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PENGARUH CONTENT MARKETING & ELECTRONIC WORD OF
MOUTH TERHADAP KEPUTUSAN PEMBELIAN PRODUK EAT
SAMBEL DI SOCIAL MEDIA TIKTOK

Aleka Radhia

ABSTRAK

Fenomena Digital Marketing dalam promosi merek di social media TikTok berhasil
menarik perhatian konsumen melalui produk viral di For Your Page. Strategi
dicerminkan oleh konten dan ulasan (review) yang memengaruhi keputusan
pembelian. Penelitian ini bertujuan untuk mengetahui pengaruh Content Marketing
dan Electronic Word of Mouth terhadap keputusan pembelian produk Eatsambel di
social media TikTok, baik secara parsial maupun simultan. Variabel terdiri dari
Content Marketing (X1), e-WOM (X2), dan Keputusan Pembelian (), dengan
menggunakan pendekatan Teori SOR (Stimulus— Organism—Response). Content
Marketing dan e-WOM (Stimulus), User online TikTok (Organisme), dan
keputusan pembelian sebagai (Response). Penelitian menggunakan kuantitatif
eksplanatif dengan paradigma positivistik. Data dikumpulkan melalui survei
Google Form dan kuesioner dengan skala Likert 1-5,

121 responden, menggunakan teknik purposive sampling. Populasi penelitian
adalah konsumen yang-melihat Content Marketing dan e-WOM @eatsambel di
FYP TikTok. Hasil uji T.'menunjukkari CQ:ntent Marketing berpengaruh positif dan
signifikan terhadap keputusé'n' pémbelian', sedangkan e-WOM berpengaruh positif
namun tidak signifikan. Uji F menunjukkan pengaruh simultan yang signifikan dari
kedua variabel terhadap keputusan pembelian, dengan nilai Sig 0.000 < 0.05 dan R
Square sebesar 87,7%. Peneliti merekomendasikan agar Eatsambel meningkatkan
kualitas dan konsistensi konten, serta ulasan positif dari konsumen untuk
memperkuat pemasaran digital.

Kata kunci: Content Marketing, e-WOM, Keputusan pembelian, Social media
TikTok
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PENGARUH CONTENT MARKETING & ELECTRONIC WORD OF
MOUTH TERHADAP KEPUTUSAN PEMBELIAN PRODUK EAT
SAMBEL DI SOCIAL MEDIA TIKTOK

Aleka Radhia

ABSTRACT

The phenomenon of Digital Marketing in brand promotion on TikTok social media
has successfully attracted consumer attention through viral products featured on
the For You Page (FYP). This strategy is reflected through content and reviews that
influence purchasing decisions. This study aims to examine the effect of Content
Marketing and Electronic Word of Mouth (e-WOM) on the purchasing decisions of
Eatsambel products on TikTok, both partially and simultaneously. The variables
used are Content Marketing (X1), e-WOM (X2), and Purchase Decision (Y),
applying the SOR (Stimulus—Organism—Response) Theory. Content Marketing and
e-WOM act as the stimulus, TikTok users as the organism, and purchase decisions
as the response. This research uses a quantitative explanatory approach with a
positivistic paradigm. Data was collected through a Google Form survey and a
Likert scale questionnaire (1-5) with 121 respondents selected using purposive
sampling. The research population consists of consumers who viewed the Content
Marketing and e-WOM from @eatsambel on TikTok’s FYP. The T-test results show
that Content Marketing .hais:a‘pos'itive and-significant effect on purchase decisions,
while e-WOM has a positive -but not ."'significént effect. The F-test shows a
simultaneous significant effect of both variables on purchase decisions, with a
significance value of 0.000 |

< 0.05 and an R Square of 87.7%. The researcher recommends that Eatsambel
improve the quality and consistency of its content and encourage positive consumer
reviews to strengthen its digital marketing strategy.

Keywords: Content Marketing, e-WOM, Keputusan pembelian, Social media
TikTok
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