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ABSTRAK 

 

Tingginya penggunaan TikTok Shop tercermin dari peningkatan Gross 

Merchandise Value (GMV) secara global dan nasional. Fenomena ini diindikasi 

oleh berbagai rangsangan digital seperti content media social, konten kreatif, 

influencer marketing, dan customer review yang mendorong keputusan pembelian 

dan berkontribusi pada kenaikan GMV TikTok Shop. Namun, hasil penelitian 

sebelumnya menunjukkan temuan yang bervariasi, sehingga diperlukan penelitian 

lebih lanjut, khususnya dalam konteks TikTok Shop. Penelitian ini bertujuan 

untuk menganalisis pengaruh social media content, influencer marketing, dan 

customer reviews terhadap keputusan pembelian di TikTok Shop. Metode yang 

digunakan adalah pendekatan kuantitatif melalui survei kepada pengguna aktif 

TikTok Shop di Kota Batam. Data dianalisis melalui uji validitas dan reliabilitas, 

uji asumsi klasik, serta analisis regresi linier berganda  uji asumsi klasik dan 

regresi linier berganda. Hasilnya menunjukkan bahwa ketiga variabel secara 

parsial dan simultan berpengaruh signifikan terhadap keputusan pembelian, 

dengan kontribusi sebesar 57,2%. Ketidakkonsistenan hasil penelitian terdahulu  

dapat dijawab melalui temuan penelitian ini. Temuan ini menjelaskan bahwa 

dalam era digital, konsumen mengintegrasikan berbagai sumber informasi untuk 

mengambil keputusan. Hasil penelitian ini memberikan kontribusi praktis bagi 

pelaku bisnis dalam merancang strategi pemasaran digital yang efektif, seperti 

menciptakan konten menarik, menjalin kerja sama dengan influencer yang tepat, 

serta mendorong pelanggan memberikan ulasan jujur untuk meningkatkan 

kepercayaan dan keputusan pembelian. 

Kata Kunci : Social Media Content, Influencer Marketing, Customer Reviews, 

Purchase Decisions.  
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ABSTRACT 

 

The high usage of TikTok Shop is reflected in the increasing Gross Merchandise 

Value (GMV) both globally and nationally. This phenomenon is driven by various 

digital stimuli such as social media content, creative content, influencer 

marketing, and customer reviews, which encourage purchase decisions and 

contribute to the rise of TikTok Shop’s GMV. However, previous studies have 

shown varying findings, indicating the need for further research, particularly in 

the context of TikTok Shop. This study aims to analyze the influence of social 

media content, influencer marketing, and customer reviews on purchase decisions 

in TikTok Shop. The method used is a quantitative approach through surveys of 

active TikTok Shop users in Batam City. Data were analyzed using validity and 

reliability tests, classical assumption tests, and multiple linear regression analysis. 

The results show that all three variables have a significant influence on purchase 

decisions, both partially and simultaneously, with a contribution of 57.2%. The 

inconsistency in previous research findings can be addressed through the results 

of this study. These findings explain that in the digital era, consumers integrate 

various sources of information to make decisions.This research provides practical 

contributions for businesses in designing effective digital marketing strategies, 

such as creating engaging content, collaborating with the right influencers, and 

encouraging customers to provide honest reviews to increase trust and purchase 

decisions. 

Keyword: Social Media Content, Influencer Marketing, Customer Reviews, 

Purchase Decisions.  
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