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ABSTRAK 

 

Penelitian ini mengeksplorasi pengaruh promosi melalui aplikasi TikTok terhadap 

keinginan pembelian paket usaha di PT. Indoboga Makmur Pratama. Dalam 

konteks yang ditandai oleh peningkatan penggunaan internet dan media sosial di 

Indonesia, tujuannya untuk mengerti bagaimana promosi digital di TikTok dapat 

mempengaruhi perilaku konsumen. Penelitian menggunakan metode kuantitatif 

dengan subjek konsumen PT. Indoboga Makmur Pratama yang aktif di TikTok. 

Dalam metodologi penelitian ini, variabel seperti promosi penjualan, kemudahan 

yang dirasakan, dan manfaat diukur untuk mengetahui pengaruhnya terhadap sikap 

penggunaan dan minat beli konsumen. Penelitian ini dilakukan di Kota Kudus. 

Pengolahan data dilakukan menggunakan software SmartPLS 4, sebuah alat 

analisis statistik yang kuat untuk model persamaan struktural berbasis varian. Hasil 

penelitian menunjukkan bahwa promosi penjualan mempunyai pengaruh positif 

dan signifikan terhadap sikap konsumen dalam menggunakan produk dan perilaku 

yang diinginkannya. Faktor kemudahan penggunaan dan kegunaan juga penting 

dalam pembentukan sikap konsumen dan niat pembelian. Temuan ini menegaskan 

pentingnya strategi promosi digital yang efektif, terutama di platform media sosial 

populer seperti TikTok, dalam meningkatkan minat beli. 

 

Kata kunci: TikTok, Promosi Digital, Minat Beli, Technology Acceptance Model, 

SmartPLS 4. 
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ANALYSIS OF THE INFLUENCE OF PROMOTION THROUGH 

TIKTOK ON THE INTEREST IN BUYING BUSINESS PACKAGES WITH 

THE MODIFIED TECHNOLOGY ACCEPTANCE MODEL (CASE 

STUDY OF PT. INDOBOGA MAKMUR PRATAMA) 
 

 

Student Name  : Nur Rohman 

Student Identity Number : 201757022 

Supervisor  :  

1. Vikha Indira Asri, S.T., M.T. 

2. Sugoro Bhakti Sutono, S.T., M.T. 

 

ABSTRACT 

 

This investigation explores the impact of promotion via TikTok's social media 

platform on the desire to purchase business packages at PT. Indoboga Makmur 

Pratama. In the context of increasing internet and social media usage in Indonesia, 

the primary objective of this research is to understand the way that digital 

marketing on TikTok can influence consumer purchasing decisions. This research 

employed a quantitative method with subjects being consumers of PT. Indoboga 

Makmur Pratama who are active on TikTok. In this research methodology, 

variables such as Sales Promotion, Perceived Ease of Use, and Perceived 

Usefulness were measured to determine their impact on consumer Attitude Toward 

Using and Behavioral Intention. The research was conducted in Kudus City. Data 

processing was carried out using SmartPLS 4, a powerful statistical analysis tool 

for variance-based structural equation modeling. The results show that Sales 

Promotion has a significant positive effect on Attitude Toward Using  and 

Behavioral Intention of consumers to use the product. Factors like Perceived Ease 

of Use and Perceived Usefulness also significantly influence the formation of 

consumer attitudes and purchase intentions. These findings emphasize the 

importance of effective digital promotion strategies, particularly on popular social 

media platforms like TikTok, in enhancing purchase interest. 

 

Keywords: TikTok, Digital Promotion, Purchase Interest, Technology Acceptance 

Model, SmartPLS 4. 
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