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ABSTRACT

Thayib Djailani Al Munawar (2025). The Influence of Content Marketing, Live
Streaming, and Flash Sale on Purchase Intention and Purchase Decision with Celebrity
Endorsement as a Moderating Variable among TikTok Shop Users in Banjarmasin.
Advisor: Nuril Huda.

This study aims to analyze: (1) The effect of Content Marketing on Purchase
Intention among TikTok Shop users in Banjarmasin; (2) The effect of Live Streaming
on Purchase Intention among TikTok Shop users in Banjarmasin, (3) The effect of Flash
Sale on Purchase Intention among TikTok Shop users in Banjarmasin; (4) The
moderating role of Celebrity Endorsement on the relationship between Live Streaming
and Purchase Intention among TikTok Shop users in Banjarmasin, (5) The moderating
role of Celebrity Endorsement on the relationship between Flash Sale and Purchase
Intention among TikTok Shop users in Banjarmasin; (6) The effect of Purchase
Intention on Purchase Decision among TikTok Shop users in Banjarmasin.

This research employed a quantitative method with a survey approach. The
population in this research consists of TikTok Shop users aged at least 17 years old who
have previously purchased products through TikTok Shop. Data were collected from
260 respondents. The sampling technique used in this study is purposive sampling with
data obtained through questionnaires. The data analysis technique applied is Partial
Least Squares (PLS), operated using SmartPLS 4.0 software.

The results of this research show that: (1) Content Marketing is predicted to
have no significant effect on Purchase Intention; (2) Live Streaming is predicted to have
a significant effect on Purchase Intention; (3) Flash Sale is predicted to have a
significant effect on Purchase Intention, (4) Celebrity Endorsement is predicted not to
moderate the effect of Live Streaming on Purchase Intention; (5) Celebrity
Endorsement is predicted not to moderate the effect of Flash Sale on Purchase
Intention: (6) Purchase Intention is predicted to have a significant effect on Purchase
Decision.

Keywords: Content Marketing, Live Streaming, Flash Sale, Celebrity ~ Endorsement,
Purchase Intention, Purchase Decision
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ABSTRAK

Thayib Djailani Al Munawar (2025). Pengaruh Content Marketing, Live Streaming dan
Flash Sale terhadap Minat Beli dan Keputusan Pembelian dengan Celebrity
Endorsement sebagai Variabel Moderasi pada pengguna aplikasi TikTok Shop di
Banjarmasin. Pembimbing: Nuril Huda.

Penelitian ini bertujuan untuk menganalisis: (1) Pengaruh Content Marketing
terhadap minat beli pada pengguna TikTok Shop di Banjarmasin; (2) Pengaruh Live
Streaming terhadap minat beli pada pengguna TikTok Shop di Banjarmasin; (3)
Pengaruh Flash Sale terhadap minat beli pada pengguna TikTok Shop di Banjarmasin;
(4) Celebrity Endorsement dapat memoderasi pengaruh Live Streaming terhadap minat
beli pada pengguna TikTok Shop di Banjarmasin; (5) Celebrity Endorsement dapat
memoderasi pengaruh Flash Sale terhadap minat beli pada pengguna TikTok Shop di
Banjarmasin; (6) Pengaruh minat beli terhadap keputusan pembelian pada pengguna
TikTok Shop di Banjarmasin.

Penelitian ini menggunakan metode pendekatan kuantitatif. Populasi yang
digunakan dalam penelitian ini adalah pengguna aplikasi tiktok shop berusia minimal
17 dan pernah membeli prooduk di TikTok Shop. Data dikumpulkan dari 260 orang
responden. Teknik sampling yang digunakan dalam penelitian ini adalah Purposive
Sampling menggunakan kuesioner. Teknik analisis data yang digunakan adalah Partial
Least Square (PLS) yang dioperasikan melalui software SmartPLS 4.0.

Hasil penelitian menunjukkan bahwa: (1) Content Marketing terprediksi tidak
berpengaruh terhadap Minat Beli; (2) Live Streaming terprediksi berpengaruh terhadap
Minat Beli; (3) Flash Sale terprediksi berpengaruh terhadap Minat Beli; (4) Celebrity
Endorsement terprediksi tidak memoderasi pengaruh Live Streaming terhadap Minat
Beli; (5) Celebrity Endorsement terprediksi tidak memoderasi pengaruh Flash Sale
terhadap Minat Beli; (6) Minat Beli terprediksi berpengaruh terhadap Keputusan
Pembelian

Kata kunci: Content Marketing, Live Streaming, Flash Sale, Celebrity Endorsement,
Minat Beli, Keputusan Pembelian
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