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ABSTRAK

Skripsi ini bertujuan untuk menganalisis pengaruh pemasaran media sosial terhadap minat beli
konsumen produk skincare, khususnya pada produk Somethinc dengan menggunakan model penelitian
berdasarkan Theory of Planned Behavior. Penelitian ini melibatkan studi empiris terhadap pengguna
media sosial yang berinteraksi dengan produk skincare melalui platform tersebut. Data dikumpulkan
melalui survei online dan dianalisis menggunakan pendekatan statistik. Hasil penelitian ini diharapkan
dapat memberikan wawasan tentang sejauh mana peran pemasaran media sosial dalam mempengarubhi
minat beli produk skincare. Implikasi praktis dari penelitian ini dapat membantu memberikan wawasan
bagi pengusaha bisnis skincare dalam merancang strategi pemasaran media sosial yang lebih efektif
melalui media sosial.

Kata Kunci: Aktivitas Pemasaran Media Sosial, Minat Beli, Media Sosial, Theory of Planned Behavior,
Skincare



ABSTRACT

This thesis aims to analyze the impact of social media marketing on consumer
purchase intentions for skincare products, specifically Somethinc, using a research
model based on the Theory of Planned Behavior. This study involves an empirical
investigation of social media users who interact with skincare products through the
platform. Data was collected through online surveys and analyzed using a statistical
approach. The results of this study are expected to provide insights into the extent to
which social media marketing influences purchase intentions for skincare products. The
practical implications of this research can help provide insights for skincare business
entrepreneurs in designing more effective social media marketing strategies through
social media.

Keywords: Social Media Marketing Activities, Purchase Intention, Social Media, Theory of Planned
Behavior, Skincare
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