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1. Introduction

The development of technology in the modern era has brought about numerous innovations,
one of which is the integration of computers and telecommunications through the internet. The
internet has become the foundation for the creation of various applications that can be accessed via
smartphones, enabling people to communicate without distance limitations using computer or
smartphone devices connected to the internet. This technology has become an inseparable part of
human life, as it facilitates various daily activities.

The rapid advancement of technology provides users with easy access to various services.
People's attention has shifted towards social media, which has become deeply integrated into their
daily lives. The development of social media is growing rapidly, in parallel with advancements in
the internet and the evolving needs of humans. Communication features in social media platforms
fulfill both informational and social needs.

Technological and informational advancements have made Indonesian society highly
receptive to global information. Social media is one of the key innovations in online communication
technology. According to Kotler & Keller (2012), social media refers to platforms where users can
share information in the form of messages, images, audio, or video. The need for information is
increasingly supported by the existence of various social media platforms, such as Facebook,
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LinkedIn, Pinterest, Line, WhatsApp, Twitter, Instagram, and TikTok, which has become a major
trend among teenagers.

The growing number of interactions on social media has opened up significant opportunities
for businesses to leverage these platforms for marketing purposes. Social media platforms have
continuously innovated to meet business needs. One such innovation is the addition of buying and
selling transaction features, which are designed to be simple and user-friendly, making online
transactions easier for users (Ramadhan, 2020).

Easy access to shopping features in e-commerce transactions can trigger consumptive
behavior. This is due to the availability of a wide range of goods and services, combined with a
simple transaction process. Furthermore, external factors such as technological and industrial
advancements also play an important role. Social media has been pivotal in driving changes,
including: first, changing societal interactions from one-way communication (such as television) to
more interactive forms. Second, social media has innovated to meet business needs by facilitating
user interactions, particularly through integrated shopping features.

TikTok Shop, a feature within the TikTok social media platform, is an interesting subject of
study because it offers significant advantages in buying and selling transactions. This feature allows
users to directly purchase items within the TikTok app without the need to open another e-commerce
application. This advantage sets TikTok Shop apart from other e-commerce platforms. TikTok Shop
has proven particularly effective for product promotion targeting teenagers, as nearly half of TikTok
users are under 30 years old, with about 25% being under 20 years old, and 11% over 50 years old
(Zakawali & Hudaidah, 2022).

Social media, a product of creative digital innovation originating from the internet, was
initially used primarily for socializing. However, its role has expanded significantly. Nowadays,
people not only use social media to communicate, discuss, or share opinions, but also to sell and
promote products or services. Social media companies have supported this trend by adding special
features or platforms that facilitate buying and selling activities (Kompas.com).

In Indonesia, TikTok is currently one of the most popular social media platforms. Created
by ByteDance in China in 2016 by Zhang Yiming, TikTok initially gained popularity as an
entertainment tool. However, since 2020, during the Covid-19 pandemic, TikTok has evolved,
integrating business functions and promoting advertisements and online stores through TikTok
content (Oktavia, 2021). TikTok has now become one of the most prominent platforms used for
marketing and advertising purposes. With the introduction of its new shopping feature, TikTok Shop,
it has become a key focus for businesses aiming to reach their target audiences effectively. This
feature provides a profitable opportunity for businesses to expand their networks, create content
marketing videos, engage in live shopping, and collaborate with influencers and content creators
(Rizal, 2021). Given these developments, this study aims to examine "The Effect of Intensity of Use
of TikTok Shop Features and Emotional Intelligence on Consumptive Behavior Among Teenagers."

2. Methods

This research focuses on the use of the TikTok Shop feature as the object of study, while the
subjects of the research are teenagers who actively use the TikTok platform and engage significantly
with the TikTok Shop feature. The study adopts a quantitative approach, which involves the
collection, analysis, and interpretation of data to derive relevant conclusions. This approach is
employed to examine a specific population or sample, emphasizing the use of numbers and statistical
analysis (Sugiyono, 2022).

For data collection, the researchers utilized a research instrument in the form of a
questionnaire, employing a modified Likert scale (Strongly Disagree, Disagree, Agree, Strongly
Agree). The study surveyed 400 respondents, aged 12-21 years, who actively use the TikTok Shop
feature.
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Table 1 Respondents Age

No. Age Frequency Percentage
1 12-14 44 11 %
2 15-17 152 38 %
3 18-21 204 51 %
Total 400 100 %

Source: Results of Researcher Data Processing, 2024

Based on the results presented in Table 1, the distribution of respondents by age shows that 44
respondents (11%) are in the 12-14 age group, 152 respondents (38%) are in the 15-17 age group,
and 204 respondents (51%) are in the 18-21 age group. These results indicate that the 18-21 age
group is the most dominant among the respondents. Therefore, it can be concluded that the intensity
of using the TikTok Shop feature is highest among individuals in the 18-21 age range, accounting
for 51% of the respondents.

3. Results and Discussion

a. Research Relation to the Theory Used

This research is grounded in a theory that explains how mass media users experience impacts
after engaging with media. In this context, the use of TikTok Shop features with high intensity can
influence teenagers' consumptive behavior through emotional and social mechanisms. However,
adolescents' emotional intelligence plays a crucial role in regulating their response to the urge to
shop. Teenagers who are able to manage their emotions and impulses tend to be less influenced by
media exposure that encourages consumptive behavior.

b. The Effect of Intensity on Consumptive Behavior

According to the Kamus Besar Bahasa Indonesia (KBBI), intensity refers to the level or
degree of something being done intensely. Etymologically, the term "intensity" derives from the
word "intention," which refers to the measure of an individual's involvement or perseverance in
performing an activity continuously to achieve a certain result. Intensity reflects an individual's
heightened focus on information, objects, or people, which can ultimately influence their behavior.

c. The Effect of Emotional Intelligence on Consumptive Behavior

Goleman (2020) defines emotional intelligence as the ability to recognize one's own
emotions and those of others, motivate oneself, and manage emotions effectively in interpersonal
relationships. Dewi (2018) further defines emotional intelligence as the ability to adapt to various
situations, control one’s own emotions and those of others, and regulate reactions or behaviors.
The results indicate a positive and significant effect of emotional intelligence on consumptive
behavior in adolescents, with a t-count value of 16.211 and a significance value of 0.000. Since the
t-count of 16.211 exceeds the t-table and the significance value of 0.000 is less than 0.05, it can be
concluded that emotional intelligence significantly influences adolescent consumptive behavior.

d. The Effect of Intensity and Emotional Intelligence on Consumptive Behavior

The results of the study reveal that the F-test shows a positive and significant influence
between intensity and emotional intelligence on consumptive behavior among adolescents. With an
F-calculated value of 131.501, which is greater than the F-table value of 3.02, it can be concluded
that both intensity and emotional intelligence jointly affect teenagers' consumptive behavior. These
findings indicate that 46.8% of consumptive behavior can be explained by these two variables. The
intensity of using the TikTok Shop feature contributes to increasing emotional intelligence, which in
turn influences adolescents' consumptive behavior.
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4. Conclusions

Based on the results and discussions of the research, several conclusions can be drawn
regarding the effect of the intensity of use of the TikTok Shop feature and emotional intelligence on
consumptive behavior among adolescents. First, the intensity of using the TikTok Shop feature has
a positive influence on the consumptive behavior of teenagers. This means that the more often
teenagers engage with the TikTok Shop, the more likely they are to exhibit consumptive behavior.
Second, emotional intelligence also plays a significant role in shaping consumptive behavior.
Teenagers with higher emotional intelligence are more capable of managing their impulses and
emotions when exposed to purchasing urges through TikTok Shop. Finally, both the intensity of
using the TikTok Shop feature and emotional intelligence together have a positive influence on
adolescent consumptive behavior. The research shows that these two factors, when combined, can
significantly influence how teenagers approach and manage their shopping behavior on social media.

From a theoretical perspective, future research could focus on encouraging teenagers to be
more mindful in their use of the TikTok Shop feature, particularly by being cautious about impulsive
purchases. It would be beneficial to explore how emotional intelligence can be further developed and
utilized as a tool for regulating consumptive behavior, especially in the context of social media. A
deeper understanding of emotional intelligence could help mitigate the negative effects of social
media-driven consumerism among teenagers.

On a practical level, future studies could benefit from incorporating additional variables that
were not explored in this research. This would offer a more holistic understanding of the factors
influencing adolescent consumptive behavior. Researchers should also consider improving data
collection methods, such as using a more diverse and representative sample of respondents to ensure
the findings can be generalized to a broader population. Furthermore, refining the questionnaire by
reducing its size could enhance efficiency in gathering data while maintaining the quality of
responses. These improvements would contribute to a more comprehensive analysis in future studies.
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