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INTISARI 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing dan e-wom 

pada media sosial TikTok terhadap keputusan pembelian. Sumber data dalam 

penelitian ini adalah data primer. Data primer didapatkan melalui penyebaran 

kuesioner kepada 200 responden. Sampel penelitian terdiri dari 200 responden yang 

dipilih menggunakan metode probability sampling dengan teknik purposive 

sampling. Alat analisis yang digunakan adalah software SmartPLS v.3.2.9. 

Berdasarkan hasil penelitian, dapat disimpulkan bahwa content marketing 

berpengaruh positif dan signifikan terhadap keputusan pembelian pada media sosial 

TikTok, yang meliputi variabel content creation, content sharing, connecting, 

community building, dan e-wom yang berpengaruh signifikan terhadap keputusan 

pembelian. Pengaruh ini terbukti secara langsung ketika nilai P-value < 0,05 

(significance level = 5%) dan nilai T-statistic > 1,960, menunjukkan adanya 

pengaruh yang signifikan dari variabel eksogen terhadap variabel endogen. 

 

Kata Kunci : Content Creation, Content Sharing, Connecting, Community 

Building, dan E-WoM terhadap Keputusan Pembelian 
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ABSTRACT 

This study aims to analyze the influence of content marketing and e-wom on TikTok 

social media platform on purchase decisions. The data source for this research is 

primary data, obtained through the distribution of questionnaires to 200 

respondents. The research sample consists of 200 respondents selected using 

probability sampling method with purposive sampling technique. The analysis tool 

used is SmartPLS v.3.2.9 software. Based on the research results, it can be 

concluded that content marketing has a positive and significant effect on purchase 

decisions on TikTok social media platform, including the variables of content 

creation, content sharing, connecting, community building, and e-WOM, which 

significantly influence purchase decisions. This effect is proven directly when the 

P-value is < 0.05 (significance level = 5%) and the T-statistic value is > 1.960, 

indicating a significant influence of exogenous variables on endogenous variables. 

 

Keywords: Content Creation, Content Sharing, Connecting, Community Building, 

and E-WoM on Purchase Decisions. 
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