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ABSTRAK 
 

WITYA RATNA SYAHARANI. 20220520565. 2024. “PENGARUH 

CELEBRITY ENDORSEMENT DAN VIRAL MARKETING TERHADAP 

IMPULSE BUYING MELALUI KEPERCAYAAN KONSUMEN SEBAGAI 

VARIABEL INTERVENING PADA LIVE STREAMING TIKTOK (Survey 

pada Generasi Z SeJawa Barat)” Pembimbing I Dr. Dadang Suhardi. S.E., 

M.M. Pembimbing II Wely Hadi Gunawan, SE., M.M. Program Studi 

Manajemen, Fakultas Ekonomi, Universitas Kuningan. 

 

Fenomena dalam penelitian ini adalah adanya peristiwa pembelian 

mendadak atau yang dikenal dengan impulse buying pada sebuah live streaming di 

aplikasi TikTok  hanya karena adanya celebrity endorsement dibantu dengan viral 

marketing, yang ternyata menimbulkan kepercayan pada konsumen yang sangat 

positif, tetapi hal itu menimbulkan suatu kerugian pada pelaku UMKM di Tanah 

Abang. Maka dapat diartikan bahwa selain menimbulkan dampak positif tetapi juga 

menimbulkan dampak negative. Penelitian ini bertujuan untuk mengetahui atau 

menganalisis pengaruh celebrity endorsement dan viral marketing terhadap impulse 

buying melalui kepercayaan konsumen. 

Sampel yang diambil sebanyak 150 orang. Instrument penelitian ini berupa 

penyebaran kuesioner melalui google form. Teknik analis data yang digunakan 

adalah Structural Equation Modeling (SEM). Hasil pengujian hipotesis yang 

diajukan menunjukkan bahwa (1)  celebrity endorsement  berpengaruh terhadap 

kepercayaan konsumen dan signifikan. (2) Viral Marketing   berpengaruh positif 

terhadap kepercayaan konsumen dan signifikan. (3) kepercayaan konsumen 

berpengaruh positif terhadap impulse buying dan signifikan. (4) celebrity 

endorsement berpengaruh terhadap impulse buying dan signifikan. (5) viral 

marketing berpengaruh positif terhadap impulse buying dan signifikan. (6) 
 
 
 
 
 

 
Kata Kunci : Celebrity Endorsement, Viral Marketing, Impulse Buying, 

Kepercayaan Konsumen. 
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ABSTRACT 
 

WITYA RATNA SYAHARANI. 20220520565. 2024. "THE INFLUENCE OF 

CELEBRITY ENDORSEMENT AND  VIRAL MARKETING  ON  IMPULSE 

BUYING THROUGH CONSUMER TRUST AS AN INTERVENING IN LIVE 

STREAMING IN THE TIKTOK APPLICATION (Survey of Generation Z in 

West Java)" Supervisor I Dr. Dadang Suhardi. S.E., M.M. Supervisor II Wely 

Hadi Gunawan, SE., M.M. Management Study Program, Faculty of Economics, 

Kuningan University. 

 
This research investigates the phenomenon of impulse buying triggered by celebrity 

endorsements and viral marketing during live streaming on TikTok, particularly 

among Generation Z in West Java. It explores how these marketing strategies build 

consumer confidencet, which in turn influences their purchasing decisions. While 

these strategies can positively enhance consumer confidence and drive sales, they 

also present challenges for MSMEs in Tanah Abang, leading to mixed 

outcomes.reserch Objectives, to analyze the influence of celebrity endorsement on 

costomer trust, to determine the effect of viral marketing on consumer confidence, 

to assess the impact of consumer confidence on impulse buying and to examine the 

direct effect of viral marketing on impulse buying. Methodology sample 150 

respondents from Generation Z in West Java, data collection questionnaires 

distributed via Google Forms and data analysis Structural Equation Modeling 

(SEM).  Key  findings (1)  Celebrity  Endorsment  and  Consumer Trust  celebrity 

endorsments significantly enhance customer trust. (2) Viral Marketing and 

Consumer trust viral marketing positively and significantly influences consumer 

trust. (3) Consumer Trust and Impluse Buying increased trust leads to higher 

instances if impulse buying. (4) Celebrity Endorsment and Impluse Buying celebrity 

endorsments have  a  direct  and significant  effect  on  impulse buying  (5) Viral 

Marketing and Impluse Buying viral marketing directly and significantly affects 

impulse buying. 
 
 

 
Keywords: Celebrity Endorsement, Viral Marketing, Impulse Buying, Consumer Trust. 
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