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PENGARUH PERSONAL BRANDING OWNER DAN CONTENT
MARKETING DI SOCIAL MEDIA TERHADAP BRAND TRUST PADA
KONSUMEN BRAND CARESO

Eugenia Ninny Tiara Putri

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Personal Branding Owner
dan Content Marketing di media sosial terhadap Brand Trust pada konsumen Brand
Careso. Penelitian ini dilatarbelakangi oleh semakin pentingnya media sosial
sebagai sarana komunikasi dan pemasaran dalam membangun hubungan dengan
konsumen. Karakter owner serta kualitas konten yang disampaikan melalui media
sosial dapat menjadi faktor yang memengaruhi kepercayaan konsumen terhadap

suatu merek.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode asosiatif kausal.
Data dikumpulkan melalui kuesioner daring menggunakan Google Form kepada
385 responden yang dipilih dengan teknik purposive sampling. Data dianalisis

menggunakan regresi linear berganda dengan bantuan IBM SPSS Statistics.

Hasil penelitian menunjukkan bahwa Personal Branding Owner dan Content
Marketing berpengaruh positif dan signifikan terhadap Brand Trust, baik secara
parsial maupun simultan. Nilai koefisien determinasi (R%) sebesar 0,374
menunjukkan bahwa kedua variabel mampu menjelaskan 37,4% variasi Brand
Trust, sedangkan 62,6% dipengaruhi faktor lain di luar penelitian. Content
Marketing memiliki pengaruh yang lebih dominan dibandingkan Personal
Branding Owner. Dengan demikian, penerapan Personal Branding yang konsisten
serta Content Marketing yang informatif dan relevan dapat mendukung peningkatan

kepercayaan konsumen terhadap Brand Careso.

Kata kunci: Personal Branding Owner, Content Marketing, Media Sosial, Brand

Trust, Careso.



THE INFLUENCE OF THE OWNER’S PERSONAL BRANDING AND
SOCIAL MEDIA CONTENT MARKETING ON BRAND TRUST AMONG
CARESO BRAND CONSUMERS

Eugenia Ninny Tiara Putri

ABSTRACT

This study aims to analyze the effect of the Owner’s Personal Branding and
Content Marketing on social media on Brand Trust among consumers of the Careso
brand. This research is motivated by the growing importance of social media as a
means of communication and marketing in building relationships with consumers.
The characteristics of the owner and the quality of content delivered through social

media can be factors that influence consumer trust in a brand.

This study employed a quantitative approach with a causal associative method. Data
were collected through an online questionnaire using Google Forms from 385
respondents selected through a purposive sampling technique. The data were
analyzed using multiple linear regression with the assistance of IBM SPSS

Statistics.

The results showed that the Owner’s Personal Branding and Content Marketing
had a positive and significant effect on Brand Trust, both partially and
simultaneously. The coefficient of determination (R%) of 0.374 indicates that the
two variables were able to explain 37.4% of the variation in Brand Trust, while the
remaining 62.6% was influenced by other factors outside this study. Content
Marketing had a more dominant influence than the Owner’s Personal Branding.
Therefore, the implementation of consistent Personal Branding and informative
and relevant Content Marketing can contribute to increasing consumer trust in the

Careso brand.

Keywords: Owner’s Personal Branding, Content Marketing, Social Media, Brand

Trust, Careso.
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