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ABSTRAK 

 

KINANTI SEKAR KIRANA, 21042010243 PENGARUH BRAND IMAGE 

DAN BRAND ATTITUDE TERHADAP PURCHASE INTENTION PRODUK 

UNIQLO PADA TIKTOK SHOP (Studi Pada Mahasiswa UPN “Veteran” 

Jawa Timur Sebagai Konsumen Uniqlo Melalui Fitur TikTok Shop) 

 Perkembangan teknologi digital telah mengubah perilaku konsumen, 

terutama melalui media sosial seperti TikTok. Uniqlo memanfaatkan platform ini 

untuk memasarkan produknya melalui fitur TikTok Shop. Studi ini bertujuan untuk 

menganalisis pengaruh Citra Merek dan Sikap Merek terhadap niat pembelian 

konsumen terhadap produk Uniqlo di TikTok. Metode kuantitatif dengan survei 

diterapkan pada 100 mahasiswa dari UPN ‘Veteran’ Jawa Timur yang aktif 

menggunakan TikTok dan pernah membeli produk Uniqlo.  

 Analisis data dilakukan menggunakan regresi linier berganda dengan SPSS 

27. Hasil menunjukkan bahwa Citra Merek dan Sikap Merek memiliki pengaruh 

positif dan signifikan terhadap Niat Membeli, baik secara parsial maupun simultan. 

Nilai R² sebesar 0.846 menunjukkan bahwa 84,6% variasi dalam Niat Beli dapat 

dijelaskan oleh kedua variabel tersebut. Temuan ini menyoroti pentingnya 

memperkuat citra merek dan sikap merek dalam strategi pemasaran digital di 

TikTok untuk meningkatkan niat beli konsumen, khususnya terhadap produk 

Uniqlo. 

Kata kunci: Citra Merek, Sikap Merek, Niat Beli, Uniqlo, TikTok. 
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ABSTRACT 

KINANTI SEKAR KIRANA, 21042010243 THE INFLUENCE OF BRAND 

IMAGE AND BRAND ATTITUDE ON PURCHASE INTENTION OF UNIQLO 

PRODUCTS IN TIKTOK SHOP (Evidence Of UPN "VETERAN" East Java 

Students As Uniqlo Consumers Through The TikTok Shop Features) 

 The development of digital technology has changed consumer behaviour, 

particularly through social media such as TikTok. Uniqlo utilises this platform to 

market its products through the TikTok Shop feature. This study aims to analyse the 

influence of Brand Image and Brand Attitude on consumers' Purchase Intention for 

Uniqlo products on TikTok. A quantitative method using a survey was applied to 

100 students from UPN ‘Veteran’ East Java who actively use TikTok and have 

previously purchased Uniqlo products.  

 Data analysis was conducted using multiple linear regression with SPSS 27. 

The results indicate that Brand Image and Brand Attitude have a positive and 

significant influence on Purchase Intention, both partially and simultaneously. The 

R² value of 0.846 indicates that 84.6% of the variation in Purchase Intent can be 

explained by these two variables. These findings underscore the importance of 

strengthening brand image and brand attitude in digital marketing strategies on 

TikTok to enhance consumer purchase intention especially for Uniqlo products. 

Keywords : Brand Image, Brand Attitude, Purchase Intention, Uniqlo, TikTok. 

 


