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ABSTRAK

Perkembangan TikTok sebagai platform media sosial mendorong
perusahaan memanfaatkan video promosi untuk meningkatkan minat beli
konsumen. Dalam industri fashion, video promosi tidak hanya berfungsi
menyampaikan informasi produk, tetapi juga berpotensi membangun consumer
engagement dan consumer trust yang dapat meningkatkan purchase intention.
Penelitian ini bertujuan untuk menganalisis pengaruh video promosi terhadap
purchase intention dengan consumer engagement dan consumer trust sebagai
variabel mediasi pada Brand Wispie di TikTok.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei
terhadap 275 responden pengguna TikTok yang pernah melihat video promosi
Brand Wispie. Teknik pengambilan sampel menggunakan purposive sampling,
sedangkan analisis data dilakukan menggunakan Structural Equation Modeling—
Partial Least Squares (SEM-PLS) melalui SmartPLS 4.0.

Hasil penelitian menunjukkan bahwa video promosi berpengaruh positif
dan signifikan terhadap consumer engagement, consumer trust, dan purchase
intention. Selain itu, consumer engagement dan consumer trust juga berpengaruh
positif dan signifikan terhadap purchase intention. Hasil pengujian mediasi
membuktikan bahwa consumer engagement dan consumer trust mampu
memediasi pengaruh video promosi terhadap purchase intention.

Penelitian ini menyimpulkan bahwa video promosi yang informatif, jelas,
dan menarik mampu meningkatkan keterlibatan serta kepercayaan konsumen,
sehingga mendorong peningkatan niat beli terhadap produk Brand Wispie.
Temuan ini memperkuat teori Stimulus—Organism—Response (S-O-R) dan
memberikan implikasi bagi perusahaan dalam merancang strategi promosi digital
yang lebih efektif melalui TikTok.

Kata Kunci: Video Promosi, Consumer engagement Consumer trust, Purchase
intention, Brand Wispie.



ABSTRACT

The rapid growth of TikTok as a social media platform has encouraged
businesses to utilize promotional videos as a marketing tool to increase
consumers’ purchase intentions. In the fashion industry, promotional videos not
only serve to deliver product information but also have the potential to foster
consumer engagement and consumer trust, which may ultimately influence
purchase intention. Therefore, this study aims to examine the effect of promotional
videos on purchase intention, with consumer engagement and consumer trust
acting as mediating variables for the Wispie brand on TikTok.

This study employed a quantitative approach using a survey method. Data
were collected from 275 TikTok users who had watched Wispie’s promotional
videos. The respondents were selected through purposive sampling, and the data
were analyzed using Structural Equation Modeling—Partial Least Squares (SEM-
PLS) with SmartPLS 4.0 software.

The findings reveal that promotional videos have a positive and significant
effect on consumer engagement, consumer trust, and purchase intention.
Furthermore, both consumer engagement and consumer trust significantly
influence purchase intention. The mediation analysis also confirms that consumer
engagement and consumer trust significantly mediate the relationship between
promotional videos and purchase intention.

The study concludes that informative, clear, and engaging promotional
videos can enhance consumer engagement and consumer trust, which in turn
increase consumers’ purchase intention toward Wispie products. These findings
support the Stimulus—Organism—Response (SOR) Theory and provide practical
implications for businesses in developing more effective digital marketing
strategies through TikTok.

Keywords: Promotional Video, Consumer engagement, Consumer trust, Purchase

intention, Wispie Brand. e
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