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PENGARUH CONTENT MARKETING, PERSEPSI HARGA, PERSEPSI 

KUALITAS TERHADAP MINAT BELI ULANG KONSUMEN PADA 

APILIKASI TIKTOK (STUDI KASUS PADA GENERASI Z DI INDUSTRI 

FASHION ONLINE DI KAWASAN ITC MANGGA DUA) 

Muhammad Khamran Akbar 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing, persepsi 

harga, dan persepsi kualitas terhadap minat beli ulang konsumen pada aplikasi 

TikTok, dengan fokus pada generasi Z di industri fashion online di kawasan ITC 

Mangga Dua. Metode penelitian yang digunakan adalah metode kuantitatif dengan 

penyebaran kuesioner kepada 101 responden yang merupakan konsumen generasi 

Z yang aktif menggunakan TikTok dan berbelanja di industri fashion online di ITC 

Mangga Dua. Data yang dikumpulkan dianalisis menggunakan teknik regresi linear 

untuk mengetahui pengaruh variabel independen yang dilihat dari uji hipotesis. 

Hasil penelitian menunjukkan bahwa content marketing, persepsi harga, dan 

persepsi kualitas secara signifikan mempengaruhi minat beli ulang konsumen. 

Temuan ini memberikan implikasi penting bagi pelaku bisnis fashion online untuk 

meningkatkan strategi content marketing dan memperhatikan persepsi harga serta 

kualitas produk mereka guna menarik minat dan meningkatkan minat beli ulang 

konsumen generasi Z di platform TikTok. 

 

Kata kunci: Content Marketing, Minat Beli Ulang, Persepsi Harga, Persepsi 

Kualitas, TikTok 
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THE INFLUENCE OF CONTENT MARKETING, PERCEIVED PRICE, 

PERCEIVED QUALITY ON CONSUMER REREPURCHASE 

INTENTION ON THE TIKTOK APPLICATION 

(CASE STUDY OF GENERATION Z IN THE ONLINE FASHION 

INDUSTRY IN THE ITC MANGGA DUA AREA) 

Muhammad Khamran Akbar 

 

ABSTRAK 

 

This study aims to analyse the influence of content marketing, price perception, and 

quality perception on consumer rerepurchase intention on the TikTok application, 

focusing on Generation Z in the online fashion industry in the ITC Mangga Dua 

area. The research method used is a quantitative approach by distributing 

questionnaires to 101 respondents who are Generation Z consumers actively using 

TikTok and shopping in the online fashion industry at ITC Mangga Dua. The 

collected data were analysed using linear regression techniques to determine the 

influence of the independent variables through hypothesis testing. The results of the 

study indicate that content marketing, price perception, and quality perception 

significantly affect consumer rerepurchase intention. These findings provide 

important implications for online fashion business actors to enhance their content 

marketing strategies and pay attention to price and product quality perceptions to 

attract interest and increase rerepurchase intention of Generation Z consumers on 

the TikTok platform. 

 

Keywords: Content Marketing, Rerepurchase Intention, Price Perception, Quality 

Perception, TikTok 
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