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ABSTRAK 

Finni Mei Gintari (2100148), Pengaruh Pemasaran Melalui Media Sosial 

TikTok Terhadap Minat Beli Produk Pelembab Wajah Somethinc (Survei 

pada Pengikut akun Tiktok @somethincofficial). Dibawah bimbingan Dr. Ayu 

Krishna Yuliawati, S.Sos., M.M. dan Dr. Eka Surachman, S.Si., M.T, 

 

Penelitian ini bertujuan menganalisis pengaruh pemasaran melalui media sosial 

TikTok terhadap minat beli produk pelembab wajah Somethinc. Metode yang 

digunakan adalah metode kuantitatif dengan responden sebanyak 385 orang 

pengikut akun TikTok @somethincofficial yang dipilih melalui non-probability 

sampling. Variabel pemasaran media sosial diukur melalui customization, 

entertainment, interaction, dan trendiness, sedangkan minat beli diukur melalui 

transactional, referential, preferential, dan exploratory interest. Hasil penelitian 

menunjukkan bahwa kinerja pemasaran media sosial sangat tinggi dan minat beli 

responden sangat berminat.  

 

Kata Kunci: Pemasaran Media Sosial, TikTok, Minat Beli, Somethinc. 
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ABSTRACT 

Finni Mei Gintari (2100148), The Influence Of Marketing Through Tiktok Social 

Media On Interest In Buying Somethinc Facial Moisturizer Products (Survey on 

Followers of the @somethincofficial TikTok account) under guidance of Dr. Ayu 

Krishna Yuliawati, S.Sos., M.M. and Dr. Eka Surachman, S.Si., M.T, 

 

This study aims to analyze the influence of social media marketing through TikTok 

on the purchase intention of Somethinc facial moisturizer products. The method 

used is quantitative, with 385 respondents who are followers of the TikTok account 

@somethincofficial, selected using non-probability sampling. The social media 

marketing variable is measured through customization, entertainment, interaction, 

and trendiness, while purchase intention is measured through transactional, 

referential, preferential, and exploratory interest. The results indicate that the 

performance of social media marketing is very high, and respondents’ purchase 

intention is also strong 

 

Keywords: Social Media Marketing, TikTok, Purchase Intention, Somethinc. 
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