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ABSTRAK 

 

Melani Putri Anggraini, 202110325349. Pengaruh Content marketing dan Live 

streaming terhadap Impulsive buying Produk Fashion dengan Mediasi Brand 

ambassador melalui Aplikasi Tiktok pada Generasi Z. 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing dan live 

streaming  terhadap impulsive buying produk dengan mediasi brand ambassador 

melalui aplikasi tiktok pada generasi z. Metode penelitian yang digunakan adalah 

metode puposive sampling dengan menyebarkan kuesioner melalui gform kepada 

responden. Teknik analisis data pada penelitian ini menggunakan analisis Structural 

Equation Modeling Partial Least Square (SEM-PLS) dengan bantuan perangkat 

lunak SmartPLS versi 4.1.0.9 Hasil penelitian menunjukkan bahwa content 

marketing dan live streaming bepengaruh secara signifikan terhadap impulsive 

buying, brand ambassador bepengaruh secara signifikan impulsive buying, serta 

bahwa content marketing dan live streaming melalui brand ambassador 

bepengaruh secara signifikan terhadap impulsive buying.  

Kata kunci: Content Marketing, Live Streaming,Brand Ambassador, Impulsive 

Buying.  
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ABSTRACT 

 

Melani Putri Anggraini, 202110325349. The Influence of Content Marketing and 

Live Streaming on Impulsive Buying of Fashion Products with Brand Ambassador 

Mediation through the TikTok Application on Generation Z.  

This research aims to analyze the influence of content marketing and live streaming 

on impulsive buying of products with brand ambassador mediation through the 

TikTok application on generation z. The research method used is the purposive 

sampling method by distributing questionnaires via gform to respondents. The data 

analysis technique in this study used Structural Equation Modeling Partial Least 

Square (SEM-PLS) analysis with the help of SmartPLS software version 4.1.0.9. 

The results of the study showed that content marketing and live streaming had a 

significant effect on impulsive buying, brand ambassadors had a significant effect 

on impulsive buying, and that content marketing and live streaming through brand 

ambassadors had a significant effect on impulsive buying. 

Keywords: Content Marketing, Live Streaming,Brand Ambassador, Impulsive 

Buying.  
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