
89 

 

DAFTAR PUSTAKA 

 
Agrawal, S. R., & Mittal, D. (2022). Optimizing customer engagement content 

strategy in retail and E-tail: Available on online product review videos. Journal 

of Retailing and Consumer Services, 67. 

https://doi.org/10.1016/j.jretconser.2022.102966 

Aoki, T., & Matsui, A. (2025). Does algorithmic recommendation complement or 

substitute advertising and influencers? Consumer attitudes toward 

recommendation information and the formation of purchase intentions. 

Computers in Human Behavior, 172. 

https://doi.org/10.1016/j.chb.2025.108735 

Apriliana, S. (2024). Pengaruh Topik Konten Short Video Advertising terhadap 

Penjualan Produk Sunscreen melalui Mediasi Customer Engagement dan 

Moderasi Harga Produk. 

Ariseno, N. M., & Adiwijaya, K. (2024). Which Type of Social Media Content is 

Most Effective for Driving Engagement Outcomes? www.ijfmr.com 

Ashley, C., & Tuten, T. (2015). Creative Strategies in Social Media Marketing: An 

Exploratory Study of Branded Social Content and Consumer Engagement. 

Psychology and Marketing, 32(1), 15–27. https://doi.org/10.1002/mar.20761 

Ashu, M., & Kumar, M. (2025). “Investigating the Influential Factors and 

Consumer Behaviour in the Purchase Decisions of Durable Goods.” 

International Journal of Humanities Social Science and Management 

(IJHSSM), 5(2), 1139–1146. www.ijhssm.org 

Baron, R. M., & Kenny, D. A. (1986). The Moderator-Mediator Variable 

Distinction in Social Psychological Research: Conceptual, Strategic, and 

Statistical Considerations (Vol. 51, Number 6). Psychological Association, 

Inc. 

Brodie, R., Hollebeek, L., D., Ilic, A., & Juric, B. (2022). Customer Engagement: 

Conceptual Domain, Fundamental Propositions & Implications for Research. 

Corbos, R. A., Bunea, O. I., & Breazu, A. (2025). Influence of online consumer 

reviews on the sales of large household appliances: a survey in Romania. 

Electronic Commerce Research, 25(4), 2503–2524. 

https://doi.org/10.1007/s10660-023-09758-6 

Corder, G. W., & Foreman, D. I. (2014). NONPARAMETRIC STATISTICS. 

Corso, F., Pierri, F., & Morales, G. D. F. (2024). What we can learn from TikTok 

through its Research API. http://arxiv.org/abs/2402.13855 

Cvijikj, I. P., & Michahelles, F. (2013). Online engagement factors on Facebook 

brand pages. Social Network Analysis and Mining, 3(4), 843–861. 

https://doi.org/10.1007/s13278-013-0098-8 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

90 

 

Dawson, J. F. (2014). Moderation in Management Research: What, Why, When, 

and How. Journal of Business and Psychology, 29(1), 1–19. 

https://doi.org/10.1007/s10869-013-9308-7 

Dewi, A. K., & Jaya, R. C. (2025). Pengaruh Price Discount, Free Shipping Dan 

Online Store Atmosphere Terhadap Minat Beli Konsumen Pada Live 

Streaming Tiktok Shop. 

Diandra, N. M. A. P., & Rahanatha, G. B. (2024). Pengaruh Content Marketing, 

Harga, dan Kualitas Produk Terhadap Keputusan Pembelian. Gemawisata: 

Jurnal Ilmiah Pariwisata, 20(3), 48–65. 

https://doi.org/10.56910/gemawisata.v20i3.375 

Dolan, R., Conduit, J., Fahy, J., & Goodman, S. (2016). Social media engagement 

behaviour: a uses and gratifications perspective. Journal of Strategic 

Marketing, 24(3–4), 261–277. 

https://doi.org/10.1080/0965254X.2015.1095222 

Dolan, R., Conduit, J., Frethey-Bentham, C., Fahy, J., & Goodman, S. (2019). 

Social media engagement behavior: A framework for engaging customers 

through social media content. European Journal of Marketing, 53(10), 2213–

2243. https://doi.org/10.1108/EJM-03-2017-0182 

Doorn, J. van, Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. 

C. (2010). Customer engagement behavior: Theoretical foundations and 

research directions. Journal of Service Research, 13(3), 253–266. 

https://doi.org/10.1177/1094670510375599 

Efron, B., & Tibshirani, R. J. (1994). An Introduction to the Bootstrap. In 

Regression Analysis with Applications B.G. Wetherill (Vol. 21, Number 2). W. 

Silverman. 

Fan, L., Wang, Y., & Mou, J. (2024). Enjoy to read and enjoy to shop: An 

investigation on the impact of product information presentation on purchase 

intention in digital content marketing. Journal of Retailing and Consumer 

Services, 76. https://doi.org/10.1016/j.jretconser.2023.103594 

Febriandika, N. R., Utami, A. P., & Millatina, A. N. (2023). Online impulse buying 

on TikTok platform: Evidence from Indonesia. Innovative Marketing, 19(3), 

197–210. https://doi.org/10.21511/im.19(3).2023.17 

Feng, C., Wang, H., Lu, N., Chen, T., He, H., Lu, Y., & Tu, X. M. (2014). Log-

transformation and its implications for data analysis. 

https://doi.org/10.3969/j.issn.1002-0829.2014.02.009 

Gao, Y., & Wu, S. (2024). The Effect of Short Video Advertisements on Consumers’ 

Purchase Intention. In Business, Economics and Management IEMSS (Vol. 

2024). 

Ge, J., Sui, Y., Zhou, X., & Li, G. (2021). Effect of short video ads on sales through 

social media: the role of advertisement content generators. International 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

91 

 

Journal of Advertising, 40(6), 870–896. 

https://doi.org/10.1080/02650487.2020.1848986 

Gelman, A., & Hill, J. (2007). Data Analysis Using Regression and 

Multilevel/Hierarchical Models. 

Green, S. B. (1991). How Many Subjects Does It Take To Do A Regression 

Analysis? Multivariate Behavioral Research, 26(3), 499–510. 

https://doi.org/10.1207/s15327906mbr2603_7 

Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The effects of price-comparison 

advertising on buyers’ perceptions of acquisi. In Journal of Marketing (Vol. 

62). 

Guan, C., & Lin, B. (2024). Do consumers concern about energy saving in 

purchasing energy-efficient home appliances? Evidence from online e-

commerce review. Energy Policy, 193. 

https://doi.org/10.1016/j.enpol.2024.114277 

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. 

International Journal of Information Management, 35(2), 183–191. 

https://doi.org/10.1016/j.ijinfomgt.2014.12.005 

Hanaysha, J. R. (2022). Impact of social media marketing features on consumer’s 

purchase decision in the fast-food industry: Brand trust as a mediator. 

International Journal of Information Management Data Insights, 2(2). 

https://doi.org/10.1016/j.jjimei.2022.100102 

Hao, R., Shao, B., & Ma, R. (2019). Impacts of video display on purchase intention 

for digital and home appliance products-empirical study from China. Future 

Internet, 11(11). https://doi.org/10.3390/fi11110224 

Hauke, J., & Kossowski, T. (2011). Comparison of values of pearson’s and 

spearman’s correlation coefficients on the same sets of data. Quaestiones 

Geographicae, 30(2), 87–93. https://doi.org/10.2478/v10117-011-0021-1 

Hayes, A. F. . (2013). Introduction to mediation, moderation, and conditional 

process analysis : a regression-based approach. The Guilford Press. 

Hayes, A. F., & Preacher, J. (2013). Conditional Process modeling using structural 

equation modeling to examine Contingent Causal Processes. 

Hayes, A. F., & Rockwood, N. J. (2017). Regression-based statistical mediation and 

moderation analysis in clinical research: Observations, recommendations, and 

implementation. Behaviour Research and Therapy, 98, 39–57. 

https://doi.org/10.1016/j.brat.2016.11.001 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand 

engagement in social media: Conceptualization, scale development and 

validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

92 

 

Ibrahim, M. M., Ariyanti, M., & Iskamto, D. (2025). effect of sales promotion and 

hedonic shopping motivation on impulse buying behavior and the impact to 

customer loyalty in social commerce TikTok shop. Journal of 

Multidisciplinary Academic Business Studies, 2(2), 399–415. 

https://doi.org/10.35912/jomabs.v2i2.2686 

Johnson, R. W. (2001). An Introduction to the Bootstrap. 

Katz, E., Blumler, J. G., & Gurevitch, M. (1973). American Association for Public 

Opinion Research. In Source: The Public Opinion Quarterly (Vol. 37, Number 

4). 

Kitchin, R. (2014). Big Data, new epistemologies and paradigm shifts. Big Data 

and Society, 1(1). https://doi.org/10.1177/2053951714528481 

Kotler, Philip., & Keller, K. Lane. (2012). Marketing management. Prentice Hall. 

Krippendorff, K. (2004). Content analysis : an introduction to its methodology. 

Sage. 

Kujur, F., & Singh, S. (2020). Visual communication and Consumer-Brand 

relationship on Social Networking Sites - Uses & Gratifications Theory 

Perspective. Journal of Theoretical and Applied Electronic Commerce 

Research, 15(1), 30–47. https://doi.org/10.4067/S0718-18762020000100104 

Lee, D., Hosanagar, K., Nair Stanford GSB, H. S., Bell, D., Berger, J., Je Cai, C., 

Chintagunta, P., Gardete, P., Gopalakrishnan, A., Iyengar, R., Mela, C., Sahni, 

N., & Toubia, O. (2013). Advertising Content and Consumer Engagement on 

Social Media: Evidence from Facebook ú. In Sept. 

https://ssrn.com/abstract=2290802 

Leung, F. F., Gu, F. F., Li, Y., Zhang, J. Z., & Palmatier, R. W. (2022). Influencer 

Marketing Effectiveness. Journal of Marketing, 86(6), 93–115. 

https://doi.org/10.1177/00222429221102889 

Liadeli, G., Sotgiu, F., & Verlegh, P. W. J. (2023). A Meta-Analysis of the Effects 

of Brands’ Owned Social Media on Social Media Engagement and Sales. 

Journal of Marketing, 87(3), 406–427. 

https://doi.org/10.1177/00222429221123250 

Liang, T. P., & Turban, E. (2011). Introduction to the special issue social commerce: 

A research framework for social commerce. In International Journal of 

Electronic Commerce (Vol. 16, Number 2, pp. 5–13). 

https://doi.org/10.2753/JEC1086-4415160201 

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price Perceptions 

and Consumer Shopping Behavior: A Field Study. In Source: Journal of 

Marketing Research (Vol. 30, Number 2). 

http://www.jstor.orgURL:http://www.jstor.org/stable/3172830Accessed:22/05

/200818:52 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

93 

 

Lin, C. C., & Dong, C. M. (2023). Exploring Consumers’ Purchase Intention on 

Energy-Efficient Home Appliances: Integrating the Theory of Planned 

Behavior, Perceived Value Theory, and Environmental Awareness. Energies, 

16(6). https://doi.org/10.3390/en16062669 

Liu, D., & Yu, J. (2024). Impact of perceived diagnosticity on live streams and 

consumer purchase intention: streamer type, product type, and brand 

awareness as moderators. Information Technology and Management, 25(3), 

219–232. https://doi.org/10.1007/s10799-022-00375-7 

Luo, C., Hasan, N. A. M., Zamri bin Ahmad, A. M., & Lei, G. (2025). Influence of 

short video content on consumers purchase intentions on social media 

platforms with trust as a mediator. Scientific Reports, 15(1). 

https://doi.org/10.1038/s41598-025-94994-z 

Mahbob, N. N., Bawazir, A. A., & Hasim, M. A. (2024). The Mediating Role of 

Trust in Shaping Consumer Purchase Intentions on TikTok Shop: Insights from 

Johor, Malaysia. International Journal of Academic Research in Business and 

Social Sciences, 14(9). https://doi.org/10.6007/ijarbss/v14-i9/22808 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of 

the promotion mix. Business Horizons, 52(4), 357–365. 

https://doi.org/10.1016/j.bushor.2009.03.002 

Mayring, P. (2014). Qualitative Content Analysis Theoretical Foundation, Basic 

Procedures and Software Solution. www.beltz.de 

Meng, L., Bie, Y., Kou, S., & Duan, S. (2024). The impact of content characteristics 

of Short-Form video ads on consumer purchase Behavior: Evidence from 

TikTok. Journal of Business Research, 183. 

https://doi.org/10.1016/j.jbusres.2024.114874 

Nelson, P. (1970). Information and Consumer Behavior. 

https://about.jstor.org/terms 

Norazizah, S., & Evanita, S. (2025). The Influence of TikTok’s Uses and 

Gratification Dimension on Purchase Intention for Somethinc Skincare 

Products in Indonesia Through Customer Engagement as An Intervening 

Variable (Vol. 18, Number 1). www.pom.go.id 

Osborne, J. W. (2002). Notes on the Use of Data Transformation. - Practical 

Assessment, Research & Evaluation (Vol. 8, Number 6). 

Osborne, J. W., & Waters, E. (2002). Four Assumptions of Multiple Regression That 

Researchers Should Always Test. - Practical Assessment, Research & 

Evaluation (Vol. 8, Number 2). 

Prasetyaningtyas, S. W., Komajaya, E. P., & Soesilo, T. (2022). Does Social Media 

Content Affect Purchase Intention in Indonesia’s Apparel Industry? Jurnal 

Pendidikan Ekonomi Dan Bisnis (JPEB), 10(2), 137–149. 

https://doi.org/10.21009/jpeb.010.2.4 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

94 

 

Pratito, D. T. (2024). Quantitative Content Analysis untuk Mengeksplorasi Peran 

Topik Konten terhadap Customer Engagement melalui Moderasi Jenis Video 

dan Greenness Produk Skincare pada Platform TikTok. 

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for 

assessing and comparing indirect effects in multiple mediator models. 

Behavior Research Methods, 40(3), 879–891. 

https://doi.org/10.3758/BRM.40.3.879 

Preacher, K. J., Rucker, D. D., & Hayes, A. F. (2007). Addressing Moderated 

Mediation Hypotheses: Theory, Methods, and Prescriptions. 

Prestyasih, N. I., & Hati, S. R. H. (2025). The Role of Social Commerce Trust and 

Satisfaction on TikTok Consumer Purchasing Behavior. Jurnal Ilmiah 

Manajemen Kesatuan, 13(4), 2817–2826. 

https://doi.org/10.37641/jimkes.v13i4.3455 

Putri, O. Y., & Kusuma, Y. B. (2025). The Implementation of Promotional 

Strategies Via TikTok Social Media in Increasing Sales Revenue at Fat Hunt 

Surabaya. In Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE 

(Vol. 8, Number 3). 

Rachmiani, Oktadinna, N. K., & Fauzan, T. R. (2024). The Impact of Online 

Reviews and Ratings on Consumer Purchasing Decisions on E-commerce 

Platforms. International Journal of Management Science and Information 

Technology, 4(2), 504–515. https://doi.org/10.35870/ijmsit.v4i2.3373 

Ramadhan, M. R. (2021). The Impact Of Digital Content Marketing’s 

Informativeness And Entertainment On Brand Trust (A Study On The 

Customers Of Gojek Indonesia). 

Ramjee, S., & Hasan, Z. U. (2024). Strengthening TikTok Content Analysis in 

Academia Using Follower Count and Engagement. In JMIR Dermatology 

(Vol. 7, Number 1). JMIR Publications Inc. https://doi.org/10.2196/54439 

Retnosari, M., & Nadlifatin, R. (2024). The Effect of Purchase Intention on TikTok 

E-Commerce Live Streaming: Generation Z Perspective with Customer 

Engagement. 

Ridwan, A. (2025). Jenis Produk TikTok Shop dengan Penjualan Tertinggi di Asia 

Tenggara April 2025. Databoks. 

Schreier, M. (2012). Margrit Schreier Qualitative Content Analysis in Practice 

Qualitative Content Analysis in Practice. www.sagepub.co.uk/schreier 

Shahbaznezhad, H., Dolan, R., & Rashidirad, M. (2021). The Role of Social Media 

Content Format and Platform in Users’ Engagement Behavior. Journal of 

Interactive Marketing, 53, 47–65. 

https://doi.org/10.1016/j.intmar.2020.05.001 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

95 

 

Shamsuddin, A. S., & Azman, E. A. (2024). The Impact of TikTok Video 

Advertisements on Generation Z’s Purchase Intentions: Emotional, 

Entertainment, and Informative Dimensions. In Journal of Contemporary 

Management Studies (Vol. 1, Number 1). 

Shiddiqy, I. A., Pratikto, H., & Rahayu, W. P. (2025). Effect of Content Marketing, 

Price Discount, and Social Influence On Purchase Decision Through Purchase 

Intention: A Study on the Instagram Followers of Beauty Store Mitufaya in 

Malang. In Jurnal Manajemen Motivasi (Vol. 21). 

Shrout, P. E., & Bolger, N. (2002). Mediation in experimental and nonexperimental 

studies: New procedures and recommendations. Psychological Methods, 7(4), 

422–445. https://doi.org/10.1037/1082-989X.7.4.422 

Sidik, T. W. F., & Roostika, R. R. R. (2024). The Influence of Live TikTokShop in 

Building Customer Trust and Customer Engagement through Perceived Value. 

MEC-J (Management and Economics Journal), 8(2), 225–246. 

https://doi.org/10.18860/mec-j.v8i2.28627 

Spearman, C. (1904). The Proof and Measurement of Association between Two 

Things. In Source: The American Journal of Psychology (Vol. 15, Number 1). 

Stephen, A. T. (2016). The role of digital and social media marketing in consumer 

behavior. In Current Opinion in Psychology (Vol. 10, pp. 17–21). Elsevier. 

https://doi.org/10.1016/j.copsyc.2015.10.016 

Sujarwo, M., & Indriani, F. (2022). Shopping Value Resonance of Household 

Appliance and Purchase Intentions in E-Commerce. Journal of Economics, 

Business, & Accountancy Ventura, 24(3), 339–349. 

https://doi.org/10.14414/jebav.v24i3.2894 

Tan, L. P., & Le, T. H. (2023). The Influence of Perceived Price and Quality of 

Delivery on Online Repeat Purchase Intention: The Evidence From 

Vietnamese Purchasers. Cogent Business and Management, 10(1). 

https://doi.org/10.1080/23311975.2023.2173838 

TikTok Newsroom. (2022). Studi TikTok dan BCG Ungkap Konsep 

Shoppertainment Dapat Ciptakan Peluang Pasar Senilai 1 Triliun USD di 

Asia Pasifik. https://newsroom.tiktok.com/studi-tiktok-dan-bcg-ungkap-

konsep-shoppertainment-dapat-ciptakan-peluang-pasar-senilai-1-triliun-usd-

di-asia-pasifik?lang=id-ID 

Toni, D. De, Tormen, A., Milan, G. S., Eberle, L., & Lazzari, F. (2021). Price level 

and brand knowledge and its effects on purchase behavior. Revista de 

Administração Da UFSM, 14(3), 632–654. 

https://doi.org/10.5902/1983465944193 

Trisnawan, A. T., Kasofi, A., Usman, O., & Parlyna, R. (2026). Perception of 

Exclusive Content Value and Its Influence on Social Media Users’ Interest in 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

96 

 

Subscribing. Journal of Digital Business and Global Economy, 2(1). 

https://doi.org/10.64243/JODIGBI.02.1.05 

Vallejos, K. C., & Santos, S. S. (2024). Beyond Clicks to Bricks: Studying the 

Impact of Webrooming on High-Involvement Appliance Purchases of 

Millennials. SEISENSE Business Review, 4(1), 163–180. 

https://doi.org/10.33215/j3svpq88 

Vinerean, S., & Opreana, A. (2021). Measuring customer engagement in social 

media marketing: A higher-order model. Journal of Theoretical and Applied 

Electronic Commerce Research, 16(7), 2633–2654. 

https://doi.org/10.3390/jtaer16070145 

Wahyuni, I., Arifiansyah, R., Meidasari, E., Siskawati, I., & Jakarta, T. (2024). The 

Role of Brand Equity, Digital Marketing, Customer Experience, and Social 

Media Engagement on Consumer Purchase Intention on Tiktok Shop 

Application (Vol. 5, Number 2). https://ijble.com/index.php/journal/index 

Wang, J., & Oh, J. I. (2023). Factors Influencing Consumers’ Continuous Purchase 

Intentions on TikTok: An Examination from the Uses and Gratifications 

(U&G) Theory Perspective. Sustainability (Switzerland), 15(13). 

https://doi.org/10.3390/su151310028 

Wirawan, F. W., & Oktivera, E. (2021). Shoppertainment, Budaya dan 

Konsumerisme. https://babel.antaranews.com/berita/296453/survei-tiktok- 

Wulandari, R., & Mahadewi, P. (2026). The Influence of Infotainment Content, 

Remunerative Content, and Relational Content, on Purchase Intention 

Through Customer Engagement on Skincare Products on Social Media. In 

International Journal of Science. http://ijstm.inarah.co.id 

Xia, L., Monroe, K. B., Cox, J. L., Kent, ), Monroe, B., & Jones, J. M. (2004). The 

Price Is Unfair! A Conceptual Framework of Price Fairness Perceptions. In 

Price Fairness Perceptions / 1 Journal of Marketing (Vol. 68). 

Xiao, L., Li, X., & Zhang, Y. (2023). Exploring the factors influencing consumer 

engagement behavior regarding short-form video advertising: A big data 

perspective. Journal of Retailing and Consumer Services, 70. 

https://doi.org/10.1016/j.jretconser.2022.103170 

Xu, X. (2023). Tiktok Platform -- Brand Marketing and Business Model Behind 

Live Commerce. Advances in Economics, Management and Political Sciences, 

7(1), 220–226. https://doi.org/10.54254/2754-1169/7/20230236 

Yang, X., Liu, Y., Dong, J., & Li, S. (2023). Impact of streamers’ characteristics on 

sales performance of search and experience products: Evidence from Douyin. 

Journal of Retailing and Consumer Services, 70. 

https://doi.org/10.1016/j.jretconser.2022.103155 

Yost, E., Zhang, T., & Qi, R. (2021). The power of engagement: Understanding 

active social media engagement and the impact on sales in the hospitality 

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

97 

 

industry. Journal of Hospitality and Tourism Management, 46, 83–95. 

https://doi.org/10.1016/j.jhtm.2020.10.008 

Zaichkowsky, J. L. (1985). Measuring the Involvement Construct. In Source: 

Journal of Consumer Research (Vol. 12, Number 3). 

https://www.jstor.org/stable/254378 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. In Source: Journal of 

Marketing (Vol. 52, Number 3). 

Zeng, Q., Guo, Q., Zhuang, W., Zhang, Y., & Fan, W. (2023). Do Real-Time 

Reviews Matter? Examining how Bullet Screen Influences Consumers’ 

Purchase Intention in Live Streaming Commerce. Information Systems 

Frontiers, 25(5), 2051–2067. https://doi.org/10.1007/s10796-022-10356-4 

Zhang, K., & Benyoucef, M. (2016). Consumer behavior in social commerce: A 

literature review. Decision Support Systems, 86, 95–108. 

https://doi.org/10.1016/j.dss.2016.04.001 

Zhang, Z., & Zhang, L. (2025). Most Significant Impact on Consumer Engagement: 

An Analytical Framework for the Multimodal Content of Short Video 

Advertisements. Journal of Theoretical and Applied Electronic Commerce 

Research , 20(2). https://doi.org/10.3390/jtaer20020054 

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths 

and truths about mediation analysis. Journal of Consumer Research, 37(2), 

197–206. https://doi.org/10.1086/651257 

Zhou, R. (2024). Understanding the Impact of TikTok’s Recommendation 

Algorithm on User Engagement. International Journal of Computer Science 

and Information Technology, 3(2), 201–208. 

https://doi.org/10.62051/ijcsit.v3n2.24 

Zuo, Q. H., Du, K., Li, A., Zhang, C. Y., Guo, R., Chen, P., Du, W. S., Zuo, Y. L., 

& Li, S. M. (2025). Quality and reliability of osteoarthritis-related health 

information on short video platforms: a cross-sectional comparative study of 

TikTok and Bilibili. Frontiers in Digital Health, 7. 

https://doi.org/10.3389/fdgth.2025.1623247 

  

  

Analisis Pengaruh Topik pada Short Video Content terhadap Penjualan Produk Search Goods
Aliya Nur Fitriani, Ir. Yun Prihantina Mulyani, S.T., M.Sc., Ph.D.,  IPM., ASEAN Eng.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/


	COVER INDONESIA
	COVER INGGRIS
	PENGESAHAN PEMBIMBING
	PENGESAHAN PENGUJI
	PERNYATAAN BEBAS PLAGIASI
	NASKAH SOAL TUGAS AKHIR
	HALAMAN PERSEMBAHAN
	KATA PENGANTAR
	UCAPAN TERIMA KASIH
	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR TABEL
	DAFTAR LAMPIRAN
	INTISARI
	ABSTRACT
	BAB I  PENDAHULUAN
	1.1 Latar Belakang
	1.2 Rumusan Masalah
	1.3 Asumsi dan Batasan
	1.3.1 Asumsi
	1.3.2 Batasan

	1.4 Tujuan Penelitian
	1.5 Manfaat Penelitian

	BAB II  TINJAUAN PUSTAKA
	BAB III  LANDASAN TEORI
	3.1 Short Video Content
	3.2 Social Commerce
	3.3 Search Goods
	3.4 Uses and Gratifications Theory
	3.4.1 Informational Content
	3.4.2 Entertaining Content
	3.4.3 Relational Content
	3.4.4 Remunerative Content

	3.5 Customer Engagement
	3.6 Product Sales
	3.7 Product Price
	3.8 Quantitative Content Analysis
	3.9 Mediation Analysis
	3.10 Moderation Analysis
	3.11 Moderated Mediation Analysis
	3.12 Bootstrapping Analysis

	BAB IV  METODE PENELITIAN
	4.1 Objek Penelitian
	4.2 Data Penelitian
	4.3 Alat Penelitian
	4.4 Desain Penelitian
	4.4.1 Model Konseptual
	4.4.2 Variabel Penelitian
	4.4.3 Hipotesis Penelitian

	4.5 Tahapan Penelitian

	BAB V  HASIL DAN PEMBAHASAN
	5.1 Hasil Quantitative Content Analysis (QCA)
	5.1.1 Penyusunan Custom Dictionary
	5.1.2 Proses Pengodean Kata dengan Dictionary Matching
	5.1.3 Hasil Pengelompokan dan Komposisi Topik Konten

	5.2 Statistik Deskriptif
	5.3 Uji Korelasi
	5.4 Transformasi Data
	5.5 Moderated Mediation Regression
	5.6 Analisis Hasil
	5.6.1 Customer Engagement
	5.6.2 Informational Content
	5.6.3 Entertaining Content
	5.6.4 Relational Content
	5.6.5 Remunerative Content
	5.6.6 Moderasi Harga Produk
	5.6.7 Variabel Pendukung
	5.6.8 Uses and Gratification Theory


	BAB VI  PENUTUP
	6.1 Kesimpulan
	6.2 Saran

	DAFTAR PUSTAKA
	LAMPIRAN


  Y =   i 1 + c X +   e 1 ,


  Y =   i 2 +   c ′ X + b M +   e 2 ,


  M =   i 3 + a X +   e 3 ,


    i  1 ,   i 2 ,   i 3


    e 1 ,   e 2   , e 3


  Y =   i 1 +   b 1 X +   b 2 M +     b 3 X M +   e 1


    i 1


    e 1


    b 1


    b 2


    b 3


  M =   i  M +   b  M X X +   e  M


  Y =   i  Y +   b  Y X X +   b  Y W W   + b  Y M M + +   b  Y X W X W +     b  Y M W M W +   e  Y


  I N F =   J u m l a h   k a t a   i n f o r m a t i o n a l  J u m l a h   t o t a l   k a t a


  E N T =   J u m l a h   k a t a   e n t e r t a i n i n g  J u m l a h   t o t a l   k a t a


  R E L =   J u m l a h   k a t a   r e l a t i o n a l  J u m l a h   t o t a l   k a t a


  R E M =   J u m l a h   k a t a   r e m u n e r a t i v e  J u m l a h   t o t a l   k a t a


  E N G =   l i k e + c o m m e n t + s h a r e + s a v e  v i d e o   s c r a p   d a t e − v i d e o   u p l o a d   d a t e


  S L S =   J u m l a h   t o t a l   p e n j u a l a n   p r o d u k  v i d e o   s c r a p   d a t e − v i d e o   u p l o a d   d a t e


  ≤


  ≤


  ≤


  ≤


   ( B   = 5 , 666 ;   95 %     C I    [ − 4 , 356 ; 18 , 613 ] ; p = 0 , 266 )


   ( B   = 5 , 042 ;   95   %   C I  [ − 7 , 792 ; 19 , 975 ] ; p = 0 , 410 )


   ( B   = 8 , 720 ; 95 %   C I    [ − 12 , 047 ; 26 , 365 ] ;   p = 0 , 311 )


   ( B   = 8 , 720 ; 95 %   C I    [ − 12 , 047 ; 26 , 365 ] ;   p = 0 , 311 )


   ( B = 11 , 982 ; 95 %   C I    [ − 3 , 767 ; 31 , 837 ] ;   p = 0 , 133 )


   ( B = − 2 , 919 ;   95 %   C I    [ − 11 , 899 ;   5 , 369 ] ; p = 0 , 432 )


   ( B = − 7 , 458 ;   95 %   C I    [ − 23 , 248 ; 6 , 991 ] ; p = 0 , 237 )


   ( B = 1 , 107 ;   95 %   C I  [ − 12 , 989 ; 14 , 696 ] ;   p = 0 , 850 )


   ( B = − 8 , 696 ;   95 %   C I    [ − 17 , 939 ; 0 , 015 ] ;   p = 0 , 051 )


   ( B = − 0 , 480 ;   95 %   C I    [ − 0 , 731 ; − 0 , 145 ] ;   p < 0 , 001 )


   ( B = 3 , 965 ;   95 %   C I    [ 0 , 102 ; 9 , 629 ] ;   p = 0 , 046 )


   ( B = 8 , 127 ;   95 %   C I    [ 2 , 562 ; 14 , 517 ] ;   p = 0 , 007 )


   ( B = 7 , 708 ;   95 %   C I    [ 1 , 619 ; 15 , 408 ] ;   p = 0 , 008 )


   ( B = 1 , 936 ;   95 %   C I    [ − 4 , 589 ; 10 , 597 ] ;   p = 0 , 570 )


   ( B = 0 , 687 ;   95 %   C I    [ 0 , 444 ; 0 , 861 ] ;   p < 0 , 001 )


   ( B = − 1 , 687 ;   95 %   C I    [ − 9 , 490 ; 1 , 562 ] ;   p = 0 , 370 )


   ( B = − 1 , 341 ;   95 %   C I    [ − 9 , 822 ; 4 , 897 ] ;   p = 0 , 638 )


   ( B = 0 , 994 ;   95 %   C I    [ − 5 , 597 ; 7 , 718 ] ; p = 0 , 720 )


     ( B = − 0 , 2002 ;   95 %   C I    [ − 14 , 274 ; 3 , 739 ] ;   p = 0 , 536 )


   ( B = 0 , 271 ;   95 %   C I    [ 0 , 1181 ; 0 , 4241 ] ;   p < 0 , 001 )


   ( B = 1 , 045 ;   95 %   C I    [ − 6 , 056 ; 8 , 517 ] ;   p = 0 , 738 )


   ( B = − 0 , 568 ;   95 % C I    [ − 7 , 387 ; 6 , 3015 ] ;   p = 0 , 862 )


   ( B = 0 , 249 ;   95 % C I    [ − 13 , 312 ; 13 , 143 ] ;   p = 0 , 964 )


   ( B = 3 , 042 ;   95 %   C I    [ − 7 , 847 ; 15 , 607 ] ; p = 0 , 518 )


   ( B = 0 , 208 ;   95 %   C I    [ 0 , 028 ; 0 , 436 ] ;   p < 0 , 001 )


  B


   (  0 , 208 <  0 , 687 )


   ( B = − 0 , 819 ;   95 %   C I    [ − 1 , 8019 ; 0 , 0597 ] ;   p = 0 , 032 )


   ( B = 0 , 667 ;   95 %   C I    [ − 1 , 105 ; 3 , 431 ] ; p = 0 , 466 )


   ( B = 0 , 642 ;   95 %   C I    [ − 1 , 239 ; 3 , 679 ] ; p = 0 , 501 )


   ( B = 2 , 113 ;   95 %   C I [ − 2 , 1585 ; 6 , 827 ] ; p = 0 , 214 )


   ( B = 1 , 885 ;   95 %   C I    [ − 0 , 8568 ; 6 , 634 ] ; p = 0 , 194 )


   ( B = 0 , 058 ;   95 %   C I   [ 0 , 002 ; 0 , 158 ] ; p = 0 , 042 )


   (  0 , 058 <  0 , 271 )

