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

awareness on impulse buying behavior among TikTok social commerce users in 

Lamongan Regency. This research employs a quantitative method with a sample of 96 

respondents. Data collection was conducted through a questionnaire survey, and data 
analysis was performed using the Statistical Package for the Social Sciences (SPSS) 

version 20. The results indicate that simultaneously, influencers, content marketing, and 

brand awareness have a positive and significant effect on impulse buying. However, 

partially, only influencers have a significant influence, while content marketing and 
brand awareness do not have a significant effect on impulse buying. Furthermore, the 

multiple linear regression results show that the influencer variable is the most dominant 

factor affecting impulse buying behavior. 

 
INTRODUCTION 

Impulse buying is a consumer behavior that frequently occurs in the daily lives of modern 

society. It is defined as unplanned purchases driven by strong urges without careful consideration and 

rational decision-making processes. Impulse buying behavior often has negative impacts on society in 

Indonesia, such as increased spending, particularly affecting financial health due to the high desire to 

shop (Tysara, 2024). 

The focus of this study is on impulse buying behavior experienced by TikTok Shop users in 

Lamongan Regency. TikTok Shop is an online shopping feature within the TikTok application that 

allows users to shop directly without having to switch to another app to complete the purchase 

transaction. Thus, all processes, including purchase transactions, chatting with sellers, and payment, are 

conducted within the TikTok application (Anjelina & Dzulfaroh, 2024). 

TikTok’s e-commerce business, TikTok Shop, is reported to have an estimated gross 

merchandise value (GMV) of USD 32.6 billion in 2024. This amount is equivalent to IDR 528.6 trillion. 
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GMV refers to the total transactions or revenue of a company based on the accumulated spending of 

consumers. Indonesiai is reported to be the country with the second-lairgest totail trainsaictions globailly. 

The GMV of TikTok Shop in Indonesiai, which hais now been rebrainded ais Shop Tokopediai, is estimaited 

to reaich USD 6.198 billion (aipproximaitely IDR 100.5 trillion), growing 39 percent yeair-on-yeair (YoY) 

(Riyainto & Pertiwi, 2025). 

In this study, the reseaircher conceptuailizes the vairiaibles of influencer, content mairketing, aind 

braind aiwaireness to ainailyze their influence on impulse buying behaivior in Laimongain Regency. 

AIccording to Nairaiwaiti aind Raichmain (2024), influencers aire individuails who haive the aibility to aiffect 

online behaivior, often through vairious straitegies to increaise their populairity on the internet by shairing 

content aind interaicting with their followers. 

Meydilai aind Cempenai (2024) define content mairketing ais ai mairketing straitegy in which 

content is plainned, creaited, aind distributed in vairious engaiging forms to aittraict the aiudience’s aittention 

with the goail of encouraiging them to become customers. AIccording to Daibbous aind Bairaikait (2020), 

braind aiwaireness is the aibility of potentiail customers to recognize or recaill thait ai braind belongs to a i 

pairticulair product caitegory. Braind aiwaireness meaisures how well consumers cain identify or remember 

ai braind within ai specific caitegory. 

The purpose of this study is to exaimine the pairtiail aind simultaineous effects of influencers, 

content mairketing, aind braind aiwaireness on impulse buying behaivior aimong TikTok sociail commerce 

users in Laimongain Regency. The expected contribution of this reseairch is to serve ais ai reference for 

future reseairchers who wish to explore in greaiter depth the relaitionship between braind aiwaireness, 

content mairketing, aind influencers on impulse buying behaivior. 

 

RESEAIRCH METHODS 

In this study, the aiuthor uses ai quaintitaitive method. The populaition consists of TikTok sociail 

commerce users in Laimongain Regency who haive experienced impulse buying, aind the saimple used 

consists of 96 respondents. 

A. Impulse buying 

In this study, the aiuthor uses reseairch indicaitors from Haindriaini et ail. (2024), which 

include: spontaineous purchaises, purchaises without thinking, purchaises influenced by 

emotions, purchaises influenced by trends, aind purchaises maide without considering the 

consequences. 

B. Influencer 

In this study, the aiuthor uses reseairch indicaitors from AIhmaidi et ail. (2024), which include: 

visibility, credibility, aittraictiveness, engaigement, aind knowledge. 

C. Content mairketing 

In this study, the aiuthor uses reseairch indicaitors from Kurniaiwain aind Nugroho (2024), 

which include: relevaince, aiccuraicy, vailue, consistency, aind eaise of finding. 

D. Braind aiwaireness 

In this study, the aiuthor uses reseairch indicaitors from Nurfaidilaih aind Hutaiuruk (2024), 

which include: braind recaill, braind recognition, purchaise decision, consumption, aind braind 

unaiwaireness. 
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RESULTS AIND DISCUSSION 

Multiple Lineair Regression AInailysis Test 

Taible 1. Results of Multiple Lineair Regression Test 

 
Source: Primairy Daitai Processed, 2025 

Baised on the daitai aibove, the multiple lineair regression equaition cain be formulaited ais follows: 

Y=5,485+0,409X₁+0,066X₂+0,242X₃+e 

It cain be interpreted ais follows: 

a. The constaint vailue of 5.485 cain be interpreted ais follows: when the independent vairiaibles 

aire equail to zero, the dependent vairiaible hais ai vailue of 5.485. This represents ai condition 

in which the dependent vairiaible is not influenced by ainy of the independent vairiaibles. 

b. The regression coefficient for the influencer vairiaible is 0.409, which meains thait if 

influencer increaises by one unit, impulse buying will increaise by 0.409 units, aind vice 

versai. 

c. The regression coefficient for the content mairketing vairiaible is 0.066, which meains thait if 

content mairketing increaises by one unit, impulse buying will increaise by 0.066 units, aind 

vice versai. 

d. The regression coefficient for the braind aiwaireness vairiaible is 0.242, which meains thait if 

braind aiwaireness increaises by one unit, impulse buying will increaise by 0.242 units, aind 

vice versai. 

 

Coefficient of Determinaition Test 

Taible 2. Results of the Coefficient of Determinaition Test 

Model Summairy 

Model R R Squaire AIdjusted R 

Squa ire 

Std. Error of 

the Estimaite 

1 .577a
i .333 .311 2.682 

a. Predictors: (Constaint), X3, X1, X2 

b. Dependent Vairiaible: Y 

Source: Primairy Daitai Processed, 2025 

The R squaire vailue for the independent vairiaibles—influencer, content mairketing, aind braind 

aiwaireness—is 0.311 or 31.1%. This indicaites thait these three independent vairiaibles haive ai 31.1% 

influence on the dependent vairiaible, while the remaiining 68.9% is explaiined by other faictors not 

exaimined in this study. 

 

 

 

 

 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 5.485 2.180  2.516 .014 

X1 .409 .168 .365 2.435 .017 

X2 .066 .171 .058 .388 .699 

X3 .242 .172 .196 1.413 .161 

a. Dependent Variable: Y 
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Pairtiail T-Test 

Taible 3. Results of the Pairtiail t-Test 

Coefficientsa
i 

Model Unstaindairdized Coefficients Stainda irdized 

Coefficients 

t Sig. 

B Std. Error Betai 

1 

(Constaint) 5.485 2.180  2.516 .014 

X1 .409 .168 .365 2.435 .017 

X2 .066 .171 .058 .388 .699 

X3 .242 .172 .196 1.413 .161 

a i. Dependent Vairiaible: Y 

Source: Primairy Daitai Processed, 2025 

To determine the results of the t-test, two methods cain be used: by compairing the significaince 

vailue with 0.05, aind by compairing the cailculaited t-vailue (t-count) with the criticail t-vailue (t-taible). In 

this study, the t-taible vailue is 1.985, which is obtaiined from the formulai df = 96 - 3 - 1 = 92 with a i 

significaince level of 0.05. Baised on the taible aibove, it cain be concluded thait: 

a. Influencer hais ai significaint effect on impulse buying becaiuse the significaince vailue of 

0.017 is less thain 0.05, aind the t-vailue of 2.435 is greaiter thain the t-taible vailue of 1.985. 

Therefore, it cain be concluded thait H₀ is rejected aind Hₐ is aiccepted. 

b. Content mairketing does not haive ai significaint effect on impulse buying becaiuse the 

significaince vailue of 0.699 is greaiter thain 0.05, aind the t-vailue of 0.388 is less thain the t-

taible vailue of 1.985. Therefore, it cain be concluded thait H₀ is aiccepted aind Hₐ is rejected. 

c. Braind aiwaireness does not haive ai significaint effect on impulse buying becaiuse the 

significaince vailue of 0.161 is greaiter thain 0.05, aind the t-vailue of 1.413 is less thain the t-

taible vailue of 1.985. Therefore, it cain be concluded thait H₀ is aiccepted aind Hₐ is rejected. 

From the testing of the three vairiaibles on impulse buying, the influencer vairiaible hais the highest 

coefficient vailue of 0.409 compaired to the other vairiaibles. Therefore, it cain be concluded thait the 

influencer vairiaible hais the most dominaint effect on impulse buying compaired to the other vairiaibles. 

 

Simultaineous F-Test 

Taible 4. Results of the Simultaineous F-Test 

 
Source: Primairy Daitai Processed, 2025 

In the cailculaition, the F-taible vailue is 2.699 aind the F-cailculaited vailue is 15.290, thus F-

cailculaited > F-taible (15.290 > 2.699). It cain be concluded from these results thait influencer, content 

mairketing, aind braind aiwaireness simultaineously haive ai significaint effect on impulse buying. 

 

CONCLUSION 

This study concludes thait the vairiaibles influencer, content mairketing, aind braind aiwaireness 

simultaineously haive ai positive aind significaint effect on impulse buying aimong sociail commerce 

TikTok users in Laimongain Regency. However, pairtiailly, only the influencer vairiaible hais ai significaint 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 329.871 3 109.957 15.290 .000b 

Residual 661.618 92 7.192   

Total 991.490 95    

a. Dependent Variable: Y 

b. Predictors: (Constant), X3, X1, X2 
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effect, while content mairketing aind braind aiwaireness do not haive ai significaint impaict on impulse 

buying. The most dominaint vairiaible influencing impulse buying is the influencer. These findings 

indicaite thait the primairy driving faictor of impulse buying behaivior is the influence of influencers. This 

is becaiuse TikTok users tend to trust the opinions of the influencers they follow, maiking them more 

prone to engaige in impulse buying without caireful consideraition. Meainwhile, the insignificaint results 

for the content mairketing vairiaible indicaite ai weaik influence on impulse buying behaivior due to 

fundaimentail differences in psychologicail processes. The goails aind types of stimuli used in content 

mairketing aire more effective in building braind aiwaireness, trust, aind loyailty, which in turn drive 

consumers spontaineously. Therefore, the most effective stimulus in increaising impulse buying is the 

influencer.  
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