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ABSTRAK 

DESNITA MAZAYA CHOIRUNISA, PENGARUH CONTENT MARKETING 

TIKTOK, PROMOSI DAN ONLINE CUSTOMER REVIEW PADA 

MARKETPLACE SHOPEE TERHADAP ONLINE IMPULSIVE BUYING (Studi 

Pada Konsumen Shopee Bare n Bliss Di Surabaya) 

 

Perkembangan teknologi digital telah mendorong perubahan besar pada 

perilaku masyarakat dalam berbisnis, termasuk dalam aktivitas belanja online dan 

juga pemasaran bisnis yang bergeser ke secara digital. Fenomena pembelian online 

pada masyarakat bersamaan dengan maraknya pemasaran online mendorong 

adanya online impulsive buying yang menjadi perhatian khusus. 

 

Bare n bliss merupakan produk kecantikan yang memaksimalkan 

pemasaran produknya secara digital. Produknya aktif dipromosikan pada sosial 

media tiktok, dan bare n bliss hadir juga pada marketplace shopee untuk 

bertransaksi serta memaksimalkan promosi dan menyediakan informasi. Penelitian 

ini bertujuan untuk menganalisis pengaruh content marketing tiktok, promosi, dan 

online customer review pada marketplace shopee terhadap online impulsive buying 

pada konsumen shopee produk Bare n Bliss yang ada di Surabaya. Metode 

penelitian yang digunakan adalah kuantitatif asosiatif dengan pengambilan sampel 

menggunakan purposive sampling yang berjumlah 110 responden dengan 

menyebarkan google formulir pada konsumen shopee bare n bliss yang berdomisili 

di Surabaya, yang merupakan pengguna aplikasi TikTok dan Shopee. Teknik 

analisis data menggunakan software SPSS 27. Hasil penelitian menunjukkan bahwa 

baik secara parsial maupun simultan, content marketing TikTok, promosi, dan 

online customer review pada marketplace shopee berpengaruh positif dan 

signifikan terhadap online impulsive buying pada konsumen shopee produk bare n 

bliss di Surabaya. 

 

Keyword: Content Marketing Tiktok, Promosi, Online Customer Review, Online 

Impulsive Buying, Marketplace 
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ABSTRACT 

DESNITA MAZAYA CHOIRUNISA, THE INFLUENCE OF TIKTOK CONTENT 

MARKETING, PROMOTION AND ONLINE CUSTOMER REVIEW ON SHOPEE 

MARKETPLACE TOWARDS ONLINE IMPULSIVE BUYING (A Study on Bare n 

Bliss Shopee Consumers in Surabaya). 

The development of digital technology has driven major changes in people's 

behavior in doing business, including in online shopping activities and also 

business marketing that has shifted to digital. The phenomenon of online purchases 

in the community along with the rise of online marketing encourages online 

impulsive buying which is of particular concern. 

Bare n bliss is a beauty product that maximizes digital marketing of its 

products. Its products are actively promoted on tiktok social media, and bare n bliss 

is also present in the shopee marketplace to transact and maximize promotions and 

provide information. This study aims to analyze the effect of tiktok content 

marketing, promotions, and online customer reviews on the shopee marketplace on 

online impulsive buying in shopee consumers of Bare n Bliss products in Surabaya. 

The research method used is quantitative associative with sampling using purposive 

sampling which amounted to 110 respondents by distributing google forms to 

shopee bare n bliss consumers who live in Surabaya, who are users of the TikTok 

and Shopee applications. The data analysis technique uses SPSS 27 software. The 

results showed that both partially and simultaneously, TikTok content marketing, 

promotions, and online customer reviews on the shopee marketplace had a positive 

and significant effect on online impulsive buying on shopee consumers of bare n 

bliss products in Surabaya. 

 

Keyword: Tiktok Content Marketing, Promotion, Online Customer Review, Online 

Impulsive Buying, Marketplace 


