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ABSTRACT 

Labibah Izzati Firdaus (20042010258), Influence of Social Media Marketing, 

Brand Image, and Brand Trust on Brand Loyalty for Skintific Products (Study 

on TikTok Followers @skintific_id). 

 

The rapid development of information technology in the current digital era 

requires business actors to follow these developments in order to compete 

effectively with other companies. Due to the high competition in the beauty industry, 

it is important to research what influences consumers to be loyal to a brand (brand 

loyalty). This research aims to identify and determine the influence of social media 

marketing, brand image and brand trust on brand loyalty for skintific products 

(Study on TikTok Followers @skintific_id). This research method is quantitative, 

using a questionnaire distributed to 150 respondents. The population in this study 

were TikTok users who followed the @skintific_id account using the purposives 

sampling method. The data analysis method used is multiple linear regression. The 

results of this research are 1) Social media marketing, brand image, and brand 

trust simultaneously influence brand loyalty for skintific products. 2) Social media 

marketing partially has a positive and significant effect on brand loyalty for s 

skintific products. 3) Brand Image partially has a positive and significant effect on 

brand loyalty of skintific products. 4) Brand trust partially has a positive and 

significant effect on brand loyalty for skintific products.  

Keywords: Social Media Marketing, Brand Image, Brand Trust, Brand Loyalty, 

Skintific 
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ABSTRAK 

Labibah Izzati Firdaus (20042010258), Pengaruh Social Media Marketing, 

Brand Image, dan Brand Trust Terhadap Brand Loyalty Produk Skintifc (Studi 

Pada Followers Tiktok @skintifc_id). 

Perkembangan teknologi informasi yang pesat di era digital saat ini 

mengharuskan para pelaku usaha untuk mengikuti perkembangan tersebut agar 

dapat bersaing secara efektif dengan perusahaan lain. Sehubungan dengan adanya 

persaingan industri kecantikan yang tinggi, maka penting untuk meneliti apa saja 

yang mempengaruhi konsumen untuk dapat loyal terhadap suatu merek (brand 

loyalty). Penelitiansini bertujuansuntuk mengidentifikasi dan mengetahui 

Pengaruh Social Media Marketing, Brand Image, dan Brand Trust Terhadap Brand 

Loyalty Produk Skintific (Studi Pada Followers Tiktok @skintific_id). Metode 

penelitian ini bersifat kuantitatif, menggunakan kuesioner yang disebarkan kepada 

150 responden. Populasi pada penelitian ini adalah pengguna tiktok yang 

mengikuti akun @skintific_id dengan metode purposivessampling. Metode 

analisis data yang digunakan adalah regresi linear berganda. Hasil penelitian ini 

adalah 1) Social media marketing, brand image, dan brand trust berpengaruh 

secara simultan terhadap brand loyalty produk skintific. 2) Social media marketing 

secara parsial berpengaruh positif dan signifikan terhadap brand loyalty produk 

skintific. 3) Brand image secara parsial berpengaruh positif dan signifikan terhadap 

brand loyalty produk skintific. 4) Brand trust secara parsial berpengaruh positif 

dan signifikan terhadap brand loyalty produk skintific. 

Kata kunci: Social Media Marketing, Brand Image, Brand Trust, Brand Loyalty, 

Skintific 
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