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Abstract: Social media has changed how companies and brands communicate with 
customers. To compete companies run social media marketing to obtain a competitive 
advantage. As a small and medium-sized company, Bittersweet by Najla utilizes social 
media marketing with TikTok and product quality to increase buying intention. This 
study aimed to determine the effect of social media marketing and product quality 
on purchase intention. The method used quantitative with a non-probability sampling 
technique, and questionnaires collected the data from 207 respondents. The analysis 
was carried out using the SEM-LISREL. The study results, first, social media marketing 
affects buying intention; second, product quality affects buying stake; and third, 
social media marketing and product quality are correlated with purchase intention. 
An indicator with the most significant value in social media marketing variables is 
TikTok, a brand that provides information search and services tailored to customer 
needs. In the product quality variable, one indicator has the most significant 
coefficient correlation value, namely the product's appearance. Therefore, 
Bittersweet by Najla continues to use TikTok as a social media platform for its 
marketing techniques and improve the quality of its products. 
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PUBLIC INTEREST STATEMENT 
 

One of the challenges the company faces is 
maintaining and creating customer buying interest 
by providing quality products and how to market 
products to a wider market through social media. 
Through this research, it was found that using 
social media marketing through Tiktok influences 
purchase intention. On the other hand, product 
quality also significantly influences one's purchase 
intention. Both correlate to contribute well to a 
person's buying interest in a product. 
 
The study results in show Tiktok's social media 

marketing and purchase intention complexity. The 

conclusions in this study support the previous 

studies. This shows that it is consistent with a 

unique phenomenon in Indonesia, namely the use 

of Tiktok as a marketing communication medium. 

The authors investigate the role of social media 

Tiktok and product quality which will provide 

meaningful guidance for the Indonesian culinary 

market. 
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1.  Introduction 
 
Social media has changed the way companies and brands communicate with their 
customers. Companies and brands must learn to use social media consistently with 
their business plans (Mangold & Faulds, 2009). The company runs social media 
marketing to gain a competitive advantage. Social media marketing is digital activities 
such as YouTube, Instagram, and Facebook. Experts describe social media as a tool 
for two-way communication with consumers (Appel et al., 2020). However, social 
media marketing is not limited to communication but includes several activities such 
as entertainment, interaction, word-of-mouth, and customization (Kim & Ko, 2012). 
 
TikTok is an application that is now widely used as a marketing tool because it 
provides unique and interesting effects; this is because TikTok has precise targeting 
to reach the right users (Balkhi, 2019). Although, for example, content creators often 
feature among other social media applications, in 2020, TikTok was the most 
downloaded and used by Indonesian. TikTok users spend an average of 13.8 hours per 
month (Hootsuite & We Are Social, 2021). Most of TikTok's users are millennials and 
gen Z. According to Omnicore data (2021), 50% of TikTok's global users are under 34 
years old, of whom 26% are 18 to 24 years old, other data, 90% of TikTok users visit 
the application more than once in a day. One brand that promotes social media 
marketing through TikTok is Bittersweet by Najla, which offers dessert boxes. 
 
Bittersweet started using TikTok in early January 2020 with the account ID bittersweet 
by Najla. The account actively uploads videos with content ranging from employee 
introductions, kitchen conditions, Bittersweet by Najla outlets and products, and 
other promotional offers. The Bittersweet by Najla TikTok account has 1.8 million 
followers and 55.8 million likes (May 19, 2021). Judging from the video uploaded to 
Tiktok, Bittersweet by Najla displays the product in a transparent mica cake box so 
that the cake layers can be seen. The packaging also displays the Bittersweet by Najla 
logo and quotes. In addition, Tiktok also displays an explanation that the product can 
last 3 to 4 days if stored in the refrigerator. 
 
Information about this product shapes perceptions of quality (Andaleeb & Hasan, 
2016; Schifmann & Wisenblit, 2019). The appearance of product features such as 
packaging influences intrinsic personal relevance through the means-end chain that 
underlies the purchasing decision of a product (Peter & Olson, 2010). Quality is 
defined as suitability for use or the ability of a product to serve consumer needs (Kahn 
et al., 2002), and product quality is an indicator of the superiority of a product (Yu et 
al., 2022). This indicator provides an accurate description of the comparison between 
a product and other products (Monroe & Krishman, 1985). Although it is agreed that 
many factors influence product quality (Curry & Faulds, 1986), in measurement, there 
is no agreement between using a single dimension (overall quality) or several 
dimensions (Hjorth-Andersen, 1984). 
 
According to Garvin (1987), product quality has eight dimensions; a performance 
which describes the important functions of the product, features, or secondary 
aspects of performance that add extra functionality to the essential functions of the 
product; reliability shows the product's ability or service to fulfill customer 
expectations. Another dimension is conformance to specifications which gives an 
overview of the suitability of a product with its specifications, and durability shows 
the amount or duration of use that customers can get from the product before it 
deteriorates. Product quality can also be seen from aesthetics which refers to the 
physical appearance of a product, serviceability or the ease when consumers can 
repair damaged products, perceived quality, or all aspects that customers feel about 
the product. In addition to the quality factor, brand managers conduct marketing 
activities on social networks to encourage purchases because marketing through social 
networks influences consumer product preferences and purchase intentions (Ahmed 
& Zahid, 2014). Therefore, companies use social media marketing to communicate 
with consumers by conveying the desired message (Hayes, 2021). 
 
Social media marketing has five dimensions (Kim & Ko, 2012): interaction, 
entertainment, trendiness, customization, and word-of-mouth. Interaction means 
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that users communicate with other users, entertainment means entertaining through 
interesting content, and trendy means that social media provides new and trendy 
information to consumers. Another dimension of social media marketing is 
customization, which refers to social media capabilities that allow customers for the 
information they need. In addition, social media marketing allows word-of-mouth to 
occur. 
 
Based on the description above, there is a new phenomenon related to social media 
marketing activities through TikTok by Bittersweet by Najla, namely whether social 
media marketing and product quality affect purchase intention. Therefore, this study 
aims to examine the effect of social media marketing and product quality on the 
buying interest of these small and medium enterprises. According to Satria's study 
(2017), product quality influences purchases. In addition, social media marketing 
activities can trigger consumer buying interest (Aji et al., 2020). 
 
Purchase intention refers to the possibility of consumers purchasing a product or 
service shortly (Ajzen & Fishbein, 1980) and is related to product quality and 
information (Maulida et al., 2019). According to Lavidge and Steiner (1961), there are 
three stages in the buying process. First is cognition which includes awareness and 
knowledge. Second, affection which consists of liking and preference. Lastly, actions 
consist of changes in behavior (behavior change). 
 
Judging from previous research with the same theme, in general, previous researchers 
only used analytical techniques using SPSS. However, this study used SEM (Structural 
Equation Model) and SPSS data analysis techniques. One of the differences between 
SEM-Lisrel and other multivariate techniques, SEM-Lisrel requires more than just 
statistical tools based on ordinary regression and analysis of variance. SEM allows the 
creation of models using several endogenous variables (Efferin et al., 2008) and can 
test the model as a whole, not just the model coefficients individually (Widodo, 2006). 
In this study, researchers also looked at the phenomenon of the social media platform 
TikTok, which is currently widely used, is done so that this research can see the results 
of the possibility of a series of simultaneous relationships. 
 

2.  Literature Review 

2.1  Social Media Marketing 

Social media marketing is about making real connections with target markets online 
so that potential consumers understand, like, and trust enough to know how a brand 
can solve consumer problems (Agbaimoni & Bullock, 2013). Meanwhile, according to 
Yadav and Rahman (2017), Social Media Marketing is a process by which businesses 
create, communicate and deliver online marketing offerings through social media to 
keep stakeholder relations that can escalate stakeholder value by providing 
interaction, sharing information, and offering personalized buy recommendations. 
According to Gunelius (in Mileva & Fauzi, 2018), social media marketing is direct or 
indirect marketing that uses resources from the social web, like blogging, 
microblogging, social networking, and content sharing, to increase brand or product 
awareness, recognition, memory, and action. 
 
According to previous research, social media sites greatly influence consumer 
responses to a brand or product, increase consumer awareness, create brand images, 
and influence consumer buying intention (Sehar, Ashraf, & Azam, 2019). The research 
by Mumtaz and Saino (2021) also supports that the development of TikTok has 
indirectly become a strategic place for marketers to reach consumers and interact 
directly. TikTok, as a promotional medium, has a significant positive effect on interest 
in buying products. 
 
Social media, namely Instagram, is now very much in demand by Indonesian people, 
especially millennials. In social media marketing activities, using Instagram as a 
medium is the right choice. In this study, there are several aspects in it, namely 
Entertainment, Customization, Trendline, Interaction, and Word of Mouth. Aspects 
that have a positive and significant effect on purchase intention are the Customization 
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and Trandliness aspects. In contrast, the Entertainment, Interaction, and Word of 
Mouth aspects affect purchase intention but not significantly (Tungka, Lionardo & 
Iskandar, 2020). In their research, Sanny, Arina, Maulidya, and Pertiwi (2020) 
discussed the influence of social media marketing on brand image and brand trust in 
buying Interest in Indonesian Men's Skin Care. The results obtained show that social 
media marketing has a significant effect on brand image and brand trust. In addition, 
brand trust and brand image have a significant effect on buying intention. 
 
 

2.2  Product Quality 

Yan, Sengupta, and Wyer (in Suryati, 2019) explain that product quality is the product 
performance consumers want in terms of packaging size, quality shown, and excellent 
design based on consumer perceptions. Meanwhile, according to Sanjiwani and 
Suasana (2019), product quality is the characteristics used by a product to place the 
product in a certain class according to price and product specifications. In addition, 
product quality also means the characteristics of a product or service that depend on 
its ability to meet customer needs to be stated or contained therein (Kotler & 
Armstrong, 2020). Finally, product quality is an attribute that exists in a product, such 
as its shape and packaging, that serves to be an attraction; it can also convince 
customers to buy the product. 
  
Andaleeb and Hasan (2016) mentioned that the packaging affects customer 
perceptions of product quality; well-designed packaging with strong visuals and labels 
will most likely give customers perceptions of quality. This result is supported by 
previous studies, which state that Indonesia's growing food supply industry has 
resulted in increasingly fierce competition in seizing the consumer market. Therefore, 
a company must continue to strive to maintain its existence by providing good quality 
products and having attractive advertisements supported by discounted prices to hold 
fast to consumers in the market. Product quality, advertising attractiveness, and price 
discounts influence consumer purchasing decisions (Sundalangi, Mandey & Jorie, 
2014). 
 
In previous research, Savitri and Anggela (2020) stated that E-Promotion activities 
carried out by companies for the products sold need to go hand in hand with the 
quality of the products sold. Because there are many competing companies, 
companies are expected to be able to create high-quality and quality products. 
Product quality and E-Promotion must be carried out to maintain the behavior of 
consumers' buying interest in the products offered by the company. This finding is also 
in line with Sudirjo (2018) that the number of new brands that have emerged has 
increased competition in the bottled water business, and there has been a yearly 
decline in sales. This fact is allegedly due to factors such as product quality that 
cannot compete with similar brands and the need for broadcast advertisements. This 
research aims to ascertain how product quality and advertising affect consumers' 
buying intentions. The findings demonstrate how product quality and advertising 
influence consumer purchasing interest. 
 
2.3  Purchase Intention 

Kim and Ko (2012) explained that purchase intention combines consumer interest and 
the possibility of buying a product. Choedon and Lee (2020) also said that purchase 
intention could be interpreted as the possibility and desire of consumers to buy 
recommended products after using social media. Furthermore, according to Jain and 
Yadav (2018), buying interest is a person's intention to buy a particular product. 
 
In research conducted by Fannani and Najib (2020), it is explained that social media 
has a significant and positive effect on consumers' attention, interest, and search 
factors. Significantly and positively, the attention factor influences consumer organic 
food literacy, and the factor that most influences consumer purchase intention is the 
share factor. The influence given by the testimonials of influencers, friends, and 
relatives is considered the most effective in attracting other consumers' buying 
interest. It is also supported that social media has changed how businesses and 
consumers communicate by triggering a shift in power from business to consumers. 
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Attitudes toward social media advertising positively affect millennial buying interest, 
and peer communication also significantly influences millennial buying (Pandey, Sahu, 
& Dash, 2018). Efendi̇oğlu (2019), in his research, also obtained results whereby social 
media is used as a conspicuous consumption channel that influences purchase 
intention and has a positive impact. In addition, it was found that social media 
marketing significantly influences purchase intention and brand loyalty (Laksamana, 
2018). 
 
 

3.  Conceptual Framework 
 

Based on the empirical studies reviewed above and from the outcome of previous 

research, social media marketing and product quality affect customer buying interest. 

The conceptual framework is shown below. 

 
 
 
 
 
 
 
 
 
 
 

Figure 1. Conceptual framework 

 
H1: There is an effect between social media marketing through TikTok on buying 

interest Bittersweet by Najla 

H2: There is an effect between product quality and interest in buying Bittersweet By 

Najla 

H3: There is an effect between social media marketing through TikTok and product 

quality on buying interest Bittersweet by Najla 

 
4.  Methodology  
 

4.1  Participants 

The methodology used in this research is quantitative. According to Ardianto (2016), 
a quantitative approach is a research approach that uses numbers to find information 
about what you want to know. On the other hand, the paradigm used in this study is 
positivistic. The research method used in this study is a survey method which uses a 
questionnaire as a data collection tool that aims to get information about several 
respondents who are believed to represent a particular population (Kriyantono, 2014). 
 
The type of survey used in this study is an explanatory survey; an explanatory survey 
aims to find out why certain situations occur or what influences the occurrence of 
something, starting with making a hypothesis as an initial estimate to explain the 
relationship or influence between the variables studied. The explanatory survey in 
this study is associative because it aims to describe the correlation between two 
variables (Kriyantono, 2014). In this study, researchers took the population as the 
users of the TikTok application who know about promotional activities through the 
Bittersweet by Najla TikTok account. Therefore, the population in this study is 
Bittersweet by Najla TikTok Followers, namely 1,800,000 followers as of May 2021 on 
the Bittersweet by Najla TikTok account. 
 
In this study, researchers used non-probability sampling. Purposive sampling is a 
method of specifying respondents to be sampled based on certain criteria and 
characteristics (Siregar, 2017). The sampling criteria in this research were 
respondents with an age range of 15-35 years, domiciled in Jabodetabek (Jakarta, 
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Bogor, Depok, Tangerang, Bekasi), and knew promotions carried out through the 
Bittersweet by Najla TikTok account. 
 
Efendi̇oğlu (2019), in his research, also obtained results whereby social media is used 
as a conspicuous consumption channel that influences purchase intention and has a 
positive impact. In addition, it was found that social media marketing significantly 
influences purchase intention and brand loyalty (Laksamana, 2018). 
 
Hair et al. obtain an appropriate sample size for the maximum likelihood estimation 
technique between 100-200 samples and recommend that the minimum sample size 
is 5-10 times the number of parameters estimated (Nurhayani, 2017). In this study, 
the number of samples obtained was 207 respondents. These results are taken from 9 
times the number of parameters estimated. Researchers conducted an online survey 
from July 7 to July 22, 2021. To adjust to the current pandemic situation, online 
surveys can make it easier for respondents to use and access with any device. The 
survey was closed after receiving responses from 207 respondents. This research used 
social media, such as Instagram, WhatsApp, and Line, to reach respondents to 
facilitate online survey distribution.  
 
4.2  Measurement  

 
The data collection technique used a questionnaire. The variables to be tested in 
this study are two independent variables: social media marketing, with five 
dimensions, and product quality, with seven dimensions. In the dependent variable, 
there is purchase intention with three dimensions.  
 
Social media marketing uses several indicators, namely interaction (social media 
provides a place for users to easily communicate ideas and information with other 
users on social media);  entertainment (social media platforms are used to entertain 
customers by providing engaging and fun content); trendiness (social media provides 
consumers with all the latest and most trendy information about a brand); 
customization (social media provides customized information search and services 
tailored to customer needs); and word of mouth (consumer interaction with online 
word of mouth about certain brands can occur because of social media). It involves 
online interaction with fellow consumers through consumer posts (Kim & Ko, 2012).  
 
Product quality has performance, a key characteristic or feature of a product, as 
the main benefit or effectiveness consumers purchase. This attribute is usually the 
first thing consumers consider when purchasing a product, namely features 
(additional that contain the basic benefits of the product. Features may be optional 
for consumers. Features are often added when the main benefits are up to par. 
Features that our competitors do not have can improve the quality of our products); 
Reliability (the chance for a product to be free from failure to function properly as 
a product); Conformance to specifications (confirmation is the suitability of the 
performance of a product with the standards stated in a product, this is a kind of 
commitment that a product must fulfill); durability (show the age of a product, 
namely the time the product is used before the product is replaced or damaged. 
Products considered quality are products with a long shelf life); aesthetics (the 
beauty of the appearance of a product can make consumers like the product, this is 
often done in the form of product or packaging design so that the product looks 
beautiful in the eyes of consumers; perceived quality (This concerns the consumer's 
appearance of the image, brand, and advertising. Products with well-known brands 
are usually considered of higher quality than those rarely heard of) (Sundalangi, 
Mandey, & Jorie, 2014).  

 

On purchase intentions, there is awareness (the communicator's job is to increase 
awareness if the target audience is not aware of the existence of the product); 
knowledge (some target audiences may be aware of the brand but do not have 
sufficient knowledge of the product, so the communicator must be able to convey 
information about the product well); liking (the stage where consumers begin to feel 
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interested and like the advertised product after having sufficient awareness and 
information about a particular product); preference (the target consumer may like 
the advertised product but not prefer it over other similar products. Therefore, 
marketers should try to build consumer preference by comparing quality, value, 
performance, and other features with competitors); conviction (the marketer's job is 
to build confidence and intention to buy the advertised product because target 
consumers may prefer the product but are unsure about buying it) (Lavidge & Stainer, 
1961).  
 
Data analysis applied multivariate analysis. According to Santoso (2006), multivariate 
analysis is an analysis due to using more than two variables. The measurement scale 
used a five-point Likert scale from one as strongly disagree and five as strongly agree. 
The Likert scale can measure a person's attitude and perception of a particular object 
or phenomenon. Using a Likert scale, the variables to be measured are translated 
from variables into dimensions (Siregar, 2017). In the instrument test, namely the 
reliability test, some criteria determine whether a variable can be said to be reliable, 
that is, if the value of the reliability coefficient (r11) is > 0.6. 
 

 
4.3  Analysis  

 
This study collected primary data from questionnaires using Google Forms. The data 
obtained contains the characteristics of the respondents, namely gender, age, 
occupation, place of residence, income, and knowledge about the marketing activities 
carried out by Bittersweet by Najla through the social media TikTok. In addition, 
responses were obtained from questions regarding social media marketing 
relationships, product quality, and asking to buy. 
 
The data were analyzed using SEM (Structural Equation Model) to analyze the effect 
of social media marketing through TikTok and product quality on purchase intentions 
Bittersweet by Najla. Structural Equation Modeling (SEM) is a similar method to 
regression modeling but is more advanced. SEM makes it possible to show latent 
constructs that appear in phenomena which are several latent factors due to the 
subjectivity of respondents. In this study, researchers used the LISREL application to 
process SEM analysis research data. The SEM model has two types of models, namely 
measurement and structural models, so the analytical tools used are also related to 
the purposes of analysis of the two types of models (Santoso, 2015).  
 
 
5.  Findings 
 
5.1  Characteristics of Respondent  
 
Based on the results, there are 146 female respondents (70.5%). In contrast, 
respondents with the male gender found as many as 61 respondents (29.5%). In 
addition, it was found that the respondents aged 15-19 years were 23 people (11.1%), 
20-24 years were 150 people (72.5%), 25-30 years were 27 people (13%), and the rest 
aged more than 30 years as many as seven people (3.4%). 
 
Furthermore, respondents consist of the student (48.8%), employees (37.2%), 
entrepreneurs (10.1%), and housewives (3.9%). It was also found that respondents live 
in Jakarta (69%), Bogor (3.4%), Depok (9.7%), Tangerang (5.8%), and the rest Bekasi 
(11.6%). In addition, there are respondents with an income of IDR 1,500,000 - IDR 
2,500,000 (40.1%), IDR 3,000,000 - IDR 4,500,000 (28%), IDR 5,000,000 – IDR 6,500,000 
(18.4%), more than IDR 7,000,000 (9.2%), and more than IDR 10,000,000 (4.3%). 
 
This study found that respondents were female, aged 20-24 years, students, domiciled 
in Jakarta, and with IDR 1,000,000 of income. Therefore, IDR 2,500,000 dominated 
this survey. All respondents (100%) know and have watched videos on the TikTok 
Bittersweet by Najla account. 
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5.2  Hypothesis Test 
 

Based on the data analysis, social media marketing affects buying interest. This 
finding is indicated by the t-value of 19.187, which is higher than the t-table value 
(1.971661), so it can be concluded that H1 is accepted. Thus, it can be stated that 
social media marketing influences purchase intention. 
 
Table 1. The effect of social media marketing on purchase intentions 
Variable Unstandardized 

Coefficients 
Standardized 
Coefficients 

t-value Sig. 

β Std. Error β 

Constant 3.765 0.912  4.128 0.000 
Social Media 
Marketing 

0.598 0.031 0.801 19.187 0.000 

 
The data below shows that there is an influence on product quality on purchasing 
interest. This is indicated by the calculated t-value of 25.018, which is higher than 
the t-table value (1.971661), so it can be concluded that H2 is accepted. Thus, it can 
be stated that product quality influences purchase intention. 
 

Table 2. Influence of product quality on buying interest 
Variables Unstandardized 

Coefficients 
Standardized 
Coefficients 

t-value Sig. 

β Std. Error β 

Constant 1.153 .804  1.434 .153 

Product Quality .466 .019 .868 25.018 .000 

 
 
5.3  Validity and Reliability Test 
 

From the data that has been processed, it can be seen that all statement items in the 
questionnaire for Social Media marketing variables through TikTok, Product Quality, 
and Purchase Interest can be stated to be valid because the factor loading values all 
have a good match (>0.50). All the t-value is higher than the t-table, which is 1.96 at 
the 5% significance level. 
 
The results of the calculation data from construct reliability and variance extracted 
show that Social media marketing through Tiktok gets a construct reliability value of 
0.85 and a variance extracted value of 0.5, product quality gets a construct reliability 
value of 0.94 and a variance extracted value of 0.6. Purchase intention got a construct 
reliability value of 0.88 and a variance extracted value of 0.59. 
 
For all latent variables, each indicator has a t-count-value above the required one, 
which means that the indicators for all variables are valid, so there is no need to 
discard indicators. From the overall reliability calculation, the reliability of the 
measurement model for all variables is good because the CR value is above 0.70, and 
the VE value is ≥ 0.5. 
 
5.4  Goodness of Fit 
 

The coefficient of determination (R2) measures how well the regression line fits the 
actual (Goodness of Fit). This coefficient of determination measures the percentage 
of the total variation of the dependent variable; from the calculations carried out, 
the coefficient of determination obtained from the picture above shows that the 
dependent variable of purchase intention is 0.95, meaning that the independent 
variable Social media marketing can describe 95% of the variety through TikTok and 
product quality. In contrast, the remaining 0.05 or 5% is described by other variables 
outside the variables used in the study. Therefore, social media marketing through 
TikTok is indicated to have a positive and significant relationship to purchase intention 
with a coefficient-value of 0.32, which is positive. Likewise, product quality is 
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indicated to have a positive and significant relationship to purchase intention with a 
coefficient value of 0.70, which is positive. 
 
In social media marketing via TikTok, there is one indicator that has the greatest 
value, namely TikTok, a brand providing information search and services tailored to 
customer needs of 0.80, while the smallest value is in the TikTok indicator as a means 
of interacting with each other, providing suggestions about products and services of 
0.51. 
 
In product quality, one indicator has the greatest value, namely product appearance 
of 0.84; besides that, there is an indicator with the least value, namely product 
characteristics of 0.67. In buying interest, one indicator has the largest value, the 
desired indicator of 0.85. In contrast, the indicator with the smallest value, the 
consumer liking product indicator, has a value of 0.69. 
 

 
Figure 2. Structural model (standardized solutions) 

 

5.5   The Impact of Social Media Marketing Through TikTok and Product Quality 
 Towards Purchase Intentions 

 

The structural model fit test results  In the results of testing the third hypothesis (H3), 
the results of the analysis accepted H3, namely that there was an effect between 
social media marketing and product quality on purchasing Interest Bittersweet By 
Najla, this was stated because the two variables had a value that was more than the 
t-value size limit. On social media marketing on purchase intention with a t-value of 
4.54 > 1.96, as well as product quality on purchase intention with a t-value of 8.12 > 
1.96. The size limit for the t-value used is a minimum value of 1.96 (Wijanto, 2008). 
From these data, it was found that of the two variables, namely social media 
marketing and product quality, the product quality variable had the greatest 
correlation with purchase intention. In product quality, there is an indicator with the 
highest value, namely the perception of the product, which is 13.34. Meanwhile, 
social media marketing, which has the highest score, provides information search and 
services tailored to customer needs with a value of 14.87. 
 
Figure 3 shows that almost all tests showed a good fit, including Chi-Square (501.71; 
501.71/206 <3), RMSEA (0.083; 0.083 <0.08), AIC Model 595.71 and CAIC (CAIC Model 
799.34), Fit Index (NFI=0.96 > 0.90; CFI=0.98 > 0.90; NNFI=0.97 >0.90; IFI=0.98 >0.90; 
RFI=0.96 >0.90; PNFI=0.86 >0.6) and Goodness of Fit (RMR=0.054 <0.05; GFI=0.82 
>0.80; AGFI= 0.78 >0.90; PGFI=0.67 >0.6). There is a result in the form of marginal fit 
on critical N. From the outcome of the analysis, it can be summed up that the model's 
overall fit meets the requirements (goodness of fit). Based on the results of the 
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previous structural model fit test, the two research hypotheses have been shown to 
have a significant relationship at the 95% confidence level with a t-value > 1.96. In 
conclusion, social media marketing (X1) and product quality (X2) affect buying 
Interest (Y).  
 

 
Figure 3. Structural model (t-values) 

 

6.   Discussion 
 
The research analysis shows that social media marketing and product quality affect 
buying Interest in Bittersweet by Najla. The first hypothesis found that social media 
marketing through TikTok positively correlates with the intention to buy Bittersweet 
by Najla. These results support previous research that shows social media marketing 
positively affects buying intention (Aji, Nadhila, & Sanny, 2020; Othysalonika, 
Muhaimin, & Faizal, 2022; Pandey, Sahu, & Dash, 2018; Sanjaya, 2020). Therefore, 
social media marketing must be done to increase interest in buying the products 
offered. According to Keller (2013), social media has an important role in brand 
communication because of its increasing growth. In addition, Yadav and Rahman 
(2017) mentioned that social media marketing is a procedure businesses use to 
develop, share, and deliver online marketing offers using social media by fostering 
engagement, exchanging knowledge, and making customized purchasing suggestions; 
it can raise shareholder value. 
 
In this study, it was also found that the most contributing to increasing buying interest 
in social media marketing are the customization dimension on the indicator providing 
information search and services tailored to customer needs and with statements on 
the questionnaire, namely TikTok Bittersweet by Najla provides the information 
needed and easily obtains the information needed thanks to the instructions on TikTok 
Bittersweet by Najla. This result means that when social media marketing through 
TikTok shifts, it will cause a significant change in interest in buying Bittersweet by 
Najla. 
 
In the second hypothesis, it was found that product quality has a positive relationship 
to interest in buying Bittersweet by Najla. These results support previous research 
conducted that product quality affects buying Interest (Erida & Rangkuti, 2017; 
Irawan, 2020; Sundalangi, Mandey, & Jorie, 2014; Satria, 2017; Satria & Sidharta, 
2017). The study results indicate that product quality must be considered to increase 
customer buying interest in the products offered. Because according to what was 
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explained by Kotler and Armstrong (2020), product quality means the characteristics 
of a product or service that depend on its ability to meet the customer needs to be 
stated or contained therein. This study also found that the results that contributed 
the most to increasing purchase interest in product quality were the aesthetic 
dimensions of product appearance indicators with statements on the questionnaire, 
namely Bittersweet by Najla has a unique product appearance and Bittersweet by 
Najla has an attractive product appearance. As Andaleeb and Hasan (2016) explained, 
because customer perceptions of product quality can be affected by its packaging, 
well-designed packaging with strong visuals and labels will most likely give customers 
perceptions of quality. This result means that when product quality switches, it will 
cause a significant change in buying Interest in Bittersweet By Najla. 
 
The third hypothesis found that social media marketing through TikTok and product 
quality positively influence buying Interest in Bittersweet By Najla with a coefficient 
of determination of 0.95 or 95%. This study shows that social media marketing and 
product quality are strong factors that can influence consumer buying interest. 
However, in this study, social media marketing and product quality have different 
influences on purchase intention, whereas product quality has a greater value than 
social media marketing. Social media marketing through TikTok has a positive and 
significant relationship to purchase intention, and product quality has a positive and 
solid relationship to purchase intention. Where the outcome of this study is also 
supported by previous research discussing social media marketing that has a positive 
effect on buying Interest (Aji, Nadhila, & Sanny, 2020; Pandey, Sahu, & Dash, 2018; 
Sanjaya, 2020; Othysalonika, Muhaimin, & Faizal, 2022), as well as research on 
product quality that influences purchase intention (Erida & Rangkuti, 2017; Irawan, 
2020; Satria, 2017; Satria & Sidhartha, 2017; Sundalangi, Mandey, & Jorie, 2014). 
 
The research shows that the quality of the products displayed in social media 
marketing is of great concern to consumers, not only the social media content. In 
addition, social media marketing activities must be improved so that they continue to 
run and are balanced with other marketing activities. 
 
The scope of this research is only to discuss social media marketing through TikTok 
and only discuss product quality and interest in buying Bittersweet by Najla. In this 
study, researchers only took quantitative data and looked at it from the consumer's 
perspective. The limitations of this study were also in the testing section; researchers 
did not test product quality as a variable and meditation and did not test path 
analysis. 
 
 
7. Conclusions 
 
Based on the research results, it can be concluded that Tiktok's Social Media Marketing 
and product quality positively influence customer buying interest. This finding 
illustrates that social media marketing through Tiktok can influence customers by 
giving them the desire to buy products posted on social media. In contrast, in the 
social aspect, TikTok can provide information and services tailored to customer needs, 
providing great value. Apart from that, it is the same as marketing through social 
media; product quality also gives a feeling of wanting to buy a product, which in the 
aspect of product appearance provides great value in influencing customer buying 
interest. Thus, to increase customer buying interest, Bittersweet by Najla still needs 
to improve every aspect of social media marketing and product quality. 
 

8.   Recommendation 
 
Further research is expected to look for other dimensions and indicators in social 
media marketing and product quality that can influence customer buying interest. In 
addition, future research is also expected to look for other factors that can influence 
purchase intention besides social media marketing through TikTok and product 
quality. Researchers can also use qualitative methods to find out how social media 
marketing is through TikTok and product quality from the perspective of Bittersweet 
by Najla or other companies. 
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Based on the results, Bittersweet by Najla must maximize the provision of information 
needed by customers and continue to provide easy-to-understand instructions for the 
audience; must improve the provision of means to interact and respond to comments 
or suggestions about the products and services provided; must make TikTok a place 
for exchanging opinions with other users, so that social media marketing through 
TikTok is carried out optimally and can increase customer buying interest; must 
innovate and maintain its uniqueness; must improve characteristics such as variations 
in the taste of products sold; Bittersweet by Najla is expected to be able to maintain 
and improve the quality of its products, especially in product characteristics, product 
appearance, and in carrying out social media marketing activities through TikTok by 
utilizing existing features. Furthermore, this research is also expected to be input 
that can help other companies or new MSMEs in making efforts to increase buying 
interest by optimizing and improvising social media marketing activities and the 
quality of the products they have.  
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