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ABSTRAK

Dian Risanty, NIM. 04020520047, 2023. Pengaruh
Penggunaan Tiktok @Skitific_ld Sebagai Media Promosi
Terhadap Keputusan Pembelian Produk Pada Mahasiswa
IImu Komunikasi Universitas Islam Negeri Sunan Ampel
Surabaya

Penelitian ini membahas pengaruh penggunaan TikTok
@Skintific_id sebagai media promosi terhadap keputusan
pembelian. Terdapat dua rumusan masalah, yaitu: (1) Adakah
pengaruh antara penggunaan TikTok @SkKintific_id sebagai
media promosi terhadap keputusan pembelian produk oleh
mahasiswa llmu Komunikasi angkatan 2020, 2021, dan 2022,
(2) Seberapa besar tingkat pengaruh penggunaan TikTok
@Skintific_id sebagai media promosi terhadap keputusan
pembelian produk oleh mahasiswa llmu Komunikasi angkatan
2020, 2021, dan 2022.

Penelitian ini menggunakan pendekatan kuantitatif
dengan rumus Koefisien Korelasi. Hasil menyatakan nilai rhitung
0,881>0,235 dengan tingkat signifikansi 5% terhadap 72
responden menunjukkan hasil Ha diterima dan Ho ditolak. Nilai
koefisien korelasi sebesar 0,881, disimpulkan terdapat pengaruh
antara variabel penggunaan TikTok @Skintific_id sebagai
media promosi (X) dan variabel keputusan pembelian produk
(Y) dan memiliki nilai korelasi sangat kuat dan korelasi positif.
Nilai dari koefisien determinasi r? = r, sama dengan 0,8812 =
0,776161 dinyatakan bahwa penggunaan TikTok @Skintific_id
sebagai media promosi memiliki tingkat pengaruh sebesar
77,61% terhadap keputusan pembelian produk oleh mahasiswa
[Imu Komunikasi UINSA.

Kata Kunci: Media Promosi, Platform TikTok, Keputusan
Pembelian



ABSTRACT

Dian Risanty, NIM. 04020520047, 2023. The Influence of
Using Tiktok @Skitific_id as a Promotional Media on Product
Purchasing Decisions among Communication Science
Students at Sunan Ampel State Islamic University, Surabaya.

This research discusses the method and process of using
TikTok @Skintific_id as a promotional medium in terms of
informative content, attractive advertising concepts, and the
frequency of posts appearing. There are two problems studied in
this research, namely: (1) Is there an influence between the use
of TikTok @Skintific_id as a promotional media on product
purchasing decisions by Communication Science students from
the 2020, 2021 and 2022 classes, (2) how big is the level of
influence of the use of TikTok @ Skintific_id as a promotional
media on product purchasing decisions by Communication
Science students class of 2020, 2021 and 2022.

This research uses a quantitative approach with the
Correlation Coefficient formula. The results stated that the r vaie
was 0.881>0.235 with a significance level of 5% for 72
respondents showing that Ha was accepted and H, was rejected.
The correlation coefficient value is 0.881, it is concluded that
there is an influence between the variable using TikTok
@Skintific_id as promaotional ‘media (X) and the product
purchasing decision variable (Y) and has a very strong
correlation value and a positive correlation. The value of the
coefficient of determination r? = r, equal to 0.8812 = 0.776161,
states that the use of TikTok @Skintific_id as a promotional
media has a level of influence of 77.61% on product purchasing
decisions by UINSA Communication Science students.
Keywords: Promotional Media, TikTok Platform, Purchase
Decision
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