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ABSTRAK 

JA’FARUSH SHIDDIIQ. Faktor-faktor yang Berperan Dalam Meningkatkan Niat 

Beli Konsumen Produk Thrift Melalui TikTok Live Stream: Program Studi 

Pendidikan Bisnis, Fakultas Ekonomi, Universitas Negeri Jakarta, 2024. 

Penelitian ini bertujuan untuk meneliti pengaruh dari social media marketing, 

perceived quality, brand awareness, dan brand image terhadap purchase intention 

produk thrift melalui TikTok live stream. Penelitian ini merupakan penelitian yang 

bersifat kuantitatif. Data primer dikumpulkan dengan menyebarkan kuesioner 

kepada 221 responden (final sample). Purposive sampling dipilih sebagai metode 

pengambilan sampel, sehingga sampel yang diambil dengan syarat tertentu, antara 

lain pengguna aplikasi TikTok, berdomisili di DKI Jakarta, berusia 17-35 tahun, 

pernah melihat live stream/content Thrift Shop di TikTok, berniat untuk membeli 

produk thrift di TikTok. Hasil analisis data primer dilakukan dengan metode 

Structural Equation Modeling (SEM). Hasil penelitian menunjukkan bahwa social 

media marketing berpengaruh positif dan signifikan terhadap perceived quality, 

brand awareness, dan brand image. Kemudian, hasil penelitian juga menujukkan 

bahwa perceived quality dan brand image berpengaruh positif dan signifikan 

terhadap purchase intention. Selanjutnya, brand awareness tidak berpengaruh 

positif dan signifikan terhadap purchase intention. 

 

Kata Kunci: Social Media Social, Perceived Quality, Brand Awareness, Brand 

Image, Purchase Intention, Thrift, TikTok, Live Stream. 
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ABSTRACT 

JA’FARUSH SHIDDIIQ. Factors That Play a Role in Increasing Consumer 

Purchase Inteion of Thrift Products Through TikTok Live Streams: Business 

Education Program, Faculty of Economics, State University of Jakarta, 2024. 

This study aims to examine the effect of social media marketing, perceived quality, 

brand awareness, and brand image on purchase intention of thrift products through 

TikTok live stream. This research is a quantitative research. Primary data was 

collected by distributing questionnaires to 221 respondents (final sample). 

Purposive sampling was chosen as the sampling method, so that samples were taken 

with certain conditions, including users of the TikTok application, domiciled in DKI 

Jakarta, aged 17-35 years, have seen the Thrift Shop live stream / content on 

TikTok, intend to buy thrift products on TikTok. The results of primary data analysis 

were carried out using the Structural Equation Modeling (SEM) method. The 

results showed that social media marketing has a positive and significant effect on 

perceived quality, brand awareness, and brand image. Then, the results also show 

that perceived quality and brand image have a positive and significant effect on 

purchase intention. Furthermore, brand awareness does not have a positive and 

significant effect on purchase intention. 

 

Keywords: Social Media Marketing, Perceived Quality, Brand Awareness, Brand 

Image, Purchase Intention, Thrift, TikTok, Live Stream. 
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