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Membangun Kepercayaan di Pasar Kosmetik yang Skeptis: Peran
Mediasi Brand Image antara Ethical Brand Communication dan
Consumer Trust dengan Satisfaction, Customer Care, dan
Perceived Value sebagai Penggerak Langsung dalam Produk
kosmetik BLP Beauty

(Audrey Lavina)

ABSTRAK

Meningkatnya kasus overclaim pada industri kosmetik lokal membuat
kepercayaan konsumen semakin menurun, sehingga diperlukan pemahaman
mengenai faktor-faktor yang membentuk #rust pada brand berkelanjutan
seperti BLP Beauty. Penelitian ini bertujuan untuk menganalisis pengaruh
perceived value, satisfaction, customer care, dan ethical brand
communication terhadap frust konsumen. Pendekatan penelitian
menggunakan metode deskriptif kuantitatif dengan teknik non-probability
sampling, melibatkan 189 responden yang pernah membeli produk BLP
Beauty. Data dianalisis menggunakan SmartPLS versi 4 untuk menguji model
hubungan antar variabel. Hasil penelitian menunjukkan bahwa perceived
value, satisfaction, customer care, dan ethical brand communication
berpengaruh positif dan signifikan terhadap #rust konsumen, sedangkan
brand image tidak terbukti berpengaruh signifikan terhadap #rust. Selain itu,
customer care berpengaruh positif terhadap satisfaction, dan ethical brand
communication berpengaruh positif terhadap brand image. Satisfaction juga
terbukti berperan sebagai variabel mediasi dalam hubungan antara customer
care dan trust. Temuan ini menegaskan bahwa penyampaian nilai yang
konsisten, layanan yang responsif, serta komunikasi merek yang etis
merupakan faktor utama dalam membangun kepercayaan konsumen terhadap
brand kosmetik lokal berkelanjutan, meskipun citra merek belum secara
langsung menentukan tingkat trust konsumen.

Kata kunci: Perceived Value, satisfaction, Customer Care, Ethical Brand
Communication, Brand Image, Trust.



Building Trust in a Skeptical Cosmetics Market: The Mediating
Role of Brand Image between Ethical Brand Communication and
Consumer Trust with Satisfaction, Customer Care, and Perceived

Value as Direct Drivers in BLP Beauty Cosmetic Products

(Audrey Lavina)

ABSTRACT

The increasing number of overclaim cases in the local cosmetics industry has
led to a decline in consumer trust, necessitating an understanding of the
factors that shape trust in sustainable brands such as BLP Beauty. This study
aims to analyze the influence of perceived value, satisfaction, customer
service, and ethical brand communication on consumer trust. The research
approach used a quantitative descriptive method with a non-probability
sampling technique, involving 189 respondents who had purchased BLP
Beauty products. Data was analyzed using SmartPLS version 4 to test the
relationship model between variables. The results showed that perceived
value, satisfaction, customer service, and ethical brand communication had
a positive and significant influence on consumer trust, while brand image was
not proven to have a significant influence on trust. In addition, customer
service had a positive effect on satisfaction, and ethical brand communication
had a positive effect on brand image. Satisfaction was also shown to act as a
mediating variable in the relationship between customer service and trust.
These findings confirm that consistent value, responsive service, and ethical
brand communication are key factors in building consumer trust in local
sustainable cosmetic brands, although brand image does not directly
determine the level of consumer trust.

Keywords: Perceived Value, satisfaction, Customer Care, Ethical Brand
Communication, Brand Image, Trust.
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