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ABSTRAK 

Penelitian ini menganalisis pengaruh Brand Equity dan Brand Love terhadap Brand 

Trust melalui Social Media Marketing sebagai variabel intervening pada produk 

perawatan kulit Somethinc, studi dilakukan pada followers instagram 

@beliacosmetic. Dengan menggunakan metode kuantitatif dan teknik purposive 

sampling, penelitian ini melibatkan 144 responden. Berdasarkan teknik analisis 

data uji validitas, uji reliabilitas, uji asumsi klasik, dan uji hipotesis dengan 

menggunakan analisis jalur dan analisis uji sobel dengan bantuan program 

pengolahan data menggunakan SPSS untuk windows versi 24. Hasil penelitian ini 

adalah 1) Brand Equity berpengaruh positif namun tidak signifikan terhadap Brand 

Trust produk Somethinc 2) Brand Love memiliki pengaruh negatif dan tidak 

signifikan terhadap Brand Trust produk Somethinc 3) Brand Equity memiliki 

pengaruh positif dan signifikan terhadap Social Media Marketing produk 

Somethinc 4) Brand Love memiliki pengaruh positif dan signifikan terhadap Social 

Media Marketing produk Somethinc 5) Social Media Marketing memiliki pengaruh 

positif dan signifikan terhadap Brand Trust melalui Social Media Marketing produk 

Somethinc 6) Brand Equity memiliki pengaruh negatif dan tidak signifikan 

terhadap Brand Trust produk Somethinc 7) Brand Love memiliki pengaruh positif 

dan signifikan terhadap Brand Trust  melalui Social Media Marketing produk 

Somethinc. 

Kata Kunci: Brand Equity, Brand Love, Brand Trust, Social Media Marketing 
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ABSTRACT 

This research analyzes the influence of Brand Equity and Brand Love on Brand 

Trust through Social Media Marketing as an intervening variable in Somethinc skin 

care products. The study was conducted on Instagram followers @beliacosmetic. 

Using quantitative methods and purposive sampling techniques, this research 

involved 144 respondents. Based on data analysis techniques, validity testing, 

reliability testing, classical assumption testing, and hypothesis testing using path 

analysis and Sobel test analysis with the help of a data processing program using 

SPSS for Windows version 24. The results of this research are 1) Brand Equity has 

a positive but not significant effect on Brand Trust of Somethinc products 2) Brand 

Love has a negative and insignificant influence on Brand Trust of Somethinc 

products 3) Brand Equity has a positive and significant influence on Social Media 

Marketing of Somethinc products 4) Brand Love has a positive and significant 

influence on Social Media Marketing of Somethinc products 5) Social Media 

Marketing has a positive and significant influence on Brand Trust through Social 

Media Marketing of Somethinc products 6) Brand Equity has a negative and 

insignificant influence on Brand Trust of Somethinc products 7) Brand Love has a 

positive and significant influence on Brand Trust through Social Media Marketing 

Somethinc products. 

Keywords: Brand Equity, Brand Love, Brand Trust, Social Media Marketing 
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