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ABSTRAK 

 

FATMA KHOIRUNISA, 22042010266, PENGARUH CITRA MEREK, 

KUALITAS PRODUK, DAN INFLUENCER MARKETING TERHADAP 

BRAND TRUST LAFIYE 

 

Penelitian ini dilatarbelakangi oleh pergeseran yang pesat menuju digital 

marketing di Indonesia yang secara signifikan memengaruhi perilaku konsumen 

terhadap merek fesyen lokal, serta semakin berkembangnya peran influencer dan 

endorsement dalam aktivitas pemasaran. Pengaruh citra merek, kualitas produk, dan 

influencer marketing dianalisis dalam penelitian ini untuk mengetahui pengaruhnya 

terhadap brand trust tanpa melibatkan variabel tambahan. Penelitian ini memberikan 

kontribusi praktis bagi merek fesyen lokal, khususnya Lafiye, dalam menyusun 

strategi digital marketing yang efektif melalui penguatan citra merek, peningkatan 

kualitas produk, dan optimalisasi influencer marketing guna meningkatkan 

kepercayaan konsumen terhadap merek. Penelitian ini menggunakan pendekatan 

kuantitatif asosiatif. Setelah proses pengumpulan data dilakukan, analisis statistik 

diinterpretasikan menggunakan SPSS. Sampel penelitian terdiri dari 150 konsumen 

Lafiye yang dipilih menggunakan teknik non-probability sampling, khususnya 

purposive sampling. Pengumpulan data dilakukan melalui penyebaran kuesioner 

dengan pengukuran menggunakan skala Likert 5 poin. Hasil penelitian menunjukkan 

bahwa citra merek, kualitas produk, dan influencer marketing secara simultan 

berpengaruh terhadap brand trust. Selain itu, brand trust juga terbukti dipengaruhi 

secara positif dan signifikan oleh masing-masing variabel secara parsial. Temuan ini 

menunjukkan bahwa kepercayaan konsumen dapat ditingkatkan melalui penguatan 

identitas merek, peningkatan kualitas produk yang unggul, serta pemanfaatan 

influencer secara strategis. 

 

Kata Kunci: Citra Merek, Kualitas Produk, Influencer Marketing, Brand Trust, 

Fesyen Lokal. 
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ABSTRACT 

 

FATMA KHOIRUNISA, 22042010266, THE EFFECTS OF BRAND IMAGE, 

PRODUCT QUALITY, AND INFLUENCER MARKETING ON BRAND 

TRUST IN LAFIYE 

 

This study was motivated by the rapid shift toward digital marketing in 

Indonesia, which has significantly influenced consumer behavior toward local fashion 

brands, as well as the growing role of influencers and endorsements in marketing 

activities. The influence of brand image, product quality, and influencer marketing is 

explored in this study to determine their effects on Brand Trust without involving 

additional variables. This research provides practical contributions for local fashion 

brands, particularly Lafiye, in developing effective digital marketing strategies 

through strengthening brand image, improving product quality, and optimizing 

influencer marketing to enhance consumer trust in the brand. This study employed an 

associative quantitative approach, following data collection, SPSS was utilized for 

statistical interpretation. The sample set included 150 Lafiye consumers selected 

through a non-probability procedures, specifically purposive sampling. A 

questionnaire based approach was utilized for data acquisition, measured by a 5-point 

Likert scale. The results indicate that Brand Image, Product Quality, and Influencer 

Marketing simultaneously influence Brand Trust. Moreover, Brand Trust is shown to 

be positively and significantly influenced by each individual variable. Such evidence 

suggests that consumer reliance can be heightened through the enhancement of brand 

identity, superior product quality, and the strategic utilization of influencers. 

 

Keywords: Brand Image, Product Quality, Influencer Marketing, Brand Trust, Local 

Fashion 

 

 

 

 

 

 

 


