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ABSTRAK 

HANUM TRI UTAMI. Pengaruh Social Media Marketing terhadap Blind 

Buying Intention Produk Parfum Lokal melalui Brand Trust sebagai Moderasi. 

Dibimbing oleh MA’MUN SARMA.  

 Perkembangan media sosial dan e-commerce mendorong perubahan 

perilaku konsumen dalam membeli parfum lokal secara online. Parfum sebagai 

produk berbasis pengalaman sensorik tidak dapat dicoba secara langsung saat 

pembelian online sehingga memunculkan fenomena blind buying. Penelitian ini 

bertujuan menganalisis pengaruh social media marketing terhadap blind buying 

intention melalui brand trust sebagai variabel moderasi. Penelitian menggunakan 

metode survei terhadap 290 responden di Jabodetabek dan dianalisis menggunakan 

Structural Equation Modelling-Partial Least Square (SEM-PLS). Hasil penelitian 

menunjukkan bahwa social media marketing berpengaruh positif dan signifikan 

terhadap brand trust dan blind buying intention. Selain itu, brand trust juga mampu 

memoderasi hubungan antara social media marketing dan blind buying intention. 

Penelitian ini menunjukkan pentingnya strategi pemasaran digital yang informatif, 

interaktif, dan terpercaya dalam meningkatkan kepercayaan dan minat beli 

konsumen terhadap parfum lokal secara online. 

Kata kunci: blind buying intention, brand trust, parfum lokal, social media 

marketing, SEM-PLS 

 

ABSTRACT 

HANUM TRI UTAMI. The Effect of Social Media Marketing on Blind 

Buying Intention of Local Perfume Products through Brand Trust as a Mediating 

Variable. Supervised by MA’MUN SARMA. 

 

The development of social media and e-commerce has changed consumer 

behavior in purchasing local perfumes online. As a sensory experience-based 

product, perfume cannot be directly tested during online purchases, leading to the 

phenomenon of blind buying. This study aims to analyze the effect of social media 

marketing on blind buying intention through brand trust as a moderating variable. 

This study used a survey method involving 290 respondents in the Greater Jakarta 

area and analyzed the data using Structural Equation Modelling-Partial Least 

Square (SEM-PLS). The results showed that social media marketing had a positive 

and significant effect on brand trust and blind buying intention. In addition, brand 

trust also able to mediate the relationship between social media marketing and blind 

buying intention. This study highlights the importance of informative, interactive, 

and trustworthy digital marketing strategies in increasing consumer trust and 

purchase intention toward local perfumes online. 

 
Keywords: blind buying intention, brand trust, local perfume, social media 

marketing, SEM-PLS  
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