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ABSTRAK

Perkembangan media sosial telah mendorong perubahan strategi
pemasaran di industri skincare, salah satunya melalui penerapan viral marketing
di TikTok. Glad2Glow sebagai salah satu brand skincare yang viral di TikTok
berhasil menarik perhatian konsumen melalui konten edukatif, ulasan content
creator, serta tren seperti Get Ready With Me dan A Day in My Life. Viralitas
tersebut tidak hanya meningkatkan eksposur brand, tetapi juga berpotensi
membentuk kepercayaan konsumen terhadap brand. Fenomena ini menjadi latar
belakang penelitian yang bertujuan untuk menguji pengaruh viral marketing
terhadap brand trust pada skincare Glad2Glow di platform TikTok. Penelitian ini
menggunakan Elaboration Likelihood Model (ELM) yang menjelaskan bahwa
audiens memproses pesan melalui jalur sentral maupun jalur periferal sehingga
memengaruhi pembentukan sikap dan kepercayaan terhadap suatu brand. Metode
penelitian yang digunakan adalah kuantitatif eksplanatif dengan instrumen berupa
kuesioner yang disebarkan secara daring kepada 100 responden pengguna TikTok
berusia 13-27 tahun yang pernah melihat konten viral Glad2Glow dan
menggunakan produknya. Data dianalisis melalui uji validitas, reliabilitas, uji
asumsi klasik, uji t, koefisien determinasi, dan analisis regresi linear sederhana
menggunakan SPSS. Hasil penelitian menunjukkan bahwa viral marketing
TikTok berpengaruh positif dan signifikan terhadap brand trust pada skincare
Glad2Glow. Variabel viral marketing mampu menjelaskan sebesar 80,3% variasi
brand trust, sedangkan sisanya dipengaruhi oleh faktor lain di luar penelitian.
Indikator usefulness menjadi yang paling dominan, diikuti oleh credibility dan
usefulness. Temuan ini menegaskan bahwa semakin informatif, bermanfaat, dan
kredibel konten viral yang disampaikan melalui TikTok, maka semakin tinggi
tingkat kepercayaan konsumen terhadap brand Glad2Glow.

Kata Kunci: Viral Marketing, Brand Trust, TikTok, Glad2Glow
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ABSTRACT

The rapid growth of social media has transformed marketing strategies in
the skincare industry, one of which is the implementation of viral marketing on
TikTok. Glad2Glow, as one of the skincare brands that gained widespread
popularity on TikTok, has successfully attracted consumers through educational
content, content creator reviews, and trending formats such as Get Ready With
Me and A Day in My Life. This virality has not only increased the brand's
exposure but has also contributed to building consumers' trust in the brand. This
phenomenon serves as the background of this study, which aims to examine the
effect of TikTok viral marketing on brand trust toward Glad2Glow skincare
products. This study employs the Elaboration Likelihood Model (ELM), which
explains that audiences process persuasive messages through both the central and
peripheral routes, influencing the formation of attitudes and trust toward a brand.
An explanatory quantitative approach was adopted using an online questionnaire
distributed to 100 TikTok users aged 13-27 who had watched viral Glad2Glow
content, purchased, and used the products. The collected data were analyzed
using validity and reliability tests, classical assumption tests, the t-test, the
coefficient of determination, and simple linear regression analysis with SPSS. The
results indicate that TikTok viral marketing has a positive and significant effect on
brand trust toward Glad2Glow skincare products. The viral marketing variable
explains 80.3% of the variance in brand trust, while the remaining 19.7% is
influenced by other factors outside the scope of this study. The usefulness
indicator emerged as the most dominant dimension, followed by credibility and
informativeness. These findings confirm that the more informative, useful, and
credible viral content disseminated through TikTok is, the higher consumers' level
of trust in the Glad2Glow brand.

Keywords: Viral Marketing, Brand Trust, TikTok, Glad2Glow
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