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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh viral marketing, celebrity 

endorser, dan brand awareness terhadap keputusan pembelian produk Skintific di STIE 

Malangkuçeçwara, dengan kepercayaan sebagai variabel intervening. Latar belakang 

penelitian ini didasari oleh meningkatnya peran media sosial sebagai sarana pemasaran 

digital yang efektif, khususnya dalam industri skincare yang menyasar generasi Z. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei dan teknik 

pengambilan sampel accidental sampling, yang melibatkan 89 responden dari kalangan 

mahasiswi STIE Malangkuçeçwara. Pengumpulan data dilakukan melalui kuesioner 

yang kemudian dianalisis menggunakan regresi linear berganda dan uji Sobel untuk 

mengetahui pengaruh mediasi. Hasil penelitian menunjukkan bahwa viral marketing, 

celebrity endorser, dan brand awareness berpengaruh positif dan signifikan terhadap 

keputusan pembelian. Selain itu, kepercayaan terbukti memediasi hubungan antara 

ketiga variabel independen terhadap keputusan pembelian. Temuan ini memberikan 

implikasi praktis bagi strategi pemasaran produk skincare, khususnya dalam 

membangun kepercayaan konsumen melalui konten digital dan kolaborasi dengan 

influencer yang kredibel. 

 

Kata Kunci: Viral Marketing, Celebrity Endorser, Brand Awareness, Kepercayaan, 

Keputusan Pembelian, Skintific 
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ABSTRACT 

This study aims to analyze the influence of viral marketing, celebrity endorsers, and 

brand awareness on purchasing decisions of Skintific skincare products among 

students at STIE Malangkuçeçwara, with trust as an intervening variable. The research 

is grounded in the rising significance of social media as an effective digital marketing 

tool, particularly in the skincare industry targeting Generation Z. A quantitative 

approach was employed using survey methods and accidental sampling, involving 89 

female student respondents. Data were collected through questionnaires and analyzed 

using multiple linear regression and Sobel tests to assess the mediating effect of trust. 

The findings reveal that viral marketing, celebrity endorsers, and brand awareness 

have a positive and significant influence on purchasing decisions. Furthermore, trust 

significantly mediates the relationship between the three independent variables and 

purchasing decisions. These results offer practical implications for skincare marketing 

strategies, particularly in building consumer trust through engaging digital content 

and collaboration with credible influencers. 

 

Keywords: Viral Marketing, Celebrity Endorser, Brand Awareness, Trust, Purchase 

Decision, Skintific 
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