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 The digital era has changed the way consumers interact with products and 

services, with e-commerce becoming one of the main platforms used by 

customers to shop online, with e-commerce becoming of the main platforms 

used by customers to shop online. In this context, the role of digital influencers 

as key drivers in shaping consumer preferences and shopping behavior is 

increasingly receiving significant attention. TikTok, a social media platform 

that is experiencing rapid growth, has introduced an e-commerce feature 

known as TikTok Shop. This research was created to find out the role and 

influence of digital influencers in shaping consumer buying interest in the e-

commerce TikTok Shop. This research uses quantitative methods with a 

descriptive approach. 
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INTRODUCTION 

Indonesia has become one of the most potential markets in terms of social media usage and 

rapid e-commerce adoption. The phenomenon of digital influencers on the TikTok platform and their 

influence on consumers' buying decisions is becoming a significant part of the dynamics of online 

shopping in the country. TikTok, as a social media platform that is increasingly popular among 

Indonesians, has embraced the e-commerce dimension through the TikTok Shop feature. In this 

context, the role of digital influencers has become crucial in shaping preferences, reaching a wider 

audience, and influencing consumer purchasing decisions on the TikTok Shop e-commerce platform. 

However, while the influence of digital influencers in the context of online shopping has been a 

major concern, there is still an urgent need for a deeper understanding of how this phenomenon 

occurs specifically in Indonesia. Data and analysis specific to the influence of digital influencers on 

buying interest in TikTok Shop e-commerce in Indonesia are still fairly limited. 

Therefore, more focused and comprehensive research is needed to explore in more detail how 

digital influencers operate within the TikTok Shop e-commerce ecosystem in Indonesia. A deeper 

understanding of these dynamics is expected to make a significant contribution for marketing 
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practitioners and e-commerce platform developers to devise more effective strategies for reaching 

and influencing consumers in the growing Indonesian market. 

By directing this research to the phenomenon of the influence of digital influencers on buying 

interest in TikTok Shop e-commerce in Indonesia, it is expected to reveal key factors that influence 

consumer behavior, the dynamics of the relationship between influencers and consumers, and their 

impact on the growth of the e-commerce industry in Indonesia. 

The digital age has changed the way consumers interact with products and services, with e-

commerce being one of the main platforms used by customers to shop online. In this context, the role 

of digital influencers as the main driver in shaping consumer preferences and shopping behavior is 

increasingly gaining significant attention. TikTok, as a social media platform experiencing rapid 

growth, has come up with an e-commerce feature known as TikTok Shop. In this environment, digital 

influencers have great potential to influence consumers' buying interest in products sold on TikTok 

Shop. However, while the influence of digital influencers in influencing buying interest has become 

a topic of interest, there is a need for a deeper understanding of how and to what extent digital 

influencers contribute to consumer buying interest in TikTok Shop e-commerce. More careful 

research is needed to dig into more detail the influence of digital influencers on consumers' buying 

decisions on these platforms. Considering the important role of digital influencers in driving 

consumer preferences, this study aims to identify the factors that are key in the influence of digital 

influencers on consumer buying interest in TikTok Shop e-commerce. A deeper understanding of 

this influence is expected to provide better insights for e-commerce marketers and practitioners to 

improve marketing and sales strategies on the TikTok Shop platform. 

Based on the explanation above, the formulation of the problem in this paper is: how is the 

role and influence of digital influencers in shaping consumer buying interest in TikTok Shop e-

commerce, and its impact on marketing and sales strategies in the rapidly growing e-commerce 

environment. 

Against the background of the clear problem, research on the influence of digital influencers 

on buying interest in TikTok Shop e-commerce can be encouraged to provide a deeper understanding 

of this relationship and its implications for e-commerce marketing practices. In addition, research 

focused on the phenomenon of digital influencers' influence on buying interest in TikTok Shop e-

commerce in Indonesia can provide deeper insights into how these influences operate in the local 

context and their implications for e-commerce marketing strategies in Indonesia. 

 

 

RESEARCH METHOD 

This study aims to examine and interpret the meaning of how the role and influence of digital 

influencers in shaping consumer buying interest in TikTok Shop e-commerce, as well as its impact 

on marketing and sales strategies in the rapidly growing e-commerce environment. So the researcher 

feels that the most appropriate research method used in this study is the descriptive qualitative 

method. 

 

 

RESULTS AND DISCUSSION 

TikTok Shop is part of the TikTok social media platform that presents e-commerce features 

that allow users to browse, view, and buy products directly from the TikTok application. This feature 

allows businesses and brands to create their online stores within the TikTok platform, showcasing 

products that users can see as they browse content. TikTok Shop allows brands to interact directly 

with their audience, promote products, and allow users to make purchases directly without leaving 

the app. It creates a shopping experience that integrates with existing content on TikTok, allowing 

users to browse and purchase the products they see in the videos they watch. 

TikTok Shop is an e-commerce feature integrated into the TikTok platform. Through TikTok 

Shop, users can browse, view, and buy products directly from the TikTok app. This feature allows 

businesses and brands to promote and sell their products directly to TikTok users. Users can find 

online stores of different brands and products relevant to their interests while browsing content on 

TikTok. TikTok Shop provides a shopping experience that integrates with existing content on the 
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platform, allowing users to make purchases directly without leaving the app. This creates an 

opportunity for businesses to leverage the influence of existing content on TikTok in expanding reach 

and selling products to a wider audience. 

Today, the application favored by digital influencers is TikTok Shop. The reason is, that the 

role of TikTok Shop is very diverse in the TikTok ecosystem. Some of the roles of TikTok Shop 

include: 

 

1. Drive Direct Engagement and Purchase 

 TikTok Shop allows TikTok users to directly interact with the products they see in the content, 

as well as make purchases without leaving the platform. This reduces the barrier between content 

that interests users and the ability to purchase those products. 

2. Community Building and Engagement  

Through TikTok Shop, brands can build a stronger community of users. They can interact 

directly with followers, leave reviews, provide product information, and strengthen user engagement 

with the brand. 

3. Sales Drivers and Marketing Strategy  

TikTok Shop is becoming a new channel for businesses to promote their products to a wider 

audience. Users can view products within TikTok content and easily move to make purchases, 

turning content into immediate transactions. 

4. Innovation in the Shopping Experience  

Leveraging the appeal of the existing content on TikTok, TikTok Shop creates a more fun and 

engaging shopping experience, blending entertainment with shopping needs. 

5. Encourage Content Creativity  

The existence of TikTok Shop encourages content creators to be more creative in incorporating 

products into their content. It not only promotes the product but also increases the entertainment 

value and appeal for the users. 

TikTok Shop's role is not only as an e-commerce platform but also Digital influencers are the 

bridge between engaging content and the act of purchasing, creating a holistic and integrated 

experience for TikTok users. 

 

1. Defenisi Influencer Digital 

Digital influencers are individuals who have a strong presence on social media platforms such 

as Instagram, YouTube, TikTok, and other platforms, and have a large and loyal following. They can 

influence the behavior, preferences, and buying decisions of their followers through the content they 

share. These influencers often have specific expertise or interests in specific fields such as fashion, 

beauty, travel, gaming, and more, which makes them authorities in their field. By sharing reviews, 

recommendations, tutorials, and engaging content, digital influencers can build a close relationship 

with their followers, so they can influence their followers' buying decisions related to the products 

or services they promote. 

The influence of buying interest on TikTok Shop can be a significant factor in motivating users 

to make purchases. Influencers can influence their followers' buying decisions by recommending, 

showcasing, or reviewing products from TikTok Shop in their content. Followers tend to respond 

positively to recommendations from influencers they trust or like. 

Digital influencers also often present creative and engaging content that introduces products 

from TikTok Shop in an interesting way for their followers. By providing authentic reviews or 

testimonials, they can increase followers' trust in the product. 

The collaboration between TikTok Shop and influencers is also an effective strategy for 

expanding the reach of the product. In the form of promotional content or special collaborations, 

influencers can introduce products from TikTok Shop to a larger audience. 

When influencers present TikTok Shop products in their content, they not only highlight the 

product itself but also associate it with a certain lifestyle or values, making the product more relevant 

and appealing to followers. This can affect buying interest, especially when followers feel connected 

to the story or message conveyed by the influencer through the content. 
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2. TikTok Shop Phenomenon in Indonesia 

The TikTok Shop phenomenon in Indonesia reflects the transformation of the role of social 

media from just a content platform to an active e-commerce environment. With the rapid growth of 

TikTok users in Indonesia, the integration of e-commerce through TikTok Shop has become a 

phenomenon that steals attention. This feature allows TikTok users to explore and buy products 

directly from the app, providing an opportunity for local businesses and brands to embrace audiences 

more directly. This phenomenon reflects the evolution of online shopping, where users not only 

consume content but also can directly interact with the products they see in the videos they watch. 

The TikTok Shop phenomenon in Indonesia has not only changed the way people shop online, but 

also provides new opportunities for businesses to reach a wider market by leveraging the appeal and 

influence of the content shared by TikTok users. 

Based on reality, TikTok Shop in Indonesia reflects the growing evolution of online shopping 

amid the rapid popularity of the social media platform TikTok in the country. TikTok Shop has taken 

center stage in the e-commerce ecosystem, integrating shopping capabilities directly into the TikTok 

platform allowing users to browse, view, and purchase products without leaving the app. The 

adoption of TikTok Shop reflects a change in online shopping behavior, where users not only become 

viewers of content but also have direct access to interact with products featured in videos. This 

phenomenon not only expands opportunities for businesses to introduce and sell their products to a 

wider market but also becomes a creative space for TikTok influencers and users to combine 

engaging content with an integrated shopping experience. 

Apart from being an e-commerce platform, TikTok Shop also provides opportunities for local 

businesses and brands to leverage the influence of viral content or trends on TikTok to expand the 

reach and appeal of products. Thus, the TikTok Shop phenomenon in Indonesia not only reflects the 

transformation in the way of online shopping but also opens up new opportunities for business people 

to develop more creative and effective marketing strategies to capture consumer attention. 

 

 

CONCLUSION 

TikTok Shop is an e-commerce feature integrated into the TikTok platform. Through TikTok 

Shop, users can browse, view, and buy products directly from the TikTok app. This feature allows 

businesses and brands to promote and sell their products directly to TikTok users. Users can find 

online stores of different brands and products relevant to their interests while browsing content on 

TikTok. TikTok Shop provides a shopping experience that integrates with existing content on the 

platform, allowing users to make purchases directly without leaving the app. This creates an 

opportunity for businesses to leverage the influence of existing content on TikTok in expanding reach 

and selling products to a wider audience. Digital influencers are individuals who have a strong 

presence on social media platforms such as Instagram, YouTube, TikTok, and other platforms, and 

have a large and loyal following. They can influence their followers' behavior, preferences, and 

buying decisions through the content they share The influence of buying interest on TikTok Shop 

can be a significant factor in motivating users to make purchases. Influencers can influence their 

followers' buying decisions by recommending, showcasing, or reviewing products from TikTok 

Shop in their content. Apart from being an e-commerce platform, TikTok Shop also provides 

opportunities for local businesses and brands to leverage the influence of viral content or trends on 

TikTok to expand the reach and appeal of products. Thus, the TikTok Shop phenomenon in Indonesia 

not only reflects the transformation in the way of online shopping but also opens up new opportunities 

for business people to develop more creative and effective marketing strategies to capture consumer 

attention. 
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