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ABSTRAK 

 
Penelitian ini bertujuan mengetahui pengaruh viral marketing, celebrity endorser, 
harga, service quality melalui minat beli terhadap keputusan pembelian pengguna 
marketplace TikTok Shop. Penelitian dilaksanakan karena fenomena kenaikan 
aktivitas belanja online masyarakat Indonesia yang tidak sebanding dengan 
pertumbuhan digitalisasi UMKM karena sulitnya bertahan di ekosistem digital. 
Namun, TikTok Shop dengan cepat menjadi pesaing unggul platfrom-platform 
belanja online di Indonesia, dan menawarkan sebuah solusi karena algoritma 
video sharing TikTok yang sangat mendukung produk untuk viral, diperkuat 
dengan iklan-iklan produk di TikTok yang dipenuhi selebriti nasional hingga 
internasional, dan harga serta kualitas pelayanan yang unggul, yang diduga 
menarik minat beli, serta memicu keputusan pembelian masyarakat. Populasi 
penelitian ini adalah pengguna TikTok yang pernah membeli produk di TikTok 
Shop. Teknik penarikan sampel yang digunakan adalah non-probability sampling 
dengan purposive sampling. Ukuran sampel mengikuti teori Hair sejumlah 10 kali 
dari indikator, yakni 22 indikator, sehingga dibutuhkan 220 responden. Sumber 
data pada penelitian ini adalah data primer yang dikumpulkan melalui kuesioner 
google form yang disebarluaskan secara daring pada berbagai komunitas di media 
sosial. Hasil menunjukkan, bahwa baik secara langsung, maupun tidak langsung 
melalui minat beli, seluruh variabel bebas memengaruhi variabel terikat. 
Berdasarkan hasil tersebut, disarankan UMKM mampu mengaplikasikan 
penerapan strategi viral marketing, celebrity endorser, penetapan harga dan 
pemberian kualitas pelayanan yang unggul untuk memanfaatkan potensi ini agar 
bisa bertahan di TikTok Shop, dan memajukan digitalisasi di Indonesia. 
Kata Kunci: Viral Marketing, Celebrity Endorser, Harga, Service Quality, Minat Beli 
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ABSTRACT 

This research aims to investigate the effects of viral marketing, celebrity endorser, price, 
and service quality through purchase intention on the purchasing decisions of TikTok 
Shop marketplace users. The study was conducted due to the phenomenon of the 
increased online shopping activities of Indonesian society, which is not proportional to the 
growth of digitalization of SMEs due to the challenges of surviving in the digital 
ecosystem. However, TikTok Shop rapidly emerged as a prominent competitor among 
online shopping platforms in Indonesia. It offers a solution due to the TikTok video 
sharing algorithm that strongly supports products to go viral, complemented by product 
advertisements on TikTok featuring national and international celebrities, its competitive 
pricing and superior service quality, which are alleged to attract purchase interest and 
trigger purchasing decisions among the public. The research population consists of 
TikTok users who have made purchases on TikTok Shop. A non-probability sampling 
technique with purposive sampling was employed. The sample size followed Hair's 
theory, which suggests ten times the number of indicators, resulting in 220 respondents. 
Primary data was collected through an online questionnaire distributed across various 
social media communities. The results indicate that both directly and indirectly through 
purchase intention, all independent variables significantly influence the dependent 
variable. Based on these findings, it is recommended for SMEs to implement strategies 
such as viral marketing, celebrity endorsement, competitive pricing, and superior service 
quality to harness this potential and thrive within TikTok Shop, thereby advancing 
digitalization in Indonesia. 

Keywords: Viral Marketing, Celebrity Endorser, Price, Service Quality, Purchase 
Intention 


