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ABSTRAK

MbakSa  Mete  merupakan  UMKM  pengolahan  kacang  mete  di  Kecamatan 
Jatisrono, Kabupaten Wonogiri, yang memasarkan produknya melalui marketplace 
TikTok Shop. Pada Januari 2026, toko tersebut memperoleh 13.900 pengunjung 
produk tetapi hanya menghasilkan 165 pembeli dengan GMV Rp20,7 juta, sehingga 
rasio konversi  pengunjung menjadi  pembeli  hanya sekitar  1,2%. Penelitian ini 
bertujuan  mengidentifikasi  faktor-faktor  yang  mempengaruhi  peningkatan 
penjualan produk kacang mete melalui  TikTok Shop,  menentukan faktor  yang 
paling dominan, serta menyusun, menerapkan, dan mengevaluasi dampak strategi 
peningkatan  penjualan  berdasarkan  temuan  tersebut.  Penelitian  menggunakan 
pendekatan kuantitatif aplikatif dengan data dari 100 responden yang diperoleh 
melalui purposive sampling menggunakan kuesioner 108 butir, kemudian dianalisis 
dengan metode Partial Least Squares Structural Equation Modeling (PLS-SEM) 
pada SmartPLS 4 melalui evaluasi model pengukuran, evaluasi model struktural, 
dan  bootstrapping 5.000  subsampel.  Hasil  penelitian  menunjukkan  enam  dari 
delapan faktor berpengaruh positif dan signifikan terhadap peningkatan penjualan, 
yaitu layanan dan pengiriman (β = 0,358) sebagai faktor paling dominan, diikuti 
visibilitas produk (β = 0,307), branding produk (β = 0,240), kualitas konten (β = 
0,238), kualitas produk (β = 0,196), dan kepercayaan konsumen (β = 0,159), dengan 
R² sebesar 0,780 (kategori kuat). Sedangkan live streaming serta harga dan promosi 
tidak  berpengaruh  signifikan.  Penerapan  strategi  yang  memprioritaskan  faktor 
dominan terbukti meningkatkan GMV dari Rp20,7 juta menjadi Rp93,1 juta dan 
rasio konversi  dari  1,2% menjadi  5,1% dalam empat  bulan,  yang menegaskan 
keandalan layanan purnaklik sebagai  penggerak utama penjualan UMKM pada 
social commerce.

Kata kunci:  peningkatan penjualan, PLS-SEM, social commerce, TikTok Shop, 
UMKM kacang mete
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ABSTRACT

MbakSa  Mete  is  a  cashew-processing  MSME in  Jatisrono  District,  Wonogiri  
Regency,  that  markets  its  products  through  the  TikTok  Shop  marketplace.  In  
January 2026, the store attracted 13,900 product visitors but generated only 165  
buyers with a GMV of IDR 20.7 million, resulting in a visitor-to-buyer conversion  
rate of only about 1.2%. This study aims to identify the factors influencing cashew  
product sales improvement on TikTok Shop, determine the most dominant factor,  
and formulate, implement, and evaluate the impact of sales improvement strategies  
based on these findings. This applied quantitative research collected data from 100 
respondents through purposive sampling using a 108-item questionnaire, analyzed 
with Partial Least Squares Structural Equation Modeling (PLS-SEM) in SmartPLS 
4  through  measurement  model  evaluation,  structural  model  evaluation,  and  
bootstrapping with 5,000 subsamples. The results show that six of the eight factors 
have a positive and significant effect on sales improvement, namely service and  
delivery (β = 0.358) as the most dominant factor, followed by product visibility (β = 
0.307), product branding (β = 0.240), content quality (β = 0.238), product quality  
(β = 0.196), and consumer trust (β = 0.159), with an R² of 0.780 (strong category); 
meanwhile,  live streaming and price-promotion have no significant effect.  The  
implementation of strategies prioritizing the dominant factors increased GMV from 
IDR 20.7 million to IDR 93.1 million and the conversion rate from 1.2% to 5.1%  
within four months, confirming post-click service reliability as the main driver of  
MSME sales in social commerce.

Keywords:  cashew  MSME,  PLS-SEM,  sales  improvement,  social  commerce,  
TikTok Shop



xi

DAFTAR ISI

HALAMAN PENGESAHAN.................................................................................ii

HALAMAN PERSETUJUAN...............................................................................iii

PERNYATAAN..................................................................................................... iv

MOTTO................................................................................................................... v

PERSEMBAHAN...................................................................................................vi

KATA PENGANTAR...........................................................................................vii

ABSTRAK.............................................................................................................. ix

ABSTRACT.............................................................................................................x

DAFTAR ISI...........................................................................................................xi

DAFTAR TABEL.................................................................................................xiv

DAFTAR GAMBAR............................................................................................ xvi

BAB I....................................................................................................................... 1

PENDAHULUAN................................................................................................... 1

1.1  Latar Belakang..............................................................................................1

1.2  Rumusan Masalah......................................................................................... 5

1.3  Tujuan Penelitian.......................................................................................... 6

1.4  Manfaat Penelitian........................................................................................ 6

BAB II......................................................................................................................7

LANDASAN TEORI DAN TINJAUAN PUSTAKA.............................................7

2.1  Usaha Mikro, Kecil, dan Menengah (UMKM).............................................7

2.1.1  Pengertian UMKM.................................................................................7

2.1.2  Karakteristik UMKM.............................................................................7

2.1.3  UMKM Kacang Mete............................................................................8

2.2  TikTok dan TikTok Shop..............................................................................8

2.2.1  Pengertian TikTok dan TikTok Shop.....................................................8

2.2.2  Fitur-Fitur TikTok Shop.........................................................................9

2.2.3  TikTok Shop sebagai Media Pemasaran UMKM..................................9

2.3  Faktor-Faktor yang Mempengaruhi Peningkatan Penjualan.........................9

2.3.1  Kualitas Konten....................................................................................10

2.3.2  Live Streaming.....................................................................................10

2.3.3  Kepercayaan Konsumen......................................................................10

2.3.4  Harga dan Promosi...............................................................................11



xii

2.3.5  Visibilitas Produk.................................................................................11

2.3.6  Branding Produk..................................................................................12

2.3.7  Kualitas Produk....................................................................................12

2.3.8  Layanan dan Pengiriman......................................................................13

2.4  Peningkatan Penjualan................................................................................13

2.4.1  Pengertian Penjualan dan Peningkatan Penjualan...............................13

2.4.2  Indikator Peningkatan Penjualan.........................................................14

2.5  Penelitian Terdahulu...................................................................................14

2.6  Research Gap dan Novelty Penelitian.........................................................16

2.7  Kerangka Berpikir.......................................................................................17

2.8  Hipotesis Penelitian.....................................................................................19

BAB III.................................................................................................................. 20

METODE PENELITIAN.......................................................................................20

3.1  Jenis dan Pendekatan Penelitian.................................................................20

3.2  Lokasi dan Waktu Penelitian......................................................................20

3.3  Populasi dan Sampel...................................................................................21

3.3.1  Populasi................................................................................................21

3.3.2  Sampel dan Teknik Pengambilan Sampel............................................21

3.4  Jenis dan Sumber Data................................................................................21

3.5  Variabel Penelitian dan Definisi Operasional.............................................22

3.6  Teknik Pengumpulan Data..........................................................................24

3.7  Instrumen dan Skala Pengukuran................................................................24

3.8  Teknik Analisis Data...................................................................................24

3.8.1  Evaluasi Model Pengukuran (Outer Model)........................................25

3.8.2  Evaluasi Model Struktural (Inner Model)............................................25

3.8.3  Uji Hipotesis........................................................................................26

3.9  Desain Penerapan Strategi dan Evaluasi (Aplikatif)...................................26

BAB IV..................................................................................................................28

4.1  Deskripsi Objek Penelitian..........................................................................28

4.2  Karakteristik Responden.............................................................................29

4.2.1  Karakteristik Responden Berdasarkan Jenis Kelamin.........................29

4.2.2  Karakteristik Responden Berdasarkan Usia.........................................30

4.2.3  Karakteristik Responden Berdasarkan Frekuensi Pembelian..............31

4.3  Analisis Deskriptif Variabel........................................................................31

4.3.1  Deskripsi Variabel Kualitas Konten (X1)............................................32

4.3.2  Deskripsi Variabel Live Streaming (X2).............................................32



xiii

4.3.3  Deskripsi Variabel Kepercayaan Konsumen (X3)...............................33

4.3.4  Deskripsi Variabel Harga dan Promosi (X4).......................................34

4.3.5  Deskripsi Variabel Visibilitas Produk (X5).........................................35

4.3.6  Deskripsi Variabel Branding Produk (X6)...........................................35

4.3.7  Deskripsi Variabel Kualitas Produk (X7)............................................36

4.3.8  Deskripsi Variabel Layanan dan Pengiriman (X8)..............................37

4.3.9  Deskripsi Variabel Peningkatan Penjualan (Y)...................................38

4.3.10  Rekapitulasi Deskripsi Variabel Penelitian........................................38

4.4  Evaluasi Model Pengukuran (Outer Model)...............................................39

4.4.1  Validitas Konvergen............................................................................39

4.4.2  Validitas Diskriminan..........................................................................46

4.4.3  Reliabilitas Konstruk............................................................................52

4.5  Evaluasi Model Struktural (Inner Model)...................................................53

4.5.1  Uji Multikolinearitas (Inner VIF)........................................................53

4.5.2  Koefisien Determinasi (R-Square).......................................................54

4.5.3  Effect Size (f-Square)...........................................................................54

4.5.4  Relevansi Prediktif (PLSpredict dan CVPAT)....................................55

4.5.5  Kecocokan Model (Model Fit).............................................................56

4.6  Pengujian Hipotesis.....................................................................................56

4.7  Pembahasan.................................................................................................59

4.7.1  Pengaruh Kualitas Konten terhadap Peningkatan Penjualan...............59

4.7.2  Pengaruh Live Streaming terhadap Peningkatan Penjualan................60

4.7.3  Pengaruh Kepercayaan Konsumen terhadap Peningkatan Penjualan. .61

4.7.4  Pengaruh Harga dan Promosi terhadap Peningkatan Penjualan..........61

4.7.5  Pengaruh Visibilitas Produk terhadap Peningkatan Penjualan............62

4.7.6  Pengaruh Branding Produk terhadap Peningkatan Penjualan..............62

4.7.7  Pengaruh Kualitas Produk terhadap Peningkatan Penjualan...............63

4.7.8  Pengaruh Layanan dan Pengiriman terhadap Peningkatan Penjualan. 63

4.8  Penerapan Strategi dan Evaluasi Penjualan................................................64

4.8.1  Penyusunan dan Penerapan Strategi....................................................64

4.8.2  Evaluasi Penjualan Setelah Penerapan Strategi...................................67

BAB V....................................................................................................................70

5.1  Kesimpulan.................................................................................................70

5.2  Saran............................................................................................................73

DAFTAR PUSTAKA............................................................................................74



xiv

DAFTAR TABEL

BAB II
Tabel 2. 1 Penelitian Terdahulu...................................................................................14
BAB III
Tabel 3. 1 Definisi Operasional Variabel...............................................................22
BAB IV
Tabel 4. 1 Karakteristik Responden............................................................................29
Tabel 4. 2Deskripsi Tanggapan Responden pada Variabel Kualitas Konten..............32
Tabel 4. 3 Deskripsi Tanggapan Responden pada Variabel Live Streaming..............32
Tabel 4. 4 Deskripsi Tanggapan Responden pada Variabel Kepercayaan 
Konsumen....................................................................................................................33
Tabel 4. 5 Deskripsi Tanggapan Responden pada Variabel Harga dan Promosi........34
Tabel 4. 6 Deskripsi Tanggapan Responden pada Variabel Visibilitas Produk..........35
Tabel 4. 7 Deskripsi Tanggapan Responden pada Variabel Branding Produk...........35
Tabel 4. 8 Deskripsi Tanggapan Responden pada Variabel Kualitas Produk.............36
Tabel 4. 9 Deskripsi Tanggapan Responden pada Variabel Layanan dan 
Pengiriman...................................................................................................................37
Tabel 4. 10 Deskripsi Tanggapan Responden pada Variabel Peningkatan 
Penjualan..................................................................................................................... 38
Tabel 4. 11 Rekapitulasi Deskripsi Variabel Penelitian..............................................38
Tabel 4. 12 Indikator yang Dieliminasi pada Estimasi Tahap Awal...........................40
Tabel 4. 13 Hasil Outer Loading Setelah Eliminasi Indikator....................................43
Tabel 4. 14Nilai Average Variance Extracted (AVE).................................................46
Tabel 4. 15 Hasil Uji Validitas Diskriminan Kriteria Fornell-Larcker.......................47
Tabel 4. 16 Nilai Cross Loading..................................................................................47
Tabel 4. 17 Hasil Uji Validitas Diskriminan Rasio HTMT.........................................50
Tabel 4. 18Hasil Uji Reliabilitas Konstruk.................................................................52
Tabel 4. 19 Nilai Inner VIF.........................................................................................53
Tabel 4. 20 Nilai R-Square.......................................................................................... 54
Tabel 4. 21 Nilai f-Square........................................................................................... 54
Tabel 4. 22 Hasil PLSpredict Variabel Laten..............................................................55
Tabel 4. 23 Hasil Cross-Validated Predictive Ability Test (CVPAT)........................56
Tabel 4. 24 Hasil Pengujian Hipotesis (Bootstrapping)..............................................57
Tabel 4. 25 Perbandingan Kinerja Penjualan Sebelum dan Sesudah Penerapan 
Strategi.........................................................................................................................68



xv

DAFTAR GAMBAR

BAB I
Gambar 1. 1 Kondisi Kemasan Produk MbakSa Mete Sebelum Branding...................3
Gambar 1. 2 Metrik Penjualan MbakSa Mete di TikTok Shop.....................................3
BAB II
Gambar 2. 1 Kerangka Berpikir Penelitian.................................................................18
BAB IV
Gambar 4. 1 Karakteristik Responden Berdasarkan Jenis Kelamin............................30
Gambar 4. 2 Karakteristik Responden Berdasarkan Usia...........................................30
Gambar 4. 3 Karakteristik Responden Berdasarkan Frekuensi Pembelian.................31
Gambar 4. 4 Hasil Uji Hipotesis..................................................................................57
Gambar 4. 5 Dasbor Penjualan TikTok Shop MbakSa Mete Periode Mei 2026.........67


	HALAMAN PENGESAHAN
	HALAMAN PERSETUJUAN
	PERNYATAAN
	MOTTO
	PERSEMBAHAN
	KATA PENGANTAR
	ABSTRAK
	ABSTRACT
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR

