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ABSTRAK 
 

 
 

Tujuan penelitian ini adalah untuk mengetahui bagaimana pengaruh promosi akun 

media sosial TikTok @palembangkulukilir terhadap minat beli viewers. Metode 

yang digunakan adalah deskriptif kuantitatif. Teknik pengumpulan data pada 

penelitian adalah kuesioner (angket), dokumentasi, dan studi pustaka. Pada variabel 

X menggunakan pendekatan teori 4C yaitu penggunaan media sosial TikTok, 

dengan dimensi context, communication, collaboration, dan connection. Ditambah 

dengan teori minat beli yaitu minat eksploratif, minat transaksional, minat 

refrensial, dan minat prefensial pada variabel Y. Populasi pada penelitian ini adalah 

Viewers akun @palembangkulukilir dengan sampel yang digunakan yaitu 100 

responden dengan teknik pengambilan sampel yaitu probibality sampling. Hasil 

menunjukkan bahwa terdapat pengaruh promosi akun media sosial TikTok 

@palembangkulukilir terhadap minat beli viewers berdasarkan uji F, dimana 

fhitung> ftabel (325,788 > 2,47), sehingga H0 ditolak dan Ha diterima. Kemudian, 

besarnya pengaruh promosi akun media sosial TikTok @palembangkulukilir 

terhadap minat beli viewers berdasarkan hasil uji koefisien determinasi yaitu sebesar 

92,9%, dengan demikian model penelitian yang digunakan pada penelitian ini 

memiliki pengaruh yang sangat kuat terhadap minat beli viewers akun 

@palembangkulukilir dan sisanya 7,1%% dipengaruhi oleh faktor lain yang tidak 

dibahas pada penelitian ini. 

 

Kata kunci: Promosi, Media Sosial, TikTok, @palembangkulukilir, Minat 

Beli. 
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ABSTRACT 
 

 
 

The purpose of this study was to find out how the influence of the promotion of the 

TikTok social media account @palembangkulukir has on viewers' buying interest. 

The method used was descriptive quantitative. Data collection techniques there 

were research were questionnaires (questionnaire), documentation, and literature 

study. There were 4C theories that used in variable x of using social media TikTok, 

the dimensions of context, communication, collaboration, and connection. In 

addition the study also use the theory of buying interest, exploratory interest, 

transactional interest, referential interest, and preferential interest in variable Y. 

The population in this study were viewers of account @palembangkulukilir. The 

sample of current study were 100 respondents, with a probability sampling method. 

The results showed that there was an effect of the promotion of the social media 

account TikTok @palembangkulukilir on viewers' buying interest based on the F 

test, where f count > f table (325.788 > 2.47), so, H0 was rejected and Ha was accepted. 

Then, the magnitude of the influence of the promotion of the social media account 

TikTok @palembangkulukilir on the buying interest of viewers based on the results 

of the determination coefficient test is 92.9%, thus the research model used in this 

study had a very strong influence on the buying interest of viewers of the 

@palembangkulukilir account and the rest 7.1%% was influenced by other factors 

not discussed in this current study. 

 

Keywords: Promotion, Social Media, TikTok, @palembangkulukilir, Purchase 

Intention. 
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