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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengalaman negatif konsumen Generasi Z dalam 
pembelian produk kosmetik bermasalah Mad For Makeup serta implikasinya pada brand trust. 
Penelitian ini menggunakan pendekatan kualitatif dengan metode fenomenologi untuk memahami 
pengalaman subjektif konsumen dalam menghadapi permasalahan produk, khususnya kebocoran 
kemasan dan kerusakan aplikator. Data diperoleh melalui wawancara mendalam dengan enam 
informan Generasi Z yang dipilih menggunakan teknik purposive sampling serta wawancara dengan 
triangulator. Analisis pengalaman konsumen dilakukan menggunakan Expectancy Disconfirmation 
Theory yang mencakup expectation, perceived performance, disconfirmation, dan dissatisfaction, 
sedangkan implikasinya pada brand trust dianalisis melalui elemen credibility, integrity, dan 
benevolence. Hasil penelitian menunjukkan bahwa pengalaman negatif konsumen tidak terbentuk 
secara langsung ketika permasalahan produk ditemukan, tetapi melalui proses yang dimulai sejak 
pembentukan ekspektasi sebelum pembelian hingga evaluasi setelah penggunaan. Ekspektasi 
konsumen banyak terbentuk melalui paparan konten TikTok, ulasan pengguna, dan komunikasi 
pemasaran Mad For Makeup. Meskipun kualitas formula dinilai baik dan sesuai dengan harapan, 
permasalahan pada kemasan dan aplikator menimbulkan negative disconfirmation serta 
ketidakpuasan dengan intensitas yang berbeda pada setiap informan. Pengalaman tersebut 
selanjutnya memengaruhi brand trust secara dinamis. Pada aspek credibility, konsumen mulai 
meragukan konsistensi kualitas merek; pada aspek integrity, konsumen mempertanyakan kesesuaian 
antara klaim dan pengalaman aktual; sedangkan pada aspek benevolence, kepercayaan dipengaruhi 
oleh respons dan tanggung jawab merek dalam menangani permasalahan. Dengan demikian, 
pengalaman negatif tidak serta-merta menghilangkan brand trust, tetapi mengubah kepercayaan 
konsumen menjadi lebih selektif dan kritis berdasarkan pengalaman pribadi serta informasi dari 
konsumen lain di media sosial. 

Kata kunci: Brand Trust, Expectancy Disconfirmation Theory, Generasi Z, Mad For Makeup, 
pengalaman negatif konsumen 
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ABSTRACT 

This study aims to analyze the negative experiences of Generation Z consumers in purchasing 
problematic Mad For Makeup cosmetic products and their implications for brand trust. This 
research employs a qualitative approach using a phenomenological method to understand 
consumers’ subjective experiences when encountering product issues, particularly packaging 
leakage and applicator damage. Data were collected through in-depth interviews with six 
Generation Z informants selected using purposive sampling, along with an interview with a 
triangulator. Consumer experiences were analyzed using the Expectancy Disconfirmation 
Theory, which consists of expectation, perceived performance, disconfirmation, and 
dissatisfaction, while the implications for brand trust were analyzed through the elements of 
credibility, integrity, and benevolence. The findings show that negative consumer experiences 
do not emerge immediately when product problems are discovered, but develop through a 
process beginning with the formation of expectations before purchase and continuing through 
post-purchase evaluation. Consumer expectations were largely shaped by exposure to TikTok 
content, user reviews, and Mad For Makeup’s marketing communication. Although the product 
formula was perceived as good and consistent with expectations, packaging and applicator 
issues resulted in negative disconfirmation and dissatisfaction with varying levels of intensity 
among the informants. These experiences subsequently influenced brand trust dynamically. In 
terms of credibility, consumers began to question the consistency of the brand’s quality; in 
terms of integrity, consumers questioned the consistency between brand claims and actual 
experiences; while in terms of benevolence, trust was influenced by the brand’s response and 
responsibility in addressing product issues. Thus, negative experiences do not necessarily 
eliminate brand trust, but instead make consumers’ trust more selective and critical based on 
personal experiences and information from other consumers on social media. 

Keywords: Brand Trust, Expectancy Disconfirmation Theory, Generation Z, Mad For Makeup, 
negative consumer experience 
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