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ABSTRACT

Changed behaviors of new-age customers who rely more on living their
lives online are undeniable, undoubtedly influenced by the impact of the COVID-19
pandemic. This had caused customer behaviors to be more cautious and consequently
led to adjustments and changes towards a new consumption pattern known as the
“New Normal.” Brands have had to adapt their business strategies to cope with this
transformation. One crucial strategy to start successful marketing on the TikTok
application is to understand the nature of the platform and the behavior of its users
with the aim of creating awareness and effectively driving sales. To understand the
behavior of these consumers, the researcher has studied factors influencing repurchase
intention through the TikTok application by applying concepts of consumer buying
behavior, online consumer buying motives, consumer buying process, as well as
concepts and theories related to repurchase intention.

The research results indicated that online marketing through short video
content had the highest positive influence on repurchase intention through the TikTok
application, followed by attitudes towards online shopping, shopping motives, and
reference groups, respectively. However, customer experience, brand perception, and

culture did not have an impact on repurchase intention through the TikTok application.
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