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ABSTRACT

Hairunisa NurFitria (2025). The Effects of Content Marketing, Flash Sale,
Electronic Word of Mouth, and Influencer Marketing on Impulse Buying of Food
and Beverage Products among Housewives Using TikTok Live Streaming in
Banjarmasin City. Advisor: M. Yudy Rachman.

The purpose of this study is to analyze: (1) the effect of Content Marketing
on Impulse Buying, (2) the effect of Flash Sale on Impulse Buying, (3) the effect of
Electronic Word of Mouth (E-WoM) on Impulse Buying, and (4) the effect of
Influencer Marketing on Impulse Buying of food and beverage products among
TikTok Live users. This research employed a quantitative approach with a
population consisting of housewives in Banjarmasin City who have purchased food
and beverage products through TikTok live streaming.

The sampling technique used was Non-Probability Sampling with a
purposive sampling method, involving 100 respondents. Data were collected using
a questionnaire and analyzed through multiple linear regression with the assistance
of SPSS 26.

The results of the study indicate that content marketing, flash sale,
electronic word of mouth (E-WoM), and influencer marketing have a positive and
significant effect on impulse buying. The practical implications for business
operators on TikTok highlight the importance of enhancing content quality,
optimizing flash sale strategies, encouraging positive user reviews, and utilizing
credible influencers that align with the characteristics of housewives. When
implemented consistently, these strategies can improve marketing effectiveness and
stimulate impulse buying of food and beverage products on TikTok Live.

Keywords: Content Marketing, Flash Sale, Electronic Word of Mouth, Influencer
Marketing, Impulse Buying, TikTok Live.
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ABSTRAKSI

Hairunisa NurFitria (2025). Pengaruh Content Marketing, Flash Sale,
Electronic Word of Mouth, dan Influencer Marketing terhadap Impulse Buying
Produk Makanan dan Minuman pada Pengguna Live Streaming TikTok Ibu Rumah
Tangga Kota Banjarmasin. Pembimbing: M. Yudy Rachman.

Tujuan dari penelitian ini adalah untuk menganalisis: (1) Pengaruh Content
Marketing terhadap Impulse Buying, (2) Pengaruh Flash Sale terhadap Impulse
Buying, (3) Pengaruh Electronic Word of Mouth (E-WoM) terhadap Impulse Buying,
dan (4) Pengaruh Influencer Marketing terhadap Impulse Buying produk makanan
dan minuman pada pengguna Live Streaming TikTok. Penelitian ini menggunakan
pendekatan kuantitatif dengan populasi berupa ibu rumah tangga di Kota
Banjarmasin yang pernah melakukan pembelian produk makanan dan minuman
melalui /ive streaming TikTok Penelitian ini menggunakan metode kuantitatif.

Teknik pengambilan sampel yang digunakan adalah Non-Probability
Sampling dengan metode purposive sampling, dengan jumlah responden sebanyak
100 orang. Teknik analisis data menggunakan regresi linier berganda. Teknik
pengumpulan data menggunakan kuesioner yang hasilnya diolah menggunakan
SPSS 26.

Hasil penelitian menunjukkan bahwa content marketing, flash sale,
electronic word of mouth (e-WoM), dan influencer marketing berpengaruh positif
dan signifikan terhadap impulse buying. Implikasi praktis bagi pelaku usaha di
TikTok adalah perlunya meningkatkan kualitas konten, mengoptimalkan strategi
flash sale, mendorong ulasan positif dari pengguna, serta memanfaatkan influencer
yang kredibel dan relevan dengan karakteristik ibu rumah tangga. Jika strategi ini
diterapkan secara konsisten, maka akan meningkatkan efektivitas pemasaran dan
mampu mendorong terjadinya impulse buying pada produk makanan dan minuman
di TikTok Live.

Kata Kunci: Content Marketing, Flash Sale, Electronic Word of Mouth, Influencer
Marketing, Impulse Buying, TikTok Live.
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