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ABSTRAK 

Studi ini dimaksudkan untuk menelaah seberapa besar pengaruh elemen daya tarik 

iklan, kualitas produk, serta kepercayaan konsumen terhadap minat beli produk 

Jiniso pada platform e-commerce TikTok. Penelitian ini mengadopsi pendekatan 

kuantitatif dengan desain deskriptif sebagai kerangka utamanya. Subjek penelitian 

terdiri dari individu yang pernah melakukan transaksi pembelian produk Jiniso 

melalui TikTok di wilayah Kota Batam sepanjang tahun 2025. Mengingat jumlah 

populasi tidak dapat diidentifikasi secara pasti, estimasi ukuran sampel dilakukan 

melalui penerapan rumus Jacob Cohen dan teknik purposive sampling yang 

didasarkan atas kriteria yang telah ditetapkan, sehingga diperoleh total 204 

responden. Teknik analisis data yang dimanfaatkan mencakup pengujian validitas 

dan reliabilitas data, uji asumsi klasik, analisis pengaruh antar variabel, serta 

pengujian hipotesis melalui analisis statistik uji t dan uji F. Temuan menunjukkan 

bahwa aspek daya tarik iklan menyumbang pengaruh sebesar 22,1% terhadap 

kecenderungan membeli, sedangkan kualitas produk berkontribusi sebesar 40,9%, 

dan faktor kepercayaan konsumen menyumbang 23,6%. Hasil penghitungan 

koefisien determinasi (R²) memperlihatkan bahwa ketiga variabel independen 

secara bersama-sama mampu menerangkan 74,3% variabilitas minat beli konsumen 

terhadap produk Jiniso, sedangkan 25,7% sisanya berasal dari faktor eksternal yang 

tidak tercakup dalam model ini. Pengujian statistik menggunakan uji t dan uji F 

mempertegas bahwa ketiga faktor tersebut memiliki pengaruh signifikan dan 

berarah positif terhadap peningkatan minat beli terhadap produk Jiniso melalui 

platform TikTok di wilayah Batam. 

 

Kata Kunci: Daya Tarik Iklan, Kepercayaan Konsumen, Kualitas Produk, Minat 

Beli. 
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ABSTRACT 

This study aims to examine the extent to which the elements of advertising appeal, 

product quality, and consumer trust influence the purchase intention of Jiniso 

products on the TikTok e-commerce platform. This study adopts a quantitative 

approach with a descriptive design as its main framework. The subjects of the study 

consisted of individuals who had made a purchase transaction for Jiniso products 

via TikTok in the Batam City area throughout 2025. Given that the population size 

cannot be identified with certainty, the sample size estimation was carried out by 

applying the Jacob Cohen formula and purposive sampling technique based on 

predetermined criteria, resulting in a total of 204 respondents. The data analysis 

techniques used include testing the validity and reliability of data, classical 

assumption tests, analysis of the influence between variables, and hypothesis testing 

through statistical analysis of the t-test and F-test. The findings show that the aspect 

of advertising appeal contributes 22.1% to the tendency to buy, while product 

quality contributes 40.9%, and the consumer trust factor contributes 23.6%. The 

results of the determination coefficient (R²) calculation show that the three 

independent variables together are able to explain 74.3% of the variability in 

consumer purchasing interest in Jiniso products, while the remaining 25.7% comes 

from external factors not included in this model. Statistical testing using the t-test 

and F-test confirms that the three factors have a significant and positive influence 

on increasing purchasing interest in Jiniso products through the TikTok platform 

in the Batam area. 

 

Keywords: Advertising Appeal, Consumer Trust, Product Quality, Purchase 

Intention. 
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