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ABSTRAK 

 

 

PERAN BRAND TRUST PADA PENGARUH BEAUTY VLOGGER DAN BRAND 

ASSOCIATION TERHADAP PURCHASE DECISION  PRODUK 

MAKEOVER DI JABODETABEK  

Oleh : 

 

SHAKILAH PUSPITA DEWI 

NPM : 203402516077 

 
 

Tugas akhir dibawah bimbingan bapak Dr.Elwisam, S.E., M.M. 

 

 
Penelitian ini bertujuan menganalisis peran Brand Trust dalam memediasi pengaruh 

Beauty Vlogger dan Brand Association terhadap keputusan pembelian produk Make 

Over di Jabodetabek. Data yang digunakan yaitu Data primer yang dikumpulkan 

melalui G-form dari 109 responden yang merupakan pengguna produk Make Over 

dan pengikut akun @ohmybeautybank di media sosial X.  Metode Purposive 

Sampling digunakan untuk memilih responden yang relevan, dan analisis dilakukan 

menggunakan SEM dengan aplikasi WarpPLS 7.0. Hasil penelitian menunjukkan 

bahwa Beauty Vlogger dan Brand Association berpengaruh positif dan signifikan 

terhadap keputusan pembelian. Brand Trust juga terbukti memiliki pengaruh 

signifikan dan berperan sebagai mediasi dalam hubungan ini. Pengaruh terbesar 

ditemukan pada hubungan Brand Association terhadap Brand Trust, dengan 

koefisien 0.765, yang menunjukkan pengaruh tinggi dan signifikan. Penelitian ini 

menegaskan pentingnya Brand Association dalam meningkatkan Brand Trust, yang 

kemudian memperkuat keputusan pembelian. Disarankan agar penelitian 

selanjutnya mempertimbangkan variabel tambahan seperti loyalitas merek dan 

pengalaman konsumen, serta mengeksplorasi platform media sosial lainnya untuk 

mendapatkan wawasan lebih mendalam. 

 
Kata Kunci: Beauty vlogger, brand association, brand trust, dan purchase decision 
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ABSTRACT 

 

THE ROLE OF BRAND TRUST ON THE INFLUENCE OF BEAUTY VLOGGER 

AND BRAND ASSOCIATION ON PURCHASE DECISION OF MAKEOVER 

PRODUCTS IN JABODETABEK 

 

 
By: 

 
 

SHAKILAH PUSPITA DEWI  

NPM: 203402516077 

 
Final project under the guidance of Dr. Elwisam, S.E., M.M. 

 

This study aims to analyze the role of Brand Trust in mediating the influence 

of Beauty Vlogger and Brand Association on purchasing decisions for Make 

Over products in Jabodetabek. The data used is primary data collected 

through the G-form from 109 respondents who are Make Over product users 

and followers of the @ohmybeautybank account on X social media.  Purposive 

sampling method was used to select relevant respondents, and the analysis 

was conducted using SEM with the WarpPLS 7.0 application. The results 

showed that Beauty Vlogger and Brand Association have a positive and 

significant effect on purchasing decisions. Brand Trust was also shown to 

have a significant influence and act as a mediator in this relationship. The 

greatest influence was found in the relationship between Brand Association 

and Brand Trust, with a coefficient of 0.765, which indicates a high and 

significant influence. This study confirms the importance of Brand Association 

in increasing Brand Trust, which then strengthens purchasing decisions. It is 

recommended that future research consider additional variables such as 

brand loyalty and consumer experience, as well as explore other social media 

platforms to gain deeper insights. 

Keywords: Beauty vlogger, brand association, brand trust, and purchase decision  
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