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ABSTRAK 

 

Perkembangan media sosial telah mendorong perubahan strategi pemasaran digital, 

termasuk pada industri kosmetik halal. Salah satu platform yang banyak dimanfaatkan 

perusahaan untuk melakukan promosi adalah TikTok melalui konten pemasaran dan kerja sama 

dengan influencer. Penelitian ini bertujuan untuk menganalisis pengaruh Konten Marketing 

Islami dan Influencer Review terhadap Minat Beli produk Wardah pada pengguna TikTok 

dengan Kesadaran Merek sebagai variabel mediasi. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. Data 

diperoleh melalui penyebaran kuesioner kepada 200 responden yang merupakan pengguna 

TikTok dan pernah melihat konten atau review produk Wardah di TikTok. Teknik pengambilan 

sampel menggunakan purposive sampling. Analisis data dilakukan menggunakan metode 

Partial Least Square-Structural Equation Modeling (PLS-SEM) dengan bantuan perangkat 

lunak SmartPLS 4.0. 

Hasil penelitian menunjukkan bahwa Konten Marketing Islami berpengaruh positif dan 

signifikan terhadap Kesadaran Merek. Influencer Review juga berpengaruh positif dan 

signifikan terhadap Kesadaran Merek. Konten Marketing Islami tidak berpengaruh signifikan 

terhadap Minat Beli. Sementara itu, Influencer Review dan Kesadaran Merek terbukti 

berpengaruh positif dan signifikan terhadap Minat Beli. Hasil penelitian juga menunjukkan 

bahwa Kesadaran Merek mampu memediasi pengaruh Konten Marketing Islami terhadap 

Minat Beli serta memediasi pengaruh Influencer Review terhadap Minat Beli. Temuan ini 

menunjukkan bahwa strategi pemasaran digital yang memadukan nilai-nilai Islami, 

pemanfaatan influencer yang kredibel, dan penguatan kesadaran merek mampu meningkatkan 

minat beli konsumen terhadap produk Wardah. 

Berdasarkan penelitian tersebut, Wardah disarankan untuk memperkuat strategi 

pemasaran digital melalui konten yang edukatif, informatif, dan sesuai dengan nilai-nilai Islami 

serta meningkatkan kolaborasi dengan influencer yang memiliki kredibilitas tinggi guna 

memperkuat kesadaran merek dan meningkatkan minat beli konsumen. 

Kata Kunci: Konten Marketing Islami, Influencer Review, Kesadaran Merek, Minat Beli, 

TikTok, Wardah. 
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ABSTRACT 

 

The rapid development of social media has transformed digital marketing strategies, 

including within the halal cosmetic industry. One of the most widely used platforms for 

marketing activities is TikTok, which enables companies to promote products through content 

marketing and influencer collaborations. This study aims to analyze the effect of Islamic 

Content Marketing and Influencer Reviews on Purchase Intention of Wardah products among 

TikTok users, with Brand Awareness serving as a mediating variable. 

This research employed a quantitative approach using a survey method. Data were 

collected through questionnaires distributed to 200 respondents who were TikTok users and 

had previously viewed Wardah-related content or product reviews on TikTok. The sampling 

technique used was purposive sampling. Data analysis was conducted using the Partial Least 

Square-Structural Equation Modeling (PLS-SEM) method with SmartPLS 4.0 software. 

The results indicate that Islamic Content Marketing has a positive and significant effect 

on Brand Awareness. Influencer Reviews also have a positive and significant effect on Brand 

Awareness. However, Islamic Content Marketing does not have a significant direct effect on 

Purchase Intention. Meanwhile, Influencer Reviews and Brand Awareness have positive and 

significant effects on Purchase Intention. Furthermore, Brand Awareness is proven to mediate 

the relationship between Islamic Content Marketing and Purchase Intention, as well as the 

relationship between Influencer Reviews and Purchase Intention. These findings suggest that 

digital marketing strategies combining Islamic values, credible influencer endorsements, and 

strong brand awareness can effectively enhance consumers’ purchase intention toward 

Wardah products. 

Wardah is advised to strengthen digital marketing strategies through content that is 

educational, informative, and in accordance with Islamic values and increase collaboration 

with influencers who have high credibility to strengthen brand awareness and increase 

consumer buying interest. 

 

Keywords: Islamic Content Marketing, Influencer Review, Brand Awareness, Purchase 

Intention, TikTok, Wardah. 
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