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ABSTRAK

Rizqi Aprilia Dara Puspita, 21042010096, Pengaruh Perceived Quality, Brand
Image, Dan Customer Experience Terhadap Brand Trust (Studi Pada
Konsumen Skintific Di Kota Surabaya)

Perkembangan pesat dalam industri kecantikan mencerminkan adanya perubahan
dalam perilaku konsumen. Dalam hal ini, perusahaan dan konsumen memiliki
hubungan yang saling berkaitan dalam membentuk kesuksesan sebuah merek.
Penelitian ini bertujuan untuk menganalisis pengaruh Perceived Quality, Brand
Image, dan Customer Experience terhadap Brand Trust pada produk Skintific.
Penelitian dilakukan melalui beberapa tahapan, yaitu pengumpulan data,
pengolahan data, dan analisis data secara statistik. Hasil uji simultan menunjukkan
bahwa ketiga variabel independen secara bersama-sama berpengaruh signifikan
terhadap Brand Trust, dengan nilai F sebesar 31,796 yang lebih besar dari nilai F-
tabel sebesar 3,091. Secara parsial, variabel Perceived Quality berpengaruh positif
dan signifikan terhadap Brand Trust, dengan nilai t sebesar 5,149 > t-tabel 1,983
dan tingkat signifikansi 0,000. Begitu pula dengan Brand Image yang menunjukkan
pengaruh positif dan signifikan secara parsial terhadap Brand Trust, dengan nilai t
sebesar 3,567 dan signifikansi 0,001. Namun, variabel Customer Experience tidak
menunjukkan pengaruh yang signifikan secara parsial terhadap Brand Trust,
dengan nilai t sebesar -0,270 < t-tabel 1,983 dan signifikansi 0,788. Hasil penelitian
ini menunjukkan bahwa Skintific perlu meningkatkan persepsi kualitas dan citra
merek guna membangun kepercayaan konsumen terhadap merek secara lebih
efektif.

Kata kunci: Perceived Quality, Brand Image, Customer Experience, Brand Trust,
Skintific



ABSTRACT

Rizqi Aprilia Dara Puspita, 21042010096, The Influence Of Perceived Quality,
Brand Image, And Customer Experience On Brand Trust (Study On Skintific
Consumers Skintific In The City Of Surabaya)

Significant escalation in the beauty industry implies a transition in someone's
behavior. Companies and consumers are believed to have an overlapping
relationship in the success of a brand. This research aims to analyze the influence
of Perceived Quality, Brand Image, and Customer Experience on Brand Trust for
Skintific products. The research was conducted through the stages of data
collection, data processing, and statistical data analysis. The results of the
simultaneous test show that the three independent variables together have a
significant effect on Brand Trust, with an F-value of 31.796, which is greater than
the F-table value of 3.091. Partially, the Perceived Quality variable has a positive
and significant effect on Brand Trust with a t-value of 5.149 > t-table 1.983 and a
significance level of 0.000. Similarly, Brand Image shows a positive and significant
partial effect on Brand Trust, with t-value 3.567 and significance 0.001. However,
the Customer Experience variable does not show a significant partial effect on
Brand Trust, with t-value -0.270 < t-table 1.983 and significance 0.788. The results
of this study indicate that Skintific needs to improve the perceived quality and brand
image in order to build brand trust more effectively

Keywords: Perceived Quality, Brand Image, Customer Experience, Brand Trust,
Skintific
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