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ABSTRAK 

HILMAN HIDAYAT. 20220510416. 2026. "PENGARUH CONTENT 

MARKETING, ELECTRONIC WORD OF MOUTH (E-WOM), DAN BRAND 

IMAGE TERHADAP MINAT BELI PRODUK SKINCARE SKINTIFIC 

MELALUI DIGITAL TRUST SEBAGAI VARIABEL MEDIASI (Studi Kasus 

Pengguna TikTokShop di Kabupaten Kuningan)". Skripsi. Program Studi 

Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Kuningan. 

Pembimbing I Dr. H. Ilham Akbar, S.E., M.Si. Pembimbing II Winda 

Oktaviani, S.E., M.M. 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing, 

electronic word of mouth (E-WOM), dan brand image terhadap minat beli produk 

skincare Skintific melalui TikTokShop di Kabupaten Kuningan dengan digital trust 

sebagai variabel mediasi. Sampel penelitian berjumlah 180 responden. Data 

dikumpulkan melalui kuesioner dengan skala semantik diferensial dan dianalisis 

menggunakan metode Partial Least Square-Structural Equation Modeling (PLS-

SEM). Hasil penelitian menunjukkan bahwa content marketing, E-WOM, dan 

brand image berpengaruh positif dan signifikan terhadap digital trust serta minat 

beli. Digital trust juga berpengaruh positif dan signifikan terhadap minat beli. Selain 

itu, digital trust terbukti mampu memediasi secara positif pengaruh content 

marketing, E-WOM, dan brand image terhadap minat beli. Temuan ini 

menunjukkan bahwa peningkatan kualitas pemasaran digital, citra merek, dan 

kepercayaan digital konsumen dapat mendorong minat beli produk skincare 

Skintific melalui TikTokShop. 

Kata Kunci: Content Marketing, Electronic Word of Mouth (E-WOM), Brand 

Image, Digital Trust, Minat Beli.  
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ABSTRACT 

HILMAN HIDAYAT. 20220510416. 2026. "THE EFFECT OF CONTENT 

MARKETING, ELECTRONIC WORD OF MOUTH (E-WOM), AND BRAND 

IMAGE ON PURCHASE INTENTION OF SKINCARE PRODUCT 

SKINTIFIC THROUGH DIGITAL TRUST AS A MEDIATING VARIABLE 

(Case Study of TikTok Shop Users in Kuningan Regency)". Undergraduate 

Thesis. Department of Management, Faculty of Economics and Business, 

Universitas Kuningan. Supervisor I Dr. H. Ilham Akbar, S.E., M.Si. Supervisor 

II Winda Oktaviani, S.E., M.M. 

This study aimed to analyze the influence of content marketing, electronic 

word of mouth (E-WOM), and brand image on the purchase intention of Skintific 

skincare products through TikTokShop in Kuningan Regency, with digital trust as a 

mediating variable. The study involved 180 respondents selected as the research 

sample. Data were collected through questionnaires using a semantic differential 

scale and were analyzed using the Partial Least Square–Structural Equation 

Modeling (PLS-SEM) method. The results showed that content marketing, E-WOM, 

and brand image had a positive and significant effect on digital trust and purchase 

intention. Digital trust also had a positive and significant effect on purchase 

intention. Furthermore, digital trust was found to positively mediate the effects of 

content marketing, E-WOM, and brand image on purchase intention. These findings 

indicated that improving digital marketing quality, brand image, and consumers’ 

digital trust could increase the purchase intention of Skintific skincare products 

through TikTokShop. 

 

Keywords: Content Marketing, Electronic Word of Mouth (E-WOM), Brand Image, 

Digital Trust, Purchase Intention. 
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