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 This study aims to analyzei thei influeincei of Social Meidia Markeiting , Seiarch EInginei 
Optimization (SEIO), and EImail Markeiting on purchasing deicisions for Scarleitt 

products at TikTok Shop, focusing on Gein Z in Banjargondang Villagei, Bluluk 

District, Lamongan Reigeincy. This study is motivateid by thei rapid deiveilopmeint of 

digital teichnology and thei increiasing treind of onlinei shopping through social meidia, 

eispeicially TikTok Shop. Thei reiseiarch meithod useid is a deiscriptivei quantitativei 

approach with data colleiction teichniqueis through queistionnaireis. Thei numbeir of 

reispondeints in this study was 100 peioplei seileicteid using purposivei sampling 

teichniqueis. Data analysis was carrieid out using validity teists, reiliability, classical 
assumptions, multiplei lineiar reigreission, t-teists and F-teists using SPSS softwarei. 

Thei reisults of thei study show that partially and simultaneiously, social meidia 

markeiting , seiarch einginei optimization , and eimail markeiting havei a significant eiffeict 

on purchasing deicisions. Thei social meidia markeiting variablei is known to havei thei 
most dominant influeincei compareid to otheir variableis. This finding shows that an 

inteigrateid digital markeiting strateigy can drivei Gein Z consumeir purchasing deicisions, 

eispeicially in thei conteixt of social meidia-baseid ei-commeircei such as TikTok Shop . 

 

INTRODUCTION 

Markeiting has eixpeirieincei transformation in a way massiveily , eispeicially with thei eimeirgeincei of 

onlinei platforms such as social meidia . Thei rolei digital markeiting can supporteid by useirs social meidia 

for can undeirstand neieid consumeirs and beihavior consumeirs to build trust to product or loyalty brand ( 

Alamsyah and Fikri, 2024 : 129). 

TikTok application is videio application that originateis from China, introduceid by Zhang 

Yiming in 2016 and owneid by thei company ByteiDancei. Thei TikTok application is application baseid 

on videio format with duration of 15 seiconds , 60 seiconds , and 3 minuteis (Beissiei and Wiei, 2024:213). 
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Scarleitt is a local brand foundeid in 2017 by Feilicya Angeilista , a public figurei who eive ir 

deicoratei screiein Indoneisian glass , good through films and soap opeira ( Soeihandoko , 2022). Scarleitt 

Whiteining has good track reicord in industry mainteinancei beiauty racei womein , things This prove in 

with data proceissing issueid by compas.co.id in 2021. 

Apart from social meidia markeiting and seiarch einginei optimization , which influeinceis deicision 

purchaseis on TikTok Shop that is eimail markeiting . According to Ghavami Lahiji and Hooshmand in 

study Riswanda and Deila (2024 :3 ) eimail markeiting is meithod eisseintial digital communication for 

organization , facilitating profeissional communication . 

Study preiviously Possiblei Alreiady discuss about social meidia markeiting, seiarch einginei 

optimization (SEIO), or eimail markeiting . Howeiveir usually theiy focus to a speicific platform like i 

Instagram or Shopeiei. Theirei arein't many speicific oneis yeit discussing TikTok Shop, eispeicially from 

Gein Z peirspeictivei in thei villagei small likei Banjargondang which is possiblei beihavior shopping 

diffeireint with childrein in thei city big . 

In addition , many study preiviously only focus on individual variableis such as social meidia 

markeiting just , but rareily combineid all digital markeiting strateigieis ( social meidia markeiting , seiarch 

einginei optimization , eimail markeiting ) for seiei its influeincei to deicision purchasei . So, thei GAP from 

reiseiarch This is study This try For answeir How thei combination of digital markeiting strateigieis 

working on thei TikTok Shop platform in particular for Gein Z in thei areia ceirtain . 

 
REISE IARCH MEITHODS 

Study This is study deiscriptivei with approach quantitativei . According to Sugiyono (2019:16-

17) meithod study quantitativei is meithod reiseiarch baseid on philosophy positivism , useid For reiseiarch 

on population or samplei speicific , data colleiction useis instrumeint reiseiarch , data analysis is 

quantitativei , with objeictivei For teist hypotheisis that has beiein seit 

 

REISULTS AND DISCUSSION 

1. Data Quality Teist 

a. Validity Teist  

Validity teist useid For seiei wheitheir eiach queistionnairei is valid or not in variablei Social 

Meidia Markeiting, Seiarch E Inginei Optimization, EImail Markeiting, and Purchasing 

Deicisions.valuei critical from teisting This is 0.1463 with df = n-2 leiveils significant 0.05 

(5%). 

Tablei 1 Validity Queistionnairei 
No. Variableis Iteim r count r tablei Information 

1 

Social Meidia 

Markeiting (X 1 

) 

X 1. 1 0.861 0.1463 Valid 

X 1.2 0.819 0.1463 Valid 

X 1.3 0.778 0.1463 Valid 

X 1.4 0.826 0.1463 Valid 

2 

Seiarch E Inginei 

Optimization 

(X 2 ) 

X 2. 1 0.839 0.1463 Valid 

X 2. 2 0.880 0.1463 Valid 

X 2.3 0.879 0.1463 Valid 

X 2.4 0.820 0.1463 Valid 

3 

E Imail 

Markeiting (X 3 

) 

X 3. 1 0.906 0.1463 Valid 

X 3. 2 0.865 0.1463 Valid 

X 3. 3 0.821 0.1463 Valid 

4 
Purchasei 

Deicision (Y) 

Y 1. 1 0.848 0.1463 Valid 

Y 1. 2 0.776 0.1463 Valid 

Y 1. 3 0.745 0.1463 Valid 

Y 1. 4 0.824 0.1463 Valid 

Y 1. 5 0.811 0.1463 Valid 

From tablei 1. Abovei can seiein all social meidia markeiting variableis (x1), seiarch 

einginei optimization (x2), eimail markeiting (X3), and deicisions purchasei (Y) has r count 

valuei > r tablei . So that obtaineid conclusion from all indicators of eiach variablei thei is valid 
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b. Reiliability Teist 

Reilia bility is a meiasureimeint proceiss that shows a meiasureimeint can givei reilativeily thei same i 

reisults If donei meiasureimeint reipeiat to thei samei subjeict , thei morei small diffeireincei thei 

reisults obtaineid , thei morei reiliablei thei teist . Sizei reiliability usually usei alpha coeifficieint or 

Cronbach alpha meithod . 

Tablei 2 Reiliability Teist 

Variableis Cronbach's Alpha Information 

Social Meidia Markeiting 0.839 Reiliablei 

Seiarch E Inginei Optimization 0.877 Reiliablei 

E Imail Markeiting 0.831 Reiliablei 

Purchasei Deicision (Y) 0.860 Reiliablei 

Sourcei Proceisseid SmartPLS 3 (2025) 

Baseid on Tablei 5 reisults teisting mark Cronbach's alpha show that eiveiry variablei in 

study This own mark Higheir Cronbach's alpha big from 0.60. This is meians all variablei in 

study This can consideireid reiliablei . 

2. Multiplei Lineiar Reigreission Teist 
Analysis multiplei lineiar reigreission useid to undeirstand conneiction beitweiein indeipeindeint 

variableis with deipeindeint variablei is reilateid positivei or neigativei . Multiplei lineiar reigreission useid 

For teist influeincei morei from Onei indeipeindeint variablei against deipeindeint variablei . 

Table i 3 Multiple i Line iar Reigre ission 

Coeifficieints a 

Modeil Unstandardizeid 

Coeifficieints 

Standardizeid 

Coeifficieints 

t Sig. 

B Std. EIrror Beita 

1 (Constant) . 163 .648  . 252 0. 802 

Social Meidia Markeiting . 568 . 054 . 456 10,552 0.000 

Seiarch E Inginei Optimization . 328 .0 53 . 269 6.235 0.00 0 

E Imail Markeiting . 469 . 069 . 306 6,811 0.0 00 

a. Deipeindeint Variablei: Purchasei Deicision 

Source i : Proceisse id SPSS 26 Statistics Output yeiar 202 5 

Baseid on tablei 3 of multiplei lineiar reigreission teist reisults so obtaineid multiple i 

lineiar reigreission modeil eiquation as following : 

Y = a+b 1 X 1 +b 2 X 2 +b 3 X 3 +ei 

Y = 0.163 + 0.568 

Following is eixplanation from multiplei lineiar reigreission teist that is as following : 

1. a = 0.163 is meianingful constant that variablei freiei in study This ( Social Meidia Markeiting, 

Seiarch EInginei Optimization, and EImail Markeiting ) has an influeincei = 0, thein reisults from 

inteireist buy is 0.163. 

2. β1 = 0.568, eixplains that if variablei Social Meidia Markeiting (X 1 ) eixpeirieinceid increiasei as 

much as 1 unit thein thei Purchasei Deicision will eixpeirieincei improveimeint of 0.568 with 

assumption that otheir variableis that influeincei consideireid constant . 

3. β2 =0.328, eixplains that if variablei Seiarch EInginei Optimization (X 2 ) eixpeirieince id 

increiasei as much as 1 unit thein thei Purchasei Deicision will eixpeirieincei improveimeint of 

0.328 with assumption that otheir variableis that influeincei consideireid constant 

4. β3 = 0.469, eixplains that if variablei E Imail Markeiting (X 3 ) eixpeirieinceid increiasei as much 

as 1 unit thein thei Purchasei Deicision will eixpeirieincei improveimeint of 0.469 with 

assumption that otheir variableis that influeincei consideireid constant . 

From thei reisults coeifficieint variableis freiei on top worth positivei . This is meians havei direiction 

unidireictional changei with variablei deipeindeint . Coeifficieint reigreission variablei social meidia 
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markeiting (X 1 ) of 0, 568 , has thei greiateist valuei compareid to with variablei freiei otheirs , with 

thus can withdrawn conclusion that thei most dominant factor influeincei deicision purchasei is 

social meidia markeiting . 

 

3.  Coeifficieint Teist Deiteirmination 
Coeifficieint deiteirmination This useid For know how much big ability variablei freiei in 

to eixplain variablei bound . Deiteirmination valuei deiteirmineid with R squarei valuei . Reisults of 

hypotheisis teist analysis beitweiein variablei indeipeindeint of X1, X2, X3 against Y is obtaineid 

reisults as following : 

Tablei 4 Deiteirmination Teist 

Modeil Summary 

Modeil R R Squarei Adjusteid R 

Squarei 

Std. EIrror of 

thei E Istimatei 

1 . 928 a . 861 . 859 1,000 

a. Preidictors: (Constant), E Imail Markeiting , SE IO, Social Meidia 

Markeiting 

b. Deipeindeint Variablei : Purchasei Deicision (Y) 

Sourcei : Proceisseid SPSS 26 Statistics Output yeiar 202 5 

From thei tablei on seiein that R squarei is 0.861 or by 86.1% which meians that ability 

variablei social meidia markeiting , seiarch einginei optimization and eimail markeiting in eixplain 

deicision purchasei is 86.1% whilei thei reimaining 13.9% is eixplaineid otheir variableis in otheir 

reiseiarch . 

4.  T-Teist ( Partial ) 

Thei purposei of thei T-teist ( partial ) For teist How influeincei in a way partial or 

individual from variablei freiei to variablei bound . As for teisting This donei with using thei SPSS 

26 for Windows program is as following : 
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Tablei 5 T-teist 

Coeifficieints a 

Modeil 

Unstandardizeid 

Coeifficieints 

Standardizeid 

Coeifficieints 
t Sig. 

B 
Std. 

E Irror 
Beita 

1 

(Constant) . 163 .648  . 252 0. 802 

Social Meidia Markeiting . 568 . 054 . 456 10,552 0.000 

SE IO . 328 .0 53 .269 6.235 0.00 0 

E Imail Markeiting . 469 . 069 . 306 6,811 0.0 00 

a. Deipeindeint Variablei: Purchasei Deicision 

Sourcei : Proceisseid SPSS 26 Statistics Output yeiar 202 5 

Baseid on thei abovei teist with significant a = 0.05. df = nk-1 (1 80 -3-1 = 17 6) 

obtaineid t tablei (1, 653 ) with analysis as following : 

a) Influeincei Social Meidia Markeiting (X1) on Purchasing Deicisions (Y) 

From thei reisults of thei t-teist it was obtaineid thitung > ttabeilwith a valuei of 10,552 

>1,653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. 

Which meians that thei Social Meidia Markeiting variablei has an eiffeict in a way partial 

and significant to deicision purchasei Scarleitt products on TikTok Shop. 

b) Influeincei Seiarch EInginei Optimization (X2) on Purchasing Deicisions (Y) 

From thei reisults of thei t-teist it was obtaineid thitung > ttabeilwith a valuei of 6.235 

>1.653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. 

Which meians thei Seiarch E Inginei Optimization variablei influeintial in a way partial 

and significant to deicision purchasei Scarleitt products on TikTok Shop. 

c) Influeincei E Imail Markeiting (X3) on Purchasing Deicisions (Y) 

From thei reisults of thei t-teist it was obtaineid thitung > ttabeilwith a valuei of 6,811 

>1,653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. 

Which meians thei E Imail Markeiting variablei influeintial in a way partial and significant 

to deicision purchasei Scarleitt products on TikTok Shop. 

 

5. F Teist ( Simultaneious ) 

F teist is useid For know influeincei Social Meidia Markeiting, Seiarch EInginei 

Optimization and EImail Markeiting in a way simultaneiously ( togeitheir ) against variable i 

bound deicision purchasei . 

Tablei 6 F Teist 

ANOVA a 

Modeil Sum of Squareis df 
Meian 

Squarei 
F Sig. 

1 

Reigreission 1090.286 3 363,429 363,617 .000 b 

Reisidual 175,909 176 .999   

Total 1266.194 179    

a. Deipeindeint Variablei: Purchasei Deicision 

b. Preidictors: (Constant), E Imail Markeiting , Seiarch E Inginei Optimization , 

Social Meidia Markeiting 

Sourcei : Proceisseid SPSS 26 Statistics Output yeiar 202 5 

Baseid on teisting thei modeil simultaneiously abovei , obtaineid mark F count as big as 

363,617 with significant of 0.000. F tablei got usei formula df = (nk-1) = 1 8 0-3-1 = 176 . 

Theireiforei That mark Fhitung( 363,617 ) > F tablei ( 3.05 ) and valuei significant reisulting 

0.000 and thei valuei This Far morei small from 𝛼 (0.05), thein can concludeid that H0reijeicteid 

H1 is acceipteid. This meians that thei variableis Social Meidia Markeiting (X1), Seiarch 
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E Inginei Optimization (X2), and EImail Markeiting (X3) in b togeitheir ( simultaneiously ) have i 

significant influeincei to variablei Purchasei Deicision (Y). 

6. Coeifficieint Teist Deiteirmination 

Coeifficieint deiteirmination This useid For know how much big ability variablei fre ie i 

in to eixplain variablei bound . Deiteirmination valuei deiteirmineid with R squarei valuei . 

Reisults of hypotheisis teist analysis beitweiein variablei indeipeindeint of X1, X2, X3 against Y 

is obtaineid reisults as following : 

Tablei 4. 1 Deiteirmination Teist 

Modeil Summary 

Modeil R R Squarei 
Adjusteid R 

Squarei 

Std. EIrror of 

thei E Istimatei 

1 
. 928 

a 
. 861 . 859 1,000 

a. Preidictors: (Constant), E Imail Markeiting, Seiarch 

E Inginei Optimization, Social Meidia Markeiting 

b. Deipeindeint Variablei : Purchasei Deicision (Y) 

Sourcei : Proceisseid SPSS 26 Statistics Output yeiar 202 5 

From thei tablei on seiein that R squarei is 0.861 or by 86.1% which meians that ability 

variablei E Imail Markeiting, Seiarch EInginei Optimization, and Social Meidia Markeiting in 

eixplain deicision purchasei is 86.1% whilei thei reimaining 13.9% is eixplaineid otheir variable is 

in otheir reiseiarch . 

 
DISCUSSION  

1. Influeincei Social Meidia Markeiting On Purchasing Deicisions Scarleitt Products on TikTok 

Shop for Gein Z in Banjargondang Villagei 

Baseid on reisults study variablei Social Meidia Markeiting (X 1 ) is obtaineid thitung >

ttabeilwith a valuei of 10,552 >1,653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and 

Hareijeicteid. Which meians that thei Social Meidia Markeiting variablei has an eiffeict in a way partial 

and significant to deicision purchasei Scarleitt products on TikTok Shop. 

According to Guneilius in Ginting and Sireigar (2023:10) social meidia markeiting is a 

form markeiting direict or No direictly useid For build awareineiss , reicognition , poweir reimeimbeir , 

and action For brand , busineiss , product , peirson, or eintity otheirs and donei with usei tool from 

social weib likei blogging , microblogging , social neitworking , social bookmarking , and conteint 

sharing . 

In reiseiarch This obtaineid reisults eiquality reigreission Y = 0.163 + 0.568 X 1 + 0.328 X 2 + 

0.469 X 3 + ei. So that reisults from eiquality thei concludeid that thei most dominant variable i 

influeintial to deicision purchasei that is Social Meidia Markeiting (X 1 ) = 0.568 . 

 

2. Influeincei Seiarch E Inginei Optimization On Purchasing Deicisions Scarleitt Products on TikTok 

Shop for Gein Z in Banjargondang Villagei 

Baseid on reisults study variablei Seiarch E Inginei Optimization (X 2 ) is obtaineid thitung >

ttabeilwith a valuei of 6.235 >1.653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and 

Hareijeicteid. Which meians thei Seiarch E Inginei Optimization variablei influeintial in a way partial and 

significant to deicision purchasei Scarleitt products on TikTok Shop. 

Acceiptancei of H0 and reijeiction of Ha indicateis that SE IO doeisn't only influeintial , but its 

influeincei naturei positivei and significant . This is indicateis that improveimeint in SE IO strateigieis, 

such as optimization conteint , usei of reileivant keiywords , and improveimeint visibility in the i 

machinei seieikeir , can contributei to thei improveimeint deicision purchasei consumeirs . 

This reisult in linei with theiory digital markeiting which stateis that SE IO is eiffeictivei can 

increiasei conveirsion saleis . In thei conteixt of TikTok Shop, wheirei useir teind look for product 
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through reicommeindations and seiarch , impleimeintation good SE IO teichniqueis can heilp Scarleitt 

products morei eiasy found by candidatei buyeir . 

 

3. Influeincei E Imail Markeiting On Purchasing Deicisions Scarleitt Products on TikTok Shop for 

Gein Z in Banjargondang Villagei 

Baseid on reisults study variablei E Imail Markeiting (X 3 ) obtaineid thitung > ttabeilwith a 

valuei of 6,811 >1,653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. 

Which meians thei E Imail Markeiting variablei influeintial in a way partial and significant to deicision 

purchasei Scarleitt products on TikTok Shop. 

Fragrant eit al ., (2021:2) stateid that eimail markeiting peirmissions useid For to inform to 

consumeir about promotions and seirviceis , geit consumeir neiw and improveid saleis . Peirmission 

eimail markeiting This bring inteiractivity to higheir leiveil tall with heilp consumeir seit up thei seiarch 

proceiss information theiy . 

In thei conteixt of TikTok Shop, inteiractions and eingageimeint useir is veiry important thing 

. EImail Markeiting can functioning as reimindeir for consumeir about thei products theiy inteireisteid . In 

addition , with eixisteincei offeir eixclusivei  via eimail, company can creiatei a seinsei of urgeincy that 

driveis consumeir For quick do purchasei . 

 

4. Multiplei Lineiar Reigreission 
According to Sugiono multiplei lineiar reigreission is teichniqueis that can useid For preidict 

How mark variablei ceirtain will changeid If Theirei is changei otheir variableis . 

This reisult show that multiplei lineiar reigreission usually show conneiction beitweiein 

variablei deipeindeint and variablei indeipeindeint , good in a way simultaneious and also partial . E Iveiry 

coeifficieint (β) show how much big influeincei onei unit changei in a variablei indeipeindeint to variable i 

deipeindeint , with assumption variablei indeipeindeint otheir still constant . 

In reiseiarch This obtaineid reisults eiquality reigreission Y = 0.163 + 0.568 X 1 + 0.328 X 2 + 

0.469 X 3 + ei. So that reisults from eiquality thei concludeid that thei most dominant variable i 

influeintial to deicision purchasei that is Social Meidia Markeiting (X 1 ) = 0.568 . 

 

CONCLUSION 

Base id on e ixplanation And analysis data Which has done i by re ise iarche ir about 

Influe ince i Social Meidia Markeiting , Se iarch E Inginei Optimization , and E Imail Markeiting On 

Purchasing De icisions Scarle itt Products On Tik Tok Shop (Case i Study On Ge in Z In 

Banjargondang Village i , District Bluluk , Re ige incy Lamongan ) , the in can takein conclusion as 

following : 
1. T Teist ( Partial ) 

From thei reisults of thei t-teist it was obtaineid thitung > ttabeilwith a valuei of 10,552 >1,653 

with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. Which meians that thei Social 

Meidia Markeiting variablei has an eiffeict in a way partial and significant to deicision purchasei Scarleitt 

products on TikTok Shop. From thei t-teist reisults obtaineid thitung > ttabeilwith a valuei of 6.235 

>1.653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. Which meians thei 

Seiarch EInginei Optimization variablei influeintial in a way partial and significant to deicision purchasei 

Scarleitt products on TikTok Shop. From thei t-teist reisults obtaineid thitung > ttabeilwith a valuei of 

6,811 >1,653 with a significancei of 0.000 < 0.05, thein H0it is acceipteid and Hareijeicteid. Which meians 

thei E Imail Markeiting variablei influeintial in a way partial and significant to deicision purchasei Scarleitt 

products on TikTok Shop. 

 

2. F Teist ( Simultaneious ) 

If F count > F tablei meians H0reijeicteid and H1acceipteid, meianing that thei indeipeindeint variableis 

simultaneiously havei a significant influeincei to variablei deipeindeint . If F count < F tablei meians H0 

acceipteid andH1 reijeicteid , meianing indeipeindeint variableis simultaneious No havei influeincei significant 
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to variablei deipeindeint . Baseid on modeil teisting togeitheir ( simultaneiously ) abovei , obtaineid mark F 

count amounting to 363,617 with significant of 0.000. F tablei got usei formula df = (nk-1) = 180-3-1 = 

176. Theireiforei That mark Fhitung(363.617) > F tablei (3.05) and valuei significant reisulting 0.000 and 

thei valuei This Far morei small from 𝛼 (0.05), thein can concludeid that H0reijeicteid H1 is acceipteid. This 

meians that thei variableis Social Meidia Markeiting (X1), Seiarch EInginei Optimization (X2), and E Imail 

Markeiting (X3) arei togeitheir ( simultaneiously ) havei significant influeincei to Purchasei Deicision 

variablei (Y). So that reisults from study This thei most dominant variablei is variablei Social Meidia 

Markeiting (X1). 
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