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Abstract: Digital developments have brought significant changes in product marketing 
and marketing. TikTok, one of the entertainment platforms, has now become an 
effective marketing channel. This study aims to analyze the influence of TikTok live 
shopping and influencers on purchase intention through a systematic and 
comprehensive approach. This research method is a synthetic literature review 
(Systematic Literature Review/SLR) supported by the Preferred Reporting Items for 
Systematic Reviews and Meta-Analysis (PRISMA) framework, analyzing 10 selected 
journas from 2021 to 2025 obtained from various reputable academic databases such as 
Scopus, Web of Science, ScienceDirect, and Google Scholar. The results of the study 
indicate that TikTok live streaming or live shopping influences consumer purchase 
intention because interactivity and the quality of the real-time experience have 
important roles as determinants of purchase intention. In addition, influencers 
influence TikTok consumer purchase intention by being influenced by several factors, 
such as credibility, authenticity, and emotional connection. It is recommended that 
further research develop a more holistic conceptual model of how digital social 
influence and interactive experiences shape modern consumption behavior, while also 
providing a solid theoretical foundation for subsequent SLR research and scholarly 
publications. 
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Introduction 
 

The development of digital technology has 
created fundamental changes in modern marketing 
activities, particularly in how companies promote 
products and engage with consumers. Athar et al., 
(2022), digital marketing helps to transition and 
distribute marketing information to customers quickly 
and accurately, enabling companies to respond more 
effectively to changing market dynamics. This 
transformation is marked by the increasing use of social 
media as a strategic marketing tool. One platform 
experiencing significant growth is TikTok, known 
primarily as an entertainment app but now evolving 
into an effective and dynamic marketing channel. This 
change demonstrates a shift in consumer behavior, 
increasingly influenced by digital content and 
technology-based interactions. 

 
TikTok provides a unique marketing ecosystem 

through a combination of creative content, a robust 
distribution algorithm, and interactive features that 
enable two-way communication. Influencers are crucial 
because they are considered capable of conveying 
marketing messages in a more authentic and convincing 
manner. Sulistyanto & Shadrina (2022) emphasized that 
influencers have a significant influence on consumer 
behavior due to their authority and closeness to their 
followers. According to Hariyanti & Wirapradja (2018), 
in research cited by Anindya (2020), social media 
influencers have the potential to shape consumer 
opinions and preferences through the content they 
consistently share. 

In addition to the role of influencers, TikTok's live 
streaming feature is an innovation that strengthens the 
effectiveness of digital marketing. Mulyani & Sukardi 
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(2024) noted that TikTok has evolved into a platform for 
business interaction that combines entertainment with 
marketing. Hafizhoh et al., (2023) added that the trend 
of shopping on TikTok emerged due to social calls built 
through creative content and community-based 
consumption patterns. Febriah & Febriyantoro (2023) 
explain that live streaming allows sellers to demonstrate 
products directly, provide real-time responses to 
consumer questions, and create a more immersive 
shopping experience. This direct interaction has been 
shown to increase consumer trust and foster a sense of 
urgency in purchasing decisions. 

The increasing use of influencers and live 
streaming poses a fundamental issue regarding the 
extent to which these two elements influence consumer 
purchase intention. The influence that emerges is often 
contextual and influenced by several factors, such as the 
influencer's credibility and the quality of interactions 
during the live stream. Based on these dynamics, a more 
Systematic scientific analysis is needed to understand 
the true relationship between live streaming, 
influencers, and consumer purchase intention on the 
TikTok platform. 

Therefore, this research is crucial: examining the 
influence of live streaming and influencers on consumer 
purchase intention. A comprehensive analysis is 
expected to provide a clearer picture of the mechanisms 
of digital social influence and interactive experiences in 
shaping consumer consumption behavior in the era of 
ever-evolving technology. 

 

Method 
 

This study used the Systematic Literature Review 
(SLR) method. The literature review was conducted by 
reading international and national journals related to 
the influence of live streaming or live shopping and 
influencers on customer purchase intention on TikTok. 
The Systematic Literature Review (SLR) method was 
chosen because of its ability to integrate and synthesize 
research findings systematically and comprehensively, 
while minimizing bias in the literature selection and 
analysis process. The Systematic Literature Review 
(SLR) process was carried out through three main 
stages: literature identification, screening and selection, 
and analysis and synthesis of findings. Literature 
identification was carried out by searching reputable 
academic databases such as Scopus, Web of Science, 
ScienceDirect, and Google Scholar. Keywords used 
included combinations of terms such as "TikTok live 
streaming," "influencer marketing," and "purchase 
intention." The search was limited to the period 2021 to 
2025 to ensure relevance to the rapid development of the 
TikTok platform. Screening or selection followed the 
Preferred Reporting Items for Systematic Reviews and 

Meta-Analysis (PRISMA) framework, which involvels 
screening based on the title, abstract, and then the full 
text. Inclusion criteria included empirical articles, 
available with full access, in English or Indonesian, and 
explicitly discussing short video platforms like TikTok 
as the research context. Articles that only discussed 
social media in general without focusing on TikTok live 
streaming or live shopping, influencers, or purchase 
intention were excluded. Analysis and synthesis were 
conducted by extracting research variables, methods 
used, key findings, research gaps, and regional or 
platform contexts. This analysis allowed for the 
identification of dominant themes such as influencer 
authenticity, audience trust, the interactivity of TikTok 
live streaming or live shopping, and TikTok's ease of use 
that shape purchase intention. The synthesis results 
served as the basis for formulating a conceptual model 
and identifying opportunities for further research. The 
Systematic Literature Review (SLR) procedure can be 
seen in Figure 1. 

 

 
 

Figure 1. PRISMA 
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This study shows that the formation of consumer 
purchase intention on short video-based platforms, 
especially TikTok, is dominated by two main clusters: 
the characteristics of live streaming or live shopping and 
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combination of source credibility, social presence, 
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interactivity, and immersive real-time experiences. This 
pattern aligns with the Stimulus–Organism–Response 
(S–O–R) approach (Mehrabian & Russell, 1974), where 
the stimulus in the form of live streaming or live 
shopping and the role of influencers influence 

consumers' psychological states (trust, involvement, 
and parasocial) which ultimately result in al Response in 
the form of purchase intention or impulse buying.  

 

 
Table 1. Relevant literature findings 
No Author and Year Main Findings 
1 Li, Y., Gong, Y., dan Zhang, Y. (2022) Interactivity, response speed, and live streaming quality have a significant 

impact on impulse buying. 
2 Ma, Y., dan Liu, Y. (2023) Influencer credibility and emotional closeness have been shown to increase 

consumer purchasing interest. 
3 Wang, Y., dan Kim, M. (2022) TikTok is superior in interactivity and driving purchase intention compared to 

Instagram. 
4 Chen, R., dan Lin, C. (2021) Micro-influencers are more effective in increasing purchase intention because 

they are considered more authentic. 
5 Filipova dan Filipova (2021) Influencer marketing on TikTok is effective in increasing engagement and 

purchase intention, especially through authentic and short-form content. 
6 Hwang dan Zhang (2024) Trust, enjoyment, interactivity, and social presence factors play an important role 

in forming purchasing interest. 
7 Hu dan Chaudhry (2024) Influencer credibility and product fit significantly increase purchase intent. 
8 Putri dan Fikriyah (2023) Influencers and online customer reviews have a significant influence on impulse 

purchases. 
9 Nasikhin et al. (2025) All three variables, including live streaming, reviews, and influencers, 

significantly influence buying interest. Live streaming increases trust and 
engagement. 

10 Hakim, Sudirman, dan Istimaroh (2025) Influencer credibility (expertise, honesty, and attractiveness) strongly influences 
purchase intention. Trust is a crucial mediator in the consumer decision-making 
process. 

The Influence of Live Streaming or Live Shopping on 
Consumer Purchase Intention  

Interactivity and the quality of real-time 
experiences play a crucial role in determining purchase 
intention. Li et al., (2022) demonstrated that 
interactivity, Response speed, and the quality of live 
streaming content directly influence impulse buying. 
This mechanism operates through the perception of 
closeness and increased engagement that consumers 
experience when interacting directly with the host or 
seller. Hwang & Zhang (2024) emphasized enjoyment, 
interactivity, trust, and social presence. This aligns with 
the concept of Short et all., (1976), which suggests that 
the extent to which individuals perceive the presence of 
others in media-based  interactions is a crucial element 
in influencing purchase intention. Research by Walng & 
Kim (2022) also demonstrated that TikTok offers a 
higher level of interactivity than Instagram, making it 
more effective in driving purchase intention. 
Furthermore, Nalsikhin et al., (2025) confirmed that live 
streaming increases trust and engagement, two 
psychological variables long recognized as key drivers 
of purchasing behavior in an e-commerce context. 

Live streaming, also known as live shopping, 
possesses persuasive power due to its interactive and 
real-time nature. When consumers can communicate 
directly with the host, receive immediate responses, and 

see live product demonstrations, engagement levels 
increase, making purchasing decisions more 
spontaneous and convincing. Furthermore, 
psychological factors such as enjoyment, trust, and 
social presence contribute to this influence. Overall, live 
streaming, also known as live shopping, works by 
integrating social proximity, direct experience, and 
psychological engagement, which significantly 
increases purchase intention. 

 
The Influence of Influencers on Consumer Purchase Interest 

Credibility is a key catalyst for building consumer 
trust and confidence. AL study by Mal & Liu (2023) 
showed that trust arising from perceived credibility and 
emotional closeness with influencers directly increases 
purchase intention. These findings are supported by 
Halkim et all., (2025), who demonstrated that influencer 
expertise, honesty, and attractiveness significantly 
influence purchase intention, with trust as a key 
mediator. The existence of parasocial relationships, such 
as one-way personal relationships, can strengthen the 
psychological closeness between audiences and 
influencers, as explained in the theory of Horton & 
Wohl (1956). Besides credibility, the aspect of 
authenticity is also very prominent. Cheln & Lin (2021) 
emphasized that micro-influencers are perceived as 
more authentic and therefore more effective in 
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increasing purchase intention than macro-influencers. 
The findings of Filipoval & Filipova (2021) further 
support this statement, showing that authentic and 
short content on TikTok increases engagement and 
increases purchase propensity. Research by Hu & 
Chaludhry (2024) added that the match between an 
influencer's image and the promoted product creates 
image congruence, which significantly strengthens 
purchase intention. The integration of customer reviews 
also plays a complementary role, as found by Putri & 
Fikriyah (2023), where positive reviews strengthen 
consumer confidence and magnify the effect of 
influencer credibility on impulse purchases. 

Influencers' influence on consumer purchase 
intention primarily operates through the mechanisms of 
credibility, trust, and psychological closeness. 
Credibility, reflected in the influencer's expertise, 
honesty, and attractiveness, has been shown to be the 
basis for building trust, which then increases consumers' 
readiness to accept product recommendations. 
Furthermore, authenticity plays a crucial role, especially 
for micro-influencers, who are perceived as more 
natural and trustworthy, resulting in higher 
engagement and purchase intention. The congruence 
between the influencer's image and the product's 
characteristics adds legitimacy to the message, while 
customer reviews serve as social support that 
strengthens consumer confidence. Overall, influencers 
influence purchase intention through a combination of 
credibility, emotional connection, image alignment, and 
social validation, thus strengthening the effectiveness of 
marketing communications on digital platforms. 

 

Conclusion 
 

Based on the description above, it can be 
concluded that these two clusters exhibit a mutually 
reinforcing relationship. TikTok live streaming or live 
shopping strengthens the consumer experience through 
interactivity and social presence, while influencers 
build al psychological foundation through credibility, 
authenticity, and emotional connection. When 
consumers trust influencers who promote products in al 
responsive and immersive live context, purchase 
intention increases significantly. The synergy of these 
two factors demonstrates that the digital marketing 
ecosystem on TikTok rallies not only on content but also 
on real-time social experiences. These integrated 
findings can form the basis for developing a more 
holistic conceptual model of how digital social influence 
and interactive experiences shape modern consumption 
behavior, as well as providing a solid theoretical 
foundation for SLR research and subsequent scientific 
publications. 
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