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ABSTRAK 

Penelitian ini betujuan untuk menganalisis pengaruh siaran langsung dan konten 

review terhadap keputusan pembelian konsumen TikTok Shop pada mahasiswa 

fakultas ekonomi universitas indo global mandiri, Kecamatan Ilir Tim. 

I,KotaPalembang.Teknik analisis yang digunakan adalah analisis linier berganda 

yang diolah dengan menggunakan bantuan program komputer Statistical Product and 

Service Solution (SPSS) versi 25. Berdasarkan hasil uji hipotesis parsial t pada 

variabel siaran langsung menunjukan bahawa nilai 6,694 > 1,968 dengan nilai 

signifikansi 0,000 < 0,05, dan konten review menunjukan nilai 10,698 > 1,968 

dengan nilai signifikansi 0,000 < 0,05 menunjukan bahwa hipotesis Siaran Langsung 

dan Konten Reviewberpengaruh positif dan signifikan terhadap Keputusan Pembelian 

Konsumen. Berdasarkan hasil uji koefisien regresi berganda diperoleh persamaan 

akhir yaitu Y= 5,868 + 0,635 X1 + 0,539 X2 + e. Berdasarkan hasil perhitungan 

koefisien determinasi (R2), diketahui besar pengaruhsiaran lansung dan konten 

reviewterhadap keputusan pembelian konsumen TikTok Shop pada mahasiswa 

fakultas ekonomi universitas indo global mandiri, Kecamatan Ilir Tim. I,Kota 

Palembang adalah sebesar 77%, dan. Berdasarkan hasil perhitungan uji F hipotesis di 

terima jika Fhtung >Ftabel atau 442.383 > 3,03 sehingga dengan demikian hipotesis 

Ha diterima yang berada pada korelasi tinggi, atau dengan kata lain, ada pengaruh 

positif dan signifikansiaran langsung dan konten review terhadap terhadap keputusan 

pembelian konsumen TikTok Shop pada mahasiswa fakultas ekonomi universitas 

indo global mandiri, Kecamatan Ilir Tim. I,Kota Palembang. 

Kata Kunci: Siaran Langsung, Konten Review, Pembeli 
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ABSTRACT 

This study aims to analyze the effect of live streaming and review content on TikTok 

Shop consumer purchasing decisions for students of the economics faculty of indo 

global mandiri university, Ilir Tim District. I, Palembang City. The analysis technique 

used is multiple linear analysis which is processed using the help of the Statistical 

Product and Service Solution (SPSS) computer program version 25. Based on the 

results of the partial t hypothesis test on the live streaming variable, it shows that the 

value is 6.694> 1.968 with a significance value of 0.000 <0.05, and the review 

content shows a value of 10.698> 1.968 with a significance value of 0.000 <0.05, 

indicating that the Live Streaming and Review Content hypotheses have a positive 

and significant effect on Consumer Purchasing Decisions. Based on the results of the 

multiple regression coefficient test, the final equation is Y = 5.868 + 0.635 X1 + 

0.539 X2 + e. Based on the results of the calculation of the coefficient of 

determination (R2), it is known that the influence of live streaming and review 

content on TikTok Shop consumer purchasing decisions on students of the economics 

faculty of indo global independent university, Ilir Tim District. I, Palembang City is 

77%, and. Based on the results of the F test calculation, the hypothesis is accepted if 

Fhtung> Ftabel or 442.383> 3.03 so that the Ha hypothesis is accepted which is in a 

high correlation, or in other words, there is an influence of live streaming and review 

content on TikTok Shop consumer purchasing decisions on students of the economics 

faculty of indo global independent university, Ilir Tim District. I, Palembang City. 

Keywords:Live Streaming, Review Content, Purchase. 
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