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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing, 

diskon, dan live shopping terhadap perilaku pembelian impulsif konsumen pada 

akun TikTok Shop @Sattka.Basic. Penelitian ini menggunakan metode kuantitatif 

dengan pendekatan deskriptif dan kausal. Data dikumpulkan melalui survei online 

yang dilakukan kepada pengikut akun @Sattka.Basic. Data diukur dengan 

menggunakan skala likert, dan proses analisis meliputi uji validitas, reliabilitas, 

asumsi klasik, uji F, dan uji t. Hasil penelitian menunjukkan bahwa secara 

simultan, content marketing, diskon, dan live shopping berpengaruh signifikan 

terhadap perilaku pembelian impulsif. Namun, secara parsial, hanya content 

marketing yang berpengaruh signifikan terhadap perilaku pembelian impulsif, 

sedangkan diskon dan live shopping tidak memiliki pengaruh yang signifikan. 

Temuan ini menunjukkan bahwa pemasaran konten yang kreatif dan menarik 

lebih efektif dalam mendorong pembelian impulsif dibandingkan dengan diskon 

dan live shopping dalam kasus ini. Perusahaan dapat meningkatkan niat beli ulang 

dengan memperkuat citra merek melalui storytelling, influencer, dan CSR, 

menjaga kualitas produk melalui inovasi dan kemasan yang menarik, serta 

menerapkan pemasaran konten di media sosial termasuk TikTok. Promosi juga 

perlu dioptimalkan dengan program loyalitas dan aktivitas digital yang menarik, 

termasuk media sosial dan platform pemesanan online. 

Kata Kunci : Content Marketing, Diskon, Live Shopping, Perilaku Pembelian 

Impulsif, TikTok Shop. 
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ABSTRACT 

This study aims to analyze the influence of content marketing, 

discounts, and live shopping on consumers' impulsive buying behavior on 

the TikTok Shop account @Sattka.Basic. The research employs a 

quantitative method with a descriptive and causal approach. Data were 

collected through online surveys conducted with followers of the 

@Sattka.Basic account. Data are measured using a Likert scale, and the 

analysis process includes validity, reliability, classical assumptions, F tests, 

and t tests. The results indicate that simultaneously, content marketing, 

discounts, and live shopping significantly influence impulsive buying 

behavior. However, partially, only content marketing significantly affects 

impulsive buying behavior, while discounts and live shopping do not have a 

significant impact. These findings suggest that creative and engaging 

content marketing is more effective in driving impulsive purchases 

compared to discounts and live shopping in this case. Companies can 

increase repurchase intention by strengthening brand image through 

storytelling, influencers, and CSR, maintaining product quality through 

innovation and attractive packaging, and implementing content marketing at 

social media included TikTok. Promotions also need to be optimized with 

loyalty programs and engaging digital activities, including social media and 

online ordering platforms. 

 

Keywords : Content Marketing, Discounts, Live Shopping, Impulsive 

Buying Behavior, TikTok Shop 
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