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PENGARUH BRAND CITIZENSHIP BEHAVIOR DAN ENGAGEMENT
RATE TERHADAP PURCHASE DECISION PADA EMPLOYEE
GENERATED CONTENT BRAND CARESO DI TIKTOK

Zena angela

ABSTRAK

Perkembangan pesat media sosial, khususnya TikTok, telah mengubah
strategi pemasaran digital secara signifikan. Salah satu bentuk konten yang kini
dimanfaatkan adalah Employee Generated Content (EGC), yaitu konten yang
dibuat secara sukarela oleh karyawan dan dibagikan di media sosial, yang
mencerminkan perilaku Brand Citizenship Behavior (BCB). Penelitian ini
bertujuan untuk menganalisis pengaruh BCB dan Engagement Rate terhadap
Purchase Decision konsumen pada brand lokal Careso di TikTok.Penelitian ini
menggunakan pendekatan kuantitatif dengan metode survei dan penyebaran
kuesioner kepada 100 responden yang merupakan pengikut akun resmi Careso di
TikTok. Hasil penelitian menunjukkan bahwa secara parsial, variabel BCB tidak
berpengaruh signifikan terhadap Purchase Decision. Namun, Engagement Rate
terbukti berpengaruh positif dan signifikan terhadap Purchase Decision. Secara
simultan, kedua variabel, yaitu BCB dan Engagement Rate, memiliki pengaruh
signifikan terhadap Purchase Decision.Temuan ini menegaskan bahwa
keterlibatan audiens yang tinggi terhadap konten di media sosial, terutama konten
yang dihasilkan oleh karyawan, dapat meningkatkan peluang terjadinya keputusan
pembelian, meskipun perilaku sukarela karyawan dalam membangun citra merek
belum tentu secara langsung memengaruhi keputusan tersebut. Oleh karena itu,
strategi pemasaran digital di TikTok dapat dioptimalkan melalui peningkatan
kualitas interaksi pada konten, tanpa mengabaikan aspek internal branding melalui
BCB.

Kata Kunci: Brand Citizenship Behavior, Engagement Rate, Purchase

Decision, Employee Generated Content, TikTok, Pemasaran Digital
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INFLUENCE OF BRAND CITIZENSHIP BEHAVIOR AND ENGAGEMENT
RATE ON PURCHASE DECISION IN EMPLOYEE GENERATED
CONTENT OF CARESO BRAND ON TIKTOK

Zena angela

ABSTRAC

The rapid growth of social media, particularly TikTok, has significantly
transformed digital marketing strategies. One form of content increasingly
utilized is Employee Generated Content (EGC), which is voluntarily created by
employees and shared on social media, reflecting Brand Citizenship Behavior
(BCB). This study aims to analyze the influence of BCB and Engagement Rate on
consumers’ Purchase Decisions for the local brand Careso on TikTok.This
research employed a quantitative approach using a survey method and distributed
questionnaires to 100 respondents who were followers of Careso’s official TikTok
account. The results revealed that, partially, BCB had no significant effect on
Purchase Decisions. However, Engagement Rate had a positive and significant
effect on Purchase Decisions. Simultaneously, both variables, BCB and
Engagement Rate, showed a significant influence on Purchase Decisions.These
findings highlight that high audience engagement with social media content,
especially content generated by employees, can increase the likelihood of
Purchase Decisions, even though employees’ voluntary brand-supporting
behaviors (BCB) do not necessarily have a direct effect. Therefore, digital
marketing strategies on TikTok can be optimized by enhancing content interaction

quality while maintaining internal branding efforts through BCB.

Keywords: Brand Citizenship Behavior, Engagement Rate, Purchase Decision,

Employee Generated Content, TikTok, Digital Marketing.
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