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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Content Marketing dan 
Livestreaming terhadap Purchase Intention, dengan Brand Awareness sebagai 
variabel mediasi pada konsumen produk gaya hidup Geoff Max di platform Shopee 
Live. Latar belakang penelitian ini didasari oleh meningkatnya pemanfaatan fitur 
digital seperti livestreaming dan strategi pemasaran konten dalam menjangkau 
pasar muda yang aktif di e-commerce. Penelitian ini menggunakan pendekatan 
kuantitatif dengan metode survei melalui kuesioner terhadap 200 responden yang 
merupakan pengguna Shopee dan pernah menyaksikan Shopee Live dari brand 
Geoff Max. Teknik analisis data dilakukan menggunakan Partial Least Square 
Structural Equation Modeling (PLS-SEM) dengan bantuan perangkat lunak 
SmartPLS 4. 

Hasil penelitian menunjukkan bahwa Content Marketing dan Livestreaming 
berpengaruh positif dan signifikan terhadap Brand Awareness, dan Brand 
Awareness juga berpengaruh signifikan terhadap Purchase Intention. Selain itu, 
Content Marketing dan Livestreaming juga berpengaruh secara langsung terhadap 
Purchase Intention. Brand Awareness terbukti memediasi secara signifikan 
pengaruh Content Marketing dan Livestreaming terhadap Purchase 
Intention.Implikasi dari hasil penelitian ini adalah pentingnya integrasi strategi 
konten digital dan fitur livestreaming sebagai sarana promosi interaktif untuk 
membangun kesadaran merek dan meningkatkan niat beli konsumen, khususnya di 
industri fashion lokal yang menyasar konsumen digital. 

Kata Kunci: Content Marketing, Livestreaming, Brand Awareness, Purchase 
Intention, Shopee Live, Geoff Max. 
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ABSTRACT 

 

This study aims to analyze the influence of Content Marketing and Livestreaming 
on Purchase Intention, with Brand Awareness as a mediating variable among 
consumers of Geoff Max lifestyle products through Shopee Live. The background 
of this research lies in the increasing use of digital features such as livestreaming 
and content-based marketing strategies to reach young and active e-commerce 
users. A quantitative approach was employed using a survey method, where data 
was collected through a questionnaire distributed to 200 respondents who are 
Shopee users and have watched Geoff Max’s Shopee Live sessions. The data was 
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) 
with SmartPLS 4 software. 

The results reveal that Content Marketing and Livestreaming have a positive and 
significant effect on Brand Awareness, and Brand Awareness also has a significant 
influence on Purchase Intention. Furthermore, both Content Marketing and 
Livestreaming also have direct significant effects on Purchase Intention. Brand 
Awareness is proven to significantly mediate the relationship between Content 
Marketing and Livestreaming on Purchase Intention. The findings imply that 
integrating digital content strategies and livestreaming features is essential to 
enhance brand awareness and drive consumers’ buying intention, especially in the 
local fashion industry targeting digital-native audiences. 

Keywords: Content Marketing, Livestreaming, Brand Awareness, Purchase 
Intention, Shopee Live, Geoff Max. 
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