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ABSTRAK 

 
Penelitian ini bertujuan untuk menganalisis pengaruh Content Marketing 

terhadap Impulse Buying produk Skintific pada platform TikTok, menganalisis 
pengaruh Influencer terhadap Impulse Buying, serta menganalisis peran Influencer 
dalam memoderasi pengaruh Content Marketing terhadap Impulse Buying. 
Penelitian ini dilatarbelakangi oleh perkembangan pemasaran digital melalui 
media sosial yang mendorong perusahaan untuk memanfaatkan content marketing 
dan influencer marketing dalam memengaruhi perilaku konsumen, khususnya 
perilaku pembelian impulsif. Penelitian ini menggunakan pendekatan kuantitatif 
dengan metode survei. Sampel penelitian terdiri atas 120 responden yang dipilih 
menggunakan teknik purposive sampling dengan kriteria pengguna aktif TikTok 
berusia minimal 17 tahun, berdomisili di Indonesia, pernah melihat konten 
Skintific dan konten influencer yang mempromosikan Skintific di TikTok, serta 
pernah membeli produk Skintific minimal satu kali. Data dikumpulkan melalui 
kuesioner daring menggunakan Google Form dan dianalisis menggunakan IBM 
SPSS Statistics 27 dengan teknik Moderated Regression Analysis (MRA). Hasil 
penelitian menunjukkan bahwa Content Marketing berpengaruh positif dan 
signifikan terhadap Impulse Buying dengan nilai signifikansi sebesar 0,007. 
Influencer berpengaruh negatif dan signifikan terhadap Impulse Buying dengan 
nilai signifikansi sebesar 0,020. Selain itu, interaksi antara Content Marketing dan 
Influencer berpengaruh negatif dan signifikan terhadap Impulse Buying dengan 
nilai signifikansi sebesar 0,003. Hasil tersebut menunjukkan bahwa Influencer 
memoderasi secara negatif hubungan antara Content Marketing dan Impulse 
Buying, sehingga keberadaan Influencer cenderung memperlemah pengaruh 
Content Marketing terhadap perilaku pembelian impulsif konsumen produk 
Skintific di TikTok. Model penelitian setelah moderasi memiliki nilai R Square 
sebesar 0,559, yang menunjukkan bahwa Content Marketing, Influencer, dan 
interaksi keduanya mampu menjelaskan 55,9% variasi Impulse Buying. 

Kata kunci: Content Marketing, Influencer, Impulse Buying, TikTok, Skintific, 
pemasaran digital. 
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ABSTRACT 

 
This study aims to analyze the effect of Content Marketing on Impulse 

Buying of Skintific products on TikTok, examine the effect of Influencer on Impulse 
Buying, and analyze the role of Influencer in moderating the relationship between 
Content Marketing and Impulse Buying. This study was motivated by the 
development of digital marketing through social media, which encourages 
companies to utilize content marketing and influencer marketing to influence 
consumer behavior, particularly impulse buying behavior. This study employed a 
quantitative approach using a survey method. The sample consisted of 120 
respondents selected through purposive sampling. The respondents were active 
TikTok users aged at least 17 years, domiciled in Indonesia, had viewed Skintific 
content and influencer promotional content on TikTok, and had purchased 
Skintific products at least once. Data were collected through an online 
questionnaire using Google Forms and analyzed using IBM SPSS Statistics 27 
with Moderated Regression Analysis (MRA). The results showed that Content 
Marketing had a positive and significant effect on Impulse Buying, with a 
significance value of 0.007. Influencer had a negative and significant effect on 
Impulse Buying, with a significance value of 0.020. Furthermore, the interaction 
between Content Marketing and Influencer had a negative and significant effect 
on Impulse Buying, with a significance value of 0.003. These findings indicate 
that Influencer negatively moderates the relationship between Content Marketing 
and Impulse Buying, suggesting that the presence of Influencer tends to weaken 
the effect of Content Marketing on consumers' impulse buying behavior toward 
Skintific products on TikTok. The moderated research model obtained an R Square 
value of 0.559, indicating that Content Marketing, Influencer, and their 
interaction explained 55.9% of the variance in Impulse Buying. 

Keywords: Content Marketing, Influencer, Impulse Buying, TikTok, Skintific, 
Digital Marketing. 
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