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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 trust pada brand berkelanjutan 

seperti BLP Beauty. Penelitian ini bertujuan untuk menganalisis pengaruh 

perceived value, satisfaction, customer care, dan ethical brand 

communication terhadap trust 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 trust konsumen, sedangkan 

brand image tidak terbukti berpengaruh signifikan terhadap trust. 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. 
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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. 

  



 

xii 

 

DAFTAR ISI 

Contents 
KATA PENGANTAR ........................................................................................ viii 

ABSTRAK ............................................................................................................. x 

ABSTRACT ........................................................................................................... xi 

DAFTAR TABEL .............................................................................................. xvi 

DAFTAR GAMBAR ......................................................................................... xvii 

BAB I  PENDAHULUAN ..................................................................................... 1 

1.1 Latar Belakang Penelitian .......................................................................... 1 

1.2  Rumusan Masalah dan Pertanyaan Penelitian ..................................... 15 

1.3 Tujuan Penelitian ...................................................................................... 16 

1.4 Manfaat Penelitian .................................................................................... 17 

1.5  Batasan Penelitian .................................................................................... 18 

1.6 Sistematika Penulisan ............................................................................... 19 

BAB II  LANDASAN TEORI ............................................................................ 21 

2.1 Tinjauan Teori ........................................................................................... 21 

2.1.1 Consumer Decision Making ............................................................... 21 

2.1.2 Perceived Value ................................................................................... 23 

2.1.3 Satisfaction .......................................................................................... 23 

2.1.6 Brand Image ........................................................................................ 26 

2.1.7 Trust ..................................................................................................... 27 

2.2 Model Penelitian ........................................................................................ 28 

2.3 Pengembangan Hipotesis .......................................................................... 29 

2.3.1 Pengaruh Perceived Value terhadap Trust. ...................................... 29 

2.3.2 Pengaruh Satisfaction terhadap Trust. ............................................. 31 

2.3.3 Pengaruh Customer Care terhadap Satisfaction. ............................. 31 

2.3.4 Pengaruh Customer Care terhadap Trust. ........................................ 32 

2.3.5 Pengaruh Ethical Brand Communication terhadap Brand Image . 33 

2.3.6 Pengaruh Brand Image terhadap Trust. ........................................... 34 

2.4 Penelitian Terdahulu ................................................................................ 35 

BAB III  METODOLOGI PENELITIAN ........................................................ 41 

3.1 Gambaran Umum Objek Penelitian ....................................................... 41 



 

xiii 

 

3.1.1 Produk BLP Beauty ........................................................................... 42 

3.2 Desain Penelitian ....................................................................................... 43 

3.2.1 Research Data ..................................................................................... 47 

3.3 Populasi dan Sampel Penelitian ............................................................... 48 

3.3.1 Populasi ............................................................................................... 48 

3.3.2 Sampel ................................................................................................. 49 

3.4Teknik Pengumpulan Data ....................................................................... 52 

3.4.1 Periode Penelitian .............................................................................. 52 

3.4.2 Sumber dan Cara Pengumpulan Data ............................................. 52 

3.5 Identifikasi Variabel Penelitian ............................................................... 53 

3.5.1 Variabel Eksogen ............................................................................... 53 

3.5.2 Variabel Endogen ............................................................................... 54 

3.6 Operasionalisasi Variabel ......................................................................... 55 

3.7 Teknik Analisis Data ................................................................................. 59 

3.7.1 Uji Validitas Pre-test .......................................................................... 59 

3.7.2 Uji Reliabilitas Pre-test .......................................................................... 60 

3.7.3 Analisis Data Penelitian ......................................................................... 61 

3.7.3.1  Structural Equation Modeling (SEM) .......................................... 61 

3.7.3.2 Partial Least Square (PLS) ............................................................ 62 

3.7.3.3 Tahapan Analisis SEM ................................................................... 62 

3.7.3.4 Evaluasi Measurement Model ( Outer Model)................................ 65 

3.7.3.5 Evaluasi Model Struktur ( Inner Model ) ...................................... 68 

3.8 Uji Hipotesis ............................................................................................... 68 

3.8.1 P-Values ............................................................................................... 68 

BAB IV  ANALISIS DAN PEMBAHASAN ..................................................... 69 

4.1 Deskripsi Hasil Penelitian ........................................................................ 69 

4.2. Hasil Analisis Uji Instrumen ( Pre-test) .................................................. 69 

4.3  Karakteristik Responden ........................................................................ 73 

4.3.1 Syarat Responden berdasarkan mengetahui produk BLP Beauty 

atau tidak ..................................................................................................... 73 

4.3.2 Syarat Responden pernah membeli produk BLP Beauty                                 

 ....................................................................................................................... 74 



 

xiv 

 

4.3.3 Syarat Responden anggaran per bulan yang dialokasikan untuk 

membeli kosmetik ....................................................................................... 74 

4.3.4 Profil Responden Berdasarkan Usia ................................................ 75 

4.3.5 Profil Responden Berdasarkan Jenis Kelamin ............................... 76 

4.3.6 Profil Responden Berdasarkan Latar Belakang Pendidikan......... 77 

4.3.7 Profil Responden Berdasarkan Pekerjaan atau Profesi Utama .... 78 

4.4 Analisis Deskriptif ..................................................................................... 78 

4.4.1 Penilaian terhadap Perceived Value ................................................. 80 

4.4.2 Penilaian terhadap Satisfaction ......................................................... 83 

4.4.3 Penilaian terhadap Customer Care ................................................... 86 

4.4.4 Penilaian terhadap Ethical Brand Communication ......................... 89 

4.4.5 Penilaian terhadap Brand Image ...................................................... 92 

4.4.6 Penilaian terhadap Trust ................................................................... 95 

4.5 Hasil Analisis Data Statistik ( Test ) ........................................................ 99 

4.5.1 Pengujian Convergent Validity ........................................................ 100 

4.5.2 Pengujian Discriminant Validity ...................................................... 103 

4.5.3 Pengujian Reliability ........................................................................ 108 

4.5.4 R-Square ........................................................................................... 109 

4.6 Pembahasan ............................................................................................. 115 

4.6.1 Hasil pengaruh Perceived value terhadap trust ............................. 115 

4.6.4 Hasil pengaruh customer care  terhadap trust ............................... 118 

4.6.5  Hasil pengaruh ethical brand communication terhadap brand 

image ........................................................................................................... 119 

4.6.6  Hasil pengaruh brand image terhadap trust ................................. 120 

4.7 Implikasi Manajerial .............................................................................. 121 

4.7.1 Upaya dalam meningkatkan pengaruh perceived value terhadap 

trust ............................................................................................................. 121 

4.7.2 Upaya dalam meningkatkan pengaruh satisfaction terhadap trust

 ..................................................................................................................... 123 

4.7.3 Upaya dalam meningkatkan pengaruh customer care terhadap 

satisfaction .................................................................................................. 125 

4.7.4 Upaya dalam meningkatkan pengaruh customer care terhadap trust

 ..................................................................................................................... 127 



 

xv 

 

4.7.5 Upaya dalam meningkatkan pengaruh ethical brand 

communication terhadap brand image ..................................................... 129 

BAB V  SIMPULAN DAN SARAN ................................................................. 132 

5.1 Kesimpulan .............................................................................................. 132 

5.2 Saran ........................................................................................................ 134 

5.2.1 Saran Bagi Pengguna ......................................................................... 134 

5.2.2 Saran Bagi Perusahaan ....................................................................... 135 

5.2.3 Saran Bagi Penelitian Selanjutnya ..................................................... 137 

DAFTAR PUSTAKA ........................................................................................ 140 

LAMPIRAN ....................................................................................................... 150 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xvi 

 

DAFTAR TABEL 

Tabel 2.1 Penelitian Terdahulu ............................................................................. 35 

Tabel 3.1 Operasionalisasi Variabel ..................................................................... 55 

Tabel 3.2Pengukuran  Uji Validitas ...................................................................... 60 

Tabel 3.3 Pengukuran Uji Reliabilitas .................................................................. 61 

Tabel 3.4 Persyaratan Uji Validitas ...................................................................... 67 

Tabel 3.5 Persyaratan Uji Reliabilitas ................................................................... 67 

Tabel 3.6 Persyaratan Model Struktural (Inner Model) ........................................ 68 

Tabel 4.1 Uji Validitas & Reliabilitas Pre-test ..................................................... 70 

Tabel 4.2 Kategori Skala Interval ......................................................................... 79 

Tabel 4.3 Hasil Analisis Perceived Value ............................................................. 80 

Tabel 4.4 Hasil Analisis Satisfaction .................................................................... 83 

Tabel 4.5 Hasil Analisis Customer Care .............................................................. 86 

Tabel 4.6 Hasil Analisis Ethical Brand Communication ...................................... 89 

Tabel 4.7  Hasil Analisis Brand Image ................................................................. 92 

Tabel 4.8  Hasil Analisis Trust .............................................................................. 95 

Table 4.9 Hasil Uji Convergent Validity ............................................................. 101 

Tabel 4.10 Hasil Nilai Fornell-Larcker Criterion .............................................. 104 

Tabel 4.11 Hasil Nilai Cross Loading ................................................................ 105 

Tabel 4.12 Hasil Nilai HTMT ............................................................................. 107 

Tabel 4.13 Hasil Uji Reliabilitas Test ................................................................. 108 

Tabel 4.14 R-Square ........................................................................................... 109 

Tabel 4.15 Hasil Uji Hipotesis Path Coefficient ................................................. 111 

 



 

xvii 

 

DAFTAR GAMBAR 

Gambar 1.1 Negara yang Paling Peduli terhadap Masalah Lingkungan. ............... 1 

Gambar 1.2 Preferensi Responden dalam Memilih Brand Lokal ........................... 4 

Gambar 1.3Alasan Perempuan Lebih memilih Merek Kosmetik Lokal ................. 4 

Gambar 1.4 Press Release Pinkflash tidak BPOM ................................................. 5 

Gambar 1.5 Contoh Kandungan di Produk BLP Beauty ........................................ 7 

Gambar 1.6 Brand Makeup Lokal Terlaris periode 2022 ....................................... 7 

Gambar 1.7  Penjualan Lip Cream Bersaing dengan Brand Lokal lainnya ............ 8 

Gambar 1.8 Perbandingan harga Cushion ss & BLP Beauty           ........................ 9 

Gambar 1.9 Respon BLP terhadap Customer yang Memberi Bintang 1 di Shopee.

 ............................................................................................................................... 10 

Gambar 1.10 Website Customer Care BLP Beauty .............................................. 11 

 Gambar 2.1 Consumer Model Decision Making .................................................. 22 

Gambar 2.2 Model Penelitian ............................................................................... 29 

Gambar 3.1 Logo BLP beauty .............................................................................. 41 

Gambar 3.2 Produk BLP Beauty ........................................................................... 42 

Gambar 3.3 Desain Penelitian ............................................................................... 43 

Gambar 3.4 Variabel Eksogen .............................................................................. 53 

Gambar 3.5 Variabel Endogen   ............................................................................ 54 

Gambar 3.6 Tahapan dalam SEM ......................................................................... 63 

Gambar 4.1 Responden yang berdasarkan mengetahui produk BLP Beauty atau 

tidak ....................................................................................................................... 73 

Gambar 4.2 Responden yang berdasarkan pernah membeli produk BLP Beauty. 74 

Gambar 4.3 Responden berdasarkan anggaran yang dialokasikan setiap bulan 

untuk membeli kosmetik ....................................................................................... 75 

Gambar 4.4 Karakteristik Responden Berdasarkan Usia ...................................... 75 

Gambar 4.5 Karakteristik Responden Berdasarkan Jenis Kelamin ...................... 76 

Gambar 4.6 Karakteristik Responden Berdasarkan Latar Belakang Pendidikan .. 77 

Gambar 4.7  Karakteristik Responden Berdasarkan Profesi Utama ..................... 78 

Gambar 4.8 Hasil Uji Outer Model ..................................................................... 100 

Gambar 4.9Hasil Akhir Uji Hipotesis ................................................................. 115 

Gambar 4.10 contoh testimoni OMG .................................................................. 122 

Gambar 4.11 contoh  ilustrasi kemasan produk yang disertifikasi vegan ........... 123 



 

xviii 

 

Gambar 4.12 contoh shade finder pada maybeline ............................................. 125 

Gambar 4.13 contoh respon human centered ...................................................... 127 

Gambar 4.14 contoh respon dari kosmetik sea makeup ...................................... 128 

Gambar 4.15 contoh informasi shade roseallday ................................................ 130 

 

  



 

xix 

 

DAFTAR LAMPIRAN 

Lampiran A: Hasil Turnitin..................................................................................150 

Lampiran B: Bukti Formulir konsultasi  Bimbingan...........................................151 

Lampiran C: Formulir Penggunaan Perangkat Kecerdasan Artifisial.................152 

Lampiran D: Jurnal Utama...................................................................................154 

Lampiran E: Hasil Uji Pre-test……………………...………………………….155 

Lampiran F: Hasil Uji Main-test……………………………………………….156 

Lampiran G:Kuesioner Penelitian………..…………………………………….158 

Lampiran H: Bukti Sebar Kuesioner...................................................................168


