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ABSTRAK 
 

 Penelitian ini bertujuan untuk menganalisis pengaruh Content Marketing di 

TikTok, Perceived Value, dan Trust terhadap Keputusan Pembelian dan Pembelian 

Ulang pada platform travel wisata Trip.com. Penelitian ini menggunakan 

pendekatan kuantitatif dengan responden sebanyak 120 konsumen Trip.com di 

Surabaya yang pernah melakukan pembelian melalui platform Trip.com. 

Pengumpulan data dilakukan menggunakan kuesioner yang disebarkan secara 

daring, kemudian dianalisis menggunakan metode Structural Equation Modeling 

(SEM) berbasis Covariance-Based SEM (CB-SEM) dengan bantuan program 

AMOS. Hasil penelitian menunjukkan bahwa Content Marketing di TikTok, 

Perceived Value, dan Trust berpengaruh signifikan terhadap Keputusan Pembelian. 

Selanjutnya, Perceived Value dan Keputusan Pembelian berpengaruh signifikan 

terhadap Pembelian Ulang, sedangkan Content Marketing di TikTok dan Trust 

tidak berpengaruh signifikan terhadap Pembelian Ulang. Berdasarkan model 

struktural, diperoleh persamaan simultan Y₂ = -0,069X₁ + 0,524X₂ + 0,308X₃, yang 

menunjukkan bahwa Perceived Value merupakan variabel yang memiliki pengaruh 

total paling dominan terhadap Pembelian Ulang. 

 

Kata Kunci: Content Marketing di TikTok, Keputusan Pembelian, Perceived 

Value, Pembelian Ulang, Trip.com, Trust. 
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ABSTRACT 
 

This study aims to analyze the influence of TikTok Content Marketing, Perceived 

Value, and Trust on Purchase Decision and Repurchase Intention on the Trip.com 

travel platform. This research employed a quantitative approach involving 120 

Trip.com consumers in Surabaya who had made purcha 

ses through the Trip.com platform. Data were collected through online 

questionnaires and analyzed using Structural Equation Modeling (SEM) with the 

Covariance-Based SEM (CB-SEM) approach using AMOS software. The results 

indicate that TikTok Content Marketing, Perceived Value, and Trust have a 

significant effect on Purchase Decision. Furthermore, Perceived Value and 

Purchase Decision have a significant effect on Repurchase Intention, while TikTok 

Content Marketing and Trust have no significant effect on Repurchase Intention. 

Based on the structural model, the simultaneous equation obtained is Y₂ = -0.069X₁ 

+ 0.524X₂ + 0.308X₃, indicating that Perceived Value has the strongest total effect 

on Repurchase Intention. 

 

Keywords: TikTok Content Marketing, Perceived Value, Trust, Purchase Decision, 

Repurchase Intention, Trip.com. 
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