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ABSTRAK 

 

Ihsan. 20220510114. PENGARUH PUSH DAN PULL FACTORS TERHADAP 

SWITCHING INTENTION PADA SOCIAL COMMERCE TIKTOK SHOP KE 

E-COMMERCE SHOPEE DENGAN MOORING FACTORS SEBAGAI 

VARIABEL MODERASI (Studi Pada Pengguna Social Commerce TikTok 

Shop di Kabupaten Kuningan). Program Studi Manajemen Fakultas Ekonomi 

dan Bisnis. Dibimbing oleh Dr. H. Ilham Akbar, S.E., M.Si dan Winda 

Oktaviani, S.E., M.M. 

Penelitian ini bertujuan untuk menganalisis dan mengetahui seberapa besar 

pengaruh push factors dan pull factors terhadap switching intention pengguna 

social commerce TikTok Shop ke e-commerce Shopee, serta menguji peran mooring 

factors sebagai variabel moderasi dalam hubungan tersebut. Penelitian ini 

dilakukan pada pengguna TikTok Shop di Kabupaten Kuningan. Populasi dalam 

penelitian ini adalah seluruh pengguna social commerce TikTok Shop yang 

berdomisili di Kabupaten Kuningan dengan jumlah yang tidak diketahui secara 

pasti. Data sampel dalam penelitian ini adalah sebanyak 150 responden, yaitu 

pengguna yang pernah berbelanja melalui TikTok Shop sekaligus memiliki 

pengalaman menggunakan Shopee sebagai alternatif platform belanja. Penelitian 

ini menggunakan pendekatan kuantitatif kausal. Teknik pengumpulan data yang 

digunakan adalah angket yang diolah menggunakan perangkat lunak SmartPLS 

dengan metode Partial Least Squares Structural Equation Modeling (PLS-SEM). 

Hasil penelitian menunjukkan bahwa secara parsial push factors berpengaruh 

positif dan signifikan terhadap switching intention, pull factors berpengaruh positif 

dan signifikan terhadap switching intention, sedangkan mooring factors tidak 

terbukti memoderasi pengaruh push factors maupun pull factors terhadap switching 

intention. 

Kata Kunci: Push Factors, Pull Factors, Mooring Factors, Switching Intention, 

TikTok Shop, Shopee 
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ABSTRACT 

 

Ihsan. 20220510114. THE INFLUENCE OF PUSH AND PULL FACTORS ON 

SWITCHING INTENTION FROM TIKTOK SHOP SOCIAL COMMERCE TO 

SHOPEE E-COMMERCE WITH MOORING FACTORS AS A MODERATING 

VARIABLE (A Study on Social Commerce TikTok Shop User in Kuningan 

Regency). Management Study Program, Faculty of Economics and Business. 

Supervised by Dr. H. Ilham Akbar, S.E., M.Si and Winda Oktaviani, S.E., M.M. 

This study aimed to analyze and determine the extent of the influence of push factors 

and pull factors on switching intention among TikTok Shop social commerce users 

toward Shopee e-commerce, as well as to examine the moderating role of mooring 

factors in those relationships. The research was conducted on TikTok Shop users in 

Kuningan Regency. The population in this study consisted of all TikTok Shop social 

commerce users residing in Kuningan Regency whose exact number was unknown. 

The sample data in this study involved 150 respondents, namely users who had 

previously made purchases through TikTok Shop and had experience using Shopee 

as an alternative shopping platform. This study used a causal quantitative 

approach. The data collection technique used a questionnaire, and the data were 

processed using SmartPLS software through the Partial Least Squares Structural 

Equation Modeling (PLS-SEM) method. The results of the study showed that 

partially, push factors had a positive and significant influence on switching 

intention, pull factors had a positive and significant influence on switching 

intention, whereas mooring factors were not proven to moderate the influence of 

either push factors or pull factors on switching intention. 

Keyword: Push Factors, Pull Factors, Mooring Factors, Switching Intention, 

TikTok Shop, Shopee 
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