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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh User Engagement, Content 

Marketing, dan Online Review terhadap Keputusan Pembelian produk Erigo di 

TikTok Shop. Penelitian menggunakan metode kuantitatif dengan menyebarkan 

kuesioner kepada 107 responden yang pernah membeli produk Erigo melalui 

TikTok Shop. Data dianalisis menggunakan regresi linier berganda. Hasil penelitian 

menunjukkan bahwa: User Engagement berpengaruh positif dan signifikan 

terhadap keputusan pembelian; Content Marketing berpengaruh positif dan 

signifikan terhadap keputusan pembelian; dan Online Review berpengaruh positif 

dan signifikan terhadap keputusan pembelian. Secara simultan, ketiga variabel 

tersebut juga berpengaruh signifikan terhadap keputusan pembelian, dengan nilai 

Adjusted R² sebesar 0,477, yang berarti 47,7% keputusan pembelian dapat 

dijelaskan oleh ketiga variabel. Penelitian ini menyimpulkan bahwa interaksi 

pengguna, kualitas konten, dan ulasan pelanggan memiliki peranan penting dalam 

mendorong keputusan pembelian pada platform TikTok Shop. 

Kata kunci: User Engagement, Content Marketing, Online Review, Keputusan 

Pembelian, TikTok Shop. 
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ABSTRACT 

This study aims to determine the influence of User Engagement, Content 

Marketing, and Online Review on Purchase Decision for Erigo products on TikTok 

Shop. The research used a quantitative method by distributing questionnaires to 107 

respondents who had purchased Erigo products through TikTok Shop. The data 

were analyzed using multiple linear regression. The results show that: User 

Engagement has a positive and significant effect on purchase decision; Content 

Marketing has a positive and significant effect on purchase decision; and Online 

Review has a positive and significant effect on purchase decision. Simultaneously, 

the three variables also have a significant effect on purchase decision. The Adjusted 

R² value of 0.477 indicates that 47.7% of purchase decisions can be explained by 

these variables. This study concludes that user interaction, content quality, and 

customer reviews play an important role in influencing purchase decisions on 

TikTok Shop. 

Keywords: User Engagement, Content Marketing, Online Review, Purchase 

Decision, TikTok Shop, Erigo. 
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