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ABSTRACT

The purpose of this study is to investigate the effect of Social Media Influencers Credibility on
Purchase Intention in the scope of TikTok Live Streaming. Data were obtained through online
questionnaires with a total of 151 qualified respondents. Data was analyzed using Partial Least
Square Techniques. The result showed a positive and significant effect of social media influencers

on customers purchase intention, in the scope of TikTok Live Streaming E-commerce.
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