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ABSTRACT 

Rahmat Wiranda (2025). The Influence of Online Customer Rating, Online 

Customer Review, and Content Marketing on Purchase Intention of the Local Brand 

Aerostreet on the TikTok Shop E-Commerce Platform. 

Supervisor : M. Zainal Abidin 

This study aims to examine and analyze: (1) The effect of Online Customer 

Rating on the purchase intention of consumers toward local brand Aerostreet on 

TikTok Shop, (2) The effect of Online Customer Review on purchase intention, and 

(3) The effect of Content Marketing on purchase intention of consumers on TikTok 

Shop. 

This research is a quantitative study. The population consists of TikTok Shop 

users who have seen or interacted with Aerostreet content but have never purchased 

Aerostreet products on the platform. Data were collected from 100 respondents 

using a purposive sampling technique through questionnaires. The data were 

analyzed using multiple linear regression operated with IBM SPSS version 27. 

The results show that: (1) Online Customer Rating has no significant effect 

on the purchase intention of consumers, (2) Online Customer Review has a 

significant positive effect on purchase intention, and (3) Content Marketing also 

has a significant positive effect on purchase intention. Additionally,. all three 

independent variables simultaneously have a significant effect on purchase 

intention. 

Keywords: Online Customer Rating, Online Customer Review, Content Marketing, 

Purchase Intention, TikTok Shop, Aerostreet. 
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ABSTRAKSI 

Rahmat Wiranda (2025). Pengaruh Online Customer Rating, Online 

Customer Review, dan Content Marketing Terhadap Purchase Intention Brand 

Lokal Aerostreet Pada E-Commerce Tiktok Shop. 

Pembimbing : M. Zainal Abidin 

Penelitian ini bertujuan untuk menguji dan menganalisis: (1) Pengaruh Online 

Customer Rating terhadap purchase intention konsumen produk lokal Aerostreet di 

TikTok Shop, (2) Pengaruh Online Customer Review terhadap purchase intention 

konsumen produk lokal Aerostreet di TikTok Shop, dan (3) Pengaruh Content 

Marketing terhadap purchase intention konsumen produk lokal Aerostreet di 

TikTok Shop. 

Jenis penelitian ini adalah penelitian kuantitatif. Populasi dalam penelitian ini 

adalah pengguna TikTok Shop yang pernah melihat atau berinteraksi dengan konten 

Aerostreet namun belum pernah membeli produk Aerostreet di platform tersebut. 

Data dikumpulkan dari 100 responden dengan menggunakan teknik purposive 

sampling melalui kuesioner. Teknik analisis data yang digunakan adalah regresi 

linier berganda yang dioperasikan melalui software IBM SPSS versi 27. 

Hasil penelitian ini menunjukkan bahwa: (1) Online Customer Rating tidak 

berpengaruh signifikan terhadap purchase intention konsumen produk lokal 

Aerostreet di TikTok Shop, (2) Online Customer Review berpengaruh positif dan 

signifikan terhadap purchase intention, dan (3) Content Marketing juga 

berpengaruh positif dan signifikan terhadap purchase intention, serta ketiga 

variabel secara simultan berpengaruh signifikan terhadap purchase intention 

konsumen. 

Kata Kunci: Online Customer Rating, Online Customer Review, Content 

Marketing, Purchase Intention, TikTok Shop. 
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