
ABSTRAK 

Perkembangan dpemasaran ddigital dmelalui dmedia dsosial dsemakin dpesat, dsalah dsatunya dpada dplatform 

dTikTok dyang dbanyak ddimanfaatkan dpelaku dusaha duntuk dmempromosikan dproduk dfashion. dPenelitian 

dini dbertujuan duntuk dmenganalisis dpengaruh dkualitas dvideo  dpromosi, dkredibilitas dinfluencer, ddan 

dprogram dgiveaway dterhadap dkeputusan dpembelian dproduk dfashion ddi dTikTok. dPenelitian 

dmenggunakan dpendekatan dkuantitatif ddengan dsampel dsebanyak d96 dresponden dyang ddipilih dmelalui 

dteknik dpurposive dsampling. dPengumpulan ddata ddilakukan dmelalui dkuesioner donline dmenggunakan 

dGoogle dForm ddan ddiolah ddengan daplikasi dSPSS. 

Hasil dpenelitian dmenunjukkan dbahwa dkualitas dvideo  dpromosi dberpengaruh dpositif ddan dsignifikan 

dterhadap dkeputusan dpembelian. dKredibilitas dinfluencer djuga dterbukti dmemberikan dpengaruh dpositif 

ddan dsignifikan dterhadap dkeputusan dpembelian dproduk dfashion. dSelain ditu, dprogram dgiveaway 

dberpengaruh dpositif ddan dsignifikan ddalam dmendorong dkeputusan dpembelian. dSecara dsimultan,  

dketiga dvariabel dindependen dkualitas dvideo  dpromosi,  dkredibilitas dinfluencer, ddan dprogram dgiveaway 

dberpengaruh dsignifikan dterhadap dkeputusan dpembelian dproduk dfashion ddi dTikTok. 

Berdasarkan dhasil dtersebut, ddapat  ddisimpulkan dbahwa dstrategi dpemasaran dmelalui dTikTok dperlu  

dmemperhatikan dkualitas dkonten dvideo, dpemilihan  dinfluencer dyang dkredibel, dserta dperancangan 

dprogram dgiveaway dyang dmenarik dagar ddapat  dmeningkatkan dkeputusan dpembelian dkonsumen.  

dPenelitian dini ddiharapkan ddapat  dmenjadi dreferensi dbagi dpelaku dusaha ddalam dmerancang dstrategi 

dpemasaran ddigital dyang dlebih defektif, dserta dmenjadi dbahan dacuan dbagi dpenelitian dselanjutnya. 

Kata kunci: kualitas video promosi, kredibilitas influencer, program giveaway, keputusan 

pembelian, TikTok. 

 

 

 

 

 

 

 

 

 

 

 



 

ABSTRACT 

The ddevelopment dof  ddigital dmarketing dthrough dsocial dmedia dis dgrowing  drapidly, done dof  dwhich dis don 

dthe dTikTok dplatform, dwhich dis dwidely dused dby dbusiness dactors dto dpromote dfashion dproducts. dThis 

dstudy daims dto danalyze dthe dinfluence dof dpromotional dvideo dquality, dinfluencer dcredibility, dand 

dgiveaway dprograms don dpurchasing ddecisions dfor dfashion dproducts don dTikTok. dThe dresearch duses da 

dquantitative dapproach dwith da dsample dof  d96 drespondents dselected dthrough dpurposive dsampling 

dtechniques. dData dwere dcollected dthrough  donline dquestionnaires dusing dGoogle dForms dand dprocessed  

dwith dthe dSPSS dapplication. 

The dresults dshow dthat dpromotional dvideo dquality dhas da dpositive dand dsignificant deffect don dpurchasing 

ddecisions. dInfluencer dcredibility dis dalso dproven dto dhave da dpositive dand dsignificant dinfluence don 

dpurchasing ddecisions dfor dfashion dproducts. dIn daddition, dgiveaway dprograms dhave da dpositive dand 

dsignificant deffect din dencouraging dpurchasing ddecisions. dSimultaneously, dthe dthree dindependent 

dvariables—promotional  dvideo dquality, dinfluencer dcredibility, dand dgiveaway dprograms—have da 

dsignificant dinfluence don dpurchasing ddecisions dfor dfashion dproducts don dTikTok. 

Based don dthese dresults, dit dcan dbe dconcluded dthat dmarketing dstrategies dthrough dTikTok dneed dto dpay 

dattention dto dthe dquality dof  dvideo dcontent, dthe dselection dof dcredible dinfluencers, dand dthe ddesign dof 

dattractive dgiveaway dprograms din dorder dto dincrease dconsumer dpurchasing ddecisions. dThis dstudy dis 

dexpected dto dserve das da dreference dfor dbusiness dactors din ddesigning dmore deffective ddigital dmarketing 

dstrategies, das dwell das da dreference dfor dfuture dresearch. 

Keywords: promotional video quality, influencer credibility, giveaway programs, purchasing 

decisions, TikTok. 
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