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Pengaruh Content Marketing Dan Electronic Word of Mouth TikTok 

Terhadap Purchase Decision di Social Commerce TikTok Shop @inthebox.id 

 

ABSTRAK 

Oleh  

Raden Mochamad Chandra 

 

Revolusi industri 4.0 telah mengubah teknik pemasaran konvensional 

menjadi pemasaran digital, melalui media sosial yang menjadi platform 

utama untuk promosi dan penjualan produk. Pengguna aktif media sosial di 

Indonesia, khususnya TikTok, mengalami peningkatan yang cukup 

signifikan, sehingga membuka peluang bagi para pelaku usaha untuk 

memanfaatkan platform tersebut sebagai media promosi. INTHEBOX, 

sebuah perusahaan furnitur, telah menerapkan pemasaran konten melalui 

TikTok dengan strategi penawaran seperti gratis ongkos kirim dan subsidi 

ongkos kirim. Namun, ulasan negatif dari beberapa konsumen dapat 

mempengaruhi perilaku konsumen dan menurunkan penjualan produk 

melalui TikTok Shop. Penelitian ini menggunakan analisis deskriptif 

dengan pendekatan kuantitatif, pengumpulan data melalui kuesioner dengan 

metode non-probability sampling yaitu purposive sampling. Sampel terdiri 

dari 175 konsumen INTHEBOX. Hasil penelitian ini menunjukkan (1) 

Content marketing berpengaruh positif dan signifikan terhadap purchase 

decision di TikTok Shop @inthebox.id. (2) Electronic word of mouth tidak 

berpengaruh signifikan terhadap purchase decision di TikTok Shop 

@inthebox.id. (3) Secara simultan, pemasaran konten dan electronic word 

of mouth berpengaruh positif dan signifikan terhadap purchase decision 

pada TikTok Shop @inthebox.id. Adapun content marketing dan electronic 

word of mouth memiliki kontribusi sebesar 84,4% dalam mempengaruhi 

purchase decision. Untuk meningkatkan kepercayaan, perusahaan harus 

memberikan informasi yang dapat dipercaya kepada audiens dengan fakta 

dan kebenaran yang terjadi. Perusahaan dapat meningkatkan kualitas 

produk, harga yang ditawarkan dan melakukan promosi secara menarik 

untuk menciptakan perhatian konsumen dengan mengingkatkan keputusan 

pembelian serta penjualan di brand INTHEBOX. 

 

Kata kunci: Revolusi industri 4.0, Pemasaran konten, Electronic Word of 

Mouth, TikTok, Keputusan pembelian. 
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The Effect of Content Marketing and Electronic Word of Mouth TikTok on 

Purchase Decision at Social Commerce TikTok Shop @inthebox.id 

 

ABSTRACT 

By  

Raden Mochamad Chandra 

 

The industrial revolution 4.0 has transformed conventional marketing 

techniques into digital marketing, with social media becoming the main 

platform for product promotion and sales. Active users of social media in 

Indonesia, especially TikTok, have increased significantly, creating 

opportunities for businesses to utilize the platform as a promotional media. 

INTHEBOX, a furniture company, has implemented content marketing 

through TikTok with offer strategies such as free shipping and subsidized 

shipping. However, negative reviews from some consumers can influence 

consumer behavior and reduce product sales through TikTok Shop.  This 

research applies descriptive analysis with a quantitative approach, collecting 

data through questionnaires with a non-probability sampling method, namely 

purposive sampling. The sample consisted of 175 INTHEBOX consumers. 

The results of this study indicate (1) Content marketing has a positive and 

significant effect on purchase decisions at TikTok Shop @inthebox.id. (2) 

Electronic word of mouth has no significant effect on purchase decision at 

TikTok Shop @inthebox.id. (3) Simultaneously, content marketing and 

electronic word of mouth have a positive and significant influence on 

purchase decisions at TikTok Shop @inthebox.id. Both content marketing and 

electronic word of mouth contribute to 84.4% in influencing purchase 

decisions. To enhance trust, the company must provide credible information 

to the audience based on facts and truth. The company can improve product 

quality, offer competitive prices and engage in compelling promotions to 

capture consumer attention and boost purchase decisions and sales for the 

brand INTHEBOX. 

 
Keywords: Industrial revolution 4.0, Digital marketing, Electronic word of 

mouth, TikTok, Purchase decision. 
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