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ABSTRAK 

 

 
Andi Nabiilah Nur Ashiilah (25210066), Pengaruh Konten Trendjacking Di 

TikTok Terhadap Social Media Engagement Seta Dampaknya Terhadap Minat 

Beli Di Marketplace.  

 

Fenomena meningkatnya penggunaan strategi trendjacking di platform media sosial 

TikTok menjadi perhatian dalam dunia bisnis digital. Tokopedia telah menerapkan 

strategi trendjacking pada seluruh kontennya di media sosial TikTok dalam dua tahun 

terakhir, yang mampu meningkatkan social media engagement dilihat dari 

engagement rate kontennya. Namun, masih belum diketahui secara pasti apakah 

strategi tersebut efektif dalam mendorong minat beli konsumen, penelitian ini 

bertujuan untuk menganalisis pengaruh konten trendjacking TikTok Tokopedia 

terhadap minat beli, dengan social media engagement sebagai variabel mediasi. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei melalui 

kuesioner yang disebarkan kepada 100 responden yang berdomisili di Jakarta dan 

pernah melihat atau berinteraksi dengan konten trendjacking TikTok Tokopedia 

minimal 1 kali dalam 2 tahun terakhir. Data dianalisis menggunakan Structural 

Equation Modeling (SEM) berbasis Partial Least Square (PLS) dengan SmartPLS. 

Hasil penelitian menunjukkan bahwa strategi trendjacking tidak berpengaruh 

langsung secara signifikan terhadap minat beli, namun bepengaruh signifikan 

terhadap social media engagement. Social media engagement berpengaruh langsung 

yang signifikan terhadap minat beli dan memediasi secara signifikan hubungan 

antara strategi trendjacking dan minat beli. Maka dari itu, penelitian ini menegaskan 

pentingnya interaksi audiens dalam pengoptimalan penggunaan strategi trendjacking 

guna meningkatkan minat beli. 

 

Kata Kunci: Trendjacking, Social Media Engagement, Minat Beli, Tokopedia  
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ABSTRACT 

 

 
Andi Nabiilah Nur Ashiilah (25210066), The Influence Of Trendjacking Content 

On TikTok On Social Media Engagement And Its Impact On Purchase Intention 

In The Marketplace.   

 

The rising use of trendjacking strategies on the social media platform TikTok has 

attracted attention in the digital business landscape. Tokopedia has implemented 

trendjacking in all of its TikTok content over the past two years, which has led to 

increased social media engagement as reflected in higher engagement rates. 

However, the effectiveness of this strategy in driving consumer purchase intention 

remains uncertain. This study aims to examine the influence of Tokopedia’s 

trendjacking content on TikTok on consumer purchase intention, with social media 

engagement as a mediating variable. The research adopts a quantitative approach 

using a survey method, with questionnaires distributed to 100 respondents residing 

in Jakarta who have seen or interacted with Tokopedia’s trendjacking content on 

TikTok at least once in the past two years. Data were analyzed using Structural 

Equation Modeling (SEM) based on Partial Least Squares (PLS) with the SmartPLS 

software. The results indicate that trendjacking does not have a direct significant 

effect on purchase intention but significantly affects social media engagement. 

Moreover, social media engagement has a significant direct effect on purchase 

intention and significantly mediates the relationship between trendjacking and 

purchase intention. Therefore, this study emphasizes the importance of audience 

interaction in optimizing the use of trendjacking strategies to enhance consumer 

purchase intention. 

 

 

Keywords: Trendjacking, Social Media Engagement, Purchase Intention, 

Tokopedia  
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