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PENGARUH CONSUMER SATISFACTION, BRAND TRUST,
DAN PLATFORM TRUST TERHADAP BRAND SWITCHING
INTENTION DENGAN MODERASI VARIETY SEEKING PADA

KONSUMEN SKINCARE MS GLOW
Alda Fatwa Raidah

ABSTRAK

MS Glow pernah menjadi salah satu brand skincare lokal yang paling banyak
diminati. Namun beberapa tahun belakangan ini, MS Glow mulai mengalami
penurunan popularitas dan penjualannya. Fenomena tersebut menunjukkan adanya
perubahan perilaku konsumen, terutama kecenderungan untuk switching brand.
Penelitian ini bertujuan untuk mengetahui faktor — faktor yang memengaruhi Brand
Switching Intention pada konsumen yang sudah tidak lagi menggunakan produk
MS Glow dengan melihat peran consumer satisfaction, brand trust, platform trust,
dan variety seeking. Penelitian ini menggunakan pendekatan kuantitatif dengan
desain conclusive design research. Pengumpulan data dilakukan melalui Google
Form, dan proses penentuan sampel menggunakan non-probability sampling
dengan Teknik judgemental sampling. Teknik ini dipilih karena peneliti hanya
melibatkan responden sesuai dengan kriteria tertentu, seperti mengetahui brand MS
Glow, pernah menggunakan skincare MS Glow, sudah berhenti memakai skincare
MS Glow, serta pernah melakukan transaksi menggunakan aplikasi MS Glow
Official Store. Dari total 277 responden, hanya 101 data yang dinyatakan valid dan
dapat dianalisis. Hasil penelitian ini diolah menggunakan SmartPLS dan
menunjukkan bahwa consumer satisfaction berpengaruh positif terhadap brand
trust dan platform trust. Selanjutnya, brand trust bepengaruh negatif terhadap
brand switching intention, sedangkan platform trust tidak memiliki pengaruh
terhadap brand switching intention. Sementara itu, variety seeking gagal dalam

memoderasi hubungan antara brand trust dan brand switching intention.

Kata kunci: Consumer Satisfaction, Brand Trust, Platform Trust, Variety Seeking,
Brand Switching Intention.
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THE EFFECT OF CONSUMER SATISFACTION, BRAND
TRUST, AND PLATFORM TRUST ON BRAND SWITCHING
INTENTION WITH VARIETY SEEKING AS A MODERATOR

AMONG MS GLOW SKINCARE CONSUMER
Alda Fatwa Raidah

ABSTRACT

MS Glow was once one of the popular local skincare brands. However, in the past
few year, MS Glow has experienced a decline in both popularity and sales. This
phenomenon indicates a shift in consumer behavior, especially the tendency to
switch brands. This study aim to identify the factors that influence Brand Switching
Intention among consumer who no longer use MS Glow products by examining the
roles of consumer satisfaction, brand trust, platform trust, and variety seeking. The
research use a quantitative approach with an conclusive research design. Data
were collected through a Google Form, and the sampling process used non-
probability sampling with a judgmental sampling technique. This technique was
chosen because the researcher only included respondent who met specific criteria,
such as knowing the MS Glow brand, having used MS Glow skincare, having
stopped using it, and having made transaction through the MS Glow Official Store
application. From a total 277 respondent, only 101 data were considered valid and
suitable for analysis. The result of this study, processed using SmartPLS, show that
consumer satisfaction has a positive effect on brand trust and platform trust.
Furthermore, brand trust negatively affect brand switching intention, while
platform trust does not have a significant effect on brand switching intention.
Meanwhile, variety seeking failed to moderate the relationship between brand trust

and brand switching intention.

Keywords: Consumer Satisfaction, Brand Trust, Platform Trust, Variety Seeking,
Brand Switching Intention.
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