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Penelitian ini bertujuan untuk mengetahui: (1) peran brand trust dalam memediasi 

pengaruh social media marketing terhadap purchase intention konsumen Generasi 

Z pada skincare Skintific, (2) peran brand trust dalam memediasi pengaruh 

celebrity endorsement terhadap purchase intention konsumen Generasi Z pada 

skincare Skintific dan (3) peran brand trust dalam memediasi pengaruh electronic 

word of mouth (E-WOM) terhadap purchase intention konsumen Generasi Z pada 

skincare Skintific. Populasi dalam penelitian ini adalah konsumen Generasi Z yang 

berminat membeli produk Skintific. Sampel dalam penelitian ini adalah konsumen 

Generasi Z yang lahir pada tahun 1997 – 2012 (berusia 28 – 13 tahun), sudah 

mengikuti minimal satu akun milik Skintific, pernah melihat atau mengetahui 

celebrity endorsement yang memasarkan produk Skintific dan pernah melihat atau 

membaca ulasan produk Skintific secara electronic word of mouth (E-WOM) 

melalui internet. Jumlah sampel dalam penelitian ini sebanyak 100 responden. Data 

yang diperoleh dianalisis dengan teknik model PLS (Partial Least Square) 

menggunakan SmartPLS 4.1. Hasil penelitian ini menunjukkan bahwa: (1) peran 

brand trust memediasi penuh pengaruh social media marketing terhadap purchase 

intention, (2) peran brand trust memediasi penuh pengaruh celebrity endorsement 

terhadap purchase intention dan (3) peran brand trust tidak memediasi pengaruh 

electronic word of mouth (E-WOM) terhadap purchase intention. 
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This study aims to determine: (1) the role of brand trust in mediating the influence 

of social media marketing on the purchase intention of Generation Z consumers for 

Skintific skincare, (2) The role of brand trust in mediating the influence of celebrity 

endorsement on the purchase intention of Generation Z consumers on Skintific 

skincare and (3) The role of brand trust in mediating the influence of electronic 

word of mouth (E-WOM) on the purchase intention of Generation Z consumers on 

Skintific skincare. The population in this study is Generation Z consumers who are 

interested in purchasing Skintific products. The sample in this study were 

Generation Z consumers who were born in 1997 – 2012 (aged 28 – 13 years), had 

followed at least one Skintific account, had seen or known about celebrity 

endorsements marketing Skintific products and had seen or read reviews of Skintific 

products via electronic word of mouth (E-WOM) on the internet. The number of 

samples in this study was 100 respondents. The data obtained were analyzed using 

the PLS (Partial Least Square) model technique using SmartPLS 4.1. The results of 

this study indicate that: (1) The role of brand trust fully mediates the influence of 

social media marketing on purchase intention, (2) The role of brand trust fully 

mediates the influence of celebrity endorsement on purchase intention and (3) The 

role of brand trust does not mediate the influence of electronic word of mouth (E-

WOM) on purchase intention. 
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