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ABSTRAK

Dea Dela Piyoh (2208389), Pengaruh Social Media Marketing melalui Instagram
Terhadap Purchase Decision yang Dimediasi olen Brand Trust (Survey terhadap
Konsumen Produk Lip Tint Dear Me Beauty di Indonesia)”” dibawah bimbingan Prof. Dr.
Vanessa Gaffar, S.E., Ak., MBA. dan Dr. Tutik Inayati, S.Mn., M.S.M.

Konsumen akan dihadapkan pada berbagai preferensi sebagai bahan pertimbangan dalam
berbelanja. Permasalahan yang timbul umumnya adalah konsumen berusaha menentukan
mengapa, apa, dimana dan bagaimana membeli produk. Konsumen berada dalam posisi
untuk membuat keputusan karena mereka memiliki pilihan untuk melakukan pembelian
atau tidak melakukan pembelian. Tujuan dari penelitian ini adalah untuk mengetahui
pengaruh social media marketing melalui Instagram terhadap purchase decision yang
dimediasi oleh brand trust. Jenis penelitian ini adalah penelitian deskriptif verifikatif
dengan pendekatan kuantitatif. Pengumpulan data dilakukan dengan cara membagikan
angket/kuesioner kepada responden dimana didalamnya terdiri dari beberapa pernyataan.
Sampel pada penelitian ini adalah konsumen produk Lip Tint Dear Me Beauty sebanyak
400 responden. Teknik pengambilan sampel yang digunakan adalah purposive sampling.
Teknik analisis data yang digunakan adalah path analysis (analisis jalur). Hasil penelitian
menunjukkan bahwa terdapat pengaruh positif dan signifikan dari social media marketing
melalui Instagram terhadap purchase decision, terdapat pengaruh positif dan signifikan dari
social media marketing melalui Instagram terhadap brand trust, terdapat pengaruh positif
dan signifikan dari brand trust terhadap purchase decision, brand trust tidak memediasi
pengaruh social media marketing melalui Instagram terhadap purchase decision.

Kata kunci: Social Media Marketing, Brand Trust, dan Purchase Decision



ABSTRACT

Dea Dela Piyoh (2208389), The Effect of Social Media Marketing through Instagram
on Purchase Decision Mediated by Brand Trust (Survey of Dear Me Beauty Lip Tint
Product Consumers in Indonesia) "under the guidance of Prof. Dr. Vanessa Gaffar, S.E.,
Ak., MBA. and Dr. Tutik Inayati, S.Mn., M.S.M.

Consumers will be faced with various preferences as a consideration in shopping. The
problem that generally arises is that consumers try to determine why, what, where and how
to buy products. Consumers are in a position to make decisions because they have the
choice to make a purchase or not make a purchase. The purpose of this study was to
determine the effect of social media marketing through Instagram on purchase decisions
mediated by brand trust. This type of research is descriptive verification research with a
guantitative approach. Data collection is done by distributing questionnaires to respondents
which consist of several statements. The sample in this study were consumers of Dear Me
Beauty Lip Tint products totaling 400 respondents. The sampling technique used was
purposive sampling. The data analysis technique used is path analysis. The results showed
that there is a positive and significant effect of social media marketing through Instagram
on purchase decision, there is a positive and significant effect of social media marketing
through Instagram on brand trust, there is a positive and significant effect of brand trust on
purchase decision, brand trust does not mediate the effect of social media marketing
through Instagram on purchase decision.

Keywords: Social Media Marketing, Brand Trust, and Purchase Decision



DAFTAR ISI

LEMBAR PENGESAHAN ..ottt i
PERNYATAAN KEASLIAN ISITESIS ..o i
ABSTRAK .ottt ae et et e i
ABSTRACT ..o bbbttt b e bbbt e et iv
KATA PENGANTAR ..ottt sttt nes vV
UCAPAN TERIMA KASIH ..ot e vi
DAFTAR ISttt viii
DAFTAR TABEL ...t X
DAFTAR GAMBAR ... .ottt sre e Xii
BAB | PENDAHULUAN ...ttt 1
1.1 Latar Belakang Penelitian ............cccooiiiiiiiiieeeee e 1
1.2 RUMUSAN MaSAIAN ......cveiiiiiie e 6
1.3 Tujuan Penelitian.........coveiieiiiiiiiiseee e 6
1.4 Kegunaan Penelitian...........cccccveiuiiiieiieieeic e 7
BAB Il KAJIAN PUSTAKA, KERANGKA PEMIKIRAN, DAN
HIPOTESIS ...ttt bbb eneas 8
2.1 KaJIan PUSTAKA......c.oeviiiiiiiiiie e 8
2.1.1 Konsep Purchase Decision dalam Perspektif Perilaku Konsumen...... 8
2.1.2 Konsep Social Media Marketing...........ccocooovverininieienenene e 10
2.1.3 Konsep Brand TrUSE.........cccoiieiiiieiieie e 15
2.1.4 Konsep PUrchase DECISION ........cccoveiiiieriiiinieiieieieeeee e 19
2.2 Penelitian Terdahulu ..o 24
2.3 Kerangka Pemikiran ..........cooviiiiiiiiiiiesc s 26
2.4 Hipotesis Penelitian ..o 30
BAB 111 METODE PENELITIAN ...c.ooiiiiet e 31
3.1 Objek Penelitian .......ccccoviiiiiiiiesseeee e 31
3.2 Metode PENElItIAN........coviiiieiecieceeeieie e 31
3.2.1 Jenis Penelitian dan Metode yang Digunakan............ccccceevereninnnnnns 31
3.2.2 Operasionalisasi Variabel............ccccceiieiiiie i 32
3.2.3 Jenis dan SUMDEr Data..........cccvceerreieiieneee e 35
3.2.4 Populasi, Sampel dan Teknik Sampling..........cccccevevieiieiieiieieen, 36
3.2.5 Teknik Pengumpulan Data..........cocooeieieieninininieeceese e 38
3.2.6 Pengujian Validitas dan Reliabilitas ............cccccccovvviiiiiiieiic e 39
3.2.7 Teknik ANalisis Data........cccccvueieeiieieiieieeie e 43
3.2.8 Pengujian HIPOTESIS........ecivieiiiciie e 49
BAB IV HASIL PENELITIAN DAN PEMBAHASAN..........ccccoveiviiiicieee, 52
4.1 Profil PErusanaan.........cocoiiiiiiniie e 52
4.2 Gambaran Umum ReSPONGEN ........cceeiiiriiirieie e 52
4.2.1 Karakteristik Responden Berdasarkan Jenis Kelamin ...................... 53
4.2.2 Karakteristik Responden Berdasarkan Usia...........cccceovveniieninnnnnns 53
4.2.3 Karakteristik Responden Berdasarkan Pekerjaan ..............ccccevevnennne. 54
4.3 ANAliSIS DESKIIPLIT....c.eoiiiiiieee e 55
4.3.1 Tanggapan Responden mengenai Social Media Marketing melalui
INSTAGIAM ..o 55
4.3.2 Tanggapan Responden mengenai Brand Trust ...........ccccevvveeveevnnenne, 65
4.3.3 Tanggapan Responden mengenai Purchase Decision ....................... 72

viii



4.4 ANalisis VerifiKatiT.......ooooooeeeeeeeeee 84

4.4.1 Uji Prasyarat StatistiK...........cccoovveiiiieiieeiece e 84
4.4.2 UJEHIPOTESIS. ...ttt 88

4.5 PembDaNasan ... 94
4.5.1 ANalisis DeSKITPLIT.......ccooiiiiiiiieeeee e 94
4.5.2 ANalisis Verifikatif...........ccooviiiiiii e 98
BAB V KESIMPULAN, IMPLIKASI DAN REKOMENDASI ................... 102
5.1 KESIMPUIAN.....oiiiiiiciice e 102
5.3 IMPHKEST ..o 102
5.2 REKOMENAAST ....veveiieiiiiiiesie st 103
DAFTAR PUSTAKA ..ottt ettt ra e iv
LAMPIRAN ... oottt st bbbt e e e e Xi



DAFTAR TABEL

Tabel 1.1 Pendapatan Industri Kosmetik di Indonesia..........c.ccceeviveeiiiieiieinennnns 2
Tabel 2.1 Definisi Social Media Marketing............ccoccoovviiniiieieienec e 11
Tabel 2.2 Definisi Brand TrUSE ... s 16
Tabel 2.3 Definisi Purchase DeCISION .........ccoviiiriiiinieiieie e 20
Tabel 2.4 Penelitian Terdahulu ............ccooviiiiiiiin s 25
Tabel 3.1 Operasional Variabel............ccccooiiiiiiiii 32
Tabel 3.2 Jenis dan SUMDEr Data..........ccoveiiieiine e 35
Tabel 3.3 Hasil Pengujian Validitas. ..........ccccoooiiiiiiiniiieecee s 41
Tabel 3.4 Hasil Pengujian Reliabilitas............ccccccooviiiiiiiiiic e 43
Tabel 3.5 Alternatif Jawaban Menurut Skala Likert...........ccooooviiiiiiiniiinne. 44
Tabel 3.6 Rekapitulasi Bulir Setiap Variabel.............ccccccooveiiiieiicieic e, 45
Tabel 3.7 Analisis DeSKITPLIT ........ccooiiiiiiiiieee s 46
Tabel 3.8 Guilford Empirical RUIES...........cccocii i 51
Tabel 4.1 Karakteristik Responden Berdasarkan Jenis Kelamin .............c..c......... 53
Tabel 4.2 Karakteristik Responden Berdasarkan Usia...........ccccccevevviiieveciieennenn, 54
Tabel 4.3 Karakteristik Responden Berdasarkan Pekerjaan ..........c.ccccocevinvnnnne. 55
Tabel 4.4 Tanggapan Responden Terhadap Variabel Social Media Marketing
Melalul INSTAGIaM ......cviiii 56
Tabel 4.5 Tanggapan Responden terhadap Dimensi Content Creation................ 57
Tabel 4.6 Tanggapan Responden terhadap Dimensi Content Sharing ................. 59
Tabel 4.7 Tanggapan Responden terhadap Dimensi Connecting ..............ccc....... 61
Tabel 4.8 Tanggapan Responden terhadap Dimensi Community Building........... 63
Tabel 4.9 Tanggapan Responden terhadap Variabel Brand Trust........................ 65
Tabel 4.10 Tanggapan Responden terhadap Brand Characteristic ...................... 67

Tabel 4.11 Tanggapan Responden terhadap Dimensi Company Characteristic .. 69
Tabel 4.12 Tanggapan Responden terhadap Dimensi Consumer Brand

CRArACLEIISTIC. .. .vvivieiieie e 70
Tabel 4.13 Tanggapan Responden terhadap Variabel Purchase Decision ........... 73
Tabel 4.14 Tanggapan Responden terhadap Dimensi Product Choice................. 74
Tabel 4.15 Tanggapan Responden terhadap Dimensi Brand Choice.................... 76
Tabel 4.16 Tanggapan Responden terhadap Dimensi Dealer Choice................... 78
Tabel 4.17 Tanggapan Responden terhadap Dimensi Purchase Amount............. 79
Tabel 4.18 Tanggapan Responden terhadap Dimensi Purchase Timing .............. 81
Tabel 4.19 Tanggapan Responden terhadap Dimensi Payment Method............... 83
Tabel 4.20 Uji Normalitas dengan Kolmogorov Smirnov.........ccceeeevveiieeiieiinnens 85
Tabel 4.21 Hasil Uji MUltiKOlINEritas ..........cooveiiiiiiii e 87
Tabel 4.22 Nilai Pengaruh Social Media Marketing melalui Instagram terhadap

PUrChase DECISION........ccveiiiieiiee e 88
Tabel 4.23 Nilai Signifikansi Pengaruh Social Media Marketing melalui

Instagram terhadap Purchase DeciSion..........cccccevvvevveieieeseerie s 88
Tabel 4.24 Nilai Pengaruh Social Media Marketing melalui Instagram terhadap

2] = a0 I 0 SR 89
Tabel 4.25 Nilai Signifikansi Pengaruh Social Media Marketing melalui

Instagram terhadap Brand Trust...........ccccevvevviie v 89
Tabel 4.26 Nilai Pengaruh Brand Trust terhadap Purchase Decision.................. 90



Tabel 4.27 Nilai Signifikansi Pengaruh Brand Trust terhadap Purchase Decision
............................................................................................................ 90
Tabel 4.28 Nilai Signifikansi Pengaruh Social Media Marketing melalui
Instagram terhadap Purchase Decision Dimediasi oleh Brand Trust 92

Xi



DAFTAR GAMBAR

Gambar 1.1 Top 10 Brand Lip TiNt ....c.cccveieiieeiieicseese e 3
Gambar 1.2 Jumlah Pengguna Instgram di DUNia ...........ccccoovniiinieicnenccnee 4
Gambar 2.1 Tahapan Proses Pengambilan Keputusan.............cccccecvveveiieiieseennnn 9
Gambar 2.2 Social Media Marketing Management: A Conceptual Framework .. 12
Gambar 2.3 The Honeycomb of Social Media ..........c.cccceoveiiiiivicccciece e, 14
Gambar 2.4 Brand Trust MOdel ..........ccooveiiiiiii e 17
Gambar 2.5 Model of The Trust Triangle .........cccooveieiieiicie e, 18
Gambar 2.6 Model Proses Pengambilan Keputusan Membeli............c.ccoccocviinene 21
Gambar 2.7 Consumer Decision MOdel ... 23
Gambar 2.8 Kerangka PEMIKIFAN ..........ccoiiiiiiiiiieie s 29
Gambar 2.9 Paradigma Penelitian...........c.ccooeiiiiiiic i 30
Gambar 3.1 Garis Kontinum Penelitian...........ccccooveieiieeneiin s 47
Gambar 3. 2 Model ANalisiS JAIUN .........ccovieiiiiiineisee e 48
Gambar 4.1 Produk-produk Best Sellers Dear Me Beauty ..........cccccocevenininnnnnne 52
Gambar 4.2 Garis Kontinum Penilaian Variabel Social Media Marketing melalui
INSTAGIAM ..o S7
Gambar 4.3 Garis Kontinum Penilaian Dimensi Content Creation...................... 59
Gambar 4.4 Garis Kontinum Penilaian Dimensi Content Sharing ...........c.cc.cc..... 61
Gambar 4.5 Garis Kontinum Penilaian Dimensi Connecting...........c.ccccevevvevunnee. 63
Gambar 4.6 Garis Kontinum Penilaian Dimensi Community Building ................ 65
Gambar 4.7 Garis Kontinum Penilaian Variabel Brand Trust...........cc.ccocevivninen. 66
Gambar 4.8 Garis Kontinum Penilaian Dimensi Brand Characteristic ............... 68
Gambar 4.9 Garis Kontinum Penilaian Dimensi Company Characteristic.......... 70
Gambar 4.10 Garis Kontinum Penilaan Dimensi Consumer Brand Characteristic
......................................................................................................... 72
Gambar 4.11 Garis Kontinum Penilaian Variabel Brand Trust..........cccccccevvvnenee. 74
Gambar 4.12 Garis Kontinum Penilaan Dimensi Product Choice .............cc........ 76
Gambar 4.13 Garis Kontinum Penilaan Dimensi Brand Choice ............cccccceue.... 77
Gambar 4.14 Garis Kontinum Penilaan Dimensi Dealer Choice ............cc.cccvne. 79
Gambar 4.15 Garis Kontinum Penilaan Dimensi Purchase Amount.................... 81
Gambar 4.16 Garis Kontinum Penilaan Dimensi Purchase Timing ..................... 82
Gambar 4.17 Garis Kontinum Penilaan Dimensi Payment Method ..................... 84
Gambar 4.18 Hasil Uji HeteroskedastiSItas ...........cccvvvvevveiiieeiieiie e 87
Gambar 4.19 Model Hubungan Social Media Marketing, Brand Trust dan
PUrchase DECISION ......ccuiiieiiiiecieeie e 91

Xii



DAFTAR PUSTAKA

Abdurahman, M., Muhidin, S. A., & Somantri, A. (2011). Dasar-Dasar Metode
Statistika Untuk Penelitian. Cv. Pustaka Setia.

Adhari, 1. Z. (2020). Kepuasan Pelanggan & Pencapaian Brand Trust. CV.
Penerbit Qiara Media.

Adiwidjaja, A. J., & Tarigan, Z. J. H. (2017). Pengaruh Brand Image Dan Brand
Trust Terhadap Keputusan Pembelian Sepatu Converse. Agora - Online
Graduate Humanities Journal, 5(3), 1-9.
http://publication.petra.ac.id/index.php/manajemen-bisnis/article/view/6063

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T

Akdon & Riduwan. (2013). Rumus dan Data dalam Analisis Statistik. Alfabeta.

Ali, H., Mahaputra, M. R., Saputra, F., Mahaputra, M. R., Maharani, A., Nofrialdi,
R., Saputra, E. B., Yandi, A., & Satriawan, N. (2023). Influence of Brand
Image: Analysis of Purchase Decision and Author Loyalty (Study on Dinasti
International Journal of Management Science). Migration Letters, 20(6), 676—
682. https://doi.org/10.59670/ml.v20i6.3514

Anindya, R. (2020). Pengaruh Harga, Kualitas Produk, Kualitas Pelayanan,
Terhadap Keputusan Pembelian Pada “Sami Remen.” IQTISHADequity, 2(2),
127. https://doi.org/10.51804/iej.v2i2.765

Annisa Nureza, A., & Ramadhan, H. M. (2023). Pengaruh Brand Ambassador NCT
127 terhadap Purchase Decision melalui Brand Trust pada E-commerce
Blibli.com. Jurnal EK&BI, 6(1), 2620-7443.
https://doi.org/10.37600/ekbi.v6i1.866

Arikunto, S. (2006). Prosedur Penelitian Suatu Pendekatan Praktik. Rineka Cipta.

Assauri, S. (2017). Manajemen Pemasaran. Rajawali Pers.

Atha, A., Hariyanto, R., Purwaamijaya, B. M., & Hermawan, A. (2024). The Effect
of Social Media Marketing Instagram and Price on Purchasing Decisions
@Rumahbatik.Palbatu. Indonesian Journal of Digital Business, 4(1), 29-36.

Ayesha, I., Pratama, I. W. A., Hasan, S., Amaliyah, Effendi, N. I., Yusnanto, T.,
Diwyarthi, N. D. M. S., Utami, R. D., Firdaus, A., Mulyana, M., Fitriana,
Norhidayati, & Egim, A. S. (2022). Digital Marketing (Tinjauan Konseptual).
In Pt. Global Eksekutif Teknologi. Pt. Global Eksekutif Teknologi.
http://repository.ibik.ac.id/1470/1/Digital Marketing.pdf

Baron, R. M., & Kenny, D. A. (1986). The Moderator-Mediator Variable
Distinction in Social Psychological Research: Conceptual, Strategic, and
Statistical Considerations. Journal of Personality and Social Psychology,
51(6), 1173-1182.

Bhakar, S. S., Bhakar, S., & Bhakar, S. (2013). Relationship between country of
origin, brand image and customer purchase intentions. Far East Journal of
Psychology and Business, 11(1), 50-71.

Bilgin, Y., & Kethiida, O. (2022). Charity Social Media Marketing and Its Influence
on Charity Brand Image, Brand Trust, and Donation Intention. Voluntas,
33(5), 1091-1102. https://doi.org/10.1007/s11266-021-00426-7

Chandwani, V. S. (2018). Social Media Marketing and Consumer Behavior.



Empyreal Publishing House.

Chinomona, R. (2016). Brand communication, brand image and brand trust as
antecedents of brand loyalty in Gauteng Province of South Africa. African
Journal of Economic and Management Studies, 7(3), 290-294.
https://doi.org/10.1108/AJEMS-06-2016-0088

Chinomona, R., & Maziriri, E. T. (2017). The influence of brand awareness, brand
association and product quality on brand loyalty and repurchase intention: A
case of male consumers for cosmetic brands in South Africa. Journal of
Business and Retail Management Research, 12(1), 143-154.
https://doi.org/10.24052/jbrmr/v12is01/tiobabaapgoblariacomcfcbisa

Dapas, C. C., Sitorus, T., Purwanto, E., & lhalauw, J. J. O. I. (2019). The effect of
service quality and website quality of zalora.Com on purchase decision as
mediated by purchase intention. Quality - Access to Success, 20(169), 87-92.

Dupont, Q., & Karpoff, J. M. (2020). The Trust Triangle: Laws, Reputation, and
Culture in Empirical Finance Research. Journal of Business Ethics, 163(2),
217-238. https://doi.org/10.1007/s10551-019-04229-1

Enehasse, A., & Saglam, M. (2020). The Impact of Digital Media Advertising on
Consumer Behavior Intention: The Moderating Role of Brand Trust. Journal
of Marketing and Consumer Research, 68, 22-32.
https://doi.org/10.7176/jmcr/68-04

Fatma Cakir, P. D., Mesut Cakir, P. D., & Oya Eru, P. D. (2013). the Effect of the
Social Media on Young Consumers’ Consumption Expenditure. International
Journal of Social Sciences and Humanity Studies, 5(2), 1309-8063.
https://dergipark.org.tr/en/pub/ijsshs/issue/26218/276033

Febri Herawati, A., Yusuf, M., Cakranegara, A., Sampe, F., Haryono, A., Pandu, ),
Tadulako, U., Stia Bandung, ), Atma, U., Makasar, J., Stsip Bina, ), &
Martapura, M. (2022). Social Media Marketing in the Promotion of Incubator
Business Programs. Jurnal Darma Agung, 30(2), 623-633.

Firdayanti, A., Putri, D. A., Risuandi, D., & ... (2022). Literature Review Keputusan
Pembelian Melalui Minat Beli: Promosi Dan Endorsement. Pendidikan Dan
IImu, 3(1), 301-313. https://dinastirev.org/JMPI1S/article/view/865

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek (Planning & Strategy).
CV. Penerbit Qiara Media.

Funder, P. D. H. J., Morgan, D., & Valizade, P. D. S. (2015). Brands & Consumer
Trust Study. In Desk Research Report.

Geofakta Razali, Masfiatun Nikmah, I Nyoman Tri Sutaguna, PA. Andiena Nindya
Putri, & Muhammad Yusuf. (2023). The Influence Of Viral Marketing And
Social Media Marketing On Instagram Adds Purchase Decisions.
CEMERLANG : Jurnal Manajemen Dan Ekonomi Bisnis, 3(2), 75-86.
https://doi.org/10.55606/cemerlang.v3i2.1096

Ghozali, 1. (2016). Aplikasi analisis multivariate dengan program IBM SPSS 23
edisi 8. Badan Penerbit Universitas Diponegoro.

Ghozali, 1. (2018). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 25.
Badan Penerbit Universitas Diponegoro.

Gronholm, T. (2012). Marketing concepts in practice. Lahti university of applied
sciences.

Gunelius, S. (2011). 30-Minute Social Media Marketing. McGraw-Hill Companies.

Hanaysha, J. R. (2018). An examination of the factors affecting consumer’s



purchase decision in the Malaysian retail market. PSU Research Review, 2(1),
7-23. https://doi.org/10.1108/PRR-08-2017-0034

Hanaysha, J. R. (2022). Impact of social media marketing features on consumer’s
purchase decision in the fast-food industry: Brand trust as a mediator.
International Journal of Information Management Data Insights, 2(2),
100102. https://doi.org/10.1016/j.jjimei.2022.100102

Hardiyanto, N., Lakshi, H., Perera, K., & Kusdibyo, L. (2020). Customer Purchase
Intentions on Hijab Fashion: The Role of Social Media Marketing Instagram
and Product Quality. International Journal of Applied Business Research,
2(02), 138-148. https://doi.org/10.35313/ijabr.v0i0.108

Hartin, V. F. (2023). Pengaruh E-Wom terhadao Keputusan Pembelian dengan
Dimediasi Citra Merek dan Kepercayaan Merek pada Indomaret Cabang
Mandala By Pass. Junal limiah Metadata, 5(2), 350-372.

Hegner, S. M., & Jevons, C. (2016). Brand trust: a cross-national validation in
Germany, India, and South Africa. Journal of Product and Brand
Management, 25(1), 58-68. https://doi.org/10.1108/JPBM-02-2015-0814

brahim Kirgova, Pinarbasi, F., & Kose, S. G. (2020). Understanding Ephemeral
Social Media Through Instagram Stories : a Marketing Perspective. Business
& Management Studies: An International Journal, 8(2), 2173-2192.
https://doi.org/http://dx.doi.org/10.15295/bmij.v8i2.1452

Indiani, N. L. P., & Purnami, N. M. (2021). Modelling Online Purchase Behavior
from Consumer Decision Model Perspective. Asia Pacific Management and
Business Application, 010(02), 193-210.
https://doi.org/10.21776/ub.apmba.2021.010.02.6

Irpansyah, M. A., Ramdan, A. M., & Danial, D. M. (2019). Kredibilitas dan
Kekuatan Selebgram dalam Meningkatkan Minat Beli pada Toko Online di
Instagram. Journal of Economic, Business and Accounting, 2(2), 248-255.

Irshad, M., Ahmad, M. S., & Malik, O. F. (2020). Understanding consumers’ trust
in social media marketing environment. International Journal of Retail and
Distribution Management, 48(11), 1195-1212.
https://doi.org/10.1108/IJRDM-07-2019-0225

Jalari, M., & Marimin, A. (2022). Testing Product Mix Against Brand Trust in the
Digital Era 1. International Journal of Seocology, 03(02), 54-64.

Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U., Hussain, S., Gillani, M., & Awan,
F. H. (2022). Role of Social Media Marketing Activities in Influencing
Customer Intentions : A Perspective of a New Emerging Era. Frontiers in
Psychology, 12, 1-12. https://doi.org/10.3389/fpsyg.2021.808525

Kambali, 1., & Masitoh K. (2021). Pengaruh Social Media Marketing Terhadap
Keputusan Pembelian Jasa Pengiriman Barang Di Kantor Pos Pati 59100.
Jurnal Bisnis Dan Pemasaran, 11(1), 1-10.

Kankam, G., & Charnor, I. T. (2023). Emotional intelligence and consumer
decision-making styles: the mediating role of brand trust and brand loyalty.
Future Business Journal, 9(1). https://doi.org/10.1186/s43093-023-00239-8

Kanwar, A., & Huang, Y.-C. (2022). Indian Females Inclination towards Cosmetic
Brands Purchase Intention Influenced by Celebrity Endorsement through
Perceived Quality and Brand Trust. Review of Integrative Business and
Economics Research, 11(3), 61-80.

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social

Vi



media marketing activities and consumer-based brand equity: Testing a
moderated mediation model. Asia Pacific Journal of Marketing and Logistics,
33(1), 53-72.

Kotler, P., & Keller, K. L. (2013). Manajemen Pemasaran terj. Bob Sabran (12th
ed.). Erlangga.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson
Education,Inc.

Kurnia, U. D., & Krisnawati, W. (2023). Pengaruh Brand Image, Bran Trust dan
Electronic Word of Mouth terhadap Pembelian Erigo di Kabupaten Gresik
oleh Generasi Z. Master : Jurnal Manajemen Dan Bisnis Terapan, 3(1), 1-11.

Kusherawati, A. P., Isaska, R., & Dewi, H. E. (2023). Pengaruh Pemasaran Media
Sosial Instagram terhadap Minat Beli dan Keputusan Pembelian dengan Brand
Trust sebagai Variabel Moderasi. Jurnal Dinamika Sosial Ekonomi, 24(1), 55—
68. https://doi.org/https://doi.org/10.31315/jdse.v24i1.9565.9g5521

Lama, U. T. (2018). Understanding Social Media: Functionality and Differentiating
Social Media and Social Networking Sites. International Journal for Research
in Engineering Application & Management (IJREAM), 04(05), 2454-9150.

Lau, G.T., & Lee, S. H. (1999). Consumers’ Trust in a Brand and the Link to Brand
Loyalty. Journal of Market Focused Management, 4(1999), 341-370.

Lee, W. S., Moon, J., & Song, M. (2018). Attributes of the coffee shop business
related to customer satisfaction. Journal of Foodservice Business Research,
21(6), 628-641. https://doi.org/10.1080/15378020.2018.1524227

Lohonusa, A. I., & Mandagie, Y. (2021). Analisis Pengaruh Brand Image, Brand
Trust dan Viral Marketing Terhadap Keputusan Pembelian Produk Sepatu *
Converse” Pada Mahasiswa Fakultas Ekonomi dan Bisnis Universitas SAM

Ratulangi Manado. Jurnal EMBA, 9(4), 511-520.
file:///C:/Users/kadek/Downloads/iogi2018,+03.+Anjani+Inttan+Lohonusa.+
OK.pdf

Lotulung, P. V., Mandey, S. L., & Lintong, D. C. A. (2023). Pengaruh Persepsi
Konsumen Dan Kualitas Produk Terhadap Keputusan Pembelian Baju Bekas
Impor Pada Masyarakat Kelurahan Karombasan Utara Lingkungan 8
Kecamatan Wanea. Jurnal EMBA : Jurnal Riset Ekonomi, Manajemen, Bisnis
Dan Akuntansi, 11(02), 561-572.
https://doi.org/10.35794/emba.v11i02.48635

Mahyarni, M. (2013). Theory of Reasoned Action dan Theory of Planned Behavior
(Sebuah Kajian Historis tentang Perilaku). Jurnal El- Rizasah, 4(1), 13.

Malhotra, N. K. (2010). Marketing Research (4th ed.). Indeks.

Malhotra, N. K., & Birks, D. F. (2013). Marketing Research: An Applied Approach
(4th ed.). Pearson Education Limited.

Maoyan, Zhu, & Sangyang. (2014). Consumer Purchase Intention Research Based
on Social Media Marketing. International Journal of Business and Social
Science, 5(10), 92-97.

Maulana, Y. S., Marista, M., Nurjanah, D. S., & Hadiani, D. (2021). The Effect Of
Brand Image and Brand Trust On Oppo Cellphones Purchase Decision In
Banjar City. Business Management Journal, 8(2), 214 — 225.

Mothersbaugh, D. L., & Hawkins, D. I. (2016). Consumer Behavior: Building
Marketing Strategy. McGraw-Hill Education.

Mubhidin, S. A., & Sontani, U. T. (2011). Desain Penelitian Kuantitatif. Karya

Vii



Andhika Utama.

Mujiyana, M., & Elissa, I. (2013). Analisis Faktor-Faktor Yang Mempengaruhi
Keputusan Pembelian Via Internet Pada Toko Online. Jurnal Teknik Industri,
8(3), 143-152. https://doi.org/10.12777/jati.8.3.143-152

Muljadi, Wulandari, 1., & Rauf, A. (2022). Analysis of social media marketing and
product review on the marketplace Shopee on purchase decisions. Review of
Integrative Business and Economics Research, 11(1), 274-284.

Mulyansyah, G. T., & Sulistyowati, R. (2020). Pengaruh Digital Marketing
Berbasis Sosial Media terhadap Keputusan Pembelian Kuliner di Kawasan G-
Walk  Surabaya. Pendidikan Tata Niaga, 9(1), 1097-1103.
https://jurnalmahasiswa.unesa.ac.id/index.php/jptn/article/view/36056

Nazir, M. (2011). Metode Penelitian. Ghalia Indonesia.

Oktaviani, A. D., Riyanto, D. W. U., & Fuadiputra, I. R. (2022). The Effect of
Electronic Word of Mouth, Brand Image, and Brand Trust on Consumer
Purchase Decision on Camille Organic Beauty Face Mask. Jamanika (Jurnal
Manajemen Bisnis Dan Kewirausahaan), 2(03), 245-253.
https://doi.org/10.22219/jamanika.v2i03.22736

Parsons, A. L., & Lepkowska-White, E. (2018). Social Media Marketing
Management: A Conceptual Framework. Journal of Internet Commerce,
17(2), 81-95. https://doi.org/10.1080/15332861.2018.1433910

Pramugitha, A., & Sanaji. (2016). Pengaruh Citra Merek dan Persepsi Kualitas
terhadap Niat Beli Laptop Merek Apple (Studi Pada Pengunjung Grand City
Surabaya dan Delta Plaza Surabaya). lImu Manajemen, 4(3), 249-254.

Priansa, D. J. (2017). Komunikasi Pemasaran Terpadu Pada Era Media Sosial.
Pustaka Setia.

Qiutong, M., & Rahman, M. J. (2019). The impact of cosmetics industry social
media marketing on brand loyalty: evidence from Chinese college students.
Academy of Marketing Studies Journal, 23(2), 1-15.
https://ssrn.com/abstract=3610582

Rahmat, W. M., & Kurniawati, K. (2022). The Influence of Brand Experience on
Brand Loyalty through Perceived Quality, Brand Trust and Customer
Satisfaction as Mediation. SEIKO : Journal of Management & Business, 4(3),
215. https://doi.org/10.37531/sejaman.v4i3.2550

Rakhmah, O., Darutama, A., & Kurniawati, F. (2022). Pengaruh Harga , Kualitas
Produk , Dan Kualitas Pelayanan Terhadap Keputusan Pembelian Di Kuliner
Gemek Kedungwuni. Jurnal Sahmiyya, 1, 246-256.

Raniya, R. F., Lubis, P. H., & Kesuma, T. M. (2023). the Influence of Social Media
Marketing and Store Atmosphere on Purchase Decision Mediated By
Consumer Trust in Millennial Coffee Shops in Banda Aceh. International
Journal of Business Management and Economic Review, 06(01), 144-155.
https://doi.org/10.35409/ijbmer.2023.3466

Rauf, A., Manullang, S. O., P.S, T. E. A, Diba, F., Akbar, I., Awaluddin, R.,
Muniarty, P., Firmansyah, H., Mundzir, A., Manalu, V. G., Depari, G. S.,
Rahajeng, E., Apriyanti, M. D., Riorini, S. V., & Yahawi, S. H. (2021). Digital
Marketing : Konsep dan Strategi. Penerbit Insania.

Ridwan, M. (2022). Purchasing Decision Analysis in Modern Retail. Jurnal
Mahasiswa Ekonomi & Bisnis, 2(1), 1-9.
https://doi.org/10.37481/jmeb.v2i1.243

viii



Ridwanudin, R., & Hanifa, F. H. (2019). Pengaruh Brand Image Dan Brand Trust
Terhadap Minat Beli Konsumen Daihatsu Grand New Xenia Di Bandung Pada
Tahun 2019 the Influence of Brand Image and Brand Trust on Purchase
Intention Daihatsu Grand New Xenia in Bandung 2019. E-Proceeding of
Applied Science, 5(2), 627-636.

Rimbasari, A., Widjayanti, R. E., & Thahira, A. (2023). Pengaruh Viral Marketing
Dan Social Media Marketing Terhadap Keputusan Pembelian Di Platform
Tiktok. Jurnal Ekonomi Dan Manajemen, 6(2), 457.
https://doi.org/10.25273/capital.v6i2.15304

Rizkiansah, T., Kurniati, D., & Imelda. (2018). Analisis Faktor-Faktor Pribadi Dan
Psikologi Pada Proses Keputusan Pembelian Sayuran Hidroponik Di Kota
Pontianak (Studi Kasus Merek Sayok Kite). Jurnal Agribisnis, 1-13.

Rosmayanti, M. (2023). Pengaruh Brand Image Dan Brand Awareness Terhadap
Keputusan Pembelian Konsumen Mixue. Journal on Education, 5(3), 8126—
8137.

Rukmana, V. H., & Abrian, Y. (2023). Pengaruh Social Media Marketing terhadap
Brand Trust Hotel Pangeran City Padang. Arzusin, 3(4), 391-404.
https://doi.org/10.58578/arzusin.v3i4.1202

Sabunwala, Z. (2013). Impact of Celebrity Brand Endorsements on Brand Image
and Product Purchases-a Study for Pune Region of India. IMPACT:
International Journal of Research in Business Management, 1(6), 37—42.

Sandala, D., Massie, J. D. D., Dicki Sandala, O. :, Massie, J. D. D., Tumbuan, W.
J. F. A., Ekonomi, F., Bisnis, D., Universitas, J. M., & Ratulangi, S. (2019).
Pengaruh Viral Marketing, Food Quality Dan Brand Trust Terhadap
Keputusan Pembelian Produk Mom Milk Manado. Jurnal Riset Ekonomi,
Manajemen, Bisnis Dan Akuntansi, 7(3), 2721-2730.

Sandora, M. (2020). Pengaruh Kepercayaan Dan Kemudahan Terhadap Keputusan
Pembelian Belanja Secara Online. Eko Dan Bisnis: Riau Economic and
Business Review, 11(3), 290-310. https://doi.org/10.36975/jeb.v11i3.288

Sani, A., & Maharani, V. (2013). Metodologi Penelitian Manajemen Sumber Daya
Manusia (Teori, Kuesioner dan Analisis Data). UIN MALIKI Press.

Sanny, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase intention
on Indonesia male’s skin care by social media marketing effect towards brand
image and brand trust. Management Science Letters, 10, 2139-2146.
https://doi.org/10.5267/j.msl|.2020.3.023

Saputra, F., & Sumantyo, F. D. S. (2023). Pengaruh Sistem Informasi Manajemen:
Kepuasan Konsumen dan Keputusan Pembelian Tiket MPL Mobile Legend di
Aplikasi Blibli.com. Jurnal Kewirausahaan Dan Manajemen Bisnis: Cuan,
1(2), 98-105. https://doi.org/10.59603/cuan.v1i2.18

Saravanakumar, M., & SuganthaLakshm, T. (2012). Social Media Marketing. Life
Science Journal, 9(4), 4444-4451.

Schiffman, & Kanuk. (2008). Perilaku konsumen (7th ed.). Indeks.

Schiffman, L. G., & Kanuk, L. L. (2010). Consumer Behaviour. Person Prentice
Hall.inc.

Sekaran, U. (2013). Research Methods for Business. Salemba Empat.

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill Building
Approach (7th ed.). Wiley.

Setianingtyas, A., & Nurlaili, E. I. (2020). Analisis Social Media Marketing dan



Tampilan Produk Dalam Meningkatkan Penjualan Produk Pamos Shop
Mojokerto. Jurnal Manajemen Bisnis, 17(2), 207.
https://doi.org/10.38043/jmb.v17i2.2365

Sharma, R., & Jain, V. (2019). CSR, Trust, Brand Loyalty and Brand Equity:
Empirical Evidences from Sportswear Industry in the NCR Region of India.
Metamorphosis: A Journal of Management Research, 18(1), 57-67.
https://doi.org/10.1177/0972622519853158

Sigar, D., Soepeno, D., & Tampenawas, J. (2021). Pengaruh Brand Ambassador,
Viral Marketing dan Brand Trust Terhadap Keputusan Pembelian Sepatu Nike
Pada Mahasiswa Fakultas Ekonomi dan Bisnis Unsrat. Jurnal EMBA, 9(4),
841-850.

Sitorus, S. A., Romli, N. A, Tingga, C. P., Sukanteri, N. P., Putri, S. E., Gheta, A.
P. K., Wardhana, D. (Cand) A., Nugraha, K. S. W., Hendrayan, E., Susanto,
P. C., Primasanti, Y., & Ulfah, M. (2022). Brand Marketing: The Art of
Branding. CV. Media Sains Indonesia.

Sivesan, S. (2013). Impact of Celebrity Endorsement on Brand Equity in Cosmetic
Product. International Journal of Advanced Research in Management and
Social Sciences, 2(4), 1-11.
https://www.researchgate.net/publication/267449177 Impact_Of Celebrity _
Endorsement_On_Brand_Equity In_Cosmetic_Product

Sugiyono. (2014). Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif, dan
R&D. Alfabeta.

Sugiyono, P. (2009). Metode Penelitian Pendidikan Kuantitatif, Kualitatif dan
R&D. CV ALFABETA.

Sugiyono, P. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta.

Tiago, M. T. P. M. B., & Verissimo, J. M. C. (2014). Digital marketing and social
media:  Why  bother?  Business  Horizons, 57(6), 703-708.
https://doi.org/10.1016/j.bushor.2014.07.002

Tjiptono, F. (2020). Strategi Pemasaran: Prinsip dan Penerapan. Andi Offset.

Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing (3rd ed.). SAGE
Publications Ltd.

Wandi Kurniadi. (2024). The Influence of Social Media Marketing on Purchasing
Decisions. Journal of Management, 3(1), 94-97.

Weinberg, T. (2009). The New Community Rules: Marketing On The Social Web
(C. Wheeler). O’Reilly Media, Inc.

Widana, I. W., & Muliani, P. L. (2020). Uji Persyaratan Analisis. Klik Media.

Widodo, A., & Yusiana, R. (2023). Pengaruh Kualitas Produk Terhadap Keputusan
Pembelian Dengan Usia Sebagai Moderator. EKOMBIS REVIEW: Jurnal
lImiah Ekonomi Dan Bisnis, 11(2), 1041-1050.
https://doi.org/10.37676/ekombis.v11i1.2870

Zulfikar, A. R., & Mikhriani. (2017). Pengaruh Social Media Marketing terhadap
Brand Trust pada Followers Instagram Dompet Dhuafa Cabang Yogyakarta.
Jurnal Manajemen Dan Administrasi Islam, 1(2), 279-294.



