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Abstract 
Objective – The aim of this research was to determine the influence of Live Streaming 
Influencers and Product Content on Customer Buying Interest toward Shopee Consumers 
in Tasikmalaya City. 
Design/Methodology/Approach – This quantitative research was aimed at an online survey 
of 127 respondents who used Shopee accounts for online shopping. Sample data was 
collected through purposive sampling and analyzed using Multiple Linear Regression via 
SPSS. 
Findings – The research outcome show that Live Streaming Influencers have no effect on 
Customer Buying Interest. Meanwhile, Content of Product has a significant effect on 
Customer Buying Interest. Then Live Streaming Influencers and Content Of Product 
together have a significant influence on Customer Buying Interest. 
Conclusion and Implications – The findings of this research indicate that Live Streaming 
carried out by Influencers did not necessarily a guarantee for attracting buyers who have 
certain intentions about the products they want. Then by diverse and interesting product 
content, consumers gain literacy according to their needs for product information. 
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INTRODUCTION 

In the research currently being carried out, the author found that there was a 
phenomenon of product sales using live streaming media which was currently being carried 
out by influencers both on the TikTok and Shoppe platforms. Then the urgency of this 
research was the existence of streaming sales via social media which continues for 
developing into live streaming commerce, where there was a collaboration of electronic 
commerce that combines real-time social interaction with digital marketing. Live streaming 
commerce was increasingly being used to increase customer engagement, product 
promotion, ease transactions, and enhance a more interesting online shopping experience. 
Although on the other hand, trading products using traditional methods that did not involve 
technological facilities has been quite impacted due to changes in consumer shopping  
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patterns. This research aims to determine the magnitude of the influence in the life streaming 
influencer and content of product variables which encourage an increase in customer buying 
interest. Furthermore, in the problem solving approach, the action taken to increase customer 
buying interest is by using the live streaming method in delivering product content. Furthermore, 
several previous studies found that there was a state-of-the-art regarding the impact of influencers' 
live streaming sales methods for selling products. The journals that support this research are 
(Agistiani; Fahimah, 2023) which states that Live Streaming Influencers and Content Products 
influence purchasing decisions.  
 
METHODS 

In the research that will be carried out, the research object used is the community in the 
Tasikmalaya City environment. The research method used is quantitative descriptive with multiple 
linear regression analysis as an analytical technique used to test the determination of each proposed 
variable. The research method uses quantitative research. The sampling technique used the Cochran 
formula with a tolerance limit of 5% so that the sample was obtained as many as 127 people. 

 

Tabel 1. Variable Identification 

Variabel Defenisi Indikator Variabel 

Live Streaming 
Influencer (X1) 
Suhyar et all., 2023 

Live streaming was a type of selling 
goods through e-commerce media 
with interesting real time 
interactions 

1. Video and Audio Quality  
2. Time spent watching 

streaming  
3. User Interaction Content Of 

Product 
Content Of Product 
(X2) Huang, 2020 

Product content was information 
related to a product that is 
presented on a social media 
platform 
 

1. The product content watched 
on Shopee was according to 
your needs  

2. The information provided in 
the product content was 
correct and trustworthy.  

3. Explanations about the 
product were written in 
simple and easy to understand 
language 

Customer Buying 
Interest (Y) 
Suhatman et al., 
2020 

Purchase interest as a tendency to 
listen and pay attention to certain 
moments in a product that 
consumers have experienced direct 
benefits from (Suhatman et al., 
2020). 

1. Other people's preferences 
2. Exploration 

Source: Concepts developed in this research, 2024 
 
RESULTS AND DISCUSSION 

After a while it could be know that the validity and reliability tests carried out, with the 
Cronbach Alpha value for all variable indicators more than 0.90, the reliability should be said to be 
perfect. Then the calculated R value / corrected item - total correlation of all variable indicators was 
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more than R Table (0.174), so it might be said that all indicators were declared valid. Then, from the 
normality test carried out, it was known that if the points or data were close to or follow the diagonal 
line, it could be concluded that the residual values were normally distributed. Furthermore, from 
the multicollinearity test, the VIF value for each variable was below 10 (2.048 < 10.00), so referring 
to the basis for decision making in the multicollinearity test, it could be concluded that there were 
no symptoms of multicollinearity in the regression model. Then from the heteroscedasticity test, 
based on the SPSS scatterplot output above, it was known that: (1) data points spread above and 
below or around the number 0; (2) dots do not collect only at the top or bottom; (3) the distribution 
of data points did not form a wavy pattern that widens then narrows and widens again; and (4) the 
distribution of points was not patterned 

Thus, it could be concluded that there did not heteroscedasticity problem, so that a good 
and ideal regression model should be fulfilled. Then from the regression output results it was known 
that the calculated T value of the live streaming influencer variable (X1) and content of product (X2) 
was greater than the T table which is expressed as 1.665, 10.069 > 1.657, but the significant value 
of the live streaming influencer variable was more than 0.05 (0.098 > 0.05), while the significance 
value of the content of product variable was smaller than the specified sig value (0.000 < 0.05). 
Furthermore, it was known that the calculated F value of the variables being tested was greater than 
the f table with a statistical value of 131.205 > 3.07. So from the analysis of the regression results 
obtained, it could be concluded that partially live streaming influencers (X1) have no effect on 
Customer Buying Interest (Y), then content of product (X2) has an effect on Customer Buying 
Interest (Y). Furthermore, the variables live streaming influencer and content of product 
simultaneously influence Customer Buying Interest. From the statistical data output obtained, it was 
known that live streaming influencers have no effect on customer buying interest. This was caused 
by several factors that could influence the effectiveness of live streaming influencers in attracting 
buying interest, including the lack of credibility of influencers who did live streaming so that the 
audience was not yet fully confident of originality or relevant experience in the product category 
they were promoting. The impact of this results in consumers becoming skeptical of their 
recommendations, so they are not inspired to explore or interested in purchasing products. 

Furthermore, regarding incompatibility with the target audience, this was because the 
audience of live streaming influencers tends did not to match the product's target market. If the 
product was a premium item, but the majority of the audience was a segment with low purchasing 
power, the promotional message will not be effectively conveyed. This has the effect of 
discrepancies which reduce the relevance of promotional messages, so that purchasing interest did 
not increase. Next, regarding overexposure or content saturation. This was because consumers may 
feel bored with excessive or continuous promotion via live streaming, especially if many influencers 
use similar methods. Then this results in boredom making consumers ignore promotional messages, 
so that they have no impact on purchasing interest. Next was the lack of authentic interaction. This 
was because if live streaming focuses too much on product promotion and lacks natural interaction 
with the audience, this could reduce the sense of involvement and personalization. The 
consequence of this was that consumers feel that live streaming events were only for selling 
products, not to provide added value, so they are not interested in buying. Furthermore, the product 
was irrelevant. This was because the product being promoted was relatively inappropriate or does 
not attract enough attention from the live streaming audience. Consumers did not see the need or 
benefits of the product, so purchase interest was not triggered. Then the Call-to-Action (CTA) was 
ineffective. This was because if influencers didn't provide clear or compelling direction for next 
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action, such as exclusive discounts or limited-time offers, consumers might lose motivation to buy. 
The ineffectiveness of CTAs reduces potential purchasing interest. 

Then competition or more interesting alternatives. This was because consumers might be more 
interested in products or promotions carried out by other influencers, so that certain live streams are not 
successful in attracting their attention. Competitor dominance makes promotional efforts less effective. 
Furthermore, regarding the lack of consumer preference for live streaming, this was because some consumers 
might not be interested in the live streaming format as a promotional medium because it was considered 
time consuming or irrelevant. This promotional media becomes ineffective in reaching consumers who have 
other media preferences, such as short video-based social media advertisements. Furthermore, strategy or 
execution errors. This is because live streaming that is not well designed, such as low video quality, lack of 
interesting content, or an inappropriate schedule, could reduce the attractiveness of promotions. This lack of 
quality and strategy makes promotions unable to build purchasing interest. This was contrary to the 
hypothesis and previous research which states that live streaming has an effect on buying interest (Ita et al, 
2023). Furthermore, regarding product content which influences customer buying interest, this was because 
there was clear and informative product information so that it could help consumers understand the features, 
benefits and value of the product. Then there was the creation of emotional value from interesting content 
and could build emotional connections with consumers. Then it increases consumer confidence because the 
content was on target, reflecting the quality of the product. Then the content of the product was also able to 
strengthen product differentiation in a competitive market. This was in line with research conducted by 

Shandrya (2023) so the hypothesis was accepted. 
 

CONCLUSION 
Live Streaming Influencers have no effect on customer interest buying, this was due to unclear video 

and audio quality during live stream viewing, time spent watching the stream was less than 30 minutes, as 
well as user interactions such as comments appearing, liking, sharing, or reactions given during streaming. 
Furthermore, Content Of Product influences customer buying interest. This was because, The product content 
watched on Shopee was in accordance with the buyer's needs or interests. The information provided in the 
product content was correct and trustworthy. Explanations about the product were written in simple and easy 

to understand language. 
Regarding influencer live streaming, it would be good if there was relevance according to consumer 

needs, considering that product trends, both skincare, fashion, and food and drink, tend to change quickly, 
because they were also influenced by foreign culture, such as the Korean wave, which brings influence and 
creates its own trends. for young people to follow. Furthermore, the credibility of the influencer who was 
widely followed increases the attraction for potential consumers who have not used the influencer's 
recommended products before. To overcome this, a thorough evaluation is needed, such as target audience 
analysis, improving the quality of live streaming content, and selecting influencers who are appropriate to the 

product and brand.  
 

REFERENCES 
Agistiani R, Rahmadani A, Hutami AG, Kamil MT, Achmad NS, Rozak RWA, et al. (2023). Live-

streaming TikTok: Strategi mahasiswa cerdas untuk meningkatkan pendapatan di era 
digitalisasi. Journal Manag Digit Bus. 3(1):1–19.  

Anbiya, N. N., & Sofyan, A. (2020). Hubungan Antara Promosi Penjualan dengan Minat Beli 
Konsumen Dalam survey Blackbox, dalam sebuah lembaga survey yang berbasis di Negara 
Singapura ini bersama Toluna bertajuk Into The Light : Understanding What Has Changed for 
Consumers During Covid-19 . Journal Riset Manajemen Komunikasi, 130–137. 

Asyraf, J. A., Melyanti, E. D., Turgarini, D., & Ningsih, C. (2022). Tren live streaming di platform e-
commerce: seni berkomunikasi dalam memberi efek persuasif pada customer. Jurnal Inovasi 



Yuni, Firmansyah, & Pauzy, Live Streaming Influencer and Content… | 232 

 

 JMSO | Vol. 5, No. 3, December 2024 

Penelitian, 3(2), 4745–4750. 
Clement Addo P, Fang J, Asare AO, Kulbo NB. (2021). Customer engagement and purchase intention 

in live-streaming digital marketing platforms. Serv Ind J [Internet]. 41(11–12):767–86. Available 
from: https://doi.org/10.1080/02642069.2021.1905798 

Dirnaeni, D., Ardiansyah, I., & Indira, C. K. (2021). Faktor-Faktor Yang Mempengaruhi Keputusan 
Pembelian Melalui Fitur “Shopee” Live. 16(4), 46–52. 

Fahimah M, Munfarida NF. (2023). Review Produk Dan Content Marketing Produk Frozen Food Di 
Aplikasi Tiktok. J Investasi. 9(1):1–7.  

Hou F, Guan Z, Li B, Chong AYL. (2020). Factors influencing people’s continuous watching intention 
and consumption intention in live streaming: Evidence from China. Internet Res. 30(1):141–63.  

Hu M, Chaudhry SS. (2020). Enhancing consumer engagement in e-commerce live streaming via 
relational bonds. Internet Res. 30(3):1019-41.  

Huang, G. (2020). Platform Variation and Content Variation on Social Media: A Dual-Route Model of 
Cognitive and Experiential Effects. Journal of Promotion Management, 3(26), 396– 433. 

Irawan, M. R. N. (2020). Pengaruh Kualitas Produk, Harga Dan Promosi Terhadap Minat Beli 
Konsumen Pada Pt. Satria Nusantara Jaya. Ekonika : Jurnal Ekonomi Universitas Kadiri, 5(2), 140. 
https://doi.org/10.30737/ekonika.v5i2.1097 

Iryani N, Fauzan TR. (2023). Pemasaran Digital Melalui Fitur Live Pada Platform Marketplace 
Terhadap Pengembangan Bisnis Nahdah. 13(2):1–17.   

Ita R.,  Lailatus S., Linda M. (2023). Pengaruh  Live Sreaming Selling, Review Product, Dan Discount 
Terhadap Minat Beli Konsumen Pada E-Commerce “SHOPEE”. Jurnal Riset Entrepreneurshipe-
ISSN: 2621-153Xhttp://journal.umg.ac.id/index.php/jre. 6 (2), 80-93. doi: 
10.30587/jre.v6i2.5956 

Kamanda S.V. (2023). Pengaruh Content Marketing Terhadap Minat Beli Produk Cimory Pada Sinar 
Mart. J Al-Amal. 2(1):1–7.  

Lee CH., Chen CW. (2021). Impulse buying behaviors in live streaming commerce based on the 
stimulus-organism-response framework. Inf. 12(6):1-17.  

Li Y, Peng Y. (2021). What Drives Gift-giving Intention in Live Streaming? The Perspectives of 
Emotional Attachment and Flow Experience. Int J Hum Comput Interact. 37(14):1317–29.  

Lin Y, Yao D, Chen X. (2021). Happiness Begets Money: Emotion and Engagement in Live Streaming. 
J Mark Res. 58(3):417–38.  

Luo X, Lim WM, Cheah JH, Lim XJ, Dwivedi YK. (2023). Live Streaming Commerce: A Review and 
Research Agenda. J Comput Inf Syst [Internet]. 00(00):1–24. Available from: 
https://doi.org/10.1080/08874417.2023.2290574 

Nainggolan, N. P., & Heryenzus, H. (2018). Analisis Faktor-Faktor Yang Mempengaruhi Minat Beli 
Konsumen Dalam Membeli Rumah Di Kota Batam. Jurnal Ilmiah Manajemen Dan Bisnis, 19(1), 
41–54. https://doi.org/10.30596/jimb.v19i1.1772 

Oktaviani D, Haliza N. (2023). Pengaruh Review Produk Dan Content Marketing Pada Aplikasi Tiktok 
Terhadap Keputusan Pembelian Generasi Z. Cakrawala Repos IMWI. 6(4):769–81.  

Ritonga, N., & Sinaga, R. V. I. (2021). Semnastekmu 2021. Ekonomi, 2013, 181-188. 
Ramadhayanti, A., Bina, U., Informatika, S., & Naskah, I. (2023). JURNAL. 7(1), 117–128. 
Shandrya V.K. (2023). Pengaruh Content Marketing Terhadap Minat Beli Produk Cimory Pada 

SinarMart. Jurnal AL-AMAL. 2(1) P.66-72. E-ISSN: 2964-9900. 
Suhatman, S., Sari, M. R., Nagara, P., & Nasfi, N. (2020). Pengaruh Atribut Produk dan Promosi 

Terhadap Minat Beli Konsumen Kota Pariaman di Toko Online “Shopee”. Jurnal Bisnis, 



Yuni, Firmansyah, & Pauzy, Live Streaming Influencer and Content… | 233 

 

 JMSO | Vol. 5, No. 3, December 2024 

Manajemen, Dan Ekonomi, 1(2), 26-41. https://doi.org/10.47747/jbme.v1i2.81 
Suhyar, S. V., & Pratminingsih, S. A. (2023). Skintific Skincare Products Pengaruh Live Streaming dan 

Trust terhadap Impulsive Buying dalam Pembelian Produk Skincare Skintific. Management 
Studies and Entrepreneurship Journal, 4(2), 1427–1438. 

Wongkitrungrueng A, Dehouche N, Assarut N. (2020). Live streaming commerce from the sellers’ 
perspective: implications for online relationship marketing. J Mark Manag [Internet]. 36(5–
6):488–518. Available from: https://doi.org/10.1080/0267257X.2020.1748895 

Zhang M, Sun L, Qin F, Wang GA. (2020). E-service quality on live streaming platforms: swift guanxi 
perspective. J Serv Mark. 35(3):312–24.  

 


