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MOTTO 

“Dan barangsiapa yang bertakwa kepada Allah, niscaya Allah menjadikan baginya 

kemudahan dalam urusannya." 

(Q.S At-Talaq: 4)

"Allah tidak membebani seseorang melainkan sesuai dengan kesanggupannya." 

(Al-Baqarah: 286) 

“'Maka sesungguhnya bersama kesulitan ada kemudahan. Sesungguhnya Bersama 

kesulitan ada kemudahan." 

(QS. Al Insyirah: 5-6) 
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INTISARI 

Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing 

activities terhadap purchase intention yang di mediasi oleh subjective norms, perceived 

behavioral control, brand awareness, dan social brand engagement terhadap produk 

skincare Skintific di TikTok. Subjek dalam penelitian ini adalah masyarakat yang 

mengetahui dan belum pernah membeli produk Skintific. Dalam penelitian ini sampel 

berjumlah 189 Responden yang berusia 17 tahun keatas, yang dipilih menggunakan 

nonprobability sampling dengan desain pengambilan sampel menggunakan metode 

purposive sampling. Alat analisis yang digunakan adalah SEM dengan bantuan 

Software Amos. Berdasarkan analisis yang telah dilakukan memperoleh hasil bahwa 

social media marketing activities berpengaruh positif dan signifikan terhadap 

subjective norms, subjective norms berpengaruh positif dan signifikan terhadap 

purchase intention, social media marketing activities berpengaruh positif dan 

signifikan terhadap perceived behavioral control, perceived behavioral control 

berpengaruh positif dan signifikan terhadap purchase intention, social media 

marketing activities berpengaruh positif dan signifikan terhadap purchase intention, 

social media marketing activities berpengaruh positif dan signifikan terhadap brand 

awareness, brand awareness berpengaruh positif dan signifikan terhadap purchase 

intention, social media marketing activities berpengaruh positif dan signifikan terhadap 

social brand engagement, social brand engagement berpengaruh positif dan signifikan 

terhadap purchase intention, subjective norms tidak mampu memediasi hubungan 

antara social media marketing activities dan purchase intention, perceived behavioral 

control mampu tidak memediasi hubungan antara social media marketing activities dan 

purchase intention, brand awareness tidak mampu memediasi hubungan antara social 

media marketing activities dan purchase intention, dan social brand engagement 

mampu tidak memediasi hubungan antara social media marketing activities dan 

purchase intention. 

Kata Kunci: Social Media Marketing Activities; Subjective Norms; Perceived 

Behavioral Control; Brand Awareness; Social Brand Engagement; 

Purchase Intention. 

 

  



 
 

x 
 

ABSTRACT 

This Study aims to analyse the effect of social media marketing activities on purchase 

intention mediated by subjective norms, perceived behavioral control, brand 

awareness, and social brand engagement towards Skintific skincare product on 

TikTok. In this study, the sample amounted to 189 respondents aged 17 years and over, 

who were selected using nonprobability sampling with the sampling design used was 

the usde of purposive sampling method. The analytical tool used is SEM with the help 

of Amos Software. Based on the analysis thah has been done, the results show that 

Based on the analysis that has been carried out, the results show that social media 

marketing activities have a positive and significant effect on subjective norms, 

subjective norms have a positive and significant effect on purchase intentions, social 

media marketing activities have a positive and significant effect on perceived 

behavioral control, perceived behavioral control has a positive effect and significant 

effect on purchase intention, social media marketing activities have a positive and 

significant effect on purchase intention, social media marketing activities have a 

positive and significant effect on brand awareness, brand awareness has a positive and 

significant effect on purchase intention, social media marketing activities have a 

positive and significant effect on engagement social brand, social brand engagement 

has a positive and significant effect on purchase intention, subjective norms are not 

able to mediate the relationship between social media marketing activities and 

purchase intention, perceived behavioral control is not able to mediate the relationship 

between social media marketing activity and purchase intention, brand awareness is 

not able mediates the relationship between social media marketing activities and 

purchase intentions, and social brand involvement is unable to mediate the relationship 

between social media marketing activities and purchase intentions. 

Keywords: Social Media Marketing Activities; Subjective Norms; Perceived 

Behavioral Control; Brand Awareness; Social Brand Engagement; 

Purchase Intention. 
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