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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh content marketing 

terhadap keputusan pembelian produk fashion di TikTok Shop pada mahasiswi Program Studi 

Manajemen Universitas Sali Al-Aitaam. Penelitian ini menggunakan pendekatan kuantitatif dengan 

metode penelitian asosiatif kausal. Populasi penelitian adalah mahasiswi aktif Program Studi 

Manajemen Universitas Sali Al-Aitaam, dengan jumlah sampel sebanyak 116 responden yang 

dipilih menggunakan teknik purposive sampling. Data dikumpulkan melalui penyebaran kuesioner 

secara online menggunakan skala Likert. Teknik analisis data yang digunakan meliputi uji validitas, 

uji reliabilitas, uji asumsi klasik, analisis regresi linear sederhana, uji hipotesis (uji t), serta uji 

koefisien determinasi dengan bantuan aplikasi SPSS versi 25. Hasil penelitian menunjukkan bahwa 

variabel content marketing dan keputusan pembelian berada dalam kategori baik. Berdasarkan hasil 

uji hipotesis, diperoleh nilai thitung sebesar 12,474 dengan nilai signifikansi 0,000, yang 

menunjukkan bahwa content marketing berpengaruh positif dan signifikan terhadap keputusan 

pembelian produk fashion melalui TikTok Shop. Selain itu, hasil uji koefisien determinasi 

menunjukkan nilai R² sebesar 0,577, yang berarti bahwa content marketing mampu memberikan 

kontribusi sebesar 57,7% terhadap keputusan pembelian, sedangkan 42,3% sisanya dipengaruhi oleh 

faktor lain yang tidak diteliti dalam penelitian ini. Hasil penelitian ini diharapkan dapat memberikan 

kontribusi bagi pengembangan ilmu manajemen pemasaran serta menjadi bahan pertimbangan bagi 

pelaku usaha dalam menyusun strategi content marketing yang lebih efektif pada platform digital. 

Kata kunci : content marketing, fashion, keputusan pembelian, mahasiswi, TikTok Shop. 
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ABSTRAC 

This study aims to find out and analyze the influence of content marketing on the decision 

to purchase fashion products  through TikTok Shop in students of the Management Study Program, 

Sali Al-Aitaam University. This study uses a quantitative approach with causal associative research 

methods. The research population is active students of the Management Study Program, Sali Al-

Aitaam University, with a sample of 116 respondents selected using purposive sampling techniques. 

Data was collected through the online distribution of questionnaires  using the Likert scale. The 

data analysis techniques used include validity test, reliability test, classical assumption test, simple 

linear regression analysis, hypothesis test (t-test), and determination coefficient test with the help of 

SPSS version 25 application. The results of the study show that the variables of content marketing 

and purchase decisions are in the good category. Based on the results of the hypothesis test,  a tcal 

value  of 12,474 was obtained with a significance value of 0.000, which shows that content marketing 

has a positive and significant effect on the decision to purchase fashion products through TikTok 

Shop. In addition, the results of the determination coefficient test showed an R² value of 0.577, which 

means that content marketing was able to contribute 57.7% to the purchase decision, while the 

remaining 42.3% was influenced by other factors that were not studied in this study. The results of 

this research are expected to contribute to the development of marketing management science and 

become a consideration for business actors in developing  more effective content marketing 

strategies on  digital platforms. 

Keywords: content marketing, fashion, female students, purchase decisions, TikTok Shop. 
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