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Pengaruh Aktivitas Computer Mediated Communication, Tipe Content 

Marketing, dan Kehadiran Social Presence terhadap Keputusan Pembelian 

Brand Jiniso melalui TikTok Live 

 

Jerry Cahaya Putri 

ABSTRAK 

Keputusan pembelian merupakan salah satu tujuan dari sebuah perusahaan bisnis, 

dengan adanya informasi yang jelas membuat calon konsumen menjadi tertarik dan 

berpikir untuk melakukan keputusan pembelian. Tujuan dalam penelitian ini yaitu 

untuk mengetahui seberapa besar pengaruh Computer Mediated Communication, 

Content Marketing, dan Social Presence terhadap Keputusan Pembelian Brand Jiniso 

melalui TikTok Live. Populasi dari penelitian ini adalah followers akun TikTok brand 

Jiniso yang berdomisili di daerah DKI Jakarta, permpuan dan laki-laki, serta berusia 

17 – 30 tahun, nantinya jumlah sampel akan dikumpulkan sebanyak 107 responden. 

Penelitian ini memakai teknik pengambilan sampel Non-Probability Sampling dengan 

metode analisis data regresi linear berganda. Data yang sudah di dapatkan akan dioleh 

memakai bantuan perangkat lunak SPSS. Teknik analisis data pada penelitian ini yaitu 

Uji Instrumen yang terdiri dari Uji Validitas dan Uji Realibilitas, Uji Deskriptif, Uji 

Kelayakan Model, dan Uji Hipotesis yang terdiri dari Uji Persial (T) untuk melihat 

pengaruh masing-masing variabel X terhadap Y, Uji Simultan (F) untuk melihat 

pengaruh variabel X terhadap Y secara bersamaan, dan Determinasi Kefisien (R²) 

untuk melihat persentase pengaruh variabel X terhadap Y. Penelitian ini menujukkan 

hasil bahwa variabel Computer Mediated Communication berpengaruh signifikan 

secara parsial (T) terhadap keputusan pembelian produk brand Jiniso, variabel Content 

Marketing berpengaruh signifikan secara parsial (T) terhadap keputusan pembelian 

produk brand Jiniso, variabel Social Presence berpengaruh signifikan secara parsial 

(T) terhadap keputusan pembelian produk brand Jiniso, kemudian variabel Computer 

Mediated Communication, Content Marketing, dan Social Presence berpengaruh 

signifikan secara simultan (F) atau secara bersamaan terhadap keputusan pembelian 

produk brand Jiniso. 

 

Kata Kunci : Computer Mediated Communication, Content Marketing, Social 

Presence, Keputusan Pembelian 
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The Effect of Computer Mediated Communication Activities, Types of Content 

Marketing, and Social Presence on the Buying Decision of Jiniso Brand through 

TikTok Live 

Jerry Cahaya Putri 

ABSTRACT 

Purchasing decisions are one of the goals of a business company, with clear 

information making potential customers interested and thinking about making a 

purchasing decision. The purpose of this study is to analyze how much the effect 

Computer Mediated Communication, Content Marketing, and Social Presence on 

Buying Decision for the Jiniso Brand through TikTok Live. The population of this study 

are followers of the Jiniso brand TikTok account who live in the DKI Jakarta area, 

women and men, and aged 17-30 years, with a total sample of 107 respondents. The 

study used a non-probability sampling technique with multiple linear regression data 

analysis methods. The data that has been obtained will be processes using SPSS 

software. The data analysis technique in this study is instrument test which consists of 

Validity Test and Realibility Test, Descriptive Test, Model Feasibility Test, and 

Hypothesis Test which consists of Partial Test (T), Simultan Test (F), and 

Determination of Effeciency (R²). The results of this study indicate that the Computer 

Mediated Communication variable has a partially significant effect (T) on the decision 

to purchase Jiniso brand products, the Content Marketing variable has a partially 

significant effect (T) on the purchase decision for Jiniso brand products, the Social 

Presence variable has a partial significant effect (T) on the decision to purchase Jiniso 

brand products, then the variables Computer Mediated Communication, Content 

Marketing, and Social Presence have a significant effect simultaneously or the F test 

on purchasing decisions for Jiniso brand products. 

 

Keywod: Computer Mediated Communication, Content Marketing, Social Presence, 

Purchase Decision 
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