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ABSTRACT

This sty aims to analze e cffect of content marketing on Tik Tk Shop media on
e v baving decisions, Content marketing i one of the effective marketing strategies in
the digital era, especially on social medie plogforms such ar TikTok T this study, the
copfent marketing  (ndicators used  inclide Relevance, Acowracy. Value, Easy fo
Uniderstand, Easy to Find, Consistency. Meamahife, purchasing decivions are measured
hased on fndicators of product selection, bromd selection, choice of distributor, purchase
time, purchase amonnt, and pavment method. The research method used is quantitative
with @ survey appraach. Diata was aftaired theg ta qurmnﬂmm distributed to {0 Gen
Z respondents wha activefly uxe TikTok Shiy nafvyis technigie wed is ximple
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