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ABSTRAK 

 

HANESYA PUTRI ANJANI, PENGARUH LIVE STREAMING DAN CONTENT 

MARKETING TERHADAP KEPUTUSAN PEMBELIAN MELALUI ADVERTISING 

EXPOSURE SEBAGAI VARIABEL INTERVENING PADA PRODUK NPURE DI 

TIKTOKSHOP 

 

Perkembangan media sosial mendorong perusahaan menerapkan taktik promosi melalui 

saluran digital layaknya live streaming dan content marketing. Penelitian ini memiliki tujuan 

untuk mengkaji pengaruh live streaming dan content marketing terhadap keputusan pembelian 

melalui advertising exposure sebagai variabel intervening pada pengguna produk NPURE 

yang dipasarkan Tiktokshop. Adapun, penelitian ini bersifat kuantitatif dengan pendekatan 

eksplanatori. Yang menjadi objek dalam penelitian ini adalah konsumen NPURE yang telah 

melakukan transaksi pembelian melalui Tiktokshop. Sampel ditentukan melalui pendekatan 

purposif dengan jumlah 100 responden. Pengumpulan data dilaksanakan dengan menyebarkan 

kuesioner secara daring menggunakan platform Google Form, kemudian dianalisis dengan 

teknik Partial Least Squares (PLS). Hasil dari penelitian membuktikan bahwa live streaming 

dan content marketing berpengaruh secara signifikan terhadap advertising exposure dan 

keputusan pembelian. Advertising exposure juga terbukti mampu memediasi pengaruh kedua 

variabel tersebut terhadap keputusan pembelian secara signifikan. 

 

Kata Kunci: Live Streaming, Content Marketing, Advertising Exposure, Keputusan 

Pembelian, Tiktokshop 
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ABSTRACT 

HANESYA PUTRI ANJANI, THE INFLUENCE OF LIVE STREAMING AND 

CONTENT MARKTEING ON PURCHASE DECISIONS THROUGH 

ADVERTISING EXPOSURE AS AN INTERVENING VARIABLE ON NPURE 

PRODUCTS IN TIKTOKSHOP 

The rapid growth of social media has encouraged companies to implement promotional 

strategies through digital channels such as live streaming and content marketing. This study 

aims to examine the influence of live streaming and content marketing on purchase decisions, 

with advertising exposure serving as an intervening variable, specifically among users of 

NPURE products marketed via Tiktokhsop. This research employs a quantitative approach 

with an explanatory design. The subjects of the study are consumers who have purchased 

NPURE products through Tiktokshop. A purposive sampling technique was used to obtain 

100 respondents. Data were collected using an online questionnaire distributed through 

Google Forms and analyzed using the Partial Least Squares (PLS) method. The findings reveal 

that both live streaming and content marketing have a significant influence on advertising 

exposure and purchase decisions. Furthermore, advertising exposure is proven to significantly 

mediate the relationship between the two independent variables and purchase decisions. 

Keywords: Live Streaming, Content Marketing, Advertising Exposure, Purchase Decision, 

TikTokShop 

 

 

 

 

 

 

 

 


