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Penelitian ini bertujuan untuk mengetahui: 1) Pengaruh secara simultan brand love,
trustworthiness, dan user generated content terhadap minat beli konsumen produk
skincare Skintific, 2) Pengaruh secara parsial brand love terhadap minat beli
konsumen produk skincare Skintific, 3) Pengaruh secara parsial trustworthiness
terhadap minat beli konsumen produk skincare Skintific, 4) Pengaruh secara parsial
user generated content terhadap minat beli konsumen produk skincare Skintific.
Jenis penelitian yang digunakan adalah asosiatif dengan pendekatan kuantitatif.
Populasi dalam penelitian ini adalah konsumen produk skincare Skintific dengan
jumlah sampel sebanyak 96 responden. Teknik pengambilan sampel yang
digunakan adalah purposive sampling. Teknik analisis data dalam penelitian ini
adalah analisis deskriptif dan analisis regresi linear berganda dengan menggunakan
program SPSS 20. Hasil penelitian ini menunjukkan bahwa: 1) Brand love,
trustworthiness, dan user generated content secara simultan berpengaruh terhadap
minat beli konsumen produk skincare Skintific, 2) Brand love secara parsial
berpengaruh terhadap minat beli konsumen produk skincare Skintific, 3)
Trustworthiness secara parsial tidak berpengaruh terhadap minat beli konsumen
produk skincare Skintific, 4) User generated content secara parsial tidak
berpengaruh terhadap minat beli konsumen produk skincare Skintific.

Kata kunci: Brand Love, Trustworthiness, User Generated Content, dan Minat
Beli.
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This research aims to determine: 1) The simultaneous influence of brand love,
trustworthiness, and user generated content on consumers buying interest in
Skintific skincare products, 2) The partial influence of brand love on consumers
buying interest in Skintific skincare products, 3) The partial influence of
trustworthiness on consumers buying interest in Skintific skincare products, 4) The
partial influence of user generated content on consumers buying interest in Skintific
skincare products. The type of research used is associative with a quantitative
approach. The population in this study were consumers of Skintific skincare
products with a sample size of 96 respondents. The sampling technique used was
purposive sampling. The data analysis technique in this research is descriptive
analysis and multiple linear regression analysis using the SPSS 20 program. The
results of this research show that: 1) Brand love, trustworthiness, and user generated
content simultaneously influenced consumer buying interest of Skintific skincare
products, 2) Brand love partially influences consumer buying interest Skintific
skincare products, 3) Trustworthiness partially did not influence consumers buying
interest of Skintific skincare products, 4) User Generated Content partially did not
influence consumers buying interest of Skintific skincare products.
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