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ABSTRAK

_aJu:-harugr William/ 22199108/ 2023/ Pengaruh Electronic Word of Mouth (cWOM) dan
Q—il‘wrre.ﬁ' Marketing di TikTok terhadap Minat Beli Konsumen Eatsambel’ Pembimbing.
ol itz E‘Ei-.'l. Setianingsih 5.E, M.M.

Q

w bu

umill:]lE‘hn int meneht tentang “Pengaruh Electronic Word of Mouth (e WOM) dan Content
SMarkeging di TikTok terhadap Minat Beli Konsumen Eatsambel”. Dalam cra digital saat
ini; pﬂkﬁ:ml:mngaﬂ teknologi dan media sosial membawa perubahan besar dalam hal
n%mﬁs: dan komunikasi. TikTok merupakan salah satu aplikasi media sosial yang sedang

ulsﬁ Penelitian imi bertujuan untuk mengetahui scberapa besar pengaruh Elecironic
% grj Mouth (eWOM) dan Comtent Marketing di TikTok terhadap Minat Beli
zﬂ.gimuawu Eatsambel.

CD

1nnbu

qagd

uelbe

nJ

D'Tnsj':m a_ang digunakan dalam penclitian ini adalah Electronic Word of Mowth (cWOM),

Q

—sféirhm' Marketing, dan Minat Beli Konsumen. Variabel pada penclitian ini terbagi

<

E|':1.|“%ua@ dua jenis yaitu variabel independen dan variabel dependen. Variabel independen

Gaity Elecironic Word of Mouth (eWOM) dan Content marketing, sedangkan Minat Beli
iﬂunﬁug_nun sebagal vanabel dependen.

(V]

4

edue

3i’eneli§an ini menggunakan metode kvantitatif. Tekmik pengambilan sampel vang
Sdigunakan adalal won — probability sarpling dengan menggunakan purposive sampling,
Sdengai sampel sebanyak 100 responden. Pengumpulan data melalui penyebaran kuesioner
%I:cpad%‘knnsmn:n Eatsambel di Kota Jakaria, Data di analisa dengan uji validitas, uji
Sreliabilitas, analisis deskriptif, scrta analisis regresi lincar berganda untuk mengetahui
g’_s:hl:nlpa besar pengaruh variabel bebas terhadap vanabel terkait dan diolah menggunakan

SSPSS xwrsi 26

E,Ha.s:'lﬁi asumsi klasik menunjukan bahwa model regresi memenuhi asumsi, vaitu residual
°§bn:rdiﬁ‘ihusi normal, tidak ferjadi gejala  heteroskedastisitas dan  fidak  terdapat
%muh‘i!lh‘l:ﬂriﬂ;as. Hasil uji F menunjukan 91.429 Fhitung > dan Ftabel 3.089 dengan mlai
gsigniigﬂn 000K = dan .05, artinya ¢WOM dan Contert Marketing sccara bersama-sama
j[ﬁi'rmﬁfm] berpengaruh terhadap Minat Beli Konsumen. Hasil Uji ¢ menunjukan bahwa

gafu

:‘h’ﬂa' dan Content Marketing memiliki nilai signifikan dibawah 0.05, maka berpengarub
positildan signifikan terhadap minat beli.

=
Has:il?-:m:lirla.n ini menunjukan bahwa Elecironic Word of Mouth (eWOM) dan Conent
Markeing memiliki pengaruh positif dan signifiken terhadap Minat Beli Konsumen
Eatsaffjbe] di kota Jakarta,

el

Foata klmi: electraric wird nfﬂfc.rulh. comntent marieding, minat beh

IM

D uepy )y
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ABSTRACT

.—JEﬂ'lﬂn%r William/ 22199108/ 2023/ The influence of Electronic Word of Mouth (e WOM)
© Shmd (’g{?m'rr! Marketing in TikTok on Customer Purchase fntention Eatsambel’ Supervisor;
Rita E‘Eél Setianingsih 5.E, M.M.

Busw 6ue.|e

T.IEIE'i rﬂi:_mr(..fr examines "The Influence of Elecironic Word of Mouth (e WOM) and Content
cgnng on TikTok on Purchase fntention of Eatsambel Consumers®, In today's digital
tnr.‘m:. .H'.HE development of technology and social media has brought major charnges in terms
mr:-Fm,i'Eth.rmu and communication, TikTok is one of the most popular social media

dlg
‘:'.5.

g9
U

:,u;gln'uatmm This steedy aimy to determine bow much influence Electronic Word of Mouth
%r’égﬂ@} and Content Markeung on TikTok have on Perchase fnrention of Eaambel
$L" ar !.'L'IIEE'T_'.'.

c2 3

i{?";* .fﬁg_ﬂ: v wied in this study is Electronic Werd of Mouth (eWOM), Comteni Marketing,
Sl C’E.rrsumer Purchase Ietention. The variables fn this study ave divided into two types,

Hmfnffﬁ.ﬁ’:f independent variable and the dependent variable. The independem variables
Giare Efg".rmrr:u Word of Mowth (e WOM} and Content marketing, while Consumer Purchase
ﬂurrmﬂgn is the dependent variable,
L

This rg_'emt'ﬁ wsex quantilaiive methods, The sampling technigue used was nen-probatility
(,,mmp.f:;‘-gg wsing prrposive sampling, with a sample of 10 respondents. Data collection by
E.:ﬁs:rr'@ﬁng guestionnaives o Eatsambel consumers in the city of Jakavta. Dare were
Surrier! L-':?:I' by validity test, reliability test, descriptive analvsis, and multiple lirear
Sregression analvsis to find out how much influence the independent variables kad on the

uawl eduey |

e

vrelated variahles and were processed using SPSS version 26.

akuaw uep

The ias':rﬂ'.': of the classical asswmption test show that the regression model meeis the
Eﬂ.:.'.n-rra‘i'-:.rn.ﬁ. mamely the restduals are normally disiributed. there are o svmptoms of
g&ﬁer-ﬁ;tﬂdu.?fl'ciﬂ' and there is mo multicollinearity, The results of the F test show 9f 429
%F coulld> from Frabel 3,089 with a significant value of 0.000 < 0.05, meaning that e WOM
gmm’ gom'mr Marketing simulianeousiv inffuence Consumer Purchase fntention. The

"re.rufﬁhj'rhe ¢ test show that e WOM and Content Marketing have a significant virlue helfow
.03, al' they have a positive and sigmificant effect on Purchave fntention.

q

The :.ﬂrrn‘u-m.:.rr of this xtudy shows thar Electronic Word of Mouth (e WOMI and Content
erkﬂurg fusve a positive and sigaificant influence on Consumer Purchase Intention.

.";'{'_w-ﬂa'& electromic word of mouth, content marketing, Purchase fntention

91D uenj JIm) el
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