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THE INFLUENCE OF MAKRKETING CONTENT, INFLUENCERS AND 

SALES PROMOTIONS ON THE PURCHASE DECISION OF BODY SERUM 

HERBORIST COOLING BURST ON TIKTOK SHOP 

 

Indah Ayu Permatasari1 

Yunita Ramadhani2 

 

ABSTRACT 

 

This study aims to determine the influence of content marketing, influencers and 

sales promotions on purchase decisions. The object of this research is on body 

serum Herborist cooling burst on tiktok shop. The sampling technique was taken 

from the population randomly so that the number of samples used in the study was 

reached consisting of 100 people. The type of research used is explanatory 

research with a quantitative approach that uses questionnaires for research 

instruments using a Likert scale. To test the hypothesis, the researcher used 

primary data that could be obtained from distributing questionnaires and then 

processed with SPSS software version 25. The results of the study can be seen 

from the results of the T Test and F Test which resulted that partially Content 

Marketing had a positive and significant effect on purchase decisions with a t-

value calculated > t table of 6.975>1.98498 and a significant value of 0.000 < 

0.05. The influencer variable had a positive and significant effect on the purchase 

decision with the t-value calculated > t the table, which was 2.592 > 1.98498 and 

the significant value 0.011 < 0.05. The Sales Promotion variable had a positive 

and significant effect on the purchase decision with the t-value calculated > the 

table, which was 6.248 > 1.98498 and the significant value of 0.000 < 0.05. 

Simultaneously it shows that Marketing Content, Influencers and Sales Promotion 

together or simultaneously affect the purchase decision with a significance value 

of 0.000 < 0.05 and F calculated 22.449 > 2.70.  

 

Keywords: Content Marketing, Influencer, Sales Promotion, Purchase Decision. 
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ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui pengaruh konten marketing, 

influencer dan promosi penjualan terhadap Keputusan pembelian. Objek 

penelitian ini pada body serum Herborist cooling burst di tiktok shop. Teknik 

pengambilan sampel yang diambil dari populasi secara acak sehingga jumlah 

sampel yang digunakan penelitian tercapai terdiri dari 100 orang. 

Jenis penelitian yang digunakan adalah explanatory research dengan 

pendekatan kuantitatif yang memakai kuesioner untuk instrument penelitian 

dengan Menggunakan skala likert. Untuk menguji hipotesis, peneliti 

menggunakandata primer yang dapat dari menyebarkan kuesioner lalu diolah 

dengan software SPSS versi 25. 

Hasil penelitian dapat dilihat dari hasil Uji T dan Uji F yang menghasilkan 

bahwa secara parsial Konten Marketing berpengaruh positif dan signifikan 

terhadap Keputusan pembelian dengan nilai t hitung > t tabel yaitu 6,975>1,98498 

dan nilai signifikan 0,000 < 0,05. Variabel influencer berpengaruh positif dan 

signifikan terhadap Keputusan pembelian dengan nilai t hitung > t tabel yaitu 

2,592 > 1,98498 dan nilai signifikan 0,011 < 0,05. Variabel Promosi Penjualan 

berpengaruh positif dan signifikan terhadap Keputusan pembelian dengan nilai t 

hitung > t tabel yaitu 6,248 > 1,98498 dan nilai signifikan 0,000 < 0,05. Secara 

simultan menunjukkan bahwaKonten Marketing, Influencer dan Promosi 

Penjualan secara Bersama – sama atau simultan berpengaruh terhadap Keputusan 

pebelian dengan nilai signifikansi sebesar 0,000 < 0,05 dan F hitung 22,449 > 

2,70.  

 

Kata kunci: Konten Marketing, Influencer, Promosi Penjualan, Keputusan       

Pembelian.  

 

 

 

 

 


