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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing dan 

product quality terhadap keputusan pembelian melalui brand trust sebagai variabel 

intervening pada pengguna produk Skintific. Pendekatan yang digunakan adalah 

pendekatan kuantitatif. Sampel yang digunakan dalam penelitian ini adalah 100 

responden yang dipilih menggunakan teknik purposive sampling. Teknik 

pengumpulan data menggunakan metode kuesioner. Teknik analisis data 

menggunakan analisis structural equation modelling partial least square (SEM 

PLS) versi 3.2.9. Hasil yang diperoleh ialah: content marketing berpengaruh 

terhadap keputusan pembelian, product quality berpengaruh terhadap keputusan 

pembelian, content marketing berpengaruh terhadap brand trust, product quality 

berpengaruh terhadap brand trust, brand trust berpengaruh terhadap keputusan 

pembelian, brand trust memediasi antara content marketing terhadap keputusan 

pembelian, brand trust memediasi antara product quality terhadap keputusan 

pembelian.  

Kata kunci: Content Marketing, Product Quality, Brand Trust, Keputusan 

Pembelian. 
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ABSTRACT 

This study aims to analyze the influence of content marketing and product 

quality on purchasing decisions through brand trust as an intervening variable on 

Skintific product users. The approach used is a quantitative approach. The sample 

used in this study was 100 respondents who were selected using the purposive 

sampling technique. The data collection technique uses a questionnaire method. 

The data analysis technique uses structural equation modelling partial least square 

(SEM PLS) analysis 3.2.9 version. The results obtained are: content marketing 

affects purchase decisions, product quality affects purchase decisions, content 

marketing affects brand trust, product quality affects brand trust, brand trust affects 

purchase decisions, brand trust Mediating between content marketing and purchase 

decisions, Brand Trust mediates between product quality and purchase decisions.  

Keywords: Content Marketing, Product Quality, Brand Trust, Purchase 

Decision. 
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