Ya 
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55 Ya Ya 

56 Ya Ya 

57 Ya Ya 

58 Ya Ya 

59 Ya Ya 

60 Ya Ya 

61 Ya Ya 

62 Ya Ya 

63 Ya Ya 

64 Ya Ya 

65 Ya Ya 

66 Ya Ya 

67 Ya Ya 

68 Ya Ya 

69 Ya Ya 

70 Ya Ya 

71 Ya Ya 

72 Ya Ya 

73 Ya Ya 

74 Ya Ya 

75 Ya Ya 

76 Ya Ya 

77 Ya Ya 

78 Ya Ya 

79 Ya Ya 

80 Ya Ya 

81 Ya Ya 

82 Ya Ya 

83 Ya Ya 

84 Ya Ya 

 

 



71 
 

85 Ya Ya 

86 Ya Ya 

87 Ya Tidak 

88 Ya Ya 

89 Ya Ya 

90 Ya Ya 

91 Ya Ya 

92 Ya Ya 

93 Ya Ya 

94 Ya Ya 

95 Ya Ya 

96 Ya Ya 

97 Ya Ya 

98 Ya Ya 

99 Ya Ya 

100 Ya Ya 

101 Ya Ya 

102 Ya Ya 

103 Ya Ya 

104 Ya Ya 

105 Ya Ya 

106 Ya Ya 

107 Ya Ya 

108 Ya Ya 

109 Ya Ya 

110 Ya Ya 

111 Ya Ya 

112 Ya Ya 

113 Ya Ya 

114 Ya Ya 
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115 Ya Ya 

116 Ya Ya 

117 Ya Ya 

118 Ya Ya 

119 Ya Ya 

120 Ya Ya 

121 Ya Ya 

122 Ya Ya 

123 Ya Ya 

124 Ya Ya 

125 Ya Ya 

126 Ya Ya 

127 Ya Ya 

128 Ya Ya 

129 Ya Ya 

130 Ya Ya 

131 Ya Ya 

132 Ya Ya 

133 Ya Ya 

134 Ya Ya 

135 Ya Ya 

136 Ya Ya 

137 Ya Ya 

138 Ya Ya 

139 Ya Ya 

140 Ya Ya 

141 Ya Ya 

142 Ya Ya 

143 Ya Ya 

144 Ya Ya 
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145 Ya Ya 

146 Ya Ya 

147 Ya Ya 

148 Ya Ya 

149 Ya Ya 

150 Ya Ya 

151 Ya Ya 

152 Ya Ya 

153 Ya Ya 

154 Ya Ya 

155 Ya Ya 

 

S

M

I1 

S

M

I2 

S

M

I3 

S

M

I4 

S

M

I5 

S

M

I6 

S

M

I7 

S

M

I8 

S

M

I9 

S

MI

10 

S

MI

11 

S

MI

12 

S

MI

13 

S

MI

14 

S

MI

15 

S

MI

16 

S

MI

17 

S

MI

18 

S

MI

19 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 3 3 3 4 3 3 3 3 4 4 4 3 4 4 4 4 3 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 3 3 3 3 4 4 4 3 4 3 3 4 4 3 

4 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

4 4 4 3 4 4 4 3 3 5 5 4 4 4 5 5 4 4 4 

                                      

3 3 3 3 4 3 4 3 3 3 4 3 3 3 3 3 3 3 3 

5 4 4 4 4 4 4 4 4 4 5 4 4 4 4 4 5 4 4 
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4 4 4 4 4 4 4 3 4 4 5 4 4 4 4 4 5 5 3 

3 3 3 3 3 4 4 3 4 4 4 4 4 4 3 3 4 4 4 

4 3 3 3 4 3 3 3 3 3 4 4 3 4 3 4 4 3 3 

4 3 4 4 4 4 4 4 4 5 4 4 3 4 4 4 5 5 5 

4 4 4 4 4 3 5 3 3 4 4 4 3 4 3 3 3 3 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

                                      

4 4 4 4 5 4 4 4 5 5 5 5 3 4 4 4 5 5 5 

4 3 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 3 3 3 

4 4 4 4 4 4 4 4 3 4 5 4 3 4 4 4 5 5 5 

5 4 4 4 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 4 5 5 5 

4 4 4 4 4 3 4 3 4 4 3 3 3 4 4 4 3 3 3 

3 3 3 4 3 3 3 3 4 4 4 4 4 4 4 4 4 3 3 

4 4 4 4 4 4 4 3 4 4 4 4 3 4 3 4 4 4 4 

4 5 5 5 4 4 4 3 3 5 5 5 3 5 4 5 5 4 4 

3 3 3 3 4 3 3 3 4 4 4 3 3 3 3 3 3 3 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 3 4 4 4 3 3 3 3 4 4 3 3 4 4 3 4 4 3 

4 5 5 4 5 5 5 4 5 5 4 5 5 5 4 4 5 5 5 

4 4 3 3 4 4 4 4 4 4 4 5 4 4 4 4 5 5 5 

4 4 5 5 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 

4 4 5 5 4 4 5 5 4 5 5 5 5 5 5 5 5 5 5 

4 4 4 3 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 

4 4 4 4 4 4 4 3 4 4 4 4 4 4 3 4 4 4 4 

4 4 4 4 4 4 4 3 3 5 4 4 4 4 3 4 4 4 4 

4 5 4 4 4 4 4 3 4 4 4 4 3 4 3 3 4 4 4 
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4 3 4 3 4 4 4 4 4 4 4 4 4 4 4 4 5 4 4 

4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

4 4 4 4 4 4 4 4 3 4 4 4 4 4 3 3 5 4 4 

4 5 4 4 4 4 4 3 4 4 4 4 4 4 3 3 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 4 4 4 4 

                                      

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

3 4 4 4 4 4 4 4 3 4 4 4 4 4 3 4 4 4 4 

4 4 4 4 4 4 4 3 4 4 5 4 4 4 5 5 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

4 4 4 3 4 4 5 4 4 5 4 5 4 3 4 5 5 4 4 

4 4 4 4 5 4 5 4 4 4 4 4 4 4 5 4 5 4 4 

4 4 4 3 4 4 5 4 4 5 4 4 4 4 5 4 5 4 4 

4 4 4 4 5 4 4 4 4 5 4 5 4 4 5 5 4 5 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 5 4 4 4 4 

4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 5 4 5 4 5 5 4 4 4 4 5 4 5 3 4 

4 4 4 4 5 4 5 4 4 5 4 4 4 4 5 5 4 4 4 

4 4 4 3 3 4 4 4 4 4 4 4 3 4 4 4 4 4 4 

4 4 4 4 5 4 4 3 3 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 5 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 

3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 5 3 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 3 4 4 4 4 4 3 3 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 5 4 4 

4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 
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4 5 5 4 3 4 3 3 3 3 3 3 3 3 3 3 3 3 3 

4 4 4 4 3 4 4 4 4 4 4 4 4 3 4 4 5 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

3 3 3 3 3 3 3 3 4 4 4 4 3 3 3 3 3 3 3 

3 3 4 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

3 3 3 3 4 3 3 3 4 4 3 4 3 4 3 3 3 3 3 

4 3 3 4 4 4 4 4 4 4 4 4 4 4 4 4 5 5 5 

3 3 3 3 3 3 4 3 4 4 3 4 3 3 3 3 3 3 3 

3 3 3 3 3 4 4 3 4 4 3 3 4 3 3 3 3 3 3 

4 4 3 3 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

3 3 3 3 3 4 4 4 4 4 3 3 4 4 4 4 4 3 3 

3 3 3 3 3 3 4 3 4 4 4 4 4 4 4 4 3 4 3 

4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 

                                      

4 4 3 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

4 4 3 3 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 3 5 

4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 3 5 5 5 5 4 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 3 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 
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5 5 5 5 5 5 5 5 5 5 5 5 4 5 4 5 5 5 5 

4 5 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 

5 4 4 5 5 5 5 4 5 5 4 4 5 5 4 4 5 5 4 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 3 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 3 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 3 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 4 4 4 

3 3 3 3 3 4 4 4 4 4 4 4 4 3 4 3 3 3 3 

4 3 3 3 4 4 4 4 4 4 4 4 4 4 3 4 4 3 3 

3 3 3 3 4 4 4 4 4 4 4 4 4 3 3 3 4 3 3 

4 3 3 3 4 4 4 4 4 4 4 4 4 3 4 3 4 4 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

3 4 3 4 4 4 4 4 4 4 4 4 4 3 4 3 4 3 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 3 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 3 

3 3 3 3 3 3 3 3 4 4 3 4 4 3 3 3 3 3 3 

4 3 4 3 4 4 4 4 4 4 4 4 4 4 3 3 3 3 4 

4 4 4 4 3 4 4 3 3 4 4 4 4 4 5 4 4 4 3 

4 3 3 3 3 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

4 4 4 4 4 4 4 4 5 5 4 5 5 4 5 5 5 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 5 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 3 3 3 4 4 4 4 4 4 4 4 4 4 4 3 3 3 3 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 5 4 4 

4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 5 4 4 

4 3 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 3 4 

4 4 3 4 5 4 4 4 4 4 4 4 4 4 4 4 5 4 4 
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4 3 4 3 4 4 4 4 4 4 4 4 4 4 4 4 5 5 5 

4 3 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 3 4 

5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 4 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 

4 4 4 4 4 4 4 4 4 5 5 5 4 4 5 4 5 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 5 4 4 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

4 4 3 3 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

4 4 4 4 5 4 5 4 5 5 5 5 5 5 5 4 4 5 5 

5 5 5 5 5 3 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 4 5 5 5 5 5 5 5 5 5 4 4 

5 5 3 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

4 4 4 4 4 4 4 4 5 5 5 5 5 4 4 4 4 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 5 4 5 5 5 5 4 4 4 5 4 4 5 

3 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 

5 4 4 4 4 5 5 4 4 5 5 4 4 4 5 4 5 4 4 

4 4 4 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 

5 4 4 4 4 5 4 5 5 3 5 5 5 5 4 4 4 5 4 

5 5 5 5 5 5 5 5 4 4 5 5 4 5 5 4 5 4 4 

3 3 3 3 3 3 4 3 4 4 3 5 3 3 3 3 3 3 3 
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CR1 CR2 CR3 PI1 PI2 PI3 PI4 PI5 

4 4 4 4 4 4 4 4 

3 3 3 4 3 3 4 4 

4 4 3 4 4 4 4 4 

4 4 4 4 4 3 3 3 

4 4 3 4 4 3 3 4 

3 4 4 3 3 3 3 3 

                

3 3 3 4 5 4 5 4 

4 4 4 4 4 4 4 4 

4 5 5 5 4 3 5 5 

3 3 3 4 3 3 4 4 

3 3 3 4 4 4 4 3 

4 4 3 4 4 4 5 5 

3 4 3 4 3 4 4 3 

4 4 4 4 4 4 4 4 

                

4 4 4 4 4 4 4 4 

3 3 3 4 3 3 3 3 

5 5 5 5 5 5 5 5 

5 5 5 3 3 3 4 4 

4 4 4 5 4 4 5 5 

5 4 5 5 5 5 5 5 

4 5 4 5 5 5 5 5 

4 4 3 4 3 3 3 4 

3 3 4 5 5 4 4 4 

4 3 4 4 4 4 4 4 

3 4 4 5 3 3 4 4 

3 3 3 4 3 3 3 4 

4 4 4 4 4 4 4 4 
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3 3 3 4 3 3 4 4 

4 4 5 4 5 4 4 5 

5 5 4 5 4 4 5 5 

4 4 4 4 4 3 4 4 

4 4 4 4 4 4 4 4 

5 5 5 5 4 4 5 5 

4 4 4 4 4 4 4 4 

4 3 3 4 4 4 4 4 

4 4 3 4 5 4 4 5 

4 4 4 4 4 3 4 4 

4 3 4 4 4 3 4 4 

4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 

4 4 3 4 4 3 4 4 

4 4 4 4 3 3 3 3 

                

4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 4 

4 4 4 4 4 3 4 4 

4 4 5 4 4 4 4 4 

5 4 4 4 4 4 4 4 

5 5 5 4 4 4 4 4 

4 4 5 4 5 4 4 3 

5 4 4 4 5 4 5 4 

5 5 5 4 4 4 4 4 

4 4 5 5 5 4 5 5 

4 5 5 4 4 4 4 4 

5 5 4 4 4 3 4 4 

5 5 5 4 4 3 3 3 
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4 4 5 5 5 5 5 5 

4 4 4 4 3 3 4 4 

4 4 5 4 3 3 3 4 

4 5 5 5 5 5 5 4 

3 3 4 4 4 3 3 4 

5 5 4 4 4 4 4 4 

4 5 4 4 4 4 4 4 

4 4 5 4 3 3 4 4 

4 5 5 4 5 5 4 5 

4 4 5 4 4 4 4 3 

3 3 3 3 3 3 3 3 

4 4 5 4 5 4 4 4 

4 4 3 4 4 4 4 4 

3 3 3 3 3 3 3 3 

3 3 3 3 3 3 3 3 

4 5 4 4 4 4 4 3 

3 3 4 3 3 3 3 3 

4 4 4 4 4 4 4 4 

5 5 4 4 4 4 4 4 

4 4 4 3 4 4 4 4 

5 5 3 4 4 4 4 4 

4 4 4 4 4 3 4 4 

5 5 5 4 4 3 3 4 

5 5 5 4 4 4 4 4 

5 4 5 5 4 4 4 4 

5 5 5 4 4 3 4 4 

4 4 4 4 4 3 4 4 

                

4 4 4 4 4 3 3 4 

4 5 4 5 4 4 4 4 
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5 5 4 5 4 4 5 5 

5 5 4 5 4 4 5 5 

5 5 4 4 4 4 5 5 

5 5 4 4 4 4 4 4 

4 4 5 4 3 3 4 4 

5 4 5 4 5 4 4 4 

4 5 5 4 5 4 4 4 

5 4 4 4 5 4 4 4 

5 5 5 4 4 4 5 5 

4 4 5 5 4 4 5 5 

5 5 5 5 4 4 5 5 

4 4 4 4 5 4 4 5 

4 4 5 5 5 4 4 3 

5 4 5 4 5 4 4 4 

4 5 4 5 5 5 5 4 

4 4 5 5 4 4 5 4 

4 5 5 5 4 4 5 4 

4 5 5 4 4 4 4 4 

4 5 4 5 5 4 5 5 

5 5 5 4 5 5 5 5 

5 5 4 5 5 4 4 5 

5 5 3 5 5 4 4 5 

4 4 5 4 4 4 4 4 

4 4 5 3 4 4 4 4 

5 4 5 3 5 4 4 4 

5 4 4 3 5 4 4 4 

4 4 4 3 4 4 4 4 

5 5 5 4 4 4 4 4 

5 4 4 3 5 4 4 4 

5 5 4 3 4 4 4 4 
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5 4 5 4 5 5 5 4 

5 4 4 4 4 4 4 4 

4 4 5 5 4 4 5 4 

5 4 5 5 5 5 5 5 

4 5 5 4 4 3 3 4 

4 5 5 5 4 4 5 4 

4 5 5 4 4 3 3 4 

4 5 5 5 5 5 5 5 

4 5 5 4 4 3 3 4 

4 4 4 4 4 3 3 4 

5 4 4 4 4 4 4 4 

5 4 4 5 5 4 5 4 

4 4 4 5 5 4 5 5 

5 4 4 5 5 4 4 5 

5 5 5 4 4 4 4 4 

5 5 5 4 3 3 3 3 

5 3 3 5 5 5 5 5 

4 4 5 5 5 4 4 5 

4 4 5 5 5 4 4 5 

4 5 4 5 4 4 5 4 

4 5 4 5 5 4 5 4 

4 4 5 5 5 4 5 5 

4 4 4 5 5 4 4 5 

5 5 4 5 5 4 4 5 

5 5 4 5 4 4 5 5 

5 5 4 5 5 4 4 5 

5 5 5 4 4 4 5 5 

5 4 5 4 5 4 4 4 

4 4 4 5 5 4 4 5 

5 5 4 4 5 4 4 4 
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4 5 4 5 4 4 5 4 

4 5 5 4 4 4 4 4 

4 5 4 5 4 4 4 3 

5 4 5 5 4 4 5 4 

4 4 4 5 5 4 4 5 

4 4 3 5 5 4 4 4 

 

Jenis 

Kelamin 

Usia Pendidikan 

Terakhir 

Berapa lama anda menghabiskan waktu sehari untuk 

menonton TikTok live streaming? 

Perempuan 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA < 1 Jam 

Laki - Laki 25 - 30 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan < 18 Tahun SMA 1 - 3 Jam 

        

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Perempuan < 18 Tahun SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

 

 



85 
 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki < 18 Tahun SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

        

Perempuan 25 - 30 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan < 18 Tahun SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 
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Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki < 18 Tahun SMA < 1 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

SMA < 1 Jam 

Perempuan 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

SMA < 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki < 18 Tahun SMA < 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki < 18 Tahun SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 
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Laki - Laki < 18 Tahun SMA 1 - 3 Jam 

        

Laki - Laki < 18 Tahun SMA < 1 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki < 18 Tahun SMA 4 - 6 Jam 

Laki - Laki < 18 Tahun SMA < 1 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki < 18 Tahun SMA < 1 Jam 

Laki - Laki 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan < 18 Tahun SMA 1 - 3 Jam 

Laki - Laki < 18 Tahun SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 

Laki - Laki < 18 Tahun SMA < 1 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki < 18 Tahun SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

1 - 3 Jam 
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Perempuan 19 - 24 

Tahun 

SMA < 1 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Perempuan 19 - 24 

Tahun 

Sarjana 

(S1) 

< 1 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA < 1 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Laki - Laki 19 - 24 

Tahun 

SMA 1 - 3 Jam 

Perempuan < 18 Tahun SMA < 1 Jam 

Laki - Laki < 18 Tahun SMA < 1 Jam 
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