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ABSTRAK 

 

 
Penelitian ini bertujuan untuk menganalisis pengaruh live streaming, citra merek, 

dan endorsement selebriti terhadap keputusan pembelian produk The Originote 

melalui TikTok Shop, dengan fokus pada konsumen yang berada di wilayah DKI 

Jakarta. Data dikumpulkan melalui kuesioner yang disebarkan kepada 100 

responden yang telah membeli produk The Originote melalui TikTok Shop 

setidaknya satu kali dalam tiga bulan terakhir. Teknik pengambilan sampel yang 

digunakan adalah non-probability sampling, dan analisis data dilakukan 

menggunakan regresi linear berganda dengan bantuan SPSS 29. Hasil penelitian 

menunjukkan bahwa secara bersama-sama, live streaming, brand image, dan 

celebrity endorsement memberikan pengaruh positif dan signifikan terhadap 

keputusan pembelian dengan kontribusi sebesar 40,8%, sementara sisanya 59,2% 

dipengaruhi oleh faktor lain. Secara terpisah, live streaming berkontribusi sebesar 

21,9%, brand image sebesar 23,2%, dan celebrity endorsement sebesar 32,5% 

terhadap keputusan pembelian. 

Kata Kunci: Live Streaming, Brand Image, Celebrity Endorsement, Keputusan 

Pembelian. 
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ABSTRACT 

 

 
The purpose of this study was to determine the effect of live streaming, brand image, 

and celebrity endorsement on purchasing decisions for The Originote products at 

TikTok Shop, with a case study of consumers in the DKI Jakarta area. The data 

collection method uses distributing questionnaires to 100 respondents, who are 

consumers who have purchased The Originote through TikTok Shop at least once 

in the last three months. The sampling technique used was non-probability 

sampling, and data analysis was carried out using multiple linear regression with 

the help of SPSS 29. The results showed that simultaneously, live streaming, brand 

image, and celebrity endorsement had a positive and significant effect on 

purchasing decisions with a contribution of 40,8%. and the remaining 59,2% was 

influenced by other variables studied. Partially, live streaming has an effect of 

21,9%, brand image of 23.2%, and celebrity endorsement of 32,5% on purchasing 

decisions. 

Keywords: Live Streaming, Brand Image, Celebrity Endorsement, Purchasing 

Decisions. 
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