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ABSTRAK

Perkembangan platform digital internet pada saat ini mengalami pertumbuhan
yang cukup pesat. Transformasi dari teknologi mendorong berbagai platform
muncul, terutama pada bidang pemasaran digital. Platform Tiktok Shop menjadi
salah satu ruang pasar digital yang wadah terjadinya transaksi berbelanja yang
menyenangkan. Strategi pemasaran digital memiliki beberapa faktor yang
mempengaruhi keputusan pembelian dari pengguna platform, diantaranya yaitu
brand awareness, daya tarik, serta brand image dari platform. Penelitian deskriptif
kuantitatif ini dilakukan dengan tujuan untuk mengetahui bagaimana pengaruh
brand awareness (X1), daya tarik (X2), serta brand image (X3) terhadap
keputusan pembelian pengguna platform Tiktok Shop di Kota Batam. Metode
pengumpulan data yang digunakan adalah kuesioner dengan total sampel yaitu
100 responden pengguna platform Tiktok Shop di kota Batam. Hasil penelitian
menunjukkan bahwa brand awareness (X1), daya tarik (X2), serta brand image
(X3) emmiliki pengaruh positif signifikan terhadap keputusan pembelian
pengguna platform Tiktok Shop di kota Batam. Hal ini dikarenakan keputusan
pembelian cenderung meningkat dengan daya tarik serta citra merk dan memilik
dampak berupa pengalaman positif yang mendorong pengguna melakukan
pembelian pada platform layanan.

Kata kunci: Brand awareness, Daya Tarik, Brand Image, Keputusan Pembelian,
Tiktok Shop.



ABSTRACT

The development of digital internet platforms is currently experiencing quite rapid
growth. The transformation of technology has encouraged various platforms to
emerge, especially in the field of digital marketing. The TikTok Shop platform has
become one of the digital market spaces that facilitates enjoyable shopping
transactions. Digital marketing strategies have several factors that influence the
purchasing decisions of platform users, including brand awareness, attractiveness,
and the platform's brand image. This quantitative descriptive study was conducted
with the aim of determining the influence of brand awareness (X1), attractiveness
(X2), and brand image (X3) on the purchasing decisions of TikTok Shop platform
users in Batam City. The data collection method used was a questionnaire with a
total sample of 100 respondents using the TikTok Shop platform in Batam City.
The results showed that brand awareness (X1), attractiveness (X2), and brand
image (X3) have a significant positive influence on the purchasing decisions of
TikTok Shop platform users in Batam City. This is because purchasing decisions
tend to increase with attractiveness and brand image and have an impact in the
form of positive experiences that encourage users to make purchases on the
service platform.

Keyword: Brand awareness, Attractiveness, Brand Image, Purchasing Decisions,
Tiktok Shop.
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