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Abstract 

This study aims to analyzel thel influelncel of Influelncelr Markelting on Purchasel 

Delcisions for Glad2Glow products on thel TikTok platform in Bandung City. 

Thel background of thel study is baseld on thel rapid delvellopmelnt of social commelrcel 

and thel increlasing usel of TikTok as a digital markelting meldium, elspelcially in thel 

skincarel industry. Thel prelselncel of influelncelrs is considelreld capablel of building 

attelntion, trust, and influelncing consumelr delcisions in making product purchasels. 

This study usels a quantitativel approach with an elxplanatory relselarch typel. Data 

welrel obtaineld by distributing quelstionnairels to 124 relspondelnts who livel in 

Bandung City, arel activel TikTok uselrs, and havel seleln promotional contelnt for 

Glad2Glow products. Thel sampling telchniquel useld purposivel sampling. Data 

welrel analyzeld using delscriptivel analysis and simplel linelar relgrelssion to telst thel 

influelncel of Influelncelr Markelting variablels on Purchasel Delcisions. Thel relsults 

showeld that relspondelnts' pe lrcelptions of Influelncelr Markelting welrel in thel good 

catelgory. Consumelr purchasing delcisions also showeld a positivel trelnd aftelr 

obtaining information from promotional contelnt on TikTok. Thel relsults of simplel 

linelar relgrelssion produceld thel elquation Y = 37.433 + 0.812X which indicatels 

that Influelncelr Markelting has a positivel influelncel on Purchasel Delcisions. Thel 

relsults of thel hypothelsis telst showeld a calculateld t-valuel of 19.218, which is grelatelr 

than thel t-tablel valuel of 1.980, with a significancel valuel of 0.000 < 0.05. 

Thelrelforel, H₀ is reljelcteld and H₁ is accelpteld. Furthelrmorel, the l correllation valuel 

of 0.867 indicatels a velry strong rellationship beltweleln Influelnce lr Markelting and 

Purchasel Delcisions. Thel coelfficielnt of deltelrmination (R²) of 0.752 indicatels that 

Influelncelr Markelting elxplains 75.2% of thel variation in Purchasel Delcisions, 

whilel thel relmaining 24.8% is influelnceld by factors outsidel thel study. 

Baseld on thel relsults of thel study, it can bel concludeld that Influelncelr Markelting 

has a positivel and significant influelncel on Purchasel Delcisions for Glad2Glow 

products on thel TikTok platform in Bandung City. This finding indicatels that 

markelting stratelgiels through influelncelrs arel a crucial factor in increlasing consumelr 

purchasel delcisions in thel skincarel industry. 

 
INTRODUCTION 

Advancels in intelrne lt te lchnology havel transforme ld pe loplel's buying and sellling habits and 
drive ln the l de lve llopme lnt of the l conce lpt of social comme lrcel, name lly the l inte lgration of social me ldia 
and comme lrcel. According to Jamil e lt al. (2024), one l form of social commelrce l that is growing 
rapidly is TikTok Shop, whilel Yanti elt al. (2023) state l that TikTok Shop has belcomel onel of thel 
most popular online l shopping platforms in Indone lsia. This changel is drive ln by digitalization, 
which elnablels more l pe lrsonalizeld and participatory inte lractions beltwe leln businelssels and 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj
mailto:enggelyuliana@student.telkomuniversity.ac.id
mailto:lenicahyani@telkomuniversity.ac.id
mailto:almasyifamaulidina@telkomuniversity.ac.id


Enggel Yuliana, et.al 

The Influence Marketing on Purchasing Decisions on the TikTok Platform … 

https://e ljournal.iainpalopo.ac.id/indelx.php/alkharaj                                       15187 

   

consumelrs. ELrlangga elt al. (2024) elxplain that e lxpe lrie lncel-baseld consumption is belginning to 
re lplacel traditional consumption patte lrns as socie lty's digital connelctivity increlasels, making 
te lchnology a crucial factor in the l growth of Indone lsia's digital markelt. 

Thel growth of social me ldia has also strelngthe lne ld TikTok's position as an influelntial 
platform in pe loplel's livels. According to Montag elt al. (2021), platforms likel Instagram, YouTubel, 
and TikTok arel useld to me lelt ne le lds for e lnte lrtainme lnt, information, social inte lraction, elducation, 
and e lveln e lconomic activity. TikTok has a relcomme lndation systelm that can tailor conte lnt baseld 
on uselr inte lre lsts through its For You Page l (FYP). Zhang and Liu (2021) e lxplain that this capability 
allows for broadelr conte lnt distribution whilel incre lasing uselr e lngagelme lnt and loyalty. This makels 
TikTok an elffe lctivel me ldium for brands and influe lncelrs to build re llationships with consumelrs. 

Data from Wel Are l Social (2025) shows that Indone lsia has thel largelst numbe lr of TikTok 
uselrs in thel world. Thel numbe lr of TikTok uselrs in Indone lsia relacheld 194.37 million in July 2025, 
surpassing thel Unite ld State ls and Brazil. Furthe lrmore l, according to Data.ai, as citeld by Yogiana elt 
al. (2025), TikTok had ove lr 1.9 billion monthly active l uselrs globally in 2024. This largel uselr basel 
indicatels that TikTok has significant potelntial as a digital markelting meldium, particularly in thel 
skincarel industry, which utilizels short-form vide lo conte lnt on the l Facelbook Pagel (FYP) to attract 
consumelr atte lntion. 

Along with this delve llopme lnt, thel skincarel industry in Indone lsia is also elxpelrie lncing rapid 
growth. Thel growing public awarelne lss of sellf-care l has leld to incre lasingly fie lrcel compe ltition 
be ltwele ln local and inte lrnational brands. To gain an e ldgel, many companiels are l utilizing influe lncelr 
marke lting stratelgiels. According to Pan e lt al. (2024), influe lncelr marke lting is a form of marke lting 
that le lvelrage ls a pelrson's influe lncel on social meldia to promote l a product or se lrvicel. Che l Well e lt al. 
(2024) e lxplain that influelncelrs play a rolel not only as a melans of communication be ltwele ln brands 
and consumelrs but also as a melans of building brand imagel and influelncing purchasing delcisions. 
Anggraini elt al. (2024) found that promotions conducteld by influe lncelrs can increlasel consumelr 
purchasel intelre lst by up to 89.7%, whilel Anggraini and Ahmadi (2024) stateld that influelncelrs can 
attract consumelr atte lntion and improve l purchasing de lcisions. 

One l brand imple lme lnting this stratelgy is Glad2Glow, which selle lcteld Syifa Hadju as its brand 
ambassador. According to Huselin (2025), Syifa Hadju was sellelcte ld baseld on he lr imagel suitability, 
natural belauty, deldication, and achielvelme lnts, which align with Glad2Glow's brand valuels. In telrms 
of audie lncel re lach, Syifa Hadju has approximatelly 21.9 million Instagram followe lrs, whilel 
Glad2Glow's official account has approximatelly 723,000 followelrs. This makels Syifa Hadju onel of 
the l brand ambassadors with the l largelst audielncel re lach compareld to selve lral othe lr skincarel brands. 
This largel numbe lr of followelrs indicatels strong pote lntial for e lxpanding the l distribution of 
promotional me lssagels and influe lncing consumelr pe lrcelptions of Glad2Glow products. 

In addition to he lr e lxte lnsive l re lach, Syifa Hadju is also considelre ld to posselss attractivelne lss, 
cre ldibility, popularity, and e lxcelllelnt communication skills in convelying product information. The lsel 
charactelristics makel promotional melssagels morel re ladily accelpte ld by consume lrs, as thely telnd to 
trust we lll-known and welll-likeld figure ls. In the l conte lxt of digital marke lting, this indicatels that Syifa 
Hadju's prelselncel has the l pote lntial to influe lncel consumelr purchasing delcisions for Glad2Glow 
products, particularly through thel TikTok platform, which relliels on visual and inte lractivel contelnt. 

Glad2Glow's succelss is also elvide lnt in its salels pe lrformance l. According to Fitriawati and 
Muanas (2025), baseld on Compas Markelt Insight Dashboard data from August 8–14, 2024, 
Glad2Glow succelssfully be lcamel onel of the l belst-se llling skincarel products, with salels relaching 6,000 
units and a markelt sharel of 10.1%, highelr than se lvelral of its compeltitors. This achielvelme lnt 
de lmonstratels Glad2Glow's strong position in thel Indone lsian skincarel marke lt. 

According to barta et al. (2023), original and entertaining content can create a positive 
experience, making followers more receptive to recommendations from influencers. Similarly, yang 
et al. (2021) explain that credibility and trust in influencers can increase consumer loyalty, purchase 
intention, and the desire to recommend products to others. Therefore, syifa hadju's presence on 
tiktok not only serves to introduce products but also build consumer closeness and trust in 
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glad2glow. This relationship can also be explained by the source credibility theory, which suggests 
that the effectiveness of a communication message depends on the perceived credibility of its 
source. Influencers who are considered trustworthy, attractive, and knowledgeable are more likely 
to persuade consumers and positively influence their purchasing decisions (ohanian, 1990). 
Moreover, the meaning transfer model proposed by mccracken (1989) explains that celebrities 
transfer symbolic meanings, such as personality, lifestyle, and values, to the brands they endorse. 
As a result, consumers may develop more favorable perceptions of a brand when it is represented 
by a celebrity whose image aligns with the brand's identity. These theories provide a strong 
conceptual foundation for understanding how influencer marketing can shape consumer behavior 
in the digital marketplace. 

However, research on the effectiveness of influencer marketing has yielded conflicting 
findings. Sari et al. (2024), levina et al. (2023), astuti et al. (2025), and fatimah et al. (2025) found 
that influencer marketing had a positive and significant effect on interest in and purchasing 
decisions for skincare products. However, budiman et al. (2024), wijaya and keni (2022), rahmalida 
and susan (2025), and nabila et al. (2025) showed that this influence is not always significant 
because it can be influenced by other factors such as brand trust, brand image, brand awareness, 
price, and consumer attitudes toward the brand. The differences in these research results indicate 
that the effectiveness of influencer marketing still requires further study. In addition, previous 
studies have primarily examined influencer marketing across different brands, industries, or social 
media platforms without specifically focusing on how celebrity endorsements operate within 
tiktok's unique ecosystem. Since tiktok relies heavily on personalized algorithms, short-form video 
content, and high levels of user engagement, consumers may respond differently to influencer 
marketing compared to other social media platforms. Therefore, the effectiveness of influencer 
marketing on tiktok remains an important area for further investigation. 

Furthermore, previous research has indeed discussed the influence of influencer marketing 
on glad2glow and other skincare products. However, research specifically examining the influence 
of influencer marketing through syifa hadju on purchasing decisions for glad2glow products on 
the tiktok platform with consumer respondents in bandung city has not yet been found. The 
differences in research objects, platforms, dependent variables, and research locations indicate a 
research gap that requires further investigation. Therefore, this study was conducted to determine 
the extent to which influencer marketing conducted by syifa hadju through tiktok can influence 
consumer purchasing decisions for glad2glow products in bandung. 

Baseld on this background, the l obje lctivels of this study arel: (1) To analyzel the l pelrce lptions 
and conditions of influe lncelr marke lting. (2) To de ltelrmine l and analyzel consumelr purchasing 
de lcisions for Glad2Glow products. (3) To te lst and analyzel the l influe lnce l of influe lncelr marke lting 
on consumelr purchasing de lcisions for Glad2Glow products on the l TikTok platform. 
 
Research Hypothesis 

Baseld on the l concelptual frame lwork outlineld, the l re lselarch hypothelse ls arel as follows: 
H₀ (Null Hypothelsis): Influe lncelr markelting doe ls not significantly influelnce l purchasing delcisions 

for Glad2Glow products on the l TikTok platform. 
H₁ (Altelrnative l Hypothelsis): Influe lncelr marke lting has a positivel and significant influelncel on 

purchasing delcisions for Glad2Glow products on the l TikTok platform.. 
 
METHODS 

This study elmploys a quantitativel me lthodology to asselss thel impact of influe lncelr marke lting 
on TikTok uselrs' delcisions to buy Glad2Glow itelms. Ghanad (2023) delfine ls quantitativel re lselarch 
as a scielntific me lthod that usels objelctivel nume lrical data and statistical analysis to invelstigatel 
corre llations beltwele ln variable ls elmpirically. A Likelrt-scalel que lstionnairel, which is uselful for gauging 
re lspondelnts' attitudels and pe lrcelptions, was useld to collelct data (Atika elt al., 2025). This study aims 
to clarify the l causal links be ltwele ln variablels through e lxplanatory relselarch. Thamrin (2021) e lxplains 
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that e lxplanatory relselarch in digital markelting can he llp undelrstand how influelncelr cre ldibility and 
conte lnt charactelristics influe lncel consumelr be lhavior, whilel Chel We ll elt al. (2024) e lmphasizel that a 
quantitativel approach is commonly useld in influe lnce lr marke lting studiels be lcausel it can obje lctivelly 
me lasurel re llationships beltwele ln variablels through statistical analysis. 

Thel dime lnsions of homophily, elxpe lrtisel, trustworthine lss, creldibility, congrue lncel with thel 
product, e lnte lrtainme lnt valuel, informative l value l, and attractivelne lss arel use ld to me lasurel the l 
inde lpelnde lnt variablel in this study, which is influelncelr marke lting. buy Delcision, on thel othe lr hand, 
is thel de lpe lndelnt variablel and is deltelrmine ld by factors such as product selle lction, brand selle lction, 
sellle lr sellelction, buy timing, purchasel amount, and paymelnt mode l. A 5-point Like lrt scalel is useld 
to me lasurel e lach indicator. According to Bourde lau e lt al. (2024), the l Like lrt scalel is the l most 
commonly useld me lthod for me lasuring consumelr pe lrcelptions, motivations, and e lvaluations, whilel 
Chel We ll elt al. (2024) statel that this scalel is widelly useld in influe lncelr marke lting re lselarch on TikTok. 

Thel study population was all TikTok uselrs in Bandung City who had vie lweld Glad2Glow 
promotional conte lnt from influe lncelrs. According to Shukla (2020), a population is all individuals 
with celrtain charactelristics who arel thel focus of the l study. Thel samplel was se llelcte ld using a non-
probability sampling telchnique l with a purposivel sampling melthod. Relsponde lnts welre l sellelcte ld 
using relspondelnts who relsideld in Bandung City, we lre l at lelast 17 yelars old, welre l activel TikTok 
uselrs, and had vielweld Glad2Glow promotional conte lnt. Hanifah elt al. (2024) state ld that purposivel 
sampling is elffe lctive l in digital markelting re lselarch that re lquire ls re lsponde lnts with spelcific 
e lxpelrie lncel. Thel samplel sizel was delte lrmine ld using the l Cochran formula for an unknown 
population, re lsulting in a minimum of 97 re lspondelnts, theln rounde ld up to 100. 

Primary and selcondary data madel up thel relselarch data. A Googlel Forms-baseld online l survely 
was useld to collelct primary data. Likelrt que lstions are l uselful for obje lctivelly gauging relspondelnts' 
opinions and vielws, claim Kagelrbauelr and Magdoleln (2024). Journals, scholarly papelrs, re lselarch 
re lports, and othe lr publications around influe lncelr marke lting and consumelr be lhaviour welre l the l 
sourcels of se lcondary data. Nurrohmah and Gunawan (2021) asselrt that lite lrature l re lvie lws 
contribute l to the l validity and conce lptual frame lwork of quantitative l re lselarch. In addition to 
que lstionnairels, thel re lselarch was also supporteld by obselrvations, library relselarch, and limiteld 
inte lrvie lws. Wijaya (2021) e lxplains that obselrvation allows relselarchelrs to unde lrstand consumelr 
be lhavior direlctly, whilel Rahman and Widyastuti (2022) statel that inte lrvielws can providel a de lelpe lr 
unde lrstanding of relsponde lnts' elxpelrie lncels and pelrce lptions. 

De lscriptivel and infelre lntial analysis welre l useld to analysel the l data. By calculating melans, 
pe lrcelntage ls, and fre lquelncy distributions, delscriptive l analysis was utilise ld to charactelrise l 
re lspondelnt charactelristics and thel patte lrns of answelrs to re lselarch variablels. Additionally, as thelre l 
was only onel inde lpelnde lnt variablel and one l de lpe lndelnt variable l in the l study, simplel line lar 
re lgre lssion was useld for infe lre lntial analysis. As part of the l traditional assumption te lst, a normalcy 
te lst was carrield out be lfore l thel re lgre lssion telsting. To ascelrtain the l impact of influe lncelr marke lting 
on purchasing delcisions, a t-te lst was useld for hypothe lsis telsting at a significancel lelve ll of 0.05. 
Additionally, thel contribution of Influe lncelr Marke lting to thel elxplanation of changels in customelr 
purchasing delcisions about Glad2Glow ite lms on TikTok was melasureld using the l coe lfficielnt of 
de ltelrmination (R²). 
 
RESULTS AND DISCUSSION 
Data Analysis and Interpretation 
Validity Testing 

A que lstionnairel's validity is asselsseld through validity te lsting. If a que lstionnaire l's quelstions 
can indicatel what thel quelstionnairel is melant to melasurel, it is delelme ld valid (Ghozali, 2016). An 
ite lm's authelnticity can bel ascelrtaine ld by comparing its scorel to the l ove lrall score l. Thel instrume lnt 
ite lm can bel de le lme ld lelgitimate l if the l corre llation coe lfficie lnt (r) is le lss than 0.05. On the l othe lr hand, 
the l instrumelnt ite lm is invalid and nelelds to bel changeld or e lliminate ld if thel corre llation r is morel 
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than 0.05. IBM SPSS ve lrsion 25 is a computelr program useld as a me lasurelme lnt tool in validity 
te lsting. 

In this study, thel ite lm had an N valuel of 124. Thel R tablel was delte lrmine ld by looking at thel 
probability using a two-taile ld telst with a significance l lelvell of 0.05. Nelxt, thel de lgrele ls of frele ldom 
(df) we lre l calculateld, i.el., df = n-2. Thelre lfore l, the l value l of df = 124–2 = 122 is known. Thel R tablel 
for the l validity te lst in this analysis is 0.176. Thel comple ltel validity te lst can be l se leln in the l following 
tablel: 

 

Validity of the Influencer Marketing Variable (X) 

Table 1. Validity of the Influencer Marketing Variable 
Variable Rcount Rtable Description 

Influelncelr Markelting (X)    

X1 0l,50l6 0l,176 Valid 

X2 0l,579 0l,176 Valid 

X3 0l,588 0l,176 Valid 

X4 0l,612 0l,176 Valid 

X5 0l,627 0l,176 Valid 

X6 0l,652 0l,176 Valid 

X7 0l,536 0l,176 Valid 

X8 0l,570l 0l,176 Valid 

X9 0l,629 0l,176 Valid 

X10l 0l,654 0l,176 Valid 

X11 0l,541 0l,176 Valid 

X12 0l,558 0l,176 Valid 

X13 0l,650l 0l,176 Valid 

X14 0l,615 0l,176 Valid 

X15 0l,630l 0l,176 Valid 

X16 0l,497 0l,176 Valid 

X17 0l,563 0l,176 Valid 

X18 0l,543 0l,176 Valid 

X19 0l,632 0l,176 Valid 

X20l 0l,579 0l,176 Valid 

X21 0l,450l 0l,176 Valid 

X22 0l,483 0l,176 Valid 

X23 0l,551 0l,176 Valid 

X24 0l,468 0l,176 Valid 

X25 0l,553 0l,176 Valid 

X26 0l,50l8 0l,176 Valid 

X27 0l,631 0l,176 Valid 

X28 0l,518 0l,176 Valid 

X29 0l,482 0l,176 Valid 

X30l 0l,515 0l,176 Valid 

X31 0l,549 0l,176 Valid 

X32 0l,523 0l,176 Valid 

X33 0l,587 0l,176 Valid 

X34 0l,530l 0l,176 Valid 

X35 0l,613 0l,176 Valid 

X36 0l,562 0l,176 Valid 

X37 0l,570l 0l,176 Valid 

X38 0l,620l 0l,176 Valid 
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X39 0l,637 0l,176 Valid 

X40l 0l,720l 0l,176 Valid 

X41 0l,727 0l,176 Valid 

X42 0l,687 0l,176 Valid 

X43 0l,515 0l,176 Valid 

X44 0l,611 0l,176 Valid 

X45 0l,543 0l,176 Valid 

X46 0l,524 0l,176 Valid 

X47 0l,595 0l,176 Valid 

X48 0l,568 0l,176 Valid 

Source l: Data Procelsseld by thel Author 

All of the l 48 data points on variablel X—influe lncelr marke lting—arel le lgitimate l, according 
to the l validity telst relsults in thel tablel abovel. This is due l to thel fact that thel compute ld R corre llation 
valuel is highelr than the l 0 l.176 tablel R valuel. 

 

 Validity of the Purchase Decision Variable (Y) 

Table 2. Validity of Purchase Decision Variables 
Variable Rcount Rtable Description 

Purchasel Delcision (Y)    

Y1 0l,567 0l,176 Valid 

Y2 0l,463 0l,176 Valid 

Y3 0l,556 0l,176 Valid 

Y4 0l,60l0l 0l,176 Valid 

Y5 0l,60l5 0l,176 Valid 

Y6 0l,631 0l,176 Valid 

Y7 0l,512 0l,176 Valid 

Y8 0l,541 0l,176 Valid 

Y9 0l,531 0l,176 Valid 

Y10l 0l,495 0l,176 Valid 

Y11 0l,522 0l,176 Valid 

Y12 0l,452 0l,176 Valid 

Y13 0l,626 0l,176 Valid 

Y14 0l,50l4 0l,176 Valid 

Y15 0l,453 0l,176 Valid 

Y16 0l,50l7 0l,176 Valid 

Y17 0l,453 0l,176 Valid 

Y18 0l,580l 0l,176 Valid 

Y19 0l,474 0l,176 Valid 

Y20l 0l,458 0l,176 Valid 

Y21 0l,599 0l,176 Valid 

Y22 0l,569 0l,176 Valid 

Y23 0l,529 0l,176 Valid 

Y24 0l,580l 0l,176 Valid 

Y25 0l,60l0l 0l,176 Valid 

Y26 0l,589 0l,176 Valid 

Y27 0l,723 0l,176 Valid 

Y28 0l,614 0l,176 Valid 

Y29 0l,625 0l,176 Valid 

Y30l 0l,482 0l,176 Valid 

Y31 0l,525 0l,176 Valid 

Y32 0l,457 0l,176 Valid 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Enggel Yuliana, et.al 

The Influence Marketing on Purchasing Decisions on the TikTok Platform … 

https://e ljournal.iainpalopo.ac.id/indelx.php/alkharaj                                       15192 

   

Y33 0l,425 0l,176 Valid 

Y34 0l,463 0l,176 Valid 

Y35 0l,587 0l,176 Valid 

Y36 0l,485 0l,176 Valid 

Y37 0l,491 0l,176 Valid 

Y38 0l,399 0l,176 Valid 

Y39 0l,357 0l,176 Valid 

Y40l 0l,480l 0l,176 Valid 

Y41 0l,550l 0l,176 Valid 

Y42 0l,498 0l,176 Valid 

Y43 0l,528 0l,176 Valid 

Y44 0l,539 0l,176 Valid 

Y45 0l,610l 0l,176 Valid 

Y46 0l,557 0l,176 Valid 

Y47 0l,50l4 0l,176 Valid 

Y48 0l,549 0l,176 Valid 

Source l: Data Procelsseld by thel Author 

All of the l 48 data points on variablel Y—purchasing delcisions—arel valid, according to thel 
validity telst relsults in thel above l tablel. This is duel to the l fact that thel computeld R correllation valuel 
is highelr than the l 0l.176 R tablel. 

 

Reliability Test 

Relliability telsting is pelrforme ld to show and provel that a data instrumelnt is sound elnough to 
be l elmployeld as a data gathe lring tool (Sugiyono, 20l19). Wheln thel Cronbach's Alpha valuel is morel 
than 0l.6, the l alpha coelfficie lnt is re lgardeld as re lliablel. IBM SPSS ve lrsion 25 will be l useld to calculatel 
the l data. Thel re lsults of the l re lliability telst for e lach variablel can bel sele ln in the l following tablel: 

Table 3. Reliability of X 
Reliability Statistics 

Cronbach's Alpha N of Itelms 

.957 48 

Thel re lliability telst analysis for the l influe lncelr marke lting variablel (X) produceld a re lliablel valuel 
with a Cronbach's Alpha of 0l.957, as thel table l above l illustratels. If a variablel's Cronbach's Alpha 
valuel is more l than 0l.6, it is dele lme ld delpe lndablel ge lne lrally. 

 

Table 4. Reliability of Y 
Reliability Statistics 

Cronbach's Alpha N of Itelms 

.946 48 

Thel re lliability telst analysis for the l purchasing choice l variablel (Y) produce ld a re lliablel valuel 
with a Cronbach's Alpha valuel of 0l.946, according to the l above l table l. If a variablel's Cronbach's 
Alpha valuel is gre latelr than 0l.6, it indicatels that thel te lst itelm as a wholel is delpe lndablel. 
 
Classical Assumption Test Results 
1. Normality Test 

Thel purposel of the l normality telst is to ascelrtain whelthe lr the l relsiduals or confounding 
variablels in the l re lgre lssion mode ll havel a normal distribution. If both the l inde lpelnde lnt and 
de lpelnde lnt variablels havel a normal distribution, the l relgre lssion elquation is de lelme ld satisfactory 
(Ghozali, 20l16). Thel IBM SPSS ve lrsion 25 statistics program was useld to cre latel a normal 
probability plot for the l normality te lst. This study use ld the l One l Samplel Kolmogorov-Smirnov te lst 
with a significancel le lvell of 0l.0l5, with thel following de lcision-making procelss: 
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1. If the l sig valuel is >0l.0 l5, the l data is normally distribute ld. 
2. If the l sig valuel is <0l.0 l5, the l data is not normally distribute ld. 

 
Table 5. Normality Test Results 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardizeld Re lsidual 

N 124 

  

Normal Parame lte lrsa,b Me lan .0l0l0l0l0l0l0l 

Std. De lviation 9.64457334 

Most E Lxtre lmel Diffe lre lnce ls Absolutel .0l58 

Positivel .0l57 

Ne lgativel -.0l58 

Telst Statistic .0l58 

Asymp. Sig. (2-taileld) .20l0l

c,d 

a. Telst distribution is Normal. 

b. Calculateld from data. 

c. Lillielfors Significancel Corre lction. 

d. This is a lowelr bound of the l true l significancel. 

Source l: Data Procelsseld by thel Author 
Thel N value l for the l normalcy telst is 124 baseld on Tablel 5 above l. According to the l te lst 

re lsults, thel de lriveld Asymp Sig. (2-taileld) valuel is 0.200, which is highelr than 0.05. Conselquelntly, 
this analysis shows that the l data has a normal distribution. 
 
1. Linearity Test 

Thel line larity telst aims to de ltelrmine l whe lthe lr the l obtaine ld re lgrelssion elquation is linelar. If the l 
re lsults indicatel it is not line lar, thel re lgre lssion analysis cannot procele ld. Thel crite lria for the l line larity 
te lst arel: 
1. Significant Delviation from Line larity >0.05, indicating thel mode ll is linelar. 
2. Significant Delviation from Line larity ≤0.05, indicating thel mode ll is nonlinelar. 

Thel re lsults of thel line larity te lst analysis can bel sele ln in the l tablel be llow: 
 

Table 6. Linearity Test 
ANOVA Table 

 
Sum of 
Squarels df 

Melan 
Squarel F Sig. 

Purchasel Delcisions * 
Influelncelr Markelting 

Beltweleln 
Groups 

(Combineld) 40461.977 56 722.535 8.621 .000 

Linelarity 34636.255 1 34636.255 413.257 .000 

Delviation from 
Linelarity 

5825.722 55 105.922 1.264 .180 

Within Groups 5615.467 67 83.813   

Total 46077.444 123    

Source l: Data Procelsseld by thel Author 
Thel tablel abovel displays the l significancel valuel of the l Delviation from Line larity beltwele ln thel 

influe lncelr marke lting variablel and the l purchasing de lcision variablel, which is 0.180, according to 
the l line larity te lst re lsults. The l corre llation be ltwele ln the l inde lpe lndelnt and de lpe lnde lnt variable ls is linelar 
if the l significancel valuel is more l than 0.05, according to the l de lcision-making crite lrion. 
 
1. Heteroscedasticity Test 

In a line lar re lgre lssion mode ll, the l he lte lrosceldasticity te lst de lte lrmine ls if the l variancels of the l 
re lsiduals for e lach obse lrvation are l une lqual. Wheln the l variancels of the l e lrrors for e lve lry obse lrvation 
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of e lach indelpelnde lnt variable l in a relgre lssion modell are l une lqual, this is known as helte lrosceldasticity. 
Finding out if the lre l is inelquality in thel variancels of the l re lsiduals beltwele ln selve lral obselrvations in 
the l re lgre lssion modell is the l goal of thel he lte lrosceldasticity telst. A delcelnt re lgre lssion modell is onel 
that doe ls not show helte lrosceldasticity, according to Ghozali (2018). Thel Gle ljse lr Telst was utiliseld 
in this study's heltelrosce ldasticity telst. Thel following tablel displays thel te lst re lsults. 

 
Table 7. Heteroscedasticity Test 

Coefficientsa 

Modell 

Unstandardizeld 
Coelfficielnts 

Standardizeld 
Coelfficielnts 

t Sig. B Std. ELrror Belta 

1 (Constant) 11.597 5.179  2.239 .027 

Influelncelr Markelting -.019 .025 -.068 -.753 .453 

a. Delpelndelnt Variablel: ABS_RELS 

Source l: Data Procelsseld by thel Author 
According to the l pre lce lding table l, the l significant valuel of variable l X, influe lncelr marke lting, 

is 0.453 according to thel he ltelrosce ldasticity telst re lsults using thel Gleljselr te lst. This numbelr is highelr 
than 0.05. Conselquelntly, this study shows that the l re lgre lssion modell doe ls not contain 
he ltelrosce ldasticity. 

 
 

Simple Linear Regression Analysis 
A straightforward line lar re lgre lssion analysis can be l useld to ascelrtain the l impact of the l 

inde lpelnde lnt variablel, influe lncelr marke lting, on the l de lpe lndelnt variable l, purchasing delcisions. A 
compute lr running SPSS (Statistical Program for Social Scielncel) velrsion 25 was useld to administelr 
this telst. Thel outcome ls are l as follows: 

 
Table 8. Simple Linear Regression Analysis 

Coefficientsa 

Mode ll 

Unstandardizeld 
Coelfficie lnts 

Standardizeld 
Coelfficie lnts 

t Sig. B Std. E Lrror Belta 

1 (Constant) 37.433 8.720  4.293 .000 

Influe lnce lr 
Marke lting 

.812 .042 .867 19.218 .000 

a. Delpe lnde lnt Variablel: Buying delcision 

Source l: Data Procelsseld by thel Author 
Baseld on Tablel 8, the l following simplel line lar re lgre lssion elquation mode ll can be l obtaineld: 

Y = 37.433 + 0.812 X + Ɛ 
This elquation can bel inte lrpre lte ld as follows:  
1. According to thel pre lcelding elquation, thel constant valuel (a) is 37.433, which indicatels that thel 
purchasel de lcision valuel is 37.433 if the l influe lncelr marke lting variable l has a valuel of 0.  
2. Thel influelnce lr markelting variablel (X) has a coelfficielnt valuel of 0.812, which indicatels that a 1 
incre lasel in influe lncelr marke lting would relsult in a 0.812 risel in purchasel de lcisions. Purchasel 
de lcisions and influelnce lr marke lting havel a positivel re lgre lssion coelfficie lnt. This suggelsts that morel 
influe lncelr marke lting will re lsult in morel purchasels. 

 
Coefficient of Determination (R2) 

Thel re lsults of the l simple l linelar re lgre lssion analysis also produce ld a coelfficie lnt of 
de ltelrmination value l of R2. This valuel can bel sele ln in the l following tablel. 

Table 9. Coefficient of Determination 
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Model Summaryb 

Mode ll R R Squarel Adjusteld R Squarel 
Std. E Lrror of the l 

E Lstimatel 

1 .867a .752 .750 9.68402 

a. Pre ldictors: (Constant), Influe lncelr Marke lting 

b. De lpelnde lnt Variablel: Purchasel De lcicion 

Source l: Data Procelsseld by thel Author 
According to Tablel 9, thel R-squarel column displays thel coelfficie lnt of de lte lrmination (R2), 

which is 0.752. This value l shows that thel influelnce lr markelting variablel significantly affelcts thel 
purchasing delcision variable l of 0.752 (75.2%), with othe lr variablels outside l thel study modell 
influe lncing thel re lmaining 24.8%. 

 
Hypothesis Testing 
1. F-Test 

Thel re lsults of thel simultane lous telsting in this analysis can bel sele ln in thel following tablel. 
Table 10. F-Test 

ANOVAa 

Modell 
Sum of 
Squarels df Melan Squarel F Sig. 

1 Relgrelssion 34636.255 1 34636.255 369.334 .000b 

Relsidual 11441.189 122 93.780   

Total 46077.444 123    

a. Delpelndelnt Variablel: Purchasel Delcision 

b. Preldictors: (Constant), Influelncelr Markelting 

Source l: Data Procelsseld by thel Author 
Tablel 10 abovel shows that the l Ftablel valuel is 3.919 with df (n1) = 1 and df (n2) = 122. As 

a re lsult, thel simultanelous te lst, ofteln known as thel F-te lst, producels an F-count of 369.334 and an 
F-table l of 3.919. With a significancel le lvell of 0.000 < α 0.05, this valuel shows that F-count > F-
tablel. Influe lnce lr marke lting, the l inde lpelnde lnt variablel, has an ovelrall impact on purchasing 
de lcisions as thel de lpelnde lnt variablel, according to thel hypothelsis, which reljelcts H0 and accelpts H1. 
 
1. T-Test 

To show how much elach inde lpe lndelnt variable l affe lcts thel de lpe lndelnt variable l selparatelly, 
hypothe lsis telsting is done l. Thel hypothe lsis telst was elmploye ld in this study to ascelrtain how 
influe lncelr marke lting affe lcteld consumelrs' de lcisions to buy. Thel inde lpelnde lnt variablel affe lcts thel 
de lpelnde lnt variablel if thel computeld t-valuel is highe lr than thel t-valuel. The l following arel thel 
hypothe lsis telst's findings: 

 
Table 11. T-Test Analysis Results 

Coefficientsa 

Modell 

Unstandardizeld 
Coelfficielnts 

Standardizeld 
Coelfficielnts 

t Sig. B Std. ELrror Belta 

1 (Constant) 37.433 8.720  4.293 .000 

Influelncelr Markelting .812 .042 .867 19.218 .000 

a. Delpelndelnt Variablel: Purchasel Delcision 

Source l: Data Procelsseld by thel Author 
1. Telst Relsults for thel Influe lncel of Influe lnce lr Marke lting on Purchasing Delcisions 
 Thel t tablel is 1.980 and thel compute ld t valuel is 19.218 baseld on thel afore lsaid tablel. 
Conselquelntly, it can be l said that the l significancel value l is 0.000 <0.05 and thel compute ld t valuel is 
highelr than thel t valuel. H0 is relje lcteld and H1 is acce lpteld in light of thel hypothe lsis. Conselquelntly, 
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purchasing delcisions arel significantly and somelwhat positivelly impacteld by the l influelnce lr 
marke lting variablel. 
 
Correlation Test 
 Thel re lsults of thel corre llation te lst in this study can be l seleln in the l following table l. 

Table 12. Correlation Test 
Correlations 

 
Influelncelr 
Markelting 

Kelputusan 
Pelmbellian 

Influelncelr Markelting Pelarson Correllation 1 .867** 

Sig. (2-taileld)  .000 

N 124 124 

Kelputusan Pelmbellian Pelarson Correllation .867** 1 

Sig. (2-taileld) .000  

N 124 124 

**. Correllation is significant at thel 0.01 lelvell (2-taileld). 

Source l: Data Procelsseld by thel Author 
Thel corre llation valuel can be l delte lrmine ld in the l following correllation inte lrval tablel. 

 
 
 
 

Table 13. Correlation Interval 

 
 

 Thel purchasing delcision variablel and thel influelncelr marke lting variablel havel a corre llation 
valuel of 0.867. This value l falls into thel elxtre lme lly strong correllation catelgory baseld on thel 
corre llation intelrval shown in the l pre lcelding tablel. Furthe lrmore l, the l sig. The lre lfore l, it may bel 
concludeld that the l two variablels havel a substantial corre llation or positivel association (0.000 
<0.05). 

 
CONCLUSION 

Baseld on the l re lse larch re lsults, it can bel concludeld that influe lncelr marke lting for Glad2Glow 
products on thel TikTok platform re lcelive ld a positivel re lsponsel from re lsponde lnts. All relsponde lnts 
welre l TikTok uselrs re lsiding in Bandung and had sele ln Glad2Glow promotional conte lnt, e lnabling 
the lm to provide l asselssme lnts in linel with thel re lse larch objelctivels. Relsponde lnts asselsseld that 
influe lncelr marke lting was ablel to attract atte lntion through attractivelne lss, trustworthine lss, product 
re lle lvancel, and the l information convelyeld in the l promotional contelnt. 

Consumelr purchasing de lcisions for Glad2Glow products indicatel that consumelrs 
considelre ld various information obtaineld from TikTok belfore l making a purchasel. TikTok selrve ls 
not only as an elnte lrtainme lnt me ldium but also as a markelting meldium that hellps consumelrs 
ide lntify products, elvaluatel the lir be lnelfits, and makel purchasing delcisions. 

With thel re lgre lssion elquation Y = 37.433 + 0.812X, the l findings of a straightforward linelar 
re lgre lssion study show that influe lncelr marke lting has a favourablel impact on purchasing delcisions. 
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Thel re lgre lssion coelfficielnt valuel of 0.812 suggelsts that a risel in consumelr purchasel de lcisions will 
follow an improvelme lnt in influelnce lr marke lting quality. Thelse l conclusions welre l confirmeld by thel 
hypothe lsis telst relsults, which had a significancel value l of 0.000 <0.05 and a compute ld t-valuel of 

19.218, which was highelr than thel t-table l of 1.980. As a relsult, H₁ was approve ld and H₀ was 
re lfuseld. Additionally, a substantial association beltwele ln influe lncelr marke lting and purchasing 
de lcisions was shown by the l corre llation valuel of 0.867. 

Thel significant contribution of influelnce lr markelting to purchasing delcisions is de lmonstrateld 
by thel R-squarel valuel of 0.752, indicating that 75.2% of thel variation in purchasing delcisions can 
be l elxplaineld by influelnce lr marke lting, whilel thel re lmaining 24.8% is influelnceld by othelr factors 
such as pricel, product quality, brand imagel, consume lr re lvie lws, promotions, brand trust, and 
product usagel e lxpe lrie lncel. Ove lrall, this study delmonstratels that influe lnce lr marke lting plays a 
significant and dominant role l in influelncing purchasing delcisions for Glad2Glow products on 
TikTok, particularly among young felmalel consumelrs in Bandung who activelly usel the l platform. 
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