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ABSTRACT

The growth of the business sector within the online gaming industry has experienced significant
acceleration, prompting this sector to leverage the sale of virtual items as a form of currency within
online games as a notable benefit. Mobile Legend is an immensely popular online game that has
garnered significant attention and widespread appeal among individuals nationwide. The primary
objective of this study was to examine the correlation between events and influencer marketing in
their impact on purchasing decisions regarding virtual items in the renowned mobile game. This
impact was further mediated by the motivation to make a purchase. The present study employs a
quantitative research design, utilizing a purposive sampling technique to select participants. Data
analysis uses a Structural Equation Model (SEM), and mediation testing is performed through
bootstrapping. The findings of this study suggest that event marketing has a minimal impact on the
purchasing decisions of virtual mobile legend items. Additionally, the mediating role of motivation
between event marketing and purchasing decisions was not observed. This research highlights the
significant impact of influencer marketing and purchases motivation on enhancing purchasing
decisions for virtual items in the mobile legend game. Motivation plays a significant role in establishing
a connection between influencer marketing and the decision-making process regarding purchasing
virtual items in Mobile Legends. Subsequent investigations may delve deeper into the impact of
influencer marketing on the augmentation of purchasing behavior within the realm of online gaming.

Keywords: Event Marketing, Influencer Marketing, Purchase Motivations, Purchasing Decisions

INTRODUCTION

The popularity of "Mobile Legend" and similar online games has also been investigated.
Factors influencing the behavioral intention to play "Mobile Legend" have been explored,
including the impact of the COVID-19 pandemic on the game's popularity (Ong et al., 2023).
The rise of mobile games during the pandemic, especially in Asia, has contributed to the
increased engagement with games like "Mobile Legend" (Ong et al., 2023). The study
examined factors such as usability, social influence, and performance expectancy that
influence players' intention to play the game (Ong et al., 2023). Monetization strategies in
online games, including "Mobile Legend," have also been a subject of research. The
purchase of virtual items, such as diamonds, within the game has been studied in relation
to players' loyalty and in-app purchase intentions (Silaban et al., 2021). Factors such as
functional, social, and emotional values have been found to influence players' intention to
purchase virtual items in online games (Alfarisi et al., 2022). The freemium business model,
which offers games for free but generates revenue through in-app purchases, has been a
significant revenue source for mobile games like "Mobile Legend" (Syahrivar et al., 2021).

The impact of online games, including "Mobile Legend," on players' behavior and well-
being has been explored. Studies have examined the relationship between online gaming
and factors such as depression, social competence, cognitive skills, and identity formation
(Ma & Gu, 2023; Dasmadi et al., 2023; Horbinski & Zagata, 2023; Zeng, 2022). The
immersive nature of online games and the social interactions within the game environment
can have both positive and negative effects on players (Ma & Gu, 2023; Horbinski &
Zagata, 2023). The influence of advertising and marketing strategies in promoting and
popularizing "Mobile Legend" has also been investigated. The use of social media
platforms, such as TikTok, for digital marketing activities related to the game has been
explored (Eleanor & Junaidi, 2022). The impact of advertising appeals and in-game
advertisements on players' behavior and purchase intentions has been studied (lhsan &
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Junaedi, 2022; Joseph, 2021). The role of influencers and content creators in promoting
the game and influencing players' behavior has also been examined (Eleanor & Junaidi,
2022).

One important factor that influences purchasing decisions in online games is the sale of
non-functional items. Marder et al. (2019) found that free-to-play games generate
significant revenues through the sale of virtual items, including non-functional items that
provide no objective competitive advantage. This suggests that players are motivated to
purchase these items for reasons other than gaining a competitive edge. The influence of
virtual goods purchases on online consumption has been studied in the context of various
games. Zou (2023) examined the impact of virtual goods purchases in the game Genshin
Impact and found that it had both positive and negative effects. The purchase of virtual
goods can enhance the gaming experience and provide enjoyment, but it can also lead to
negative consequences such as addiction. Psychological and motivational factors also play
a role in online buying decisions. Misra (2022) examined the influence of hedonic and
utilitarian motivations on online purchase intentions in India. This study found that this
motivation significantly impacts consumer intentions to buy online. This shows that players'
motivations, such as having fun or needing certain functionality, can influence their decision
to buy diamonds in Mobile Legend.

In recent years, the integration of digital marketing and event marketing on game online
“Mobile Legend” has become increasingly important. Digital technologies and social media
platforms have transformed the way events are marketed and experienced. Companies
can leverage digital marketing strategies such as social media advertising, emalil
marketing, and online registration to promote their events, reach a wider audience, and
track the effectiveness of their marketing efforts (Unurlu, 2022). Additionally, live streaming
and virtual event platforms have emerged as alternatives to inperson events, allowing
companies to engage with remote audiences and extend the reach of their events (Unurlu,
2022).

The phenomenon of the relationship between event marketing and influencer marketing
with purchasing decisions and motivation to purchase the online game Mobile Legend can
be explored by examining various factors and their impact on consumer behavior.
Influencer marketing has garnered considerable attention in recent years due to its
influence on consumers. The significance of social media influencers in marketing has
garnered considerable attention from scholars and professionals alike, owing to their
capacity to influence consumers' purchasing choices. Using social media influencers as a
marketing strategy has experienced significant expansion and has emerged as an effective
tactic in digital marketing. The credibility and trustworthiness of influencers are significant
determinants in influencing consumers' intentions to make purchases (Tolunay & Tolunay,
2021).

Boonchutima & Sankosik (2022) examined the credibility of online video game influencers
and their impact on purchase intention. The study found that influencers can create the
need to play a game and provide relevant information, influencing purchasing decisions.
Another study by Marder et al. (2019) focused on purchasing non-functional items in free-
to-play games. While not directly related to event marketing, the study highlighted the
influence of in-game purchases on consumer behavior, which various marketing strategies,
including influencer marketing can influence. The impact of event marketing on purchasing
decisions can be explored through the influence of advertising, word-of-mouth
communication, and product promotion (Kokila & Sampathlakshmi, 2022; Sujarwo &
Matruty, 2021; Adhiambo & Wanijira, 2021). The objective of this study was to examine the
extent to which mediation plays a significant role in the purchase of virtual online game
items, specifically in the context of influencer marketing and event marketing. Additionally,
the study aimed to investigate the direct relationship between these contextual variables
and purchasing decisions.
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LITERATURE REVIEW

Event Marketing

Event marketing refers to the strategic promotion and organization of events to achieve
specific marketing objectives. It involves creating and executing events such as
conferences, trade shows, product launches, exhibitions, and sponsorships to engage
target audiences, build brand awareness, and drive customer engagement (Hanslim et al.,
2020; Kunc et al., 2022). Event marketing is a powerful tool that allows companies to
connect with their target audience in a more personal and interactive way, creating
memorable experiences that can leave a lasting impact on attendees (Vynohradova, 2021).

Event marketing also offers opportunities for companies to generate leads and drive sales.
By organizing events that attract their target audience, companies can capture valuable
customer data, identify potential prospects, and nurture relationships with attendees
(Strickland, 2022). Events provide a platform for companies to showcase their products or
services, offer exclusive promotions or discounts, and facilitate direct sales interactions
(Sun et al., 2020). Additionally, events can serve as a platform for networking and building
partnerships with other businesses, which can lead to new business opportunities and
collaborations (Brochado et al., 2021).

One study by Nuraeni & Hadita (2022) analyzed the effect of event marketing on purchase
decisions through the purchase interest of the Tokopedia Marketplace at the Tokopedia
photocard event. The study found that event marketing had a significant positive effect on
purchase decisions through purchase interest. This suggests that events can generate
interest and motivation among consumers, leading to increased purchasing decisions.

Furthermore, a study by Walters & Mariani (2020) investigated the intention to buy
secondhand clothing on sharing economy platforms. Although not directly related to event
marketing, the study highlights the influence of sustainability and economic motivations on
purchasing decisions. This suggests that events promoting sustainable practices or offering
economic incentives can impact consumer behavior and increase buying motivation.

Event marketing refers to a promotional strategy companies or brands employ to showcase
athemed event, intending to promote a specific product or service by providing consumers
with a unique experiential encounter (Kennedy, 2009; Belch & Belch, 2012; Clow & Baack,
2014), in the realm of event marketing, companies or brands that participate in an event
endeavor to curate immersive experiences while concurrently engaging in promotional
activities to showcase their products or services to customers. Event marketing is a
strategic approach encompassing a range of activities to achieve specific objectives. It
involves integrating creative, innovative, and effective strategies with established methods
and a long-term outlook. The primary objective of event marketing is to identify and engage
the target audience for the product or service offered (Wood & Masterman, 2008).
According to Hoyle (2011), event marketing encompasses three key indicators. These
indicators include:

The focus of this inquiry pertains to the advantageous outcomes experienced by event
attendees, particularly in entertainment;

The phenomenon of excitement pertains to the emotional state of event participants,
characterized by a sense of satisfaction and happiness derived from the event's
occurrence. This emotional response cultivates a positive atmosphere and generates
enthusiasm among the participants;

Enterprise refers to the innovative nature of an event, distinguishing it from others and
attracting individuals who seek firsthand experience and knowledge of the event.

H1 = Event marketing has the potential to enhance purchase motivations of online game
virtual items “Mobile Legend"
H2 = Event marketing has the potential to enhance the purchasing decisions of online game
virtual items “Mobile Legend"
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Influencer Marketing

Influencer marketing is a popular marketing approach in which companies collaborate with
social media stars or influencers to advertise their goods or services. Influencers are
individuals with large followings on social media who can impact the behavior and opinions
of their followers (Dhingra, A. (2023). This form of marketing has gained prominence with
the advent and growth of social media marketing (Vaidya & Karnawat, 2023). Influencer
marketing initiatives require firms to select and incentivize online influencers to engage
their followers on social media to promote the firms’ offerings (Leung et al., 2022). The
power of influencers in affecting a purchase decision has been recognized by organizations
as consumers turn to social media platforms (Chopra & Avhad, 2020).

Influencer marketing has gained significant attention in recent years as a powerful tool for
increasing brand salience and attracting consumers towards brands (Jhawar et al., 2023).
Influencer marketing involves leveraging the influence of social media influencers to
promote products or services and has been shown to impact consumer behavior, including
purchase decisions (Evania et al., 2023). Several studies have examined the impact of
influencer marketing on consumer purchase intentions. Chetioui et al. (2020) found that
consumers' attitudes towards a specific brand directly impact their purchasing intention.
Similarly, Evania et al. (2023) investigated the effect of influencer marketing on customer
engagement and purchase decisions and found a positive relationship between influencer
marketing and purchase decisions.

In addition to influencer marketing, other factors such as motivation, perception, and trust
have also been found to influence purchase decisions. For example, Jiang et al. (2022)
highlighted that factors influencing consumer buying behavior include motivation,
personality, perception, learning, values, beliefs, attitude, and lifestyle.

Evania et al. (2023) conducted a study analyzing the effect of influencer marketing and
content marketing on consumer purchase decisions and customer engagement. The
results showed a positive relationship between influencer marketing and purchase
decisions, indicating that influencer marketing can influence consumers' purchasing
behavior. Furthermore, research by Tannady & Alvita (2023) explored the influence of viral
marketing and product quality on purchase decisions. The study found that viral marketing
has a positive effect on purchase decisions, indicating that influencer marketing campaigns
that go viral can have a significant impact on consumer purchasing behavior. In the context
of specific industries, influencer marketing has also been shown to influence purchase
decisions.

According to Solis (2012), three indicators are associated with influencer marketing.

The concept of reach refers to the extent or magnitude of influence or impact a particular
entity or phenomenon has on a given audience or population.

Reach is a quantifiable metric that assesses the level of popularity, potential, and influence
possessed by an individual who holds the role of an influencer. The term "reach" pertains
to the number of individuals who follow digital influencers. However, it should be noted that
more than a substantial quantity of followers is needed to ensure success. Rather, the
crucial factor lies in discerning which individuals among the followers align with the brand's
intended target audience;

Suitability in terms of relevance; Relevance pertains to the degree of appropriateness and
resemblance between a digital influencer's values and a product's brand image. The
concept of relevance can manifest through the content produced by influencers and the
alignment between influencers and the brand's target audience in terms of values, culture,
and demographics;

Resonance (Vibration) is a phenomenon characterized by the oscillation or vibration of an
object at its natural frequency in response. Resonance quantifies the temporal extent,
velocity, and degree of engagement about content, subjects, or dialogues. Maximizing
resonance increases the visibility of each post or update to a larger audience. Theoretically,
this numerical value establishes the extent of engagement and the duration for which
content persists in the social media feed of internet users. Resonance, in an alternative
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interpretation, refers to the degree of involvement exhibited by followers in response to the
content of influencers;

H3 = Influencer marketing has the potential to enhance purchase motivations of online
game virtual items “Mobile Legend”

H4 = Influencer marketing has the potential to enhance the purchasing decisions of online
game virtual items “Mobile Legend"

Purchase Motivations

Purchase motivations refer to the psychological factors and drivers that influence a
consumer's decision to make a particular purchase (Koch et al., 2020). These motivations
can vary depending on various factors such as the individual's age, generation, cultural
background, and the specific context in which the purchase is being made.

Kanapathipillai (2022) conducted a study that examined the influence of digital marketing
strategies on consumers' purchasing behavior within the automotive sector in Malaysia.
The research demonstrated that digital marketing strategies possess the potential to assist
consumers in their decision-making process regarding purchases, yet they do not exert
exclusive influence over such decisions. Additional variables, such as purchase
motivations, exert a substantial influence on consumers' decision-making process.

Ansari et al. (2019) conducted a study to examine the influence of brand awareness and
social media content marketing on consumer purchasing behavior. The research findings
indicate that these factors substantially impact consumers' purchasing choices. Using
brand awareness and social media content marketing strategies has the potential to
cultivate favorable perceptions and motivations among consumers, thereby influencing
their decision-making process towards purchasing.

Sudirjo (2021) explores the influence of social media marketing on consumer purchase
decisions. The study highlights the significant influence of social media marketing on
purchase decisions, suggesting that consumers' motivations and exposure to social media
content can affect their purchase decisions and Haudi et al. (2022) analyzes the influence
of social media marketing on small market purchase decisions. The study suggests that
social media marketing can influence purchase decisions, indicating that consumers'
motivations and perceptions of social media content can shape their purchase decisions.

According to Kotler and Keller (2016), five indicators of consumer motivation exist. These
indicators include: 1) The driver must possess a product; 2) The inclination to utilize the
product; 3) Promotion of endorsement for physical appearance; 4) The concept of "push”
is expected to emerge as a prevailing trend. The occurrence takes place within a
sociocultural context and 5) Promotion of enthusiasm towards the product. Four purchasing
decision indicators exist, as identified by Kotler and Armstrong (2016). 1) The first indicator
pertains to purchasing behavior stability after acquiring product information; 2) The
purchase was made based on the brand that was most highly favore; 3) Purchasing a
product is justified when it aligns with one's specific desires and requirements and 4)
Making purchases based on recommendations from others.

H5 = Purchase motivations has the potential to enhance purchasing decisions of online
game virtual items “Mobile Legend”

H6 = Purchase motivation is able to mediate the relationship between influencers and event
marketing with purchasing decisions
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Figure 1. Conceptual Model
Source: Processed data, 2023

METHODS

The present study uses a quantitative research methodology utilizing a survey-based
approach, employing a research instrument in the form of a questionnaire. The research
population comprises individuals who actively play the game Mobile Legends: Bang Bang
within Malang City and who utilize the “Mobile Legend” website for diamond top-up
transactions. According to Malhotra's formula (2009), the total number of samples is
calculated as 26 multiplied by 5, resulting in 130 samples. The purposive sampling
technique was employed in this study due to the nature of the research, which falls under
the category of non-probability sampling. The criteria considered by the participants are as
follows: 1) The participants are residents of Malang City ; 2) The participants are currently
engaged in active Mobile Legends: Bang Bang gameplay and 3) The participants have
conducted at least three diamond top-up transactions on the “MOBILE LEGEND” website
within the past five months.

The variables examined in this study include Event Marketing (Hoyle, 2011), Influencer
Marketing (Solis, 2012), Purchase Motivation (Kotler & Keller, 2016), and Purchase
Decision (Kotler, 2016). The Likert scale (Simamora, 2004) was employed as the
measurement scale in this study. The data analysis was conducted using Partial Least
Square (PLS) with the assistance of SMART PLS 4. The analysis involved testing the Outer
Model, Inner Model and examining the mediating variable.

RESULTS

The participants in this research comprised 130 individuals actively playing the game
Mobile Legends: Bang Bang in the city of Malang. The characteristics of the respondents
were determined based on the distribution of questionnaires conducted through Google
Forms. Validation refers to assessing whether a particular measure or The validity of the
variables used in conducting tests about the association between indicators and their latent
variables, specifically event marketing, influencer marketing, motivation, and purchasing
decisions, has been confirmed through data processing. This confirmation is based on the
fulfillment of the criterion that the measurement results of the Average Variance Extracted
(AVE) model are greater than 0.5. Hence, it can be asserted that the indicator is deemed
valid.
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Table 1. Demographics of Respondents

Description Amount %

Gender Male 110 84,62%
Female 20 15,38%

Age <17 2 1,54%
17-19 4 3,08%

20-22 30 23,08%

23-25 69 53,08%

>25 25 19,23%

Subdistrict Kedungkandang 15 11,54%
Sukun 29 22,31%

Lowokwaru 48 36,92%

Blimbing 20 15,38%

Klojen 18 13,85%

Job Associate degree students 35 3,61%
Undergraduate students 95 96,39%
Income <1juta 30 93,25%
1ljuta- 2 juta 40 3,37%

2 juta - 3 juta 35 0,96%

3juta - 4 juta 13 0,48%

4 juta- 5 juta 8 0,24%

> 5 juta 4 1,69%

Source: Processed data, 2023
The concepts of validation and reliability are crucial in research and measurement.

Table 2. Average Varian Extraced (AVE)

Variable (AVE) Cut Off Keterangan
Event Marketing 0.682 0.5 Valid
Influencer Marketing 0.729 0.5 Valid
Purchasing Decisions 0.776 0.5 Valid

Purchase Motivation 0.751 0.5 Valid

Source: Processed data, 2023

Table 3. AVE, Cronbach Alpha, dan Composite Reliability

. Cut | Cronbach | Cut Composite Cut

Variable | AVE | o | “papha | Off | Reliabilty | off | Keterangan
Event 0.682 | 0,5 0.921 0,6 0.937 0,6 | Reliable
Marketing

Influencer |, 259 | g5 0.958 0.6 0.964 06 | Reliable
Marketing

Purchasing | 76| (5 0.904 0,6 0.933 0,6 | Reliable
Decisions

Purchase | ;09 | (g 0.833 0,6 0.9 0,6 | Reliable
Motivation

Source: Processed data, 2023

Furthermore, it is worth noting that all variables included in the AVE value exhibit a reliability
exceeding 0.5. Specifically, the reliability values for event marketing, influencer marketing,
purchasing decisions, and motivation are 0.682, 0.729, 0.776, and 0.751, respectively. The
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present study shows that the Cronbach alpha coefficient for each variable surpasses the
threshold of 0.6. Specifically, the event marketing variable exhibits a Cronbach alpha value
of 0.921, the influencer marketing variable demonstrates a value of 0.958, the purchase
decision variable displays a value of 0.904, and the motivation variable showcases a value
of 0.833. The present study observed that the composite reliability of the variables met the
established criteria, as each variable exhibited a value greater than 0.6. Specifically, the
variable of event marketing demonstrated a composite reliability of 0.937, influencer
marketing exhibited a value of 0.964, purchase decision displayed a value of 0.933, and
motivation yielded a value of 0.9. Hence, this demonstrates that all indicators can be
deemed reliable in assessing their respective latent variables.
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Figure 1. Structural Model (Inner Model)
Source: Processed data, 2023

Testing of the inner model is carried out by looking at the R-Square value which is a
goodness-fit model test.

Table 4. R-Square

Variable R Square
Purchasing Decisions 0.797
Purchase Motivation 0.736

Source: Processed data, 2023

According to the data presented in Table 4, it is evident that the R-Square value associated
with the Purchase Decision variable is 0.797. The value mentioned above signifies that
79.7% of the Purchase decision variable can be influenced by the Motivation (Z), Event
Marketing (X1), and Influencer Marketing (X2) variables. In addition, a further 20.3% of the
observed outcomes were influenced by external variables that were not accounted for in
the scope of this particular investigation.

Regarding the R-Square value presented in Table 4 above, it is observed that the
motivation variable exhibits a coefficient of determination of 0.736. The value above
denotes that 73.6% of the variable Purchase Motivation can be influenced by other
variables, specifically the Purchase Decision variable (Y), Event Marketing variables (X1),
and Influencer Marketing (X2). However, it should be noted that the remaining 26.4% is
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subject to the influence of various other variables that have not been considered within the
scope of this particular study.

Moreover, the purpose of conducting experiments is to examine and determine the
presence or absence of a correlation or influence between variables, which is subsequently
incorporated into the exogenous variables' impact on endogenous variables. The test
utilized in this study relies on the t-statistic value as the basis for determining statistical
significance. Specifically, the testing criterion involves comparing the calculated t-statistic
value (t-count) to the critical value from the t-table (1.96). If the t-count exceeds the critical
value, itindicates a significant effect. The findings of the hypothesis testing conducted using
the Partial Least Squares (PLS) model are depicted in Figure 4., which illustrates the
Structural Model (Inner Model).

Table 5. Hypothesis Test Results

Effects Original Sample | Standard T T Information
Sample Average | Deviation | Statistics | Table

Event Marketing -> No
Purchasing -0,027 -0,023 0,037 0,73 1,96 Sianif

L ignificant
Decisions
Influencer Marketing
-> Purchasing 0,773 0,782 0,077 10,026 1,96 Significant
Decisions
Purchase Motivation
-> Purchasing 0,161 0,146 0,081 1,988 1,96 Significant
Decisions

Source: Processed data, 2023

Table 5 presents the results of the hypothesis testing conducted in this study, indicating no
statistically significant relationship between the variables under investigation, specifically
the Event Marketing variable and the Purchase Decision. The remaining two relationships
exhibit a notable impact between variables, specifically the relationship between Influencer
Marketing and Purchasing Decisions, as well as the relationship between Motivation and
Purchasing Decisions. To gain a comprehensive understanding of the hypothesis testing
presented in Table 5.

The purpose of conducting mediation testing is to examine the potential indirect impact of
event marketing and influencer marketing variables on purchasing decision variables via
the mediating factor of motivation. The results of the mediation test are displayed in Table
6.

Table 6. Hypothesis Test Results

Original Sample Standard T Informat | Original
Effects Sample | Average Deviation Statistics T Table ion Sample
Event Marketing T
- Motivasi -> 0 0 0,007 0,042 | 0967 | 1,96 | statistic
Purchasing
- <ttable
Decisions
Influencer
Marketing -> T
Motivasi -> 0,138 0,125 0,068 2,02 0,045 1,96 statistic
Purchasing > ttable
Decisions
Source: Processed data, 2023
International Conference of Islamic Economics and Business 9th 2023 | 685




Nice
Vania & Sya’ban: Influencer and Event Marketing... 9':;_“ b

DISCUSSION

This study reveals Mobile Legend's event marketing techniques, which blend
entertainment, excitement, and enterprise, do not influence client purchases. Brand
preference, purchasing stability, personal tastes, and peer recommendations impact
selections. Mobile Legend events have no significant impact on consumer decision-
making. Event marketing—particularly entertainment—explains the trend. Entertainment is
the least valuable. This study demonstrates Mobile Legend has entertainment metrics
difficulties. "l watched the tournament organized by Mobile Legend because it provided a
high level of entertainment,” and "l watched it because it was highly captivating” scored the
lowest. A value substantially impacts the entertainment indicator's capacity to analyze
event marketing variables' influence on consumer purchase decisions. Data show no
impact. Mobile Legend has yet to host captivating events. This study reveals Mobile
Legend's event marketing techniques, which blend entertainment, excitement, and
enterprise, do not influence client purchases. Brand loyalty, personal preferences,
purchase consistency, and peer recommendations influence decisions. Mobile Legend
events have no significant impact on consumer decision-making. Event marketing—
particularly entertainment—explains the trend. Entertainment is the least valuable. This
study demonstrates Mobile Legend has entertainment metrics difficulties. "I watched the
Mobile Legend tournament because it was highly captivating" and "It provided a high level
of entertainment" earned the lowest ratings. A value substantially impacts the
entertainment indicator's capacity to quantify event marketing components' impact on
consumer purchasing decisions. Data show no impact. Mobile Legend has yet to develop
an engaging event.

Attractive things, the need to look well, and personal product preferences substantially
impact customer buying behavior. "Mobile Legend" buyers have several motivations. "l feel
compelled to purchase additional diamonds at "Mobile Legend” due to the necessity of
owning a product” is the highest-value sign of driving need, according to this research.
Buying a thing goes beyond vanity. The number above determines how motivational
circumstances impact customer purchases using the demand drive indicator. It's
noticeable. Product necessity motivates. According to this study, event marketing and
consumer purchase choices are not mediated by motivational factors, including the desire
to acquire, increase attractiveness, and appreciate items. According to statistics, marketing
events do not influence Mobile Legends website consumer sales. Motivational factors,
including the desire to acquire items, enhance one's appearance, and pick a product,
mediate the link between influencer marketing features and consumers' purchasing
choices. Influencer marketing motivates customers to purchase.

CONCLUSION

Direct hypothesis testing shows that the marketing event variable does not affect Malang
City Mobile Legends' diamond purchases on the website. Mobile Legends consumers don't
purchase virtual diamonds because they believe the events aren't enjoyable or fascinating.
Direct hypothesis testing shows that influencer marketing significantly affects Malang City's
Mobile Legends diamond purchases on the website. Mobile Legends invites Momochan as
an influencer to persuade users to buy virtual jewels. Direct hypothesis testing shows that
the motivating variable affects the choice to buy Mobile Legends gems on the Malang City
website. Mobile Legends players purchase virtual diamonds because they want them.
Hypothesis testing indirectly shows that the event marketing variable does not affect the
choice to acquire Mobile Legends diamonds via the motivating variable on the Malang City
website. Mobile Legends consumers buy virtual diamonds based on necessity, not an
event; thus, they will buy them regardless of the event. Hypothesis testing indirectly shows
that the influencer marketing variable affects the choice to buy Mobile Legends diamonds
in Malang City via the motivating variable on the website because Mobile Legends users
are persuaded to buy by others, including Momochan, a Mobile Legends influencer.
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