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ABSTRAK 

 

PENGARUH INFLUENCER MARKETING, BRAND AWARENESS DAN 

VIRAL MARKETING TERHADAP KEPUTUSAN PEMBELIAN  

SKINCARE WARDAH DI TIKTOK SHOP 

 

 

Oleh  

VIVIANA ADININGTYAS  

NPM 213402516082 

Tugas Akhir di bawah bimbingan Dr. Elwisam, S.M., M.M. 

 

Penelitian ini berguna untuk menganalisis Pengaruh Influencer Marketing, Brand 

Awareness, dan Viral Marketing terhadap keputusan pembelian skincare Wardah di 

TikTok Shop. 

 

Hasil Penelitian ini menunjukan analisis data, digunakan perangkat lunak 

Warp Partial Least Square (PLS) versi 7.0, yang merupakan evolusi dari analisis 

Partial Least Square (PLS). Proses analisis ini mencakup metode outer model yang 

melibatkan convergent validity, discriminant validity, dan composite reliability, 

serta inner model yang menggunakan Goodness of Fit Model, R-Square, Predictive 

relevance, dan Effect Size. Jumlah sampel dalam penelitian ini melibatkan 100 

responden sebagai sampel. Melalui pendekatan yang sistematis, penelitian ini 

menemukan bahwa faktor-faktor tersebut dapat berkontribusi secara signifikan 

kepada peningkatan kinerja perusahaan. Oleh sebab itu, hasil dari penelitian ini 

menjelaskan bahwasannya : Influencer Marketing, Brand Awareness, dan Viral 

Marketing berpengaruh positif dan signifikan terhadap keputusan pembelian. 

 

Kata Kunci : Influencer Marketing, Brand Awareness, Viral Marketing, 

Keputusan Pembelian 
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ABSTRACT 

 

THE INFLUENCE OF INFLUENCER MARKETING, BRAND AWARENESS 

AND VIRAL MARKETING ON THE DECISION TO PURCHASE WARDAH 

SKINCARE IN TIKTOK SHOP 

 

By : 

VIVIANA ADININGTYAS 

NPM 213402516082 

Final Project under the guidance of  Dr. Elwisam, S.M., M.M. 

 

This study aims to analyze the influence of Influencer Marketing, Brand Awareness, 

and Viral Marketing on purchasing decisions for Wardah skincare in TikTok Shop. 

 

This study uses data analysis, using Warp Partial Least Square (PLS) software 

version 7.0, which is an evolution of Partial Least Square (PLS) analysis. This 

analysis process includes an outer model method involving convergent validity, 

discriminant validity, and composite reliability, as well as an inner model using 

Goodness of Fit Model, R-Square, Predictive relevance, and Effect Size. The 

number of samples in this study involved 100 respondents as samples. Through a 

systematic approach, this study found that these factors can contribute significantly 

to improving company performance. Therefore, the results of this study indicate 

that: Influencer Marketing, Brand Awareness, and Viral Marketing have a positive 

and significant effect on purchasing decisions. 

 

Keywords: Influencer Marketing, Brand Awareness, Viral Marketing, Purchasing 

Decisions 
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