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PENGARUH VIRAL MARKETING DAN SOSIAL MEDIA TIKTOK
TERHADAP CUSTOMER ENGAGEMENT DALAM
DIGITAL MARKETING PADA AKUN MAN STUFF

Dian Arya Jaya
Management Department, University of Muhammadiyah Malang, Indonesia
E-mail: arya86763@gmail.com

ABSTRAK

Penelitian ini bertujuan mendeskripsikan pengaruh viral marketing dan
sosial media tiktok terhadap customer engagement dalam digital marketing pada
akun manstuff. Penelitian ini dilakukan pada audiens dari akun tiktok manstuff
dengan responden sebanyak 135 orang. Teknik sampling menggunakan purposive
sampling, pengumpulan data dilakukan dengan kuesioner. Teknik analisis data
Rentang Skala dan Sem -pls. Uji instrumen dalam penelitian ini adalah dengan
melakukan uji validitas, reliabilitas dan uji hipotesis serta alat analisis data yang
digunakan dalam penelitian ini adalah dengan menggunakan analisis regresi linier
berganda. Berdasarkan analisis yang telah dilakukan mendapatkan hasil bahwa: 1)
viral marketing berpengaruh signifikan terhadap customer engagement, 2) sosial
media berpengaruh signifikan terhadap customer engagement, 3) sosial media
berpengaruh signifikan terhadap customer engagement yang di moderasi oleh viral
marketing.

Kata Kunci : viral marketing, sosial media, customer engagement, digital marketing
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THE INFLUENCE OF VIRAL MARKETING AND TIKTOK SOCIAL
MEDIA ON CUSTOMER ENGAGEMENT IN
DIGITAL MARKETING ON MAN STUFF ACCOUNTS

Dian Arya Jaya
Management Department, University of Muhammadiyah Malang, Indonesia
Email: arya86763@gmail.com

ABSTRACT

This research aims to describe the influence of viral marketing and TikTok
social media on customer engagement in digital marketing on Manstuff accounts.
This research was conducted on the audience of the TikTok Manstuff account with
135 respondents. The sampling technique uses purposive sampling, data collection
is carried out using a questionnaire. Scale Range and Sem data analysis techniques
-pls. The instrument test in this research is to carry out validity, reliability and
hypothesis testing and the data analysis tool used in this research is multiple linear
regression analysis. Based on the analysis that has been carried out, the results show
that: 1) viral marketing has a significant effect on customer engagement, 2) social
media has a significant effect on customer engagement, 3) social media has a
significant effect on customer engagement which is moderated by viral marketing.

Keywords: viral marketing, social media, customer engagement, digital marketing
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