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ABSTRAK 

PENGARUH PERSONAL BRANDING OWNER, KUALITAS KONTEN 

TIKTOK, DAN PROMOSI TERHADAP KEPUTUSAN PEMBELIAN 

PRODUK CAMILLE BEAUTY PADA TIKTOK SHOP DI JAKARTA 

SELATAN 

Oleh : 

Wike Herawati 

NPM : 223402516235 

Tugas akhir, dibawah bimbingan Dr. Rahayu Lestari, S.E.,M.M 

Penelitian ini bertujuan untuk menganalisis pengaruh Personal Branding 

Owner, Kualitas Konten Tiktok, dan Promosi terhadap Keputusan Pembelian 

Produk Camille Beauty. Data penelitian diperoleh melalui data primer yang 

dikumpulkan menggunakan kuesioner kepada 110 responden yang merupakan 

pengguna aplikasi Tiktok. Teknik analisis data dilakukan dengan pendekatan 

Partial Least Square (PLS) menggunakan perangkat lunak Smart PLS 4.0. Hasil 

analisis menunjukkan bahwa variabel Personal Branding Owner (X1), Kualitas 

Konten Tiktok (X2), dan Promosi (X3) dan Keputusan Pembelian (Y). Temuan 

penelitian ini diharap dapat menjadi rekomendasi strategis bagi Camille Beauty 

dalam mengoptimalkan personal branding owner, kualitas konten Tiktok dan 

promosi guna meningkatkan keputusan pembelian pengguna. 

 

Kata Kunci: Personal Branding Owner, Kualitas Konten Tiktok, Promosi, 

Keputusan pembelian. 
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ABSTRACT 

THE EFFECT OF OWNER PERSONAL BRANDING, TIKTOK CONTENT 

QUALITY, AND PROMOTION ON THE PURCHASE DECISION OF 

CAMILLE BEAUTY PRODUCTS AT TIKTOK SHOP IN SOUTH JAKARTA 

By: 

Wike Herawati 

Student ID: 223402516235 

Final Project, under the supervision of Dr. Rahayu Lestari, S.E.,M.M 

This study aims to analyze the influence of Personal Branding Owner, Tiktok 

Content Quality, and Promotion on Camille Beauty Product Purchase Decisions. 

Research data was obtained througt primary data collected using questionnaires 

from 110 respondents who are Tiktok app users. Data analysis was performed using 

the Partial Least Square (PLS) approach with Smart PLS 4.0 software. The analysis 

results show that the variables of Personal Branding Owner (X1), Titok Content 

Quality (X2), and Promotion (X3) are related to Purchase Decisions (Y). The fifings 

of this study are expected to provide strategic recommendations for Camille Beauty 

in optimizing owner personal branding, Tiktok content quality, and promotion to 

increase user purchase decisions. 

 

Keywoeds: Personal Branding Owner, Tiktok Content Quality, Promotion, 

Purchase Decision. 
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