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ABSTRAK

Penelitian ini dilakukan dengan tujuan untuk mengetahui pengaruh content marketing,
customer engangement, dan fear of missing out (FOMO) terhadap keputusan
pembelian skincare Skintific pada platform Tiktok Shop di Kota Bekasi. Apakah
content marketing, customer engangement dan fear of missing out (FOMO)
berpengaruh secara parsial maupun simultan terhadap keputusan pembelian
Skincare Skintific pada platform Tiktok Shop di Kota Bekasi. Penelitian ini
dilakukan dengan menggunakan metode penelitian kuantitatif. Populasi pada
penelitian ini merupakan penduduk yang berada di Kota Bekasi . Penelitian ini
menggunakan rumus Hair yaitu, jumlah indikator x 5% (error). Sampel yang diambil
berjumlah 120 responden. Teknik pengambilan sampel menggunakan metode simple
random sampling. Pengumpulan data dilakukan dengan metode kuesioner yang
disebarkan kepada penduduk Kota Bekasi, selanjutnya data diolah menggunakan
sistem SPSS versi 26, sehingga jenis data yang digunakan berupa data primer. Hasil
dari penelitian ini menunjukkan: (1) variabel content marketing secara parsial
berpengaruh arah positif dan signifikan terhadap keputusan pembelian (t hitung 5,966
> t tabel 1,658, sig 0,000 < 0.05, maka H1 diterima). (2) variabel customer
engangement secara parsial berpengaruh arah positif dan signifikan terhadap
keputusan pembelian ( t hitung 3,164 > 1,658, sig 0,002 < 0,05, maka H2 diterima).
(3) variabel FOMO secara parsial berpengaruh arah positif dan signifikan terhadap
keputusan pembelian ( t hitung 2,643 > t tabel 1,658, maka H3 diterima). (4) bahwa
variabel content marketing, customer engangement, dan FOMOQO secara simultan
berpengaruh signifikan terhadap keputusan pembelian (F hitung 126,635 > F tabel
2,68, sig 0,000 < 0,05, maka H4 diterima).

Kata Kunci: Content Marketing, Customer Engangement, FOMO, dan Keputusan
Pembelian
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ABSTRACT

This study was conducted with the aim of determining the influence of content marketing,
customer engagement, and Fear of Missing Out (FOMO) on purchasing decisions for
Skintific skincare on the TikTok Shop platform in Bekasi City. Do content marketing,
customer engagement, and Fear of Missing Out (FOMO) simultaneously influence
purchasing decisions for Skintific skincare on the TikTok Shop platform in Bekasi City?
This study was conducted using quantitative research methods. The population in this study
were residents of Bekasi City. This study used the Rambut formula using the number of
indicators x 5% (error). The sample taken was 120 respondents. The sampling technique
used the simple random sampling method. Data collection was carried out using a
questionnaire method distributed to residents of Bekasi City, then the data was processed
using the SPSS version 26 system, so the type of data used was primary data. The results
of this study indicate: (1) the content marketing variable partially has a positive and
significant effect on purchasing decisions (t count 5.966 > t table 1.658, sig 0.000 < 0.05,
HI is accepted). (2) the customer engagement variable partially has a positive and
significant effect on purchasing decisions (t count 3.164 > 1.658, sig 0.002 < 0.05, H2 is
accepted). (3) the FOMO variable partially has a positive and significant effect on
purchasing decisions (t count 2.643 > t table 1.658, H3 is accepted). (4) that the content
marketing, customer engagement, and FOMO variables simultaneously have a significant
effect on purchasing decisions (F count 126.635 > F table 2.68, sig 0.000 < 0.05, H4 is
accepted).

Keywords: Content Marketing, Customer Engagement, Fear of Missing Out (FOMO),
Purchasing Decision
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