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Pengaruh Pemasaran Influencer, Gamifikasi, dan Siaran Langsung
Terhadap Keputusan Pembelian serta Ulasan Elektronik: Bukti Empiris
dari TikTok Shop

Abstrak

Penelitian ini menyelidiki efek pemasaran influencer, gamifikasi, dan streaming langsung pada keputusan pem-
belian konsumen di TikTok Shop. Ini juga meneliti pengaruh keputusan pembelian pada dari mulut ke mulut
elektronik (eWOM) dalam konteks perdagangan sosial. Seiring dengan semakin pesatnya perkembangan so-
cial commerce dan meningkatnya persaingan di antara pelaku bisnis digital, pemahaman mengenai efektivitas
strategi pemasaran digital menjadi semakin penting untuk meningkatkan keterlibatan konsumen, keputusan
pembelian, serta kinerja bisnis. Penelitian ini menggunakan pendekatan kuantitatif dengan data primer yang
diperoleh melalui penyebaran kuesioner terstruktur kepada 250 responden yang pernah melakukan pembelian
di Tio Gallery. Data dianalisis menggunakan metode Partial Least Squares Structural Equation Modeling
(PLS-SEM). Hasil penelitian menunjukkan bahwa gamification berpengaruh positif dan signifikan terhadap
keputusan pembelian, sedangkan influencer marketing dan live streaming tidak berpengaruh signifikan terha-
dap keputusan pembelian. Selanjutnya, keputusan pembelian terbukti berpengaruh positif dan signifikan ter-
hadap electronic word-of-mouth (eWOM), yang menunjukkan bahwa konsumen yang memperoleh pengalaman
pembelian yang memuaskan cenderung memberikan ulasan dan rekomendasi positif secara daring. Temuan
ini mengindikasikan bahwa fitur pemasaran yang bersifat interaktif dan berbasis penghargaan lebih efektif
dibandingkan dukungan influencer ipun aktivitas penjualan melalui live streaming dalam mendorong per-
ilaku pembelian konsumen di TikTok Shop. Penelitian ini memberikan kontribusi terhadap pengembangan
literatur social commerce dengan menawarkan model terpadu yang menjelaskan perilaku pembelian konsumen
dan keterlibatan pascapembelian, serta memberikan implikasi praktis bagi pelaku usaha dalam meningkatkan
efektivitas strategi pemasaran melalui penerapan gamification.
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INTRODUCTION

Business development in Indonesia
1s growing rapidly, and this is inseparable
from technology’s role in helping entrep-
reneurs run their businesses online. Online
shopping is increasingly popular among
people of all ages. Online sales are popu-
lar because the buying and selling process
can be completed without visiting a sto-
re in person, which greatly simplifies the
process for both parties (Fauziah, 2020).
In 2024, the e-commerce sector contri-
buted up to 65 billion US dollars and is
projected to reach 150 billion US dollars
by 2030. Rapid economic growth indica-
tes that business stakeholders need to keep
up with developments by maintaining the
e-commerce ecosystem to ensure it conti-
nues to thrive (Santia, 2024). One of the
striking economic developments in the e-
commerce sector is the existence of social
commerce platforms such as TikTok Shop.

Purchasing decisions are the final
result of the buyer’s preference selection
process for available options, a process
that begins with product introduction,
information search, choice evaluation,
purchase decision, and post-purchase be-
havior (Kotler & Keller, 2016). Purchasing
decisions in digital marketing on TikTok
Shop can be influenced by various factors,
including influencer product marketing,
attractive promotional offers, and live-stre-
aming media (Wicaksana, 2024). In this
study, the authors limit the variables to in-
fluencer marketing, gamification, and live
streaming can influence buyer decisions
and impact eWOM during transactions on
TikTok Shop.

Post-purchase behavior in e-
commerce will affect buyer experiences,
and perceived benefits can be conveyed
through eWOM (Bharej & Singh, 2025).
eWOM is a dynamic, ongoing process of
exchanging information about a product,
service, or brand on the internet (Ismagi-
lova et al., 2017). In the increasingly di-

203

gital era, forms of communication among
consumers through e-commerce, such as
product reviews on the TikTok Shop plat-
form, can influence consumer purchasing
decisions (Fernandes et al., 2022). Before
purchasing a product, consumers tend to
seek out information about it first. Con-
sumers place more trust in positive or ne-
gative comments from buyers who have
already purchased before making a pur-
chase decision (Romadhoni et al., 2023).
Previous research by Tariyal et al. (2022)
has shown that eWOM influences purcha-
sing decisions.

One of the factors that significant-
ly shape consumer behavior when making
purchasing decisions on TikTok Shop is in-
fluencer marketing (Nasikhin et al., 2025).
Influencer marketing is a strategy that
significantly shapes buyer behavior when
making purchasing decisions (Migkos &
Giannakopoulos, 2025). Influencers are
individuals who wield influence on social
media and can shape others’ decisions
(Solomon, 2018). Meanwhile, according
to Brown & Hayes (2008), influencer mar-
keting is a marketing practice that levera-
ges individuals with strong influence to
promote products. Influencer marketing
enables consumers to interact with in-
fluencers and share experiences, making
it a crucial component of marketing stra-
tegies. The high number of millennial
and Gen Z users on TikTok underscores
the phenomenon’s relevance in shaping
consumer behavior and purchasing deci-
sions (L1, 2025). Based on previous rese-
arch conducted by Durmishi & Durmishi
(2024), influencer marketing influences
purchasing decisions.

In addition to influencer marketing,
gamification also plays a central role in
influencing consumer purchasing decisi-
ons. Gamification is a transactional pro-
cess that creates a pleasurable experience
for consumers when making a purchase
(Robson & Kietzmann, 2014). According
to Hamari & Koivisto (2015), gamificati-
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on aims to serve as a supportive tool that
influences consumer purchasing decisions
through processes related to emotions,
feelings, and values. On e-commerce plat-
forms, many forms of gamification can be
offered to consumers (Kara, 2017). This
aims to attract consumer interest in ma-
king purchasing decisions. Gamification
can take the form of discounts and cash-
back. With this gamification program, it is
hoped that communication will occur bet-
ween buyers and sellers regarding products
with attractive offers, thereby convincing
buyers to make purchasing decisions. This
is supported by previous research by To-
bon et al (2020), who stated that gamifica-
tion influences purchasing decisions.

Another important factor influen-
cing e-commerce purchasing decisions is
live streaming. Live streaming in e-com-
merce is an activity where a host offers
products, and consumers can comment
and ask questions that can be answered
live (Chen et al., 2023). Participatory be-
havior by consumers who watch live stre-
aming makes consumers contributors who
can influence behavior and purchasing
decisions during the live stream (Shih et
al., 2024). According to Qu et al. (2023),
live streaming influences purchasing deci-
sions.

Influencer marketing, gamificati-
on, and live streaming have been studied
for their effects on social commerce pur-
chases, but the findings are mixed. Most
studies look at these aspects individually,
making it challenging to understand how
they affect buying behavior. Research
shows inconsistencies across platforms
and contexts, underscoring the lack of a
comprehensive framework for explaining
how these digital marketing methods si-
multaneously affect consumer behavior.
Electronic word-of-mouth (eWOM) is
widely regarded as a significant feature
in digital environments, but its role as a
mediating mechanism between marke-
ting stimuli and purchase decisions, or as

a post-purchase behavioral effect, remains
unclear. Uncertainty regarding the sequen-
ce of relationships between digital engage-
ment techniques and consumer responses
highlights a theoretical gap. Although Tik-
Tok Shop has risen significantly in social
commerce, little empirical research has
studied these intertwined links.

Hypothesis Development
The Relationship between Influencer
Marketing and Purchasing Decisions
Influencer Marketing is a form of
marketing communication that utilizes in-
dividuals with strong influence on social
media to influence the behavior or opinions
of others (Brown & Hayes, 2008). Likewi-
se, according to Tuti (2025), influencer
marketing involves individuals who can
influence others’ decisions through their
expertise, credibility, or closeness to their
audience, typically on social media. Mar-
keting conducted by influencers through
direct interaction can build buyer trust
and influence purchasing decisions. Ac-
cording to Li et al. (2025), their previous
research emphasized that influencer mar-
keting emphasizes authenticity and active
involvement, thereby increasing consumer
purchasing decisions and emotional con-
nection, making it an effective strategy for
influencing purchasing decisions in the
modern marketing era. According to Tut1
(2025), several indicators influence in-
fluencer marketing, namely: 1) Number of
followers and level of engagement; 2) Cre-
dibility and expertise; 3) Emotional enga-
gement and content quality; 4) Authentic
interaction and audience authenticity; 5)
Popularity and self-image; 6) Authenticity
in collaboration and brand suitability.
Purchasing decisions are a syste-
matic process in which consumers recog-
nize needs, seek information, evaluate
product alternatives, make a purchase de-
cision, and evaluate the results (Schiffman
& Wisenblit, 2015). Influencer marketing
plays a crucial role in shaping consumer
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purchasing decisions because influencers
can build trust with buyers in the products
they offer. This is in line with previous re-
search by Crisafulli et al. (2022), which
finds that influencer marketing affects pur-
chasing decisions. Therefore, based on the
theoretical framework and the findings of
previous studies, the following hypothesis
1s proposed:

HI1: Influencer marketing influences pur-

chasing decisions.

The Relationship between Gamification
and Purchasing Decisions

Gamification 1s a dynamic and
two-way process in which technology and
users influence each other (Koivisto & Ha-
mari, 2019). In line with Hyzy & Wardle
(2023), gamification is the use of game ele-
ments in product sales activities to influen-
ce psychological aspects. Gamification is
used to achieve goals such as stimulating
and encouraging consumer purchasing
behavior (Garone & Nesteriuk, 2019). Ga-
mification applied in e-commerce can take
the form of limited-time vouchers, cash
back, and flash sales. According to Dwi-
japutra et al. (2025), effective gamificati-
on on e-commerce platforms, in the form
of promo designs that attract and engage
consumers, can encourage purchases and
increase sales. According to Koivisto &
Hamari (2019), several indicators influen-
ce gamification, namely usefulness, ease
of use, enjoyment, playfulness, recogniti-
on, and social influence.

According to Kotler & Armstrong
(2008), consumers make purchasing deci-
sions based on two factors: others’ attitu-
des and unexpected situations. Gamificati-
on implemented by sellers on e-commerce
platforms, such as flash sales, can create
consumer interest in impulsive purchases.
Therefore, engaging in gamification can
influence consumer purchasing decisions.
The relationship between gamification
and purchasing decisions is supported by
previous research indicating that gamifi-
cation positively increases digital engage-
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ment among buyers, leading to transac-

tions (Tobon et al., 2020; Butt et al., 2024).

Therefore, based on the theoretical frame-

work and the findings of previous studies,

the following hypothesis is proposed:

H2: Gamification influences purchasing
decisions.

The Relationship between Live Strea-
ming and Purchasing Decisions

Live Streaming is an effective me-
ans in e-commerce to broadcast business
live to reach audiences wherever they are
(Wasem, 2017). According to Wongki-
trungrueng & Assarut (2020), live strea-
ming increases customer trust and enga-
gement through interactivity and social
presence. Sun et al. (2019) emphasized
that direct interaction and product de-
monstrations during live streaming can
increase purchase intentions. Thus, live
streaming is an effective marketing tool in
influencing purchasing decisions. Accor-
ding to Cai et al. (2018), several indicators
influence live streaming, namely product
demonstrations, product information, ex-
citement about novelty, interaction, conve-
nience, hype, wanting other opinions, and
deals or discounts.

Purchasing decisions are the activi-
ties individuals engage in when deciding to
purchase products offered by sellers (Kot-
ler & Armstrong, 2016). Live streaming
influences purchasing decisions by allo-
wing sellers to broadcast and demonstrate
products to audiences. The relationship
between live streaming and purchasing de-
cisions 1s supported by previous research
by Qu et al. (2023), who found that during
live streaming, consumer behavior tends
to be more impulsive, especially when
offers are promoted with a time limit or
limited quantity. Therefore, based on the
theoretical framework and the findings of
previous studies, the following hypothesis
1s proposed:

H3: Live Streaming influences purcha-
sing decisions.
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The Relationship between Purchase de-
cision and eWOM

According to Firmansyah (2019), a
purchasing decision is the process of choo-
sing among several alternatives, then selec-
ting the one considered most appropriate.
According to Kotler & Keller (2016), post-
purchase behavior determines whether
customers will engage in information dis-
semination, including recommendations
and reviews of the products they have pur-
chased. Consumers who have purchased
and experienced the product tend to provi-
de reviews, recommendations, and comp-
laints on social media, thereby triggering
the formation of eWOM (Hennig-Thurau
et al., 2004). According to Kotler & Keller
(2012) There are indicators of purchasing
decisions, namely problem recognition,
information search, evaluation of alterna-
tives, purchase decision, and post-purcha-
se behavior.

Electronic word of mouth
(eWOM) is communication created by
consumers, whether positive or negative,
that is spread via the internet to influen-
ce other consumers (Weitzl, 2017). In line
with Pratiwi & Silitonga (2024), eWOM is

Influencer
Marketing

Gamification

Live
Streaming

Figure 1. Empirical Research Method
Source: Authors (2026)

Purchase
Decision

a step consumers take to share informati-
on and recommend products through di-
gital platforms. According to Loureiro &
Kaufmann (2020). Consumers cannot eva-
luate products before purchasing. Therefo-
re, eWOM is considered powerful because
it is considered more objective and trust-
worthy, as it is provided by people who
have already purchased and experienced
the benefits (Zhao et al., 2020).
According to Ahn & Park (2024),
consumers on e-commerce platforms tend
to focus on review comments before ma-
king a purchase to learn what others think
of the product. Therefore, business owners
need to pay attention to eWOM because
it is a sensitive issue. The relationship bet-
ween purchasing decisions and eWOM 1is
supported by previous research Lim et al.
(2022), which has shown that consumers
naturally provide eWOM to others pre-
purchase because they want to share infor-
mation and help others. Therefore, based
on the theoretical framework and the fin-
dings of previous studies, the following

hypothesis is proposed:
H4: Purchasing decisions influence
eWOM.
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METHOD

This research implemented a desc-
riptive statistical methodology. Primary
data were collected by distributing ques-
tionnaires to respondents who had pur-
chasing experience on the TikTok Shop
platform, specifically at the Tio Gallery
store. A sample of 250 individuals was
obtained. The survey was administered
in December 2025. Imam (2021) emplo-
yed accidental sampling, which involved
distributing questionnaires to consumers
at the Tio Gallery store who were willing
to participate.

Data were acquired by a question-
naire and analyzed using SmartPLS with
the Structural Equation Modeling (SEM)
approach. Each buyer characteristic is
assessed in this investigation through the
utilization of a Likert scale (1-5) that
comprises the following options: 1) strong-
ly disagree, 2) disagree, 3) neutral, 4) con-
cur, and 5) agree. I wholeheartedly concur.

Table 1. Respondent Description

Data processing is conducted in two sta-
ges: model testing by measurement (outer
model), which encompasses discriminant
validity and reliability tests, factor loading
values, Composite Reliability, and Avera-
ge Variance Extracted (AVE). In addition
to structural model testing (inner model)
to assess the influence of variables (multi-
collinearity), the R2, F2, and Q2 tests are
employed to draw conclusions. Hypothe-
sis testing is employed to evaluate each
variable based on a t-statistic value greater
than 1.96 and a probability value (p-value)
less than 0.05, which indicates a signifi-
cant influence (Hair et al., 2017).

RESULT AND DISCUSSION

Result

The description of the respondents
explains the characteristics of individuals
who participated in this study as question-
naire respondent.

Demographics Frequency N %
Gender Man 110 44
Woman 140 56
Age <20 Years 38 15.2
21 - 30 Years 154 61.6
31 -40 Years 50 20
> 41 Years 8 3.2
Residence Greater Jakarta 169 67.6
Outside Jabodetabek 81 32.4
Work Employee 100 40
Housewife 65 26
Students 85 34
How many times have  First time 98 39.2
you purchased at Tio 2-3 80 32
Gallery? 4-5 52 20.8
>5 20 8
How did you hear about TikTok 110 44
this store? Instagram 50 20
Friend 70 28
Family 20 8
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What’s interesting about Product Discounts 92 36.8
this shop? Free Shipping 53 21.2
Product Content by Influencers 67 26.8
Live Streaming Store 38 15.2
Total 250 100

Source: Processed Data (2026)

Based on Table 1, the respondents’
gender in this study, the majority were fe-
male, totaling 140 people (56%). Further-
more, by age, the majority were 21-30 years
old, comprising 154 people (61.6%). Next,
by residence, the majority of respondents
lived in Jabodetabek, totaling 169 people
(67.6%). By occupation, most respondents
worked as employees, totaling 100 people

Table 2. Measurement Model

(40%). Furthermore, the majority of res-
pondents’ purchases at Tio Gallery were
first-time purchases, totaling 98 people
(39.2%). Respondents learned more about
the Tio Gallery store through the TikTok
application, totaling 110 people (44%).
And what attracted respondents to the Tio
Gallery store was product discounts, with
92 people (36.8%).

Variable Indicator Item  Loading Composite AVE
Factor Reliability
Influencer 1. Number of followers and level X1.2 0.825 0.899 0.640
Marketing of engagement X1.3 0.806
2. Credibility and expertise X1.4 0.815
3. Emotional engagement and XI1.5 0.706
content quality X1.6 0.841
4. Authentic interaction and audi-
ence authenticity
5. Popularity and self-image
6. Authenticity in collaboration
and brand fit
(Tuti, 2025)
Gamifica- 1. Usefulness X2.1 0.802 0.881 0.597
tion 2 Ease of Use X2.2 0.738
3. Enjoyment X2.3 0.776
X2.4 0.809
4. Playfulness X2.5 0.736
5

Recognition
6. Social Influence

(Koivisto & Hamari, 2019)
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Variable Indicator Item  Loading Composite AVE
Factor Reliability
Live 1. Product Demonstrations X3.2 0.816 0.862 0.556
Streaming > product Information X3.3 0.703
3. Excitement about novelty X34 0.789
X3.5 0.734
4. Interaction
5. Convenience
6. Hype
7. Wanting other opinions
8. Deals or discounts
(Caietal., 2018)
Purchase 1. Recognition of needs Y1.1 0.853 0.882 0.714
Decision 2. Information Search Y4 0.844
3. Alternative Evaluation Y13 0.838
4. Purchase decision
5. Post-purchase behavior
(Kotler & Keller, 2012)
eWOM 1. Ability Y2.1 0.830 0.916 0.731
2. Integrity Y23 0.880
3. Benevolence Y24 0860
Y2.5 0.851

4. Likeability
5. Willingness to rely on

(Weitzl, 2017)

Source: Processed Data (2026)

In this study, Influencer Marketing
(X1), Gamification (X2), and Live Strea-
ming (X3) are the independent variables.
The dependent variables are purchasing
decisions (Y1) and eWOM (Y2). The as-
sessment indicator used is construct va-
lidity (outer model). If the independent
factor test results exceed 0.5, the variable
1s considered acceptable. Table 2 displays
the results of the model’s validity and re-
liability tests. Validity test findings include
factor loadings over 0.700 for all indica-
tors, while model reliability is indicated by
Composite Reliability values above 0.700
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and AVE values above 0.500.

Referring to Table 2, the average va-
lue of each extracted variable (AVE) must
be greater than 0.5 to create an acceptable
model. The average value of each variable
in each indicator also serves as an impor-
tant reference in assessing construct validi-
ty. The results in Table 2 (AVE) show that
influencer marketing, gamification, live
streaming, purchase decision, and eWOM
have values > 0.5. Therefore, each variab-
le can be interpreted as having adequate
value.
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Figure 2. The Results of Full Model Analysis
Source: Processed Data (2026)
Table 3. Discriminant Validity of Fornell-Larcker Criteria
Variables eWOM Gamification Influencer  Live Purchase
Marketing  Streaming Decision
eWOM 0.855
Gamification 0.482 0.773
Influencer Marketing 0.354 0.753 0.800
Live Streaming 0.429 0.758 0.748 0.762
Purchase Decision 0.817 0.528 0.474 0.478 0.845

Source: Processed Data (2026)

Table 3 shows that each indicator
item has the highest loading value on the
latent construct it measures. The obtained
loading values are Influencer Marketing
(0.800), Gamification (0.773), Live Strea-
ming (0.762), Purchase Decision (0.845),
and eWOM (0.855). These values indicate
that all indicators exceed the recommen-
ded threshold of 0.70, demonstrating sa-
tisfactory convergent validity. Discrimi-
nant validity was also assessed by checking
cross-loadings and making sure each indi-

Table 4. R-Square

cator loads higher on its construct than
on others. The results show that all indi-
cators have larger loadings on their latent
variables than other constructs, suggesting
discriminant validity. This shows that each
construct measures a discrete conceptu-
al realm and is experimentally distinct.
Thus, the measurement model is reliable
and valid, confirming that the constructs
are internally consistent and appropriately
differentiated.

R Square R Square Adjusted
eWOM 0.667 0.666
Purchase Decision 0.298 0.290

Source: Processed Data (2026)

The R-squared value indicates the
extent to which the independent variable

influences the dependent variable. Refer-
ring to Table 4, the R-squared (R?) values
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for eWOM and purchase decision are
0.667 and 0.298, respectively. This means
that influencer marketing, gamification,

Table 5. F Square

and live streaming influence purchase de-
cisions by 29.8%. Meanwhile, eWOM in-
fluences purchase decisions by 66.7%.

eWOM  Ganmification Influencer Live Purchase
Marketing Streaming Decision
eWOM
Gamification 0.055
Influencer Marketing 0.008
Live Streaming 0.009

Purchase Decision 2.007

Source: Processed Data (2026)

The F-test, as shown in Table 5, is
used to assess the strength of the rela-
tionship between the independent variab-
les and the dependent variable. Based on
standard assessment criteria, an F-squared
value above 0.02 is considered small in-
fluence, above 0.15 medium influence, and
above 0.35 large influence. A value below
0.02 is interpreted as having no influence
(Sarstedt et al., 2021). From Table 4, the

purchase decision variable is influenced
by the independent variables, with an F-
squared value of 0.296. For the purchase
decision variable, gamification has a small
influence (0.055). Likewise, the influencer
marketing variable (0.008) and live strea-
ming (0.009) appear to have no influence.
For the eWOM variable, the purchase de-
cision, with a value of 2.007, influences
eWOM.

Table 6. Multicollinearity Results — Inner VIF Value

Influencer Live Purchase

eWOM Gamification

Marketing  Streaming Decision

eWOM
Gamification
Influencer Marketing
Live Streaming

Purchase Decision 1.000

2.881
2.784
2.834

Source: Processed Data (2026)

The results of the inner model mul-
ticollinearity test in Table 6 show that
all inner VIF values have a result (<3.3),
which can be interpreted as the presence
of multicollinearity between constructs

Table 7. Prediction accuracy test (Q2)

with a value range of 1,000 - 2,842. This
data indicates that there is no multicolli-
nearity among latent variables in the struc-
tural model for this topic, so the topic can
be continued.

SSO SSE Q 2(=1-SSE/SS0O)
eWOM 1.000.000 516.047 0.484
Gamification 1250.000 1250.000
Influencer Marketing ~ 1250.000 1250.000
Live Streaming 1000.000 1000.000
Purchase Decision 750.000 599.577 0.201

Source: Processed Data (2026)
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In Table 7, the Q2 value is used to as-
sess a model’s predictive accuracy. A mo-
del is considered to have strong predictive
ability if the Q2 value is greater than 0,
whereas a Q2 value less than 0 indicates

Table 8. Path Coefficient

weak predictive ability (Hair et al., 2017).
Table 7 shows that the purchase decision
(0.201) and eWOM (0.484) variables are
greater than 0.000.

Original T Statistics P Result

Sample (O) (|O/STDEV|) Values
Gamification — Purchase Decision ~ 0.335 3.338 0.001 Accepted
Influencer Marketing — Purchase 0.122 1.187 0.236 Not
Decision Accepted
Live Streaming — Purchase Decision 0.133 1.425 0.155 Not

Accepted

Purchase Decision —» eWOM 0.817 33.550 0.000 Accepted

Source: Processed Data (2026)

The results of the hypothesis testing
in Table 8 can be declared significant if the
P value is less than 0.05 and the path coef-
ficient (t-statistic) value exceeds 1.96 (Hair
et al., 2017). The gamification hypothesis
on purchase decisions is accepted because
the t-statistic value is 3.338 (> 1.96) and
the p-value 1s 0.001 (< 0.05). The results
of the influencer marketing hypothesis
regarding purchase decisions are rejected
because the t-statistic is 1.187 (> 1.96)
and the p-value is 0.236 (> 0.05). The re-
sults of the live streaming hypothesis on
purchase decisions are rejected because
the t-statistic is 1.425 (> 1.96) and the p-
value is 0.155 (> 0.05). The results of the
purchase decision hypothesis on eWOM
yield a t-statistic of 33.550 (> 1.96) and a
p-value of 0.000 (< 0.05); the hypothesis
1s accepted.

Discussion

Games are widely recognized as en-
gaging and enjoyable because they evoke
feelings of excitement, joy, and intrinsic
motivation through elements such as chal-
lenge, achievement, competition, feed-
back, and rewards. These core mechanics
points, badges, levels, leaderboards, time
limits, and incentives stimulate users’
psychological needs for competence, auto-

nomy, and instant gratification. In digital
commerce environments such as TikTok
Shop, these game elements have been stra-
tegically integrated into marketing activi-
ties to enhance user engagement and sti-
mulate purchase behavior. For instance,
vouchers, flash sales with countdown ti-
mers, cashback programs, spin-to-win fea-
tures, and interactive promotional games
create a sense of urgency, competition,
and anticipation of rewards. According to
Deterding et al. (2011), gamification app-
lies game design elements in non-game
contexts to influence user behavior, parti-
cularly by triggering emotional and cogni-
tive responses that shape decision-making
processes. Empirical studies (Garone &
Nesteriuk, 2019; Tobon et al., 2020; Aulia
et al., 2021; Butt et al., 2024; Dwijaput-
ra et al., 2025; Nuranti et al., 2025) con-
sistently demonstrate that such gamified
mechanisms increase engagement, percei-
ved value, and impulsive tendencies, ulti-
mately encouraging consumers to make
purchasing decisions.

Consumers share post-purchase re-
views, recommendations, and complaints
to express satisfaction or dissatisfaction
and help other consumers make decisions.
Electronic word-of-mouth (eWOM) com-
bines altruistic objectives, such as helping
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others make better decisions, with self-en-
hancement motives, such as social recog-
nition and emotional release. Reviews ge-
nerally include product evaluations, usage
experiences, comparisons, and service as-
sessments, which influence credibility and
trustworthiness (Hennig-Thurau et al.,
2004; Lim et al., 2022; Changreani et al.,
2024; Hashifah & Nasution, 2024; Pratiwi
& Silitonga, 2024). Clear arguments, pre-
cise proof, personal images or videos, and
logical explanations make material seem
trustworthy and high-quality (Zhao et al.,
2020). High-quality eWOM reduces risk,
builds intrust or sellers or platforms, and
enhances purchase intentions. Unfounded
or unclear reviews are less reputable and
have less impact on consumer attitudes
and behavior.

Consumers rely more on personal
needs, previous experiences, and real user
reviews than on influencer recommenda-
tions. Consumer preferences tend to be
more interested in direct incentives, such
as discounts and promotions, than in pro-
duct recommendations from influencers
(Purnomo et al., 2023; Maretha et al.,
2024; Pratama et al., 2024; Patrisya et al.,
2025). This is also true with live streaming.
Live streaming allows consumers to see
products firsthand, obtain clearer informa-
tion, and interact in real time with sellers
or hosts. However, live streaming depends
on the quality of the live presentation, the
frequency of broadcasts, the offers during
the live stream, or the level of trust in the
host. Live streaming is not a primary dri-
ver of purchase decisions among potential
buyers (Agustin & Fazizah, 2023; Alfi-
ani et al., 2024; Maimunah & Rokhmat,
2024; Muna & Dewi, 2024; Yolanda et al.,
2025).

The results of this study indicate
that Influencer Marketing and Live Strea-
ming do not have a statistically significant
effect on purchasing decisions at TikTok
Shop (in the context of a children’s toy
store), whereas Gamification emerges as
the most dominant factor influencing con-
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sumer behavior. These findings suggest a
shift in the effectiveness of digital marke-
ting strategies, where consumers in this
segment appear to be more responsive to
tangible and functional incentives such as
discounts, vouchers, cashback, and time-
limited promotions rather than to per-
suasive social stimuli delivered through
influencers or live streaming interactions,
indicating that utilitarian value and econo-
mic benefits play a more decisive role in
shaping their purchase decisions.

CONCLUSION AND
RECOMMENDATION

The research results show that gami-
fication is more effective in encouraging
potential buyers to make purchasing de-
cisions than influencer marketing and live
streaming. However, influencer marketing
and live streaming still play an indirect
role, as credibility, content quality, authen-
ticity, product demonstrations, product
information, interaction, and convenience
positively influence purchasing decisions.
At the same time, purchasing decisions
serve as a bridge to eWOM, making the
perceived purchasing experience crucial to
a store’s reputation’s sustainability on digi-
tal platforms.

By integrating influencer marketing,
gamification, and live streaming into a
comprehensive model to elucidate purcha-
sing decisions and eWOM, this research
contributes to the field of digital marke-
ting and social commerce. This study also
contributes to the field of consumer be-
havior by demonstrating that functional
incentives, as implemented through gami-
fication, are more influential than social
stimuli in TikTok Shop, a children’s toy
store. This offers insight into the evolving
efficacy of digital marketing strategies on
social commerce platforms.

Practically, this research has strategic
implications for MSMEs and store mana-
gers on TikTok Shop, as it illustrates that
gamification-based promotional strategies
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(vouchers, cashback, flash sales, interac-
tive game features) are more effective in
influencing purchasing decisions than
relying solely on influencers or live stre-
aming. Using real-world evidence, these
results help businesses better allocate their
marketing funds.
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