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ABSTRAK

Penelitian  ini  bertujuan untuk menganalisis  pengaruh content
marketing dan live shopping terhadap minat beli produk brand Skintific di aplikasi
TikTok dengan influencer marketing sebagai variabel moderasi. Metode penelitian
yang digunakan adalah kuantitatif dengan teknik pengumpulan data melalui
kuesioner. Sampel penelitian berjumlah 100 responden yang merupakan Generasi
Z  berdomisili di = Yogyakarta,  pengguna  aktif = TikTok, dan
mengetahui brand Skintific. Analisis data dilakukan dengan uji regresi linear
berganda dan Moderated Regression Analysis (MRA) menggunakan perangkat
lunak SPSS 29.

Hasil penelitian menunjukkan bahwa: (1) Content marketing berpengaruh
positif dan signifikan terhadap minat beli (2) Live shopping secara parsial
berpengaruh positif dan signifikan terhadap minat beli (3) Influencer
marketing terbukti  mampu memoderasi (memperkuat) pengaruh content
marketing terhadap minat beli (4) Influencer marketing juga mampu memoderasi
pengaruh live shopping terhadap minat beli. Kesimpulannya, strategi pemasaran
digital yang interaktif dan didukung oleh kredibilitas influencer sangat efektif

dalam meningkatkan minat beli Generasi Z.

Kata Kunci: Content Marketing, Live Shopping, Influencer Marketing, Minat Beli,
TikTok, Generasi Z.
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ABSTRACT

This study aims to analyze the effect of content marketing and live shopping on
purchase intention toward the Skintific brand on the TikTok application, with
influencer marketing as a moderating variable. This research employs a
quantitative approach with data collected through a questionnaire survey. The
research sample consists of 100 respondents from Generation Z domiciled in
Yogyakarta, who are active TikTok users and familiar with the Skintific brand. Data
analysis was conducted using multiple linear regression and Moderated Regression

Analysis (MRA) with the assistance of SPSS version 29.

The results indicate that: (1) content marketing has a positive and significant effect
on purchase intention; (2) live shopping partially has a positive and significant
effect on purchase intention;, (3) influencer marketing is proven to moderate
(strengthen) the effect of content marketing on purchase intention; and (4)
influencer marketing also moderates the effect of live shopping on purchase
intention. In conclusion, interactive digital marketing strategies supported by the
credibility of influencers are highly effective in increasing purchase intention

among Generation Z consumers.

Keywords: Content Marketing, Live Shopping, Influencer Marketing, Purchase
Intention, TikTok, Generation Z.
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