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ABSTRAK

Perkembangan media sosial, khususnya TikTok, menjadikan penyebaran informasi
berlangsung sangat cepat dan berpotensi memengaruhi persepsi konsumen terhadap suatu
merek. Salah satu bentuk komunikasi negatif yang muncul di ruang digital adalah black
campaign, yang dapat memicu terbentuknya Negative Word of Mouth (NWOM) dan
berdampak pada tingkat brand trust. Penelitian ini bertujuan untuk menganalisis gambaran
Negative Word of Mouth pada isu black campaign terhadap brand trust produk Ecinos di
TikTok.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode statistik deskriptif. Data
dikumpulkan melalui kuesioner daring kepada 399 responden yang merupakan followers
akun TikTok @ecinos.official. Variabel Negative Word of Mouth diukur melalui empat
dimensi, yaitu nature of the dissatisfaction, perceptions of blame, perceptions of
retailer/firm responsiveness, serta personality and situational variables. Sementara itu,
brand trust diukur melalui dimensi integrity, benevolence, dan competence.

Hasil penelitian menunjukkan bahwa Negative Word of Mouth berada pada kategori tinggi,
dengan dimensi personality and situational variables sebagai dimensi paling dominan,
ditunjukkan oleh persentase jawaban setuju sebesar 35% dan sangat setuju sebesar 31%.
Pada tingkat indikator, kecenderungan responden untuk membagikan pengalaman negatif
kepada orang lain menunjukkan persentase tertinggi. Sementara itu, brand trust berada pada
kategori rendah, yang ditandai dengan dominasi jawaban tidak setuju dan sangat tidak setuju
pada seluruh dimensi, khususnya pada dimensi infegrity dengan persentase tidak setuju
sebesar 38%. Hasil tabulasi silang menunjukkan bahwa tingginya kecenderungan NWOM
berjalan beriringan dengan rendahnya tingkat brand trust. Dengan demikian, penelitian ini
menggambarkan bahwa Negative Word of Mouth yang muncul akibat isu black campaign

berkaitan dengan rendahnya kepercayaan konsumen terhadap merek Ecinos di TikTok.

Kata kunci: Negative Word of Mouth, Black Campaign, Brand Trust, TikTok, Ecinos
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ABSTRACT

The rapid growth of social media, particularly TikTok, has accelerated the dissemination of
information and significantly influenced consumer perceptions of brands. One form of
negative communication that emerges in digital spaces is black campaign, which can trigger
Negative Word of Mouth (NWOM) and affect the level of brand trust. This study aims to
analyze the descriptive portrayal of Negative Word of Mouth arising from a black campaign
issue toward brand trust of Ecinos products on TikTok.

This study employs a quantitative approach using descriptive statistical analysis. Data were
collected through an online questionnaire distributed to 399 respondents, consisting of
followers of the TikTok account @ecinos.official. The Negative Word of Mouth variable was
measured using four dimensions: nature of the dissatisfaction, perceptions of blame,
perceptions of retailer/firm responsiveness, and personality and situational variables.
Meanwhile, brand trust was measured through the dimensions of integrity, benevolence, and
competence.

The findings indicate that Negative Word of Mouth is categorized as high, with personality
and situational variables emerging as the most dominant dimension, reflected by 35% agree
and 31% strongly agree responses. At the indicator level, respondents’ tendency to share
negative experiences with others showed the highest percentage. In contrast, brand trust
was found to be low, characterized by the dominance of disagree and strongly disagree
responses across all dimensions, particularly in the integrity dimension, which recorded
38% disagree responses. Crosstabulation results demonstrate that a higher tendency of
NWOM is accompanied by a lower level of brand trust. Therefore, this study descriptively
illustrates that Negative Word of Mouth arising from a black campaign issue is associated

with reduced consumer trust in the Ecinos brand on TikTok.

Keywords: Negative Word of Mouth, Black Campaign, Brand Trust, TikTok, Ecinos
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