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ABSTRAK 

Pengaruh Electronic Word Of Mouth, Price dan Content 

Marketing di Media Sosial Tiktok Terhadap Keputusan 

Pembelian Produk Mie Ayam Cinta Kota Bengkulu. 

Oleh Candra Gunawan, NIM 2111130126. 

Penelitian ini bertujuan untuk mengetahui pengaruh 

electronic word of mouth, harga dan content marketing di media 

sosial TikTok terhadap keputusan pembelian produk Mie Ayam 

Cinta Kota Bengkulu. Metodologi: Jenis penelitian 

menggunakan pendekatan kuantitatif dengan melibatkan 97 

responden pelanggan Mie Ayam Cinta Kota Bengkulu, dengan 

menggunakan data perhitungan dari kuesioner yang disebarkan 

melalui Google Form. Analisis data menggunakan analisis 

statistik yang diolah menggunakan SMART PLS 4.1.0.9. Hasil: 

Electronic Word Of Mouth (X1), Price (X2), dan Content 

Marketing (X3), berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian (Y). Temuan: Electronic word of mouth, 

Price dan Content Marketing di media sosial TikTok terhadap 

keputusan pembelian produk Mie Ayam Cinta Kota Bengkulu, 

sebesar 72,5% sedangkan 27,5% dipengaruhi oleh faktor lain 

yang termasuk dalam penelitian lain. 

Kata Kunci : Elecronic Word Of Mouth, Price, dan Content 

Marketing, Keputusan Pembelian.  
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ABSTRACT 

The Effect of Electronic Word Of Mouth, Price and Content 

Marketing on Tiktok Social Media on Purchasing Decisions for 

Mie Ayam Cinta Products in Bengkulu City. 

By Candra Gunawan, NIM 2111130126. 

This study aims to determine the effect of electronic word 

of mouth, price and content marketing on TikTok social media 

on purchasing decisions for Mie Ayam Cinta products in 

Bengkulu City. Methodology: This type of research uses a 

quantitative approach involving 97 respondents of Mie Ayam 

Cinta customers in Bengkulu City, using calculated data from 

questionnaires distributed via Google Form. Data analysis 

using statistical analysis processed using SMART PLS 4.1.0.9. 

Results: Electronic Word Of Mouth (X1), Price (X2), and 

Content Marketing (X3), have a positive and significant effect 

on Purchasing Decisions (Y). Findings: Electronic word of 

mouth, price and content marketing on TikTok social media on 

purchasing decisions for Mie Ayam Cinta Bengkulu City 

products, amounted to 72.5% while 27.5% was influenced by 

other factors included in other studies. 

Keywords: Elecronic Word Of Mouth, Price, and Content 

Marketing, Purchasing Decisions. 
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