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ABSTRAKSI

Perkembangan media sosial telah menjadikan influencer marketing sebagai salah
satu strategi komunikasi pemasaran yang banyak digunakan dalam industri
kecantikan. TikTok memungkinkan influencer menyampaikan ulasan produk
melalui konten visual, interaktif, dan mudah diakses. Namun, munculnya
endorsement berbayar, klaim produk yang berlebihan, dan ulasan yang belum tentu
mencerminkan pengalaman nyata dapat menimbulkan keraguan konsumen
terhadap informasi yang disampaikan. Penelitian ini bertujuan untuk mengetahui
pengaruh influencer marketing Tasya Farasya di TikTok terhadap kepercayaan
konsumen pada produk kecantikan. Penelitian ini menggunakan pendekatan
kuantitatif dengan jenis penelitian eksplanatif. Populasi penelitian mencakup
pengikut aktif akun TikTok Tasya Farasya yang pernah melihat konten kecantikan
serta pernah membeli produk kecantikan yang diulas atau dipromosikan. Sampel
penelitian berjumlah 100 responden yang dipilih menggunakan teknik purposive
sampling. Data dikumpulkan melalui kuesioner daring dengan skala Likert.
Variabel influencer marketing diukur melalui kredibilitas influencer, pengaruh
sosial, kepercayaan konsumen terhadap merek, partisipasi audiens dalam
kampanye, dan daya persuasif konten. Sementara itu, kepercayaan konsumen
diukur melalui kejujuran sumber, kompetensi sumber, integritas, niat baik,
keandalan, dan pengalaman. Analisis data menggunakan uji validitas, uji
reliabilitas, uji normalitas, regresi linear sederhana, uji t, uji F, dan koefisien
determinasi. Hasil penelitian menunjukkan bahwa influencer marketing Tasya
Farasya di TikTok berpengaruh positif dan signifikan terhadap kepercayaan
konsumen pada produk kecantikan. Nilai koefisien regresi sebesar 0,673 dan nilai
signifikansi kurang dari 0,001 menunjukkan bahwa semakin baik konten influencer
Tasya Farasya, semakin tinggi kepercayaan konsumen. Nilai R Square sebesar
0,601 menunjukkan bahwa influencer marketing mampu menjelaskan kepercayaan
konsumen sebesar 60,1%, sedangkan 39,9% dipengaruhi oleh faktor lain di luar
penelitian. Temuan ini menegaskan bahwa kredibilitas influencer, pengaruh sosial,
kepercayaan konsumen terhadap merek, partisipasi audiens dalam kampanye, dan
daya persuasif konten menjadi faktor penting dalam membentuk kepercayaan
konsumen pada produk kecantikan di TikTok.

Kata kunci: Influencer Marketing, Tiktok, Kepercayaan Konsumen, Produk
Kecantikan
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ABSTRACT

The development of social media has made influencer marketing one of the most
widely used marketing communication strategies in the beauty industry. TikTok
enables influencers to deliver product reviews through visual, interactive, and
easily accessible content. However, paid endorsements, exaggerated product
claims, and reviews that do not necessarily reflect actual experiences may raise
consumer doubts about the information presented. This study aims to examine the
effect of Tasya Farasya’s influencer marketing on TikTok on consumer trust in
beauty products. This study employed a quantitative approach with an explanatory
research design. The population consisted of active followers of Tasya Farasya'’s
TikTok account who had viewed beauty-related content and purchased beauty
products reviewed or promoted by her. A total of 100 respondents were selected
using purposive sampling. Data were collected through an online questionnaire
using a Likert scale. The influencer marketing variable was measured through
influencer credibility, social influence, consumer trust in the brand, audience
participation in campaigns, and persuasive content. Consumer trust was measured
through source honesty, source competence, integrity, benevolence, reliability, and
experience. Data were analyzed using validity testing, reliability testing, normality
testing, simple linear regression, t-test, F-test, and the coefficient of determination.
The results indicate that Tasya Farasya’s influencer marketing on TikTok has a
positive and significant effect on consumer trust in beauty products. The regression
coefficient of 0.673 and a significance value of less than 0.001 indicate that better
influencer content leads to higher consumer trust. The R Square value of 0.601
shows that influencer marketing explains 60.1% of the variation in consumer trust,
while the remaining 39.9% is influenced by factors outside this study. These
findings confirm that influencer credibility, social influence, consumer trust in the
brand, audience participation in campaigns, and persuasive content are important
factors in shaping consumer trust in beauty products on TikTok.

Keywords: Influencer Marketing, Tiktok, Consumer Trust, Beauty Products
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