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ABSTRAK

Perkembangan social commerce mendorong meningkatnya pembelian produk
skincare melalui platform digital, salah satunya TikTok . Glad2Glow merupakan
merek skincare lokal yang aktif memanfaatkan iklan digital dan citra merek dalam
strategi pemasarannya. Penelitian ini bertujuan untuk menganalisis pengaruh iklan
dan citra merek terhadap keputusan pembelian produk skincare Glad2Glow di
TikTok . Data penelitian diperoleh melalui kuesioner yang disebarkan kepada 100
responden yang pernah melakukan pembelian produk Glad2Glow di TikTok
dengan teknik purposive sampling. Metode analisis yang digunakan adalah regresi
linier berganda dengan bantuan SPSS. Hasil penelitian menunjukkan bahwa iklan
dan citra merek secara parsial berpengaruh positif dan signifikan terhadap
keputusan pembelian, dengan nilai signifikansi iklan sebesar 0,013 dan citra merek
sebesar 0,002. Temuan ini menegaskan bahwa iklan yang menarik serta citra merek
yang kuat berkontribusi penting dalam mendorong keputusan pembelian konsumen
produk skincare Glad2Glow di TikTok .

Kata kunci: Iklan, Citra Merek, Keputusan Pembelian, TikTok , Glad2Glow.
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ABSTRACT

The development of social commerce has driven an increase in skincare product
purchases through digital platforms, one of which is TikTok S. Glad2Glow is a local
skincare brand that actively utilizes digital advertising and brand image in its
marketing strategy. This study aims to analyze the influence of advertising and
brand image on purchasing decisions for Glad2Glow skincare products on TikTok
. Data were obtained through a questionnaire distributed to 100 respondents who
had purchased Glad2Glow products on TikTok using a purposive sampling
technique. The analysis method used was multiple linear regression with SPSS. The
results showed that advertising and brand image partially had a positive and
significant effect on purchasing decisions, with a significance value of 0.013 for
advertising and 0.002 for brand image. These findings confirm that compelling
advertising and a strong brand image contribute significantly to consumer
purchasing decisions for Glad2Glow skincare products on TikTok.

Keywords: Advertising, Brand Image, Purchasing Decision, TikTok,
Glad2Glow.
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