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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Social Commerce Ads dan
Influencer Marketing terhadap minat beli produk skincare merek Skintific pada
Generasi Z di Kota Malang dengan Trust sebagai variabel mediasi. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode survei. Pengumpulan data
dilakukan melalui penyebaran kuesioner kepada responden yang memenuhi
kriteria sebagai Generasi Z di Kota Malang serta mengetahui atau pernah melihat
pemasaran produk Skintific melalui platform TikTok. Data penelitian dianalisis
menggunakan metode Structural Equation Modeling—Partial Least Square (SEM-
PLS) untuk menguji pengaruh langsung maupun tidak langsung antarvariabel
penelitian.

Hasil penelitian menunjukkan bahwa Social Commerce Ads tidak berpengaruh
signifikan terhadap minat beli produk skincare merek Skintific pada Generasi Z di
Kota Malang. Selain itu, Influencer Marketing juga tidak berpengaruh signifikan
secara langsung terhadap minat beli. Temuan tersebut menunjukkan bahwa
paparan social commerce ads maupun rekomendasi influencer belum cukup
secara langsung membentuk keputusan konsumen untuk memiliki minat beli.
Selanjutnya, hasil penelitian menunjukkan bahwa Trust berpengaruh positif dan
signifikan terhadap minat beli, yang menunjukkan bahwa kepercayaan konsumen
terhadap kualitas, kredibilitas, dan kemampuan merek dalam memenuhi harapan
konsumen menjadi faktor penting dalam mendorong minat pembelian.

Pengujian efek mediasi menunjukkan bahwa Trust mampu memediasi pengaruh
Social Commerce Ads terhadap minat beli serta mampu memediasi pengaruh
Influencer Marketing terhadap minat beli. Temuan ini menunjukkan bahwa
aktivitas pemasaran digital melalui TikTok akan lebih efektif apabila mampu
membangun kepercayaan konsumen terlebih dahulu sebelum mendorong
terbentuknya minat beli. Dengan demikian, Trust memiliki peran penting sebagai
mekanisme penghubung antara strategi pemasaran digital dan perilaku konsumen
Generasi Z terhadap produk skincare Skintific di Kota Malang.

Kata kunci: Social Commerce Ads, Influencer Marketing, Trust, Minat Beli,
Skintific, Generasi Z.
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ABSTRACT

This study aims to analyze the influence of Social Commerce Ads and Influencer
Marketing on purchase intention toward Skintific skincare products among
Generation Z in Malang City, with Trust as a mediating variable. This study
employed a quantitative approach using a survey method. Data were collected
through questionnaires distributed to respondents who met the criteria as
Generation Z in Malang City and were aware of or had been exposed to Skintific
product marketing through the TikTok platform. The data were analyzed using
Structural Equation Modeling—Partial Least Square (SEM-PLS) to examine both
direct and indirect relationships among the research variables.

The results show that Social Commerce Ads do not have a significant direct effect
on purchase intention toward Skintific skincare products among Generation Z in
Malang City. Furthermore, Influencer Marketing also does not have a significant
direct effect on purchase intention. These findings indicate that exposure to social
commerce advertisements and influencer recommendations alone is not sufficient
to directly generate consumers’ purchase intention. Furthermore, the results show
that Trust has a positive and significant effect on purchase intention, indicating
that consumers’ confidence in product quality, brand credibility, and the ability of
the brand to meet consumer expectations plays an important role in encouraging
purchase intention.

The mediation analysis reveals that Trust mediates the relationship between
Social Commerce Ads and purchase intention, as well as the relationship between
Influencer Marketing and purchase intention. These findings indicate that digital
marketing activities through TikTok become more effective when they are able to
build consumer trust before encouraging purchase intention. Therefore, Trust
plays an important role as a mechanism that links digital marketing strategies
with consumer behavior toward Skintific skincare products among Generation Z
in Malang City.

Keywords: Social Commerce Ads, Influencer Marketing, Trust, Purchase

Intention, Skintific, Generation
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