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ABSTRACT 

Muhammad Fawwaz (2026). The Effect of Digital Marketing Content and Price 

Perception on Purchase Intention for Facerinna Sunscreen on TikTok Shop 

(A Study of Banjarmasin City Residents). Supervisor: Rusniati, SE, M.Si 

The emergence of social commerce platforms such as TikTok Shop has 

revolutionized the way beauty products are marketed in Indonesia. Amid intense 

competition in the skincare industry, businesses are increasingly required to be 

creative in designing digital content and formulating pricing strategies that are well 

received by consumers in order to stimulate their purchase interest. Against this 

backdrop, this study was conducted to analyze the extent to which Digital 

Marketing Content and Price Perception influence the Purchase Intention of 

Banjarmasin City residents toward Facerinna sunscreen products on TikTok Shop. 

This study employed a quantitative approach and collected data through 

questionnaire distribution using purposive sampling. A total of 140 eligible 

respondents were obtained, consisting of Banjarmasin residents aged 18 years or 

older who actively use TikTok and had previously viewed promotional content for 

Facerinna sunscreen. The data were collected and analyzed using multiple linear 

regression with IBM SPSS software. 

The study found that Digital Marketing Content has a positive and significant 

effect on Purchase Intention, and Price Perception has a positive and significant 

effect on Purchase Intention. These findings indicate that Facerinna should continue 

improving the quality, relevance, and consistency of its digital content on TikTok 

while maintaining a price perception that is aligned with the benefits and quality of 

the products offered. 

Keywords: Digital Marketing Content, Price Perception, Purchase Intention, 

TikTok Shop.
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ABSTRAK 

Muhammad Fawwaz (2026). Pengaruh Konten Pemasaran Digital dan Persepsi 

Harga terhadap Niat Beli Sunscreen Facerinna di TikTok Shop (Studi Pada 

Masyarakat Kota Banjarmasin). Pembimbing: Rusniati SE, M.Si 

Kehadiran platform social commerce seperti TikTok Shop telah merevolusi 

cara produk kecantikan dipasarkan di Indonesia. Di tengah ketatnya persaingan 

industri skincare, pelaku usaha kini dituntut untuk lebih kreatif dalam merancang 

konten digital serta merumuskan strategi harga yang dapat diterima dengan baik 

oleh konsumen demi memicu ketertarikan mereka untuk membeli. Berangkat dari 

fenomena tersebut, penelitian ini dilakukan untuk menganalisis sejauh mana 

pengaruh konten pemasaran digital dan persepsi harga dalam membangun niat 

beli masyarakat Kota Banjarmasin terhadap produk sunscreen Facerinna di 

TikTok Shop. 

Desain penelitian ini dilakukan menggunakan pendekatan kuantitatif melalui 

penyebaran kuesioner dengan teknik sampling berupa purposive sampling, 

terkumpul 140 responden yang memenuhi syarat, yaitu masyarakat yang menetap 

di Banjarmasin, berusia 18 tahun ke atas, aktif menggunakan TikTok, serta pernah 

menyaksikan konten promosi sunscreen Facerinna. Data dikumpulkan dan 

dianalisis menggunakan model regresi linear berganda dengan perangkat lunak 

IBM SPSS. 

Kajian menghasilkan temuan bahwa Konten Pemasaran Digital berpengaruh 

positif dan signifikan terhadap Niat Beli; Persepsi Harga berpengaruh positif dan 

signifikan terhadap Niat Beli. Temuan ini menegaskan bahwa Facerinna perlu 

terus meningkatkan kualitas, relevansi, dan konsistensi konten digitalnya di TikTok, 

seiring dengan menjaga persepsi harga yang sesuai dengan manfaat dan kualitas 

produk yang ditawarkan. 

Kata Kunci: Konten Pemasaran Digital, Persepsi Harga, Niat Beli, TikTok Shop. 

 

 



 

xiii 
 

TABLE OF CONTENTS 

  

LEGALITY STATEMENT .................................................................................. i 

THESIS EXAM APPROVAL FORM   ............................................................... ii 

THESIS REVISION REPORT ........................................................................... iii 

THESIS REVISION APPROVAL LETTER .................................................... iv 

THESIS EXAMINATION REPORT .................................................................. v 

SIMILARITY CHECK CERTIFICATE ........................................................... vi 

STATEMENT OF ORIGINALITY .................................................................. vii 

PREFACE ........................................................................................................... viii 

ABSTRACT .......................................................................................................... xi 

ABSTRAK ............................................................................................................. xii 

TABLE OF CONTENTS ................................................................................... xiii 

LIST OF TABLES ............................................................................................. xvi 

LIST OF FIGURES .......................................................................................... xvii 

LIST OF APPENDICES.................................................................................. xviii 

CHAPTER I  INTRODUCTION ......................................................................... 1 

1.1 Background.................................................................................................... 1 

1.2 Formulation of Problem .............................................................................. 16 

1.3 Research Objectives .................................................................................... 16 

1.4 Research Benefits ........................................................................................ 16 

CHAPTER II  LITERATURE REVIEW ......................................................... 18 

2.1 Theoretical Foundation ................................................................................ 18 

2.1.1 Purchase Intention................................................................................. 18 

2.1.2 Digital Marketing Content .................................................................... 20 

2.1.3 Price Perception .................................................................................... 22 



 

xiv 
 

2.2 Previous Studies .......................................................................................... 23 

CHAPTER III CONCEPTUAL FRAMEWORK AND RESEARCH 

HYPOTHESES .................................................................................................... 30 

3.1 Conceptual Framework ............................................................................... 30 

3.2 Research Hypotheses ................................................................................... 31 

3.2.1 The Effect of Digital Marketing Content on Purchase Intention .......... 31 

3.2.2 The Effect of Price Perception on Purchase Intention .......................... 32 

CHAPTER IV RESEARCH METHODOLOGY ............................................ 34 

4.1 Research Scope ............................................................................................ 34 

4.2 Research Design .......................................................................................... 34 

4.3 Research Location ....................................................................................... 35 

4.4 Unit of Analysis ........................................................................................... 35 

4.5 Population and Sample ................................................................................ 35 

4.5.1 Population ............................................................................................. 35 

4.5.2 Sample .................................................................................................. 36 

4.6 Variables and Operational Definitions ........................................................ 37 

4.6.1 Variable ................................................................................................. 37 

4.6.2 Operational Definition of Variables ..................................................... 38 

4.7 Data Collection Techniques ........................................................................ 39 

4.7.1 Questionnaire ........................................................................................ 39 

4.7.2 Variable Measurement .......................................................................... 40 

4.8 Data Analysis Techniques ........................................................................... 41 

4.8.1 Descriptive Statistical Analysis ............................................................ 42 

4.8.2 Instrument Testing ................................................................................ 43 

4.8.3 Classical Assumption Tests .................................................................. 45 

4.8.4 Multiple Linear Regression Analysis ................................................... 46 



 

xv 
 

4.8.5 Model Feasibility Test .......................................................................... 47 

4.8.6 Hypothesis Testing ............................................................................... 48 

CHAPTER V RESEARCH RESULTS AND ANALYSIS .............................. 50 

5.1 Overview of the Research Object ................................................................ 50 

5.2 Results and Analysis.................................................................................... 52 

5.2.1 Respondent Characteristics ................................................................... 52 

5.2.2 Descriptive Analysis of Research Variables ......................................... 55 

5.2.3 Validity and Reliability Tests of the Research Instrument ................... 62 

5.2.4 Classical Assumption Tests .................................................................. 63 

5.2.5 Multiple Linear Regression Analysis ................................................... 65 

5.2.6 Model Feasibility Test (F-Test) ............................................................ 66 

5.2.7 Hypothesis Testing ............................................................................... 67 

5.3 Discussion of Research Findings................................................................. 69 

5.3.1 The Effect of Digital Marketing Content on Purchase Intention .......... 69 

5.3.2 The Effect of Price Perception on Purchase Intention .......................... 71 

5.4 Implications of Research Findings .............................................................. 73 

5.4.1 Theoretical Implications ....................................................................... 73 

5.4.2 Practical Implications ........................................................................... 76 

5.5 Research Limitations ................................................................................... 79 

CHAPTER VI  CONCLUSIONS AND RECOMMENDATIONS ................. 80 

6.1 Conclusion ................................................................................................... 80 

6.2 Recommendations ....................................................................................... 80 

REFERENCES .................................................................................................... 84 

APPENDICES ..................................................................................................... 90 



 

xvi 
 

LIST OF TABLES 

 

Table 2.1 Previous Studies .................................................................................... 27 

Table 4.1 Operational Definition of Variables ...................................................... 43 

Table 4.2 Three-Box Method Criteria ................................................................... 48 

Table 5.1 Respondent Characteristics by Gender ................................................. 58 

Table 5.2 Respondent Characteristics by Age ...................................................... 59 

Table 5.3 Respondent Characteristics by Occupation........................................... 60 

Table 5.4 Respondent Characteristics by Monthly Income .................................. 61 

Table 5.5 Summary of Respondents’ Answers for the Digital Marketing Content 

Variable ................................................................................................................. 62 

Table 5.6 Summary of Respondents’ Answers for the Price Perception Variable 65 

Table 5.7 Summary of Respondents’ Answers for the Purchase Intention Variable

 ............................................................................................................................... 67 

Table 5.8 Validity Test Results ............................................................................. 69 

Table 5.9 Reliability Test Results ......................................................................... 70 

Table 5.10 Normality Test Results........................................................................ 70 

Table 5.11 Multicollinearity Test Results ............................................................. 71 

Table 5.12 Heteroskedasticity Test Results .......................................................... 72 

Table 5.13 Multiple Linear Regression Test Results ............................................ 72 

Table 5.14 Model Feasibility Test Results ............................................................ 74 

Table 5.15 t-Test Results....................................................................................... 75 

Table 5.16 Coefficient of Determination (R²) Test Results .................................. 77 

 

  



 

xvii 
 

LIST OF FIGURES 

 

Figure 1.1 Internet Users Worldwide ...................................................................... 1 

Figure 1.2 Countries with the Largest Number of TikTok Users ........................... 7 

Figure 1.3 Countries with the Largest TikTok Shop GMV .................................... 8 

Figure 1.4 Facerinna Sunscreen Marketing Campaign ......................................... 13 

Figure 1.5 Overview of Facerinna Sunscreen Sales.............................................. 14 

Figure 3.1 Conceptual Framework ........................................................................ 33 

Figure 5.1 Facerinna Brand Logo ......................................................................... 56 

Figure 5.2 Facerinna Sunscreen Product ............................................................... 57 

 

  



 

xviii 
 

LIST OF APPENDICES 

 

Appendix 1 Research Questionnaire ..................................................................... 99 

Appendix 2 Respondent Characteristics ............................................................. 103 

Appendix 3 Summary of Questionnaire Responses ............................................ 108 

Appendix 4 Validity Test Results ....................................................................... 109 

Appendix 5 Reliability Test Results ................................................................... 110 

Appendix 6 Classical Assumption Test Results.................................................. 111 

Appendix 7 Multiple Linear Regression Test Results ........................................ 112 

Appendix 8 Hypothesis Test Results .................................................................. 112 

 

 


