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Abstract

This research investigated content marketing factors that affect consumers'
decisions to purchase household goods through e-commerce. This research is
quantitative research based on a predictive design research pattern. The variables
studied were measured, including personal factors. Service marketing mix and content
marketing factors affect consumers' decisions to buy household products through e-

commerce. The researcher collected data on a sample of people who purchased
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household goods through e-commerce. A total of 400 people analyzed descriptive
statistics and inferential statistics

The analysis showed that: Most respondents have an opinion on content
marketing factors that affect consumers' decision to purchase household goods
through e-commerce. All 4 aspects are largely where personal factors influence
consumers' decision to purchase household goods through electronic commerce have
different results in decision-making, and | agree that the market mix factors include
product, price, channel, marketing promotion, personnel, process, and physical aspects,
which can be used to predict consumer purchasing decisions through e-commerce.
77.1 percent also found that content marketing factors include: Functional safety on
Facebook, Instagram, Tiktok, and Shopee 62.2 percent predicted household purchase
decisions through electronic commerce.

Keywords: E-commerce Content marketing Decision Making
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