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ABSTRAK 

 
Penelitian ini bertujuan untuk menganalisis pengaruh brand awareness, gratis ongkos 

kirim, celebrity endorsement terhadap minat beli pada aplikasi Tiktok di wilayah Bekasi. 

Penelitian ini menggunakan kuantitatif dengan metode survei melalui kuesioner kepada 102 
responden yang merupakan pengguna aktif Tiktok. Teknik penentuan sampel yang 

digunakan dalam penelitian ini adalah metode non probability sampling yang digunakan 

purposive sampling. Teknik anakisis data yang digunakan adalah regresi linear berganda 
menggunakan bantuan SPSS versi 27. Hasil uji parsial (uji t) menunjukkan bahwa variabel 

brand awareness, gratis ongkos kirim, dan celebrity endorsement masing-masing 

berpengaruh positif dan signifikan terhadap minat beli, dengan nilai signifikan < 0,05. Hasil 
uji simultan ( uji F ) menunjukkan bahwa ketiga variabel tersebut secara bersama-sama 

berpengaruh signifikan terhadap minat beli. Nilai R square sebesar 0,467 menunjukkan 

bahwa 46,7% variasi minat beli dapat dijelaskan oleh brand awareness, gratis ongkos 

kirim, dan celebrity endorsement. Sisanya 53,3% dijelaskan oleh variabel lain yang tidak 
diteliti, seperti harga, kualitas produk, citra merek. Semua hipotesis dalam penelitian ini 

diterima, baik secara simultan maupun parsial, yang berarti seluruh variabel independen 

(brand awreenss, gratis ongkos kirim, dan celebrity endorsement) berpengaruh signifikan 
terhadp minat beli pada aplikasi Tiktok di wilayah Bekasi. Temuan ini didukung oleh 

tanggapan kuesioner serta hasil penelitian, disarankan agar meningkatkan efektivitas 

pemasaran di TikTok, dapat meningkatkan brand awareness, gratis ongkos kirim, dan 

celebrity endorsement guna meingkatkan minat beli konsumen di aplikasi Tiktok. 

Kata Kunci: Brand Awareness, Gratis Ongkos Kirim, Celebrity Endoresement, dan 

Minat Beli 
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ABSTRACT 

 
This study aims to analyze the influence of brand awareness, free shipping, and celebrity 

endorsement on purchase intention on the TikTok application in the Bekasi area. This study 

uses a quantitative survey method through a questionnaire to 102 respondents who are 

active TikTok users. The sampling technique used in this study is a non-probability 

sampling method using purposive sampling. The data analysis technique used is multiple 

linear regression using SPSS version 27. The results of the partial test (t-test) show that the 

variables of brand awareness, free shipping, and celebrity endorsement each have a 

positive and significant effect on purchase intention, with a significance value of <0.05. 

The results of the simultaneous test (F-test) show that the three variables together have a 

significant effect on purchase intention. The R-square value of 0.467 indicates that 46.7% 

of the variation in purchase intention can be explained by brand awareness, free shipping, 

and celebrity endorsement. The remaining 53.3% is explained by other variables not 

studied, such as price, product quality, and brand image. All hypotheses in this study were 

accepted, both simultaneously and partially, meaning all independent variables (brand 

awareness, free shipping, and celebrity endorsement) significantly influenced purchase 

intention on TikTok in the Bekasi area. This finding is supported by questionnaire responses 

and research results. It is recommended that marketing effectiveness on TikTok be improved 

by increasing brand awareness, free shipping, and celebrity endorsement to increase 

consumer purchase intention on TikTok. 

Keywords: Brand Awareness, Free Shipping, Celebrity Endorsement, and Purchase 

IntentionKeywords: Brand Awareness, Free Shipping, Celebrity Endorsement, and 

Purchase Intention 
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