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PENGARUH USER GENERATED CONTENT AVOSKIN
TERHADAP MINAT BELI MELALUI BRAND TRUST

DI INSTAGRAM
Oleh: Rekha Widya

ABSTRAK

Skincare sekarang ini banyak digemari, bahkan banyak brand-brand local
yang bermunculan dan menimbulkan banyak pesaing. Hal tersebut memicu
banyak brand skincare untuk melakukan promosi yang beragam dan dapat
menarik minat seseorang, seperti yang dilakukan Avoskin dengan
memanfaatkan Instagram sebagai media pemasaran, salah satu bentuk konten
yang digunakan ialah User Generated Content (UGC). UGC menjadi salah
satu bentuk komunikasi pemasaran yang dibuat oleh konsumen namun secara
tidak langsung dapat mempromosikan brand dengan baik karena berisi
informasi yang dapat dipercaya. UGC dibuat berdasarkan pengalaman
konsumen itu sendiri dan dibuat secara kreatif sehingga UGC ini dapat
dipercaya dan membuat produk lebih menarik. Penelitian ini ingin
mengetahui apakah UGC bisa mendorong kepercayaan merek bahkan
membuat seseorang minat untuk melakukan pembelian. Penelitian ini
bertujuan untuk mengetahui adakah pengaruh UGC terhadap Minat Beli dan
Brand Trust, serta ingin mengetahui apakah Brand Trust dapat menjadi
mediasi antara UGC terhadap Minat Beli. Penelitian ini menggunakan
pendekatan kuantitatif dengan sifat eksplanatif. Pengumpulan data dilakukan
dengan survei yang disebar secara daring dan mendapatkan 310 responden
yang mana pernah melihat UGC Avoskin di Instagram. Pengujian hipotesis
penelitian menggunakan model SEM. Hasil dari penelitian ini menunjukan
bahwa UGC berpengaruh langsung terhadap Brand Trust dan Minat Beli,
namun Brand Trust tidak memediasinya.

Kata kunci: Avoskin, Brand Trust, Minat Beli, User Generated Content
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THE EFFECT OF AVOSKIN USER GENERATED CONTENT
ON PURCHASE INTEREST THROUGH BRAND TRUST

ON INSTAGRAM
By: Rekha Widya

ABSTRACT

Skincare is now very popular, even many local brands have sprung up and
created many competitors. This has triggered many skincare brands to carry
out various promotions that can attract someone's interest, as Avoskin did by
using Instagram as a marketing medium, one form of content used is User
Generated Content (UGC). UGC is a form of marketing communication made
by consumers but can indirectly promote the brand well because it contains
reliable information. UGC is made based on the experience of consumers
themselves and creatively made so that UGC can be trusted and make
products more attractive. This study wants to find out whether UGC can
encourage brand trust and even make someone interested in making a
purchase. This study aims to determine whether there is an influence of UGC
on Buying Interest and Brand Trust, and to find out whether Brand Trust can
mediate between UGC and Buying Interest. This study uses a quantitative
approach with an explanatory nature. Data collection was carried out by
means of a survey that was distributed online and obtained 310 respondents
who had seen UGC Avoskin on Instagram. Testing the research hypothesis
using the SEM model. The results of this study indicate that UGC has a direct
effect on Brand Trust and Purchase Interest, but Brand Trust does not
mediate it.

Keywords: Avoskin, Brand Trust, Purchase Interest, User Generated
Content

Vii
Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara



DAFTAR ISI

HALAMAN JUDUL oottt e e e i
HALAMAN PERNYATAAN TIDAK PLAGIAT .....occviiiitieiee e ii
HALAMAN PENGESAHAN ....cooitiiiiiiiieise e sseneanes i
HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK
KEPENTINGAN AKADEMIS ..ottt WY
KATA PENGANTAR ..ottt sttt nnens %
ABSTRAK ..ot a e e ar e e e rreeanen Vi
= IS 2 X PR Vil
[N I B 1 ) PSSR viii
DAFTAR GAMBAR ...ttt e et e e s nnae e annaeeanneas Xi
DAFTAR TABEL ..ottt sttt ane e Xii
DAFTAR LAMPIRAN .......cotittieiet ettt sttt ssesa s sae e et ssenasnens Xiii
BAB | PENDAHULUAN .......cooititiiice sttt 1
1.1  Latar Belakang Penelitian ..........ccccoooiiiieiiiiiiiccecce e 1
1.2 RUMUSAN MaSAlAN .....cooiviiiiiiiiiie s 7
1.3 Pertanyaan Penelitian ..o 8
1.4 Tujuan PeNElTIAN.......coiiiiiiiieeeeee s 8
1.5  Kegunaan Penelitian. ... 8
151  Kegunaan AKadEMIS .........cooiriiiiiieiiiniese st 8
152  Kegunaan Praktis ........cccccoeiiiiiiiieieeie e sie e 8
1.6 Keterbatasan Penelitian ... 9
BAB || KERANGKA PEMIKIRAN ..ottt 10
2.1 Penelitian Terdahulu ..........coocoiiiiiiniiie s 10
2.2 Kerangka Teori dan KONSEP. ..ot 15
2.2.1  User Generated Content (UGC).......cccoeeiiniiininiiiccese e 15
2.2.2  Brand TIUSE ...ccuiiiiiieie et 17
2203 WMinat Beli W...... R 0.8 8 B0 ETN 18
R T o [10T0] (1] F R =T o USRS 19
2.4 " AIUr PenelitiaNu....ccieerrirceiireecesnessee e e85 e si5he e seesnn e e ssbesneedens 21
BAB Il METODE/METODOLOGI PENELITIAN......ccooieiiiiiiiee e, 22
viii

Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara



3.1 JeniS dan Sifat PeNEITIAN . ....... e eeeeeeeeeeeeees 22

3.2 Metode Penelitian (SUMVED).......cooeiieiiirie e 22
3.3 Populasi dan Sampel ... 23
3.4 Operasionalisasi Variabel..............ccccooveviiiiici e 25
3.4.1  Variabel Independen (X).....ccccoeiieiiiiieieeie e 25
3.4.2  Variabel Intervening (Z) .....ccccooevveeieiieieeie e 27
3.4.3  Variabel Dependen (Y) ..ot 28
3.5  Teknik Pengumpulan Data............ccooiiiieiiieiiniiisiseeeeee s 29
TR TS R B - - W o 1111 SRR 29
3.5.2 DAt SEKUNUET ......eivieiieiieiteeieeie st e e eie st sie e e e sreesaeenesneenes 29
3.6 Teknik Pengukuran Data (Uji Validitas dan Reliabilitas)...................... 29
3.6.1 UJi ValitditaS.....ccoveiieiieciecieeiiecie st 30
3.6.2  Uji REHADIlItaS ....oocveeiiciieciicie e 32
3.7 Teknik ANaliSis Data........cccoiiieiiiininieieie e 33
371 UJINOIMAIaS.......ceeiiiiieiieiecie et 33
3.7.2  UJE LINIEIITAS ...t 33
3.7.4  Uji MUItIKOIONIEIEAS. ....o.veiiiiiiiiiieieee e 34
3.7.5  Analisis Jalur (Path Analysis) dengan Model SEM........................ 34
376 UJE HIPOEESIS ..ot 35
BAB IV HASIL PENELITIAN DAN PEMBAHASAN.......cocoiiiieiene e, 36
4.1  Subjek dan Objek Penelitian ...........ccccccoviveiiiieiieie e 36
4.2 HaSil PENEIITIAN ....c.oovieiiiiiiiceeee s 37
4.2.1  Karakteristik RESPONAEN.........cccveiiiiieieieeir e 37
4.2.2  Variabel User Generated CONteNt ............cocvvvieierereiie e 40
4.2.3  Variabel Brand TrUSE........ccooviveiiiieieee e e 44
424  Variabel Minat Beli........ccooooviiiiii e 47
425  UJi NOrMAlItas. ......ccooooiiiiiiiiiicee e 51
426  Uji LINAIITAS i..eocvireerirririireetieeeten e sensresnnsressesstesseeestestensesessseesins 53
4.2.7  Uji HeteroskedastiSItas. .........cccveieeiiieiie i 54
4.2.8  Uji MUItIKOIINEANTTAS ......veeveeciiieiiec e 56
4.2.9  Hasil Analisis Jalur dengan Model SME ..............cccoiveiiiinci 57
4.29.1  Structural Equation Modeling (SEM)..........ccocvviiiieiiiiiieennn. 57

IX

Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara



4.2.9.2  Model Pengukuran (Measurement Model) ........ccccovvverirnnnnne 58

4.2.9.3  Model Struktural (Structural Measurement)...........ccccccevvenene. 59
4.2.9.4  Confirmatory Factor Analysis (CFA) .....cccoceiveriviiniiienennnne 59
4.2.9.5  Pemodelan Persamaan Struktural ............cccccooviiiiniiinininnnn, 62
4.2.00  Uji HIPOESIS ....veiveeieeieciie st esie et see st ee s sie e sbe e sne e 65
4.3 Pembanasan .........ccccooiiiiiiiiie s 66
BAB V KESIMPULAN DAN SARAN .....oootiiiiiienieiese et 71
5.1 SIMPUIAN.....ooiiiiii s 71
5.2 SAFAN ...t bbbt ab e nneas 72
5.2.1  Saran AKAGEMIS ...cceeiueiieiiieieeieseesieeeesreesie e ssee e eseesseesseenesneeneas 72
5.2.2  SAraN PraKLiS ....ccveiieieiie ettt 72
DAFTAR PUSTAKA ..ottt sttt st ne s e 73
LAMPIRAN ..ottt sttt st e sttt ne et et e e e beabe s eneabe e eneene st s 79
X

Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara



DAFTAR GAMBAR

Gambar 1.1 Pertumbuhan Kosmetik di INdONESIA ..........ccccovviiiiiiiiiicicciee 1
Gambar 1.2 Instagram @avoSKINDEAULY ...........c.eeieeierrieiieieeriesie e seesieenee e 2
Gambar 1.3 UGC AVOSKIN di INStAGram.........ccccverieieriinieniiisisieieseese s 5
Gambar 1.4 UGC Post Instagram AVOSKIN ..........cccooiiiiiiiiiiinieeee e 5
Gambar 1.5 UGC Post Instagram AVOSKIN ..........cccoiiiiiiiiniiinieeee e 6
Gambar 1.6 Post Avoskin di Instagram Membangun UGC............cccceecerininnnnne. 6
Gambar 2.1 Dimensi User Generated CONEN ..........cccovvriiiniieiicieiese e 17
Gambar 2.2 Kerangka Berpikir.........c.cooiiiiiiiiieiese e 21
Gambar 4.1 LOg0 AVOSKIN.......coiiiiiiiiiniisieieie s 36
Gambar 4.2 Karakteristik Respnden Berdasarkan Jenis Kelamin ............c...c....... 38
Gambar 4.3 Karakteristik Responden Berdasarkan Usia..........ccccoocvvvereiiieneenns 38
Gambar 4.4 Karakteristik Respnden Berdasarkan Domisili.............cccccceeveinennnns 39
Gambar 4.5 Karakteristik Responden Berdasarkan Penghasilan....................... 40
Gambar 4.6 Histogram Hasil Uji Normalitas ..............cccccoeveiiieiiiieieeicicceene 52
Gambar 4.7 P-Plot Hasil Uji NOrmalitas ............ccccceeiieiiiiieiieie e 52
Gambar 4.8 Scatterplot Hasil Uji HeteroskdastiSitas............ccoevvveveiverciiieieennns 55
Gambar 4.9 Model Diagram Jalur .........ccooioiiiieiiiieieece e 58
Gambar 4.10 Diagram JalUr ..........cccooiiiieiiiicceece e 63
Xi

Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara



DAFTAR TABEL

Tabel 1.1 Penelitian Terdahulu ...........ccooveiiiiiiii e
Tabel 2.1 Hipotesis PENEHItIAN .........ccooveiieiiiie e
Tabel 3.1 Perhitungan SampPel .........cccoviiiieiiiiieie e
Tabel 3.2 Operasional Variabel UGC ..........cccoiiiiiiiiiieiiie e
Tabel 3.3 Operasional Variabel TrUST.........ccooviiiiiiiie e
Tabel 3.4 Operasional Variabel Minat Beli ..........cccoocoiiiiiiiiiiieee e,
Tabel 3.5 SKOr SKala LIKEIt ...........cccoiiiieiiie e
Tabel 3.6 Hasil Pengolahan Uji Validasi ...........cccoooiiiiniiiniiiiencccscsee
Tabel 3.7 Hasil Uji Reabilitas Variabel UGC...........c.ccccoiviiiiieiine e
Tabel 3.8 Hasil Uji Reabilitas Brand TrUSE..........ccccoveiieenieeriniiereeie e
Tabel 3.9 Hasil Uji Reabilitas Minat Beli..........ccccooviiiiiiiiiieiiec e
Tabel 4.1 Jawaban Responden untuk Dimensi Informing...........cccccoovevveieinnne.
Tabel 4.2 Jawaban Kuesioner untuk Dimensi Co-Communicating......................
Tabel 4.3 Jawaban Responden untuk Co-Creating...........cccccevveevvevieiieseeriesnene.
Tabel 4.4 Jawaban Responden untuk Dimensi Pioneering..........cccccoevevvevveinnenne.
Tabel 4.5 Jawaban Responden untuk dimensi Benevolence.............c.ccccooevenenee.
Tabel 4.6 Jawaban Responden untuk Dimensi Integrity .........c.ccceeevvveiveviernenne.
Tabel 4.7 Jawaban Responden untuk Dimensi Competence ............c.ccccevevvernnenee.
Tabel 4.8 Jawaban Responden untuk Dimensi Minat Eksploratif......................
Tabel 4.9 Jawaban Responden untuk Dimensi Minat Preferensi .............c..........
Tabel 4.10 Jawaban Responden untuk Dimensi Minat Transaksional .................
Tabel 4.11 Jawaban Responden untuk Dimensi Minat Referensional .................
Tabel 4.12 Pengujian NOrmalitas...........ccooveieiiiiiiniiiseneeeeee e
Tabel 4.13 ANOVA Hasil Uji LINEAITEAS. ......ccevereriiiiriiinieieiesie e
Tabel 4.14 Uji HeteroSKedastiStas. ..........cueoverueiieereeieiieieeieseeseee e see e
Tabel 4.15 Hasil Uji MUlItIKOIINEANTTAS ..........coeiviiiiiiiiiiieieiece e
Tabel 4.16 Uji Kelayakan Model Pengukuran..............ccoccvervieninenenineneese e
Tabel 4.17 Confirmatory Factor ANalysis ...
Tabel 4.18 Standardized Regression WeIght ............ccoovviiriieieni i
Tabel 4.19 Uji HIPOTESIS ....c..oiveriiiiiiiiieeiieieie ettt

Xii
Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara



DAFTAR LAMPIRAN

LAMPIRAN 1 — Kuesioner Penelitian ...........ccccouvveiieiiiii i 80

LAMPIRAN 2 — HaSIl KUBSIONET .......veviiivriiee e s seiieie e eitie e sveee e eevaae e e snnen s 84

LAMPIRAN 3 - HaSH TUMITIN c.eeeiiiiiiiicc et svve e 136

LAMPIRAN 4 - Form Bimbingan SKIPSI.........coeieiirininiiieieienese s 137

LAMPIRAN 5 — CUrricUlum VIB.......ocoiiiiiiie ittt 139
Xiii

Pengaruh User Generated..., Rekha Widya, Univeristas Multimedia Nusantara





