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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh social media 

marketing (SMM) terhadap niat beli konsumen (PI) produk perawatan kulit The 

Originote dengan menggunakan brand trust (BT) dan brand engagement (BE) 

sebagai variabel mediasi. Penelitian ini menggunakan pendekatan kuantitatif 

dengan desain penelitian eksplanatori untuk menjelaskan hubungan dan pengaruh 

antara variabel terikat dan bebas dengan menguji hipotesis yang telah dirumuskan. 

Pengumpulan data dilakukan melalui survei terhadap 180 responden melalui survei 

online sebagai sumber data primer, dan survei dilakukan oleh pengguna social 

media di Surakarta yang mengetahui atau familiar dengan produk skincare The 

Originote. Selain itu, teknik analisis data Partial Least Square (PLS) digunakan 

dalam proses perhitungan menggunakan software SmartPLS 4.0. Hasil penelitian 

menunjukkan bahwa aktivitas pemasaran media sosial berpengaruh positif 

signifikan terhadap niat beli dan kepercayaan merek serta keterlibatan merek dapat 

memperkuat pengaruh masing-masing variabel terhadap niat beli konsumen. 

 

Kata kunci: Pemasaran Media Sosial, Kepercayaan Merek, Keterlibatan Merek, 

Niat Beli, Perawatan Kulit, The Originote.  
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ABSTRACT 

This study aims to investigate the influence of social media marketing 

(SMM) on consumer’s purchase intentions (PI) of The Originote skincare products 

using brand trust (BT) and brand engagement (BE) as mediating variables. This 

study uses a quantitative approach with an explanatory research design to explain 

the relationship and influence between dependent and independent variables by 

testing the formulated hypotheses. Data collection was carried out through a survey 

of 180 respondents through an online survey as the primary data source, and the 

survey was conducted by social media users in Surakarta who know or are familiar 

with The Originote skincare products. It has been distributed. Additionally, Partial 

Least Square (PLS) data analysis techniques are used in the calculation process 

using SmartPLS 4.0 software. The results showed that social media marketing 

activities had a significant positive effect on purchase intention and brand trust and 

brand engagement could strengthen the influence of each variable on consumer’s 

purchase intention. 

 

Keyword: Social Media Marketing Activities, Brand Trust, Brand Engagement, 

Purchase Intention, Skincare, The Originote. 

 

  


