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Abstract. Social media such as TikTok is an effective means of promotion. Tik-

Tok can attract the attention of a wide audience, especially young people. Crea-

tive and interesting video content can stimulate consumer buying interest. Using 

Influencer to help promote and review food product can make people, especially 

millennials, interested in buying. This study aims to test and analyze the effects 

of content marketing, influencers, and content reviews on the TikTok application 

on buying interest in food product. The research uses quantitative approach. The 

population is TikTok account followers Bittersweet by Najla with a sample of 

373 respondents with purposive sampling. Data analysis is path analysis with 

Lisrel. There is a direct effect between content marketing, influencer and content 

review variables on the Buying Interest variable and an indirect effect between 

content marketing and influencer variables on Buying Interest through the inter-

vening variable Content Review. 
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1 Introduction 

Technological developments, especially the internet, have changed the ways in market-

ing activities and buying behavior. Marketing through the digital world (digital market-

ing) really helps marketers interact with consumers who used to be vertical now tiered, 

moving from one direction to two directions, from one to many now, to many to many. 

With these changes, the approach to consumers must also be slightly changed, one of 

which is the use of social media that is guided by what must be done in creating com-

munication and commitment with consumers. 

According to the We Are Social report quoted from https://databoks.katadata.co.id, 

overall, until April 2023 there were 4.8 billion social media users worldwide. This fig-

ure is equivalent to around 59.9% of the total global population of 8.03 billion people. 

The number of active global social media users has now increased by 150 million new 

users, up 3.2% (year-on-year/yoy). Facebook has 2.96 billion active users, then 

YouTube comes in second with 2.52 billion active users. Its position is followed by 

Whatsapp and Instagram with both around 2 billion active users. Meanwhile, TikTok  
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is in 6th place with 1.1 billion active users. Tik Tok is considered a very effective prod-

uct sales promotion media. TikTok media can increase buying interest and ultimately 

convince consumers to make purchases (1). 

TikTok is currently not only used as a social media used to share videos, but, cur-

rently TikTok is also used as a marketing tool by business owners as well as a means 

of buying and selling, because now TikTok has presented a shop feature where anyone 

can make purchases as well as sales. TikTok Shop is a new feature development in the 

business realm of the TikTok social media platform. Electronic Word of Mouth (e-

WOM) is a factor that influences consumer buying interest in shopping online using 

TikTok Shop (2). One of the products that utilize the TikTok application as a means of 

promotion and sales is Bittersweet by Bittersweet by Najla which is a culinary brand 

especially desserts providing cakes, rolls, milkshakes, and coffee that utilize digital 

marketing optimally where 90% of sales come from the internet, every year sales in-

crease by more than 50%. 

TikTok shop users in Indonesia in transactions are influenced by 3 factors, namely 

Happiness, Retention, and Task Success (3). Thus, if you want to promote products or 

sell on TikTok, the content presented must be interesting. Content marketing is an im-

portant thing for a company or business in generating value for consumers to compete 

in this digital era. Information about products and benefits or sales promos combined 

with the creation of interesting content can influence consumer buying interest (4). Bit-

tersweet by Najla also invites Influencers to create content with her. Content Marketing 

seems to be easy to understand or easy to find in the TikTok algorithm, the importance 

of the content shared with the product to be promoted has consistency in uploading 

content on the TikTok account of Bittersweet by Najla. In the DOR (Dessert On The 

Road) with Kak Jill video, where Bittersweet by Najla distributes its dessert boxes on 

the road to people it meets while saying DOR. Content Marketing not only contains 

information about the product but consistency and the use of clickbait can also attract 

attention to try the product.  Bittersweet by Najla's content created with Vilmei is no 

less interesting because the video received 14.5 million views where the video featured 

a 500 Million dessert box clickbait. The video shows Vilmei and the owner of Bitter-

sweet by Najla, namely Najla or often called Kak Ala, making a jumbo-sized dessert 

box that uses an aquarium as a container and also gold topping. Content marketing can 

increase consumer interest in buying (5). Social media content affects the Buying In-

terest of a product, but social media content and user interest in following Instagram 

accounts do not affect the Buying Interest of a product (6). Different findings were 

presented by (7) where content marketing has no effect on consumer buying interest. 

H1: Content marketing affects Buying Interest in TikTok application. 

In addition to content marketing, another factor that is thought to influence Buying 

Interest on TikTok is Influencers. In the context of social media, influencers are indi-

viduals who have significant influence over their followers, effectively functioning as 

virtual artists (8). Social media is widely used by young people with user-generated 

content and influencer marketing which is very influential in promoting products (9). 

Influencers can increase buying interest in a product (10). Bittersweet by Najla uses 

many Influencers in promotion, including Gilang, Ipang, Raffi Ahmad, Nagita Slavina, 

Amritsa Raje and many other Influencers. It is expected that using influencers who are 
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famous and have many followers can increase buying interest in the products offered 

by Bittersweet by Najla. Gilang as an Influencer Bittersweet by Najla with 2.8 million 

followers and 6.6 million viewers on the video upload. In the video upload, Gilang 

unboxed a shipment of products from Bittersweet by Najla and introduced a new variant 

of Bittersweet by Najla in the form of a dessert box using a lip-shaped place. Amritsa 

Raje is also another Influencer used by Bittersweet by Najla with 8.1 million followers 

and 4 million views on the video upload. The factual practicality of the content created 

by the influencer, the reliability, attractiveness and similarity of the influencer to the 

followers form the followers' trust in the influencer's branded posts. 

H2: Influencers affects Buying Interest in TikTok application. 

Another factor that is thought to mediate content marketing and influencers is re-

view content. Online consumer reviews play an important role in creating consumer 

perceptions and Buying Interests (11). Content Review can be taken into consideration 

by individuals who hear it and form an attitude of acceptance or rejection or a neutral 

attitude towards the message they hear and can affect the buying interest of individuals 

who receive the message. Content reviews uploaded by influencers get a positive re-

sponse from the audience. Starting from the audience who are tempted to try and some 

who want to buy immediately, with this Influencer who markets Bittersweet by Najla 

products makes the audience more interested in Bittersweet by Najla products. Jessica 

Effendy reviewed 15 flavours of Bittersweet by Najla dessert boxes, which have a price 

of IDR 65,000 and IDR 75,000. Jessica Effendy gave the highest rating of 8.5 and the 

lowest rating of 6/10 and the average rating given was 7.5. This means that the dessert 

boxes recommended by Jessica Effendy are sugar berry, tiramishu, and Turkish fla-

vours. Content Review videos uploaded by Influencers get a positive response from the 

audience. Starting from viewers who are tempted to try and some who want to buy 

immediately, with this Influencer who markets Bittersweet by Najla products makes 

the audience more interested in Bittersweet by Najla products. With online customer 

reviews, it also makes it easier for consumers to compare product reviews provided by 

other consumers and is an advantage for potential consumers to know more about the 

product. the quality of information contained in reviews or reviews provided by con-

sumers can have an influence on potential consumers in assessing a product (12). 

H3: Content Review affects Buying Interest in TikTok application. 

H4: Content Marketing affects Buying Interest through the intervening Content 

Review in TikTok application.  

H5: Influencer affects Buying Interest through the intervening Content Review in 

TikTok application. 

2 Method 

The research used in this study is a quantitative method. The population in this study 

are followers of the TikTok Bittersweet by Najla account of around 11,900,000 follow-

ers based on 31 March 2023. To calculate the number of samples using the formula 

from Issac and Michael with an error rate of 5%, then obtained a sample size of 373 
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people. The sampling technique used is nonprobability sampling using different oppor-

tunities and opportunities for each factor and population member to be sampled. The 

nonprobability sampling technique taken is purposive sampling of TikTok account fol-

lowers Bittersweet by Najla. Data collection using a questionnaire sent via private mes-

sage (direct massage) to followers of the TikTok Bittersweet by Najla account. The 

scale used to measure respondents' answers is a Likert scale with 5 levels of answers. 

The operationalization of the variables used in this study is presented in the follow-

ing table 1: 

Table 1. Research Instruments 

Variable Dimension Indicator Source 

Content  

Marketing 

(X1) 

Cognition Content is easy to understand Karr (2016) 

Reader Content is easy to remember 

 Content is easy to listen to 

Sharing Increase company value 

Motivation Creates corporate identity 

 Expands market network 

Persuasion content attracts consumers 

Decision 

Making 

Decision by company trust 

Life Factors Content encourages audience participation according to the 

theme 

Influencer 

(X2) 

Credibility Confidence in the Influencer's recommendation Deges (2018) 

in Shandrina 

dan Sulist 

anto (2022) 

 Balance of speech and action 

 Influencer credibility 

Trust  Neutrality 

 Advertising partnerships and tagging promotional content 

Authenticity Authenticity of Information 

Charisma Reputation and Popularity Influencers have 

 Charisma or owned characteristics 

 Influencer's characteristics 

Content 

Review 

(Y) 

Message Level of information conveyed Abdul Rah-

man 

(2021) 

 Level of effectiveness in conveying information 

Attraction of 

Message 

Uniqueness of the review video 

 Interesting content creator 

 Appropriate images 

 Language style and word choice used 

Visual Image angle level 

Buying  

Interest (Z) 

Interests  Desire to find out information about the product Ferdinan 

(2014) Exploratory Desire to seek information from experienced consumers 

Interests Consumers make the product their first choice 

Preferential Have a feeling of pleasure when consuming the product 

 Consumers feel satisfied after buying the product 

Interests Consumer desire to buy the product 

Transactional Consumers feel confident in product quality 

Interests  Availability and convenience in buying products 

Referential Recommending products to others 

 Provide information based on experience 

 Consumer loyalty level 
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The data analysis method used in this research is path analysis. The validity test in 

this study uses the Pearson product moment correlation technique with the condition 

that it is valid if the critical r value is > 0.300 (Sugiyono 2017). To test reliability using 

Cronbach Alpha. A variable can be said to be reliable when it has a composite reliability 

value ≥ 0.6 (Sugiyono 2017). Hypothesis testing in this study using path analysis. Ac-

cording to (Ghozali 2016) the path analysis model is an extension of multiple linear 

regression analysis, which is the use of regression analysis to estimate the causal rela-

tionship between previously determined variables, and to test each hypothesis it will be 

tested using the t test with the condition that the hypothesis is accepted if the signifi-

cance value is> 0.05. Furthermore, the coefficient of determination (R2) test is carried 

out from the square of the correlation coefficient so that this coefficient test is useful 

for knowing the magnitude of the variable contribution (Ridwan & Kuncoro, 2017) 

(10). The path analysis model used in this study can be seen in Fig.1: 

 

 

Fig. 1. Path Analysis Model 

3 Result and Discussion 

The respondent profile in this research can be seen in Table 2: 

Table 2. Respondent Profile 

Gender 
Amo

unt 
% Age Amount % Jobs Amount % 

Male 121 32.44% 
17-20 

Year 
18 4.83% Student 192 51.47% 

Female 252 67.56% 
21-25 

Year 
257 68.90% 

Public 

Servant 
14 3.75% 

   
26-30 

Year 
82 21.98% 

Private 

Em-
ployee 

63 16.89% 

   
>30 

Year 
16 4.29% 

Enter-

preneur 
23 6.17% 

Total 373 100% Total 373 100 % Etc. 81 21.72% 

Based on the data above, there are more female respondents than male. Based on 

age, there are more respondents aged 21-25 years than others, based on occupation, 

there are more student respondents than others.  

The results of the validity, reliability and normality tests of the data are shown in 

the table 3 below: 

Influencer (X2) 

Content 
Review 

(Y) 

Buying Interest 

(Z) 

Content 

Marketing (X1) 
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Table 3. Validity Test Results 

No. Indicator r count r critical Description No. Indicator r count r critical Description 

1. X1.1 0.469 0.300 Valid 19. Y.1 0.559 0.300 Valid 

2. X1.2 0.544 0.300 Valid 20. Y.2 0.532 0.300 Valid 

3. X1.3 0.563 0.300 Valid 21. Y.3 0.576 0.300 Valid 

4. X1.4 0.538 0.300 Valid 22. Y.4 0.598 0.300 Valid 

5. X1.5 0.592 0.300 Valid 23. Y.5 0.584 0.300 Valid 

6. X1.6 0.584 0.300 Valid 24. Y.6 0.623 0.300 Valid 

7. X1.7 0.592 0.300 Valid 25. Y.7 0.621 0.300 Valid 

8. X1.8 0.604 0.300 Valid 26. Z.1 0.532 0.300 Valid 

9. X1.9 0.545 0.300 Valid 27. Z.2 0.548 0.300 Valid 

10. X2.1 0.564 0.300 Valid 28. Z.3 0.533 0.300 Valid 

11. X2.2 0.580 0.300 Valid 29. Z.4 0.610 0.300 Valid 

12. X2.3 0.645 0.300 Valid 30. Z.5 0.591 0.300 Valid 

13. X2.4 0.631 0.300 Valid 31. Z.6 0.590 0.300 Valid 

14. X2.5 0.434 0.300 Valid 32. Z.7 0.574 0.300 Valid 

15. X2.6 0.611 0.300 Valid 33. Z.8 0.540 0.300 Valid 

16. X2.7 0.552 0.300 Valid 34. Z.9 0.588 0.300 Valid 

17. X2.8 0.598 0.300 Valid 35. Z.10 0.588 0.300 Valid 

18. X2.9 0.488 0.300 Valid 36. Z.11 0.585 0.300 Valid 

  

Based on the validity test data in table 3, it is known that all indicators in this study 

are valid because the value of r count> r critical (0.300). The results of the reliability 

test in this study are shown in the table below: 

Table 4. Reliability Test Result 

No. Variable Cronbach's Alpha Composite Reliability Description 

1. Influencer (X1) 0.736 0.600 Reliable 

2. Content Marketing (X2) 0.725 0.600 Reliable 

3. Content Review (Y) 0.679 0.600 Reliable 

4. Buying Interest (Z) 0.739 0.600 Reliable 

 

Based on Table 4, it shows that all variables in this study are considered reliable 

where they have a Cronbach's Alpha> 0.6 value, which means that the measuring in-

struments in this study are consistent and reliable.  

 
Fig. 1. Path diagram of data processing results with lisrel 
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The results of the path analysis calculation using lisrel software are shown in the 

Fig.1. 

3.1 Structural Equation Model 

1. Sub-structural Model 1 

Buying Interest = 0.67*Content Review + 0.15*Content Marketing + 0.39*In-

fluencer 

2. Substructural Model 1 

Content Review = 0.41*Content Marketing + 0.24*Influencer    

3.2 Path coefficient test 

Table 5. Path Coefficient Testing for Sub Structural Model 1 

Exogenous Variable tcount ttable Decision Conclusion 

Content Marketing 2.35 1.96 Rejected H0 because value 

of tcount> ttable 

Significant 

Influencer 7.01 1.96 Rejected H0 because value 

of tcount> ttable 

Significant 

Content Review 8.66 1.96 Rejected H0 because value 

of tcount> ttable 

Significant 

 

Based on table 5 testing the path coefficient for sub-structural model 1, it can be 

concluded that: 

1. There is an influence of content marketing variables on Buying Interest with the 

magnitude of the influence being 0.15.  

2. There is an influence of influencer variables on Buying Interest with the magni-

tude of the influence being 0.39. 

3. There is an influence of the content review variable on Buying Interest with a 

magnitude of influence of 0.67. 

The path coefficient testing table for sub-structural model 2 is shown in the table 6 

below: 

Table 6. Path Coefficient Testing for Sub Structural Model 2 

Exogenous Variable tcount ttable Decision Conclusion 

Content Marketing 10.95 1.96 Rejected H0 because value of 

tcount> ttable 

Significant 

Influencer 7.03 1.96 Rejected H0 because value of 

tcount> ttable 

Significant 

 

Based on the path coefficient testing table for sub-structural model 2, it can be con-

cluded that: 

1. There is an influence of content marketing variables on content review with the 

magnitude of the influence being 0.41. 
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2. There is an influence of influencer variables on content review with a magnitude 

of influence of 0.24. 

Summary of direct and indirect effects of exogenous variables on endogenous var-

iables: 

Table 7. Summary of Direct Effect and Indirect Effect 

Variable Effect 
Effect 

Total Effect 
Direct Indirect 

Content Marketing → Content Review 0.41 - 0.41 

Influencer → Content Review 0.24 - 0.24 

Content Marketing → Buying Interest 0.15 0.27 0.42 

Influencer → Buying Interest 0.39 0.16 0.55 

Content Review → Buying Interest 0.67 - 0.67 

 

Based on the table 7 of direct and indirect effects, it can be concluded as follows: 

1. There is a direct effect between the Content Marketing variable on Buying In-

terest of Food Product in TikTok Aplication, which is 0.15 or 15%. 

2. There is an indirect effect between Content Marketing on Buying Interest of 

Food Product in TikTok Aplication variable through the intervening Content Re-

view variable with an indirect effect of 0.27 or 27%. Total direct and indirect 

effect between content marketing on Buying Interest through content review is 

0,42 or 42%. In this case, it can be concluded that the indirect effect of Content 

Marketing through intervening Content Review is greater than the direct effect 

of Content Marketing on the Buying Interest variable.  

3. There is a direct effect between the Influencer variable on Buying Interest of 

Food Product in TikTok Aplication, which is 0.39 or 39% 

4.  There is an indirect effect between the influencer variable on Buying Interest of 

Food Product in TikTok Aplication through the intervening variable Content Re-

view with the magnitude of the indirect effect is 0.16 or 16%. Total direct and 

indirect effect between influencer on Buying Interest through content review is 

0,55 or 55%. In this case, it can be concluded that the influencer variable has a 

greater direct effect on buying interest than the indirect effect of influencers on 

buying interest through the intervening content review. 

5. There is an effect of content review on Purchase Interest of Food Product in 

TikTok Aplication is 0.67 or 67%, so the effect of content review to Buying 

Interest bigger than other variables. 

4 Conclusion 

Based on the results of the study, the following conclusions were obtained there is a 

direct effect between the Content Marketing variable on the Buying Interest variable. 

There is indirect effect between Content Marketing on the Buying Interest variable 

through the intervening Content Review variable. In this case, it can be concluded that 
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the indirect effect of Content Marketing through intervening Content Review is greater 

than the direct effect of Content Marketing on the Buying Interest variable. There is a 

direct effect between the Influencer variable on the Buying Interest variable. There is 

indirect effect between the influencer variable on Buying Interest through the interven-

ing variable Content Review. In this case, it can be concluded that the influencer vari-

able has a greater direct effect on buying interest than the indirect effect of influencers 

on buying interest through the intervening Content Review. There is an effect of content 

review on Buying Interest. 

Acknowledgment. This research is funded by the Ministry of Research, Technology, 

and Higher Education of the Republic of Indonesia through the Decentralization Re-

search for University in 2021 that is managed by the Center of Research, Development, 

and Community Services of Universitas Singaperbangsa Karawang. 

References  

1. Sekolah Tinggi Ilmu Ekonomi Bali International Institute of Tourism Management, 

Indonesia, Martini LKB, Suardhika IN, Universitas Mahasaraswati Denpasar, Indonesia, 

Dewi LKC, Universitas Triatma Mulya, Indonesia. Tik Tok As A Promotional Media To 

Influence Consumer Purchase Decisions. JAM. 1 Maret 2022;20(1):170–80.  

2. Maulida M, Sari Y, Rohmah S. Influence of Electronic Word Of Mouth (e-WOM), 

Hedonic Motivation, and Price Value On Consumer’s Buying Interest Using Social 

Commerce “TikTok Shop.” Dalam: 2022 Seventh International Conference on 

Informatics and Computing (ICIC) [Internet]. Denpasar, Bali, Indonesia: IEEE; 2022 

[dikutip 26 Desember 2023]. hlm. 1–7. Tersedia pada: 

https://ieeexplore.ieee.org/document/10007012/ 

3. Wiryawan D, Suhartono J, Luhukay D, Karmawan IGM, Gui A. Analysis of Factors that 

Influence Users to Make Transactions through the TikTok Shop on the TikTok 

Application. Dalam: 2023 10th International Conference on Information Technology, 

Computer, and Electrical Engineering (ICITACEE) [Internet]. Semarang, Indonesia: 

IEEE; 2023 [dikutip 26 Desember 2023]. hlm. 132–6. Tersedia pada: 

https://ieeexplore.ieee.org/document/10277290/ 

4. Riyadini NG, Krisnawati W. Content Marketing, Brand Awareness, and Online Customer 

Review on Housewives’ Buying Interest on Shopee. ISS. 20 Maret 2022;1(6):733–41.  

5. Putri MK, Dermawan R. Influence of Content Marketing and Influencer Marketing on 

the Buying Interest of Somethinc Products on TikTok Gen Z Users in Surabaya. IJBA. 

15 Oktober 2023;3(5):1663–72.  

6. President University Indonesia, Salsabila NP, Haryanto JO, President University 

Indonesia. Influence Of Instagram Contents Towards Buying Food Product Interest On 

Instagram (A Case Study Of Buying Interest Through Professional Chef’s Instagram Post 

On President University Students). RIMA. Juni 2021;4(1):11–23.  

7. Larasati, Purmono BB. The Influence of Content Marketing, Online Customer Reviews, 

and Ratings on Buying Interest through Brand Image as a Mediating Variable. JEMBA. 

18 November 2023;1(3):1–24.  

8. Bayu Wibisono MM, Prasetyanto H, Sitanggang B, Dewangga A, Maryati M. Impacts of 

Influencers on Customer’s Buying Interests in Instagram. IBR. 22 Juni 2023;6(1):35.  

Attracting Consumer Interest to Buy Food Product in TikTok Application             495



 

 

 

9. Smith MJ, Buckton C, Patterson C, Hilton S. User-generated content and influencer 

marketing involving e-cigarettes on social media: a scoping review and content analysis 

of YouTube and Instagram. BMC Public Health. 20 Maret 2023;23(1):530.  

10. Amelia Ibnu Wasiat F, Bertuah E. Pengaruh Digital Marketing, Social Media Influencer 

Terhadap Niat Beli Produk Fashion Pada Generasi Milenial Melalui Customer Online 

Review di Instagram. SINOMIKA. 28 Agustus 2022;1(3):513–32.  

11. Pahlevi AH, Medyawati H. The Influence of Influencer Marketing, Online Customer 

Review and Online Customer Rating to Purchasing Interest on the Tik Tok Shop 

Application [Internet]. Open Science Framework; 2023 Sep [dikutip 26 Desember 2023]. 

Tersedia pada: https://osf.io/8pcfb 

12. Kristina NA, Aminah S. Pengaruh Content Marketing dan Online Customer Review di 

TikTok Terhadap Keputusan Pembelian Produk Sabun Cuci Muka Garnier. COSTING. 

21 Agustus 2023;7(1):1107–14.  

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

496             I. Ratnasari et al.

http://creativecommons.org/licenses/by-nc/4.0/

	Attracting Consumer Interest to Buy Food Product in TikTok Application



