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terhadap Minat Beli yang dimediasi oleh Brand Awareness 

untuk Produk Fashion pada Brand Erigo (Studi pada 

Mahasiswa Pengguna Instagram dan TikTok) 

Dhiya Putri Permatasani 

ABSTRAK 

 

Persaingan industri fashion lokal yang ketat mendorong brand Erigo untuk 

memaksimalkan strategi pemasaran digital, terutama melalui pemanfaatan Social 

Media Marketing (SMM) di Instagram dan TikTok dan juga keterlibatan Brand 

Ambassador (BA). Penelitian ini dilatarbelakangi oleh kebutuhan untuk menguji 

efektivitas dua variabel independen tersebut untuk meningkatkan Minat Beli, 

dengan Brand Awareness (BAW) sebagai variabel mediasi yang diperkirakan 

menjembatani hubungan tersebut. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode Partial Least Squares - Structural Equation Modeling 

(PLS-SEM) dan diolah menggunakan software SmartPLS 4. Data primer 

dikumpulkan melalui penyebaran kuesioner dengan 128 responden yang 

merupakan mahasiswa pengguna aktif Instagram dan TikTok serta pernah terpapar 

promosi Erigo. Hasil penelitian menunjukkan bahwa social media marketing dan 

brand ambassador secara langsung berpengaruh positif dan signifikan terhadap 

Minat Beli.Kemudian, Brand Awareness terbukti berhasil memediasi secara 

signifikan pengaruh Social Media Marketing terhadap Minat Beli dan pengaruh 

Brand Ambassador terhadap Minat Beli. Kesimpulan dari penelitian ini adalah 

bahwa peningkatan Minat Beli produk Erigo sangat dipengaruhi oleh kesuksesan 

perusahaan dalam membangun dan mempertahankan Brand Awareness melalui 

strategi pemasaran digital yang terintegrasi (Sosial Media Marketing dan Brand 

Ambassador). 

Kata kunci: Social Media Marketing, Brand Ambassador, Brand Awareness, 

Minat B
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The Influence of Social Media Marketing and Brand Ambassador 

on Purchase Intention Mediated by Brand Awareness for Fashion 

Products of Erigo Brand (Study on University Students Using 

Instagram and TikTok) 

Dhiya Putri Permatasani 
 

 

ABSTRACT 

The intense competition within the local fashion industry compels 

the Erigo brand to maximize its digital marketing strategy, primarily 

through the utilization of Social Media Marketing (SMM) on Instagram 

and TikTok, alongside the engagement of Brand Ambassadors (BA). 

This research is motivated by the necessity to empirically test the 

effectiveness of these two independent variables in enhancing Purchase 

Intention, with Brand Awareness (BAW) hypothesized to serve as the 

mediating variable connecting these relationships. 

This study employs a quantitative approach using the Partial 

Least Squares–Structural Equation Modeling (PLS-SEM) method, 

processed with the SmartPLS 4 software. Primary data were collected 

through questionnaires distributed to 128 respondents who are active 

university students using Instagram and TikTok and have been exposed 

to Erigo's promotions. The research findings indicate that Social Media 

Marketing and Brand Ambassador directly have a positive and 

significant influence on Purchase Intention. Furthermore, Brand 

Awareness is proven to significantly mediate the influence of Social 

Media Marketing on Purchase Intention, and also the influence of 

Brand Ambassador on Purchase Intention. The conclusion of this study 

is that the enhancement of Purchase Intention for Erigo products is 

significantly dependent on the company’s success in establishing and 

maintaining Brand Awareness through integrated digital marketing 

strategies (Social Media Marketing and Brand Ambassador). 

Keywords: Social Media Marketing, Brand Ambassador, 

Brand Awareness, Purchase Intention
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