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ABSTRAK 

Nina Lestari, 2026. Pengaruh Customer Engagement dan Hook Content 

Marketing TikTok terhadap Purchase Intention melalui e-WOM pada Generasi Z 

di Kota Palangka Raya. Skripsi Program Studi Manajemen, Fakultas Ekonomi dan 

Bisnis, Universitas Palangka Raya. Pembimbing: (I) Dr. Lelo Sintani, MM. (II) Dra. 

Peridawaty, MM. 

Penelitian ini bertujuan untuk mengetahui pengaruh customer engagement 

dan hook content marketing TikTok terhadap purchase intention melalui electronic 

word of mouth (e-WOM) pada Generasi Z di Kota Palangka Raya. Latar belakang 

penelitian ini didasarkan pada perkembangan media sosial TikTok sebagai platform 

digital yang tidak hanya digunakan sebagai sarana hiburan, tetapi juga sebagai 

media pemasaran yang mampu memengaruhi perilaku konsumen, khususnya 

Generasi Z. Customer engagement dan hook content marketing dianggap mampu 

meningkatkan interaksi pengguna dan membentuk e-WOM yang dapat 

memengaruhi purchase intention konsumen. 

 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. 

Populasi dalam penelitian ini adalah Generasi Z di Kota Palangka Raya yang 

menggunakan aplikasi TikTok. Teknik pengambilan sampel menggunakan 

purposive sampling dengan jumlah responden sebanyak 100 orang. Pengumpulan 

data dilakukan melalui penyebaran kuesioner menggunakan skala Likert. Teknik 

analisis data menggunakan Partial Least Square (PLS) dengan bantuan aplikasi 

SmartPLS 4.0. 

 

Hasil penelitian menunjukkan bahwa customer engagement berpengaruh 

positif dan signifikan terhadap purchase intention dan e-WOM. Hook content 

marketing juga berpengaruh positif dan signifikan terhadap purchase intention dan 

e-WOM. Selain itu, e-WOM berpengaruh positif dan signifikan terhadap purchase 

intention. Penelitian ini juga membuktikan bahwa e-WOM mampu memediasi 

pengaruh customer engagement dan hook content marketing terhadap purchase 

intention pada Generasi Z di Kota Palangka Raya. 

 

Hasil penelitian ini diharapkan dapat memberikan kontribusi bagi 

pengembangan ilmu pemasaran digital, khususnya terkait perilaku konsumen pada 

media sosial TikTok. Selain itu, penelitian ini dapat menjadi bahan pertimbangan 

bagi pelaku usaha dan digital marketer dalam merancang strategi pemasaran yang 

efektif melalui peningkatan customer engagement, penggunaan hook content 

marketing yang menarik, serta optimalisasi e-WOM untuk meningkatkan purchase 

intention konsumen. 

 

Kata Kunci:  Customer Engagement, Hook Content Marketing, e-WOM, 

Purchase  Intention, TikTok, Generasi Z. 
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ABSTRACT 

Nina Lestari, 2026. The Influence of Customer Engagement and TikTok 

Hook Content Marketing on Purchase Intention through e-WOM among 

Generation Z in Palangka Raya. Thesis, Management Study Program, Faculty of 

Economics and Business, University of Palangka Raya. Advisors: (I) Dr. Lelo 

Sintani, MM. (II) Dra. Peridawaty, MM. 

This study aims to examine the influence of customer engagement and 

TikTok hook content marketing on purchase intention through electronic word of 

mouth (e-WOM) among Generation Z in Palangka Raya. The background of this 

research is based on the rapid development of TikTok as a digital platform that is 

not only used for entertainment but also as a marketing medium capable of 

influencing consumer behavior, especially Generation Z. Customer engagement 

and hook content marketing are considered capable of increasing user interaction 

and creating e-WOM that may influence consumers’ purchase intention. 

 

This study employed a quantitative approach using a survey method. The 

population of this study consisted of Generation Z TikTok users in Palangka Raya. 

The sampling technique used was purposive sampling with a total of 100 

respondents. Data were collected through questionnaires using a Likert scale. Data 

analysis was conducted using Partial Least Square (PLS) with SmartPLS 4.0 

software. 

The results indicate that customer engagement has a positive and significant 

effect on purchase intention and e-WOM. Hook content marketing also has a 

positive and significant effect on purchase intention and e-WOM. Furthermore, e-

WOM has a positive and significant effect on purchase intention. This study also 

proves that e-WOM mediates the influence of customer engagement and hook 

content marketing on purchase intention among Generation Z in Palangka Raya. 

The findings of this study are expected to contribute to the development of 

digital marketing knowledge, particularly regarding consumer behavior on TikTok. 

In addition, this research may serve as a reference for business owners and digital 

marketers in designing effective marketing strategies through improving customer 

engagement, creating attractive hook content marketing, and optimizing e-WOM to 

increase consumers’ purchase intention. 

Keywords: Customer Engagement, Hook Content Marketing, e-WOM, 

Purchase Intention, TikTok, Generation Z. 
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