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ABSTRAK 

Devisafira Jelita Putri, 21042010046, Pengaruh Social Media Marketing 

Melalui Tiktok Terhadap Purchase Intention Dengan Brand Awareness Dan 

Brand Attitude Sebagai Variabel Mediasi Pada Brand Jiniso 

Inovasi dalam teknologi memiliki efek yang luas pada banyak bagian masyarakat, 

termasuk periklanan dan hubungan masyarakat. Untuk menjangkau pelanggan dan 

mempromosikan barang dagangan mereka, semakin banyak bisnis yang 

mengandalkan media daring seperti jejaring sosial. Beriklan di media sosial, dan 

khususnya TikTok sangat efisien karena basis pengguna platform yang sangat besar. 

Dengan 127,5 juta pengguna di Indonesia per April 2024, TikTok menjadi semakin 

populer untuk meningkatkan brand awareness dan keinginan untuk membeli. 

Tujuan utama dari penelitian ini adalah untuk mengidentifikasi elemen-elemen 

yang dianggap paling penting oleh konsumen merek fesyen lokal saat membuat 

keputusan pembelian. Seratus tujuh puluh orang dari komunitas TikTok Surabaya 

yang telah melihat video Jiniso mengisi survei untuk penelitian kuantitatif ini. 

Dalam melakukan penelkitian ini, PLS-SEM digunakan untuk menganalisis data. 

Penelitian ini menemukan bahwa ada hubungan substansial antara niat pembelian 

dan pemasaran media sosial, kesadaran merek, dan sikap merek. Ada efek mediasi 

yang kuat dari  brand attitude dan brand awareness pada hubungan antara social 

media marketing dan purchase intention. Berdasarkan hasil penelitian, Social 

media marketing melalui TikTok yang menarik dan informatif dapat meningkatkan 

minat pelanggan untuk membeli produk yang diiklankan serta membangun brand 

awareness dan brand attitude audiens. 

Kata Kunci:  Pemasaran Media Sosial, Minat Beli, Kesadaran Merek, Sikap 

Merek, dan Pemasaran Digital  
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ABSTRACT 

Devisafira Jelita Putri, 21042010046, The Iinfluence of Social Media Marketing 

Through TikTok With Brand Awareness and Brand Attitude As Mediating 

Variables on Purchase Intention on Jiniso Brand 

Innovations in technology have a far-reaching effect on many parts of society, 

including advertising and public relations. To reach customers and promote their 

merchandise, more and more businesses are relying on online media such as social 

media. Advertising on social media, and TikTok in particular, is very efficient due 

to the platform's huge user base. With 127.5 million users in Indonesia as of April 

2024, TikTok is becoming increasingly popular for increasing brand awareness and 

purchase intention. The main objective of this study is to identify the elements that 

are considered most important by consumers of local fashion brands when making 

purchase decisions. One hundred and seventy people from the Surabaya TikTok 

community who have watched Jiniso videos filled out a survey for this quantitative 

study. In conducting this study, PLS-SEM was used to analyze the data. This study 

found that there is a substantial relationship between purchase intention and social 

media marketing, brand awareness, and brand attitude. There is a strong mediating 

effect of brand attitude and brand awareness on the relationship between social 

media marketing and purchase intention. Based on the results of the study, social 

media marketing through interesting and informative TikTok can increase customer 

interest in purchasing advertised products and build brand awareness and brand 

attitude of the audience. 

Keywords: Social Media Marketing, Purchase Intention, Brand Awareness, Brand 

Attitude, and Digital Marketing 
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