ABSTRACT

Currently, TikTok is one of the most popular social media in the world,
especially in Indonesia. The beauty and personal care categories are the most popular
categories for TikTok users. For this reason, a brand needs to create interesting
content marketing on its TikTok account. Somethinc is one of the companies that has
used TikTok media in creating content marketing to introduce its products. TikTok

Something has been around since 2021 under the account name @somethincofficial.

This research was conducted to determine the effect of TikTok content
marketing on buying interest at @somethincofficial through brand awareness. The
purpose of doing this research is to find out and analyze how content marketing,
buying interest, and brand awareness at @somethincofficial, the magnitude of the
influence of brand awareness mediates TikTok content marketing on buying interest
at @somethinkofficial. This research was conducted on Somethinc and TikTok users
in Indonesia. The population size is not known using a non-probability sampling
technique with purposive sampling. The sample of respondents was determined by the
Cochran formula and a sample of 385 respondents was obtained. This study used a
quantitative method with a descriptive analysis method and causal relationships using

a path analysis model with data analysis using IBM SPSS Statistics 23 software.

The results of the descriptive analysis in this study on the content marketing
variable got a percentage of 83%, the purchase intention variable was 82%, and the
brand awareness variable was 85%. The results of this study indicate that TikTok
content marketing has a significant effect on purchase intention @somethincofficial,
TikTok content marketing has a significant effect on brand awareness
@somethincofficial, brand awareness has a significant effect on purchase intention
@somethincofficial, brand awareness mediates TikTok content marketing on

interested in buying @somethincofficial.

Keywords: Content Marketing, Purchase Intention, Brand Awareness.

Vii



	ABSTRACT

