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ABSTRAK

Perkembangan pesat teknologi digital telah mendorong perubahan signifikan dalam strategi
pemasaran, termasuk pemanfaatan platform TikTok Shop sebagai media promosi dan
penjualan. Penelitian ini bertujuan untuk menganalisis pengaruh live streaming, content
marketing, copywriting, affiliate marketing, dan value perception terhadap minat beli
konsumen pada brand Novamos di TikTok Shop. Penelitian ini merupakan studi kuantitatif
dengan pendekatan asosiatif. Populasi penelitian adalah pengikut akun TikTok
@novamos.official, dan sebanyak 135 responden dipilih sebagai sampel menggunakan
teknik purposive sampling. Pengumpulan data dilakukan melalui penyebaran kuesioner
daring. Teknik analisis data yang digunakan adalah analisis regresi linier berganda dengan
bantuan perangkat lunak SPSS versi 26. Hasil penelitian menunjukkan bahwa tiga variabel,
yaitu live streaming (koefisien 0,400; p = 0,000), content marketing (koefisien 0,293; p =
0,003), dan value perception (koefisien 0,245; p = 0,012), berpengaruh positif dan
signifikan terhadap purchase intention konsumen. Sementara itu, variabel copywriting
(koefisien -0,047; p = 0,688) dan affiliate marketing (koefisien 0,093; p = 0,344) tidak
menunjukkan pengaruh yang signifikan. Temuan ini mengindikasikan bahwa kekuatan
visual dan interaktif dari live streaming serta kualitas konten dan persepsi nilai produk
memainkan peran penting dalam membentuk keputusan pembelian konsumen di platform
sosial commerce. Sebaliknya, copywriting dan affiliate marketing perlu dievaluasi dan
disesuaikan agar lebih sesuai dengan karakteristik dan ekspektasi pengguna TikTok.

Kata Kunci : Affiliate Marketing, Content Marketing, Copywriting, Live Streaming,
Purchase intention Value Perception
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ABSTRACT

The rapid development of digital technology has driven significant changes in
marketing strategies, including the use of the TikTok Shop platform as a
promotional and sales medium. This study aims to analyze the influence of live
streaming, content marketing, copywriting, affiliate marketing, and value
perception on consumer purchase interest in the Novamos brand on TikTok
Shop. This research is a quantitative study with an associative approach. The
study population was followers of the TikTok account @novamos.official, and
135 respondents were selected as a sample using a purposive sampling
technique. Data collection was carried out through the distribution of online
questionnaires. The data analysis technique used was multiple linear
regression analysis with the help of SPSS version 26 software. The results
showed that three variables, namely live streaming (coefficient 0.400; p =
0.000), content marketing (coefficient 0.293; p = 0.003), and value perception
(coefficient 0.245; p = 0.012), had a positive and significant effect on
consumer purchase intention. Meanwhile, the variables copywriting
(coefficient 0.047; p = 0.688) and affiliate marketing (coefficient 0.093; p =
0.344) did not show a significant effect. These findings indicate that the visual
and interactive power of live streaming as well as the quality of content and
perception of product value play an important role in shaping consumer
purchasing decisions on social commerce platforms. Conversely, copywriting
and affiliate marketing need to be evaluated and adjusted to better suit the
characteristics and expectations of TikTok users.

Keywords : Affiliate Marketing, Content Marketing, Copywriting, Live
Streaming, Purchase intention Value Perception,
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