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ABSTRAK 

 

 

 Penelitian ini bertujuan untuk menganalisis pengaruh continuance intention, 

word of mouth, perceived usefulness, habits, consumer satisfaction, perceived ease 

of use pengusaha mikro dalam memasarkan produk atau jasa pada aplikasi TikTok. 

Data diperoleh dari kuesioner online office form dan disebarkan melalui media 

sosial. Teknik penentuan sampel menggunakan non probability sampling. 

Responden dalam penelitian ini adalah 262 pengusaha mikro yang menggunakan 

TikTok sebagai media pemasarannya yang berada di wilayah Indonesia. Data hasil 

penelitian diperoleh dari 262 responden (43,5% laki-laki dan 56,5% perempuan) 

pengusaha mikro yang menggunakan TikTok sebagai media pemasarannya yang 

berada di wilayah Indonesia. Data hasil penelitian diperoleh dari 262 responden 

(43,5% laki-laki dan 56,5% perempuan) pengusaha mikro yang menggunakan 

TikTok sebagai media pemasarannya yang berada di wilayah Indonesia. Data profil 

responden menyatakan bahwa 100 (38,2%) responden adalah pengusaha mikro 

yang membangun usaha pada bidang industri makanan dan minuman, 39 (14,9%) 

responden pada bidang industri tekstil, 23 (8,8%) responden pada bidang industri 

perkakas tangan, 13 (5%) responden pada bidang industri jasa pemeliharaan dan 

perbaikan, 12 (4,6%) responden pada bidang industri jasa profesi 

kesehatan/pelayanan medik/pelayanan kefarmasian, 7 (2,7%) responden pada 

bidang industri pengelolahan hasil hutan, 6 (2,3%) responden pada bidang industri 

kerajinan budaya daerah, 4 (1,5%) responden pada bidang industri barang dari tanah 

liat, dan 58 (22,1%) responden menyatakan menjalankan usaha pada bidang 

industri lainnya dalam arti responden mempunyai keberagaman dalam jenis bidang 

usaha. Variabel terikat pada penelitian ini adalah continuance intention, variabel 

bebas terdiri dari word of mouth. Variabel intervening terdiri dari perceived 

usefulness, habits, consumer satisfaction, dan perceived ease of use. Metode 

analisis dalam penelitian ini adalah Structural Equation Modeling (SEM) dengan 

menggunakan software SPSS dan AMOS versi 22.0. Hasil penelitian membuktikan 

bahwa continuance intention berpengaruh terhadap habits dan consumer 

satisfaction. Selain itu word of mouth tidak berpengaruh terhadap perceived of 

usefulness, perceived of usefulness tidak berpengaruh terhadap continuance 

intention, dan perceived ease of use tidak berpengaruh terhadap continuance 

intention. 

 

Kata Kunci : TikTok, word of mouth, perceived usefulness, habits, consumer 

satisfaction, perceived ease of use, continuance intention, SEM 
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ABSTRACT 

 

 

 This study aims to analyze the effect of continuance intention, word of 

mouth, perceived usefulness, habits, consumer satisfaction, perceived ease of use 

of micro entrepreneurs in marketing products or services on the TikTok application. 

The data was obtained from an online office form questionnaire and distributed 

through social media. The sampling technique used was non-probability sampling. 

Respondents in this study were 262 micro-entrepreneurs who use TikTok as a 

marketing medium in Indonesia. The research data were obtained from 262 

respondents (43.5% male and 56.5% female) micro-entrepreneurs who use TikTok 

as their marketing medium in Indonesia. The research data were obtained from 262 

respondents (43.5% male and 56.5% female) micro-entrepreneurs who use TikTok 

as their marketing medium in Indonesia. Respondent profile data states that 100 

(38.2%) respondents are micro entrepreneurs who build businesses in the food and 

beverage industry, 39 (14.9%) respondents are in the textile industry, 23 (8.8%) 

respondents are in the industrial sector. hand tools, 13 (5%) respondents in the 

maintenance and repair service industry, 12 (4.6%) respondents in the health 

professional service industry/medical services/pharmaceutical services, 7 (2.7%) 

respondents in the management industry forest products, 6 (2.3%) respondents in 

the regional cultural handicraft industry, 4 (1.5%) respondents in the clay goods 

industry, and 58 (22.1%) respondents stated that they run a business in other 

industrial sectors. in the sense that respondents have diversity in the type of 

business field. The dependent variable in this study is continuance intention, the 

independent variable consists of word of mouth. Intervening variables consist of 

perceived usefulness, habits, consumer satisfaction, and perceived ease of use. The 

analytical method in this research is Structural Equation Modeling (SEM) using 

SPSS and AMOS software version 22.0. The results of the study prove that 

continuance intention has an effect on habits and consumer satisfaction. In 

addition, word of mouth has no effect on perceived usefulness, perceived usefulness 

has no effect on continuance intention, and perceived ease of use has no effect on 

continuance intention. 

 

Key Words : TikTok, word of mouth, perceived usefulness, habits, consumer 

satisfaction, perceived ease of use, continuance intention, SEM 
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