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ABSTRACT 

 

This study evaluates the implementation of influencer marketing on TikTok content 

in stimulating impulsive buying behavior among visitors of Jawa Timur Park 

Group. The topic was selected due to the growing shift in consumer behavior in the 

digital era, where tourism visit decisions are increasingly influenced by social 

media exposure rather than prior planning. The urgency of this research is 

reinforced by fluctuating visitor numbers and the strategic adoption of TikTok as a 

primary promotional channel, including through Influencer Gathering events.This 

research applies a qualitative descriptive approach using the CIPP (Context, Input, 

Process, Product) evaluation model. Data were collected through in-depth 

interviews, observation, and documentation involving internal marketing teams, 

influencers, and visitors. The findings indicate that influencer credibility, 

engagement, and content authenticity significantly enhance brand awareness and 

encourage spontaneous visit decisions. The campaign also contributed to increased 

digital engagement and online ticket purchases, although its direct impact on 

revenue remains difficult to measure.The results highlight that structured and 

sustainable influencer marketing strategies are essential for strengthening digital 

positioning and stimulating impulsive buying behavior in the tourism sector.  

 

Keywords: Influencer Marketing; TikTok; Impulsive Buying; Digital Marketing; 

Tourism Marketing; CIPP Evaluation Model 

 

mailto:zahiraaekaa@gmail.com


202210160311043 

Zahirah Eka Putri  

Prodi Manajemen  

 

vi 

 

EVALUASI INFLUENCER MARKETING PADA KONTEN 

TIKTOK DALAM MENCIPTAKAN IMPULSIVE BUYING 

PENGUNJUNG JAWA TIMUR PARK GROUP 

 

Zahirah Eka Putri 

Department of Management, FEB UMM 

E-mail: zahiraaekaa@gmail.com 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengevaluasi implementasi influencer marketing 

pada konten TikTok dalam menciptakan perilaku impulsive buying pengunjung 

Jawa Timur Park Group. Topik ini dipilih karena adanya pergeseran perilaku 

konsumen di era digital, di mana keputusan berkunjung ke destinasi wisata semakin 

dipengaruhi oleh paparan media sosial dibandingkan perencanaan sebelumnya. 

Urgensi penelitian ini diperkuat oleh fluktuasi jumlah pengunjung serta 

pemanfaatan TikTok sebagai kanal promosi utama melalui event Influencer 

Gathering. Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan 

model evaluasi CIPP (Context, Input, Process, Product). Teknik pengumpulan data 

dilakukan melalui wawancara mendalam, observasi, dan dokumentasi yang 

melibatkan tim internal marketing, influencer, serta pengunjung. Hasil penelitian 

menunjukkan bahwa kredibilitas influencer, tingkat engagement, dan keautentikan 

konten berperan signifikan dalam meningkatkan brand awareness serta mendorong 

keputusan berkunjung secara spontan. Kampanye ini juga berdampak pada 

peningkatan interaksi digital dan pembelian tiket secara online, meskipun 

kontribusi langsung terhadap peningkatan pendapatan belum dapat diukur secara 

spesifik. Hasil penelitian ini menegaskan pentingnya influencer marketing yang 

terstruktur dan berkelanjutan dalam memperkuat positioning digital serta 

mendorong perilaku impulsive buying di sektor pariwisata.  

Kata kunci: Influencer Marketing; TikTok; Impulsive Buying; Pemasaran Digital; 

Pemasaran Pariwisata; Model Evaluasi CIPP
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