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ABSTRAK 

Penelitian ini mengkaji pengaruh strategi pemasaran berbasis video pendek 

terhadap minat pembelian, dengan fokus pada mediasi Customer engagement di 
platform TikTok. Metodologi yang digunakan adalah pendekatan kuantitatif, di 
mana data dikumpulkan melalui survei kepada pengguna TikTok dan dianalisis 

menggunakan regresi berganda. Hasil penelitian menunjukkan bahwa video pendek 
secara signifikan meningkatkan minat pembelian, dan Customer engagement 

berperan sebagai mediator yang memperkuat hubungan tersebut. Temuan ini 
memberikan wawasan penting bagi pemasar dalam merancang strategi pemasaran 
yang efektif di socialmedia 

 
Kata Kunci: Short-Form Video Marketing, Minat Pembelian, Customer 

engagement. 
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ABSTRACT 

 

This research examines the influence of short video-based Marketing strategies on 
purchase interest, with a focus on mediating Customer engagement on the TikTok 
platform. The methodology used is a quantitative approach, where data is collected 

through surveys of TikTok users and analyzed using multiple regression. The 
research results show that short videos significantly increase purchase interest, and 

Customer engagement acts as a mediator that strengthens this relationship. These 
findings provide important insights for marketers in designing effective Marketing 
strategies in socialmedia. 

 
Keyword : Short-Form Video Marketing, Purchase Interest, Customer engagement. 
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