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ABSTRAK 

 

Nama :  Haura Salsabillah 

NIM :  44222010013 

Program Studi :  Public Relations 

Judul Laporan Skripsi    : Pengaruh Personal Banding Nadya 

Shavira Sebagai   Content Creator 

Di Tiktok Terhadap Tingkat 

Kepercayaan Kosnumen Produk 

Camille Beauty Di Kalangan 

Generasi Z. 

Pembimbing :   Muthia Rahayu, S.Ikom, M.Ikom 

 

Penelitian ini dilatarbelakangi meningkatnya peran TikTok sebagai platform 

promosi efektif dalam membangun kepercayaan konsumen Generasi Z. Fenomena 

yang dikaji adalah kesuksesan Camille Beauty sebagai brand skincare lokal yang 

baru berdiri tiga tahun namun berhasil mengalahkan brand terkenal di marketplace 

melalui strategi personal branding Nadya Shavira sebagai content creator sekaligus 

owner yang membangun konten konsisten, autentik, dan bernilai positif di TikTok. 

Penelitian ini bertujuan mengetahui pengaruh personal branding Nadya Shavira 

sebagai content creator di TikTok terhadap kepercayaan konsumen produk Camille 

Beauty di kalangan Generasi Z. Variabel independen adalah personal branding, 

variabel dependen adalah kepercayaan konsumen yang diukur melalui dimensi 

ability, integrity, dan benevolence. Penelitian menggunakan teori Stimulus–

Organism–Response (S-O-R) untuk menjelaskan bagaimana konten personal 

branding berperan sebagai stimulus yang diproses audiens menghasilkan respons 

berupa kepercayaan. Metode penelitian menggunakan pendekatan kuantitatif 

dengan survei terhadap 100 responden followers akun TikTok @ndsvhh dari 

Generasi Z yang pernah membeli produk Camille Beauty. Teknik pengambilan 

sampel menggunakan non-probability sampling dengan metode purposive 

sampling. Analisis data menggunakan uji validitas, reliabilitas, dan regresi linier 

sederhana. Hasil penelitian menunjukkan personal branding Nadya Shavira 

berpengaruh positif dan signifikan terhadap kepercayaan konsumen dengan nilai t 

hitung 14,709 > t tabel 1,984 dan F hitung 216,447 > F tabel 3,94 (signifikansi 

0,000 < 0,05). Koefisien determinasi (R²) 0,688 menunjukkan personal branding 

menjelaskan 68,8% variasi kepercayaan konsumen, sedangkan 31,2% dipengaruhi 

faktor lain seperti kualitas produk, harga, e-WOM, dan pengalaman penggunaan. 

 

Kata kunci: personal branding, kepercayaan konsumen, TikTok, Generasi Z. 

 

 

 

 

https://lib.mercubuana.ac.id



 

ix 
 

 

ABSTRACT 

 

Name                 : Haura Salsabila 

Study Program         : Public Relations 

Thesis Title            : The Influence of Nadya Shavira’s 

Personal branding as a TikTok 

Content creator on Consumer Trust 

in Camille Beauty Products among 

Generation Z.                   

Counselor              : Muthia Rahayu, S.Ikom, M.Ikom 

 

This study is motivated by the increasing role of TikTok as an effective 

promotional platform in building consumer trust among Generation Z. The 

phenomenon examined is the success of Camille Beauty as a local skincare brand 

that has been established for only three years yet has managed to outperform well-

known brands in the marketplace through the personal branding strategy of Nadya 

Shavira as a content creator and brand owner. Through consistent, authentic, and 

positively valued content on TikTok, Nadya Shavira has successfully strengthened 

consumer trust.This research aims to examine the influence of Nadya Shavira’s 

personal branding as a TikTok content creator on consumer trust in Camille Beauty 

products among Generation Z. The independent variable in this study is personal 

branding, while the dependent variable is consumer trust, measured through the 

dimensions of ability, integrity, and benevolence. This study applies the Stimulus–

Organism–Response (S-O-R) theory to explain how personal branding content 

functions as a stimulus that is processed by the audience and generates a response 

in the form of trust. A quantitative research approach was employed using a survey 

of 100 Generation Z respondents who are followers of the TikTok account @ndsvhh 

and have previously purchased Camille Beauty products. The sampling technique 

used was non-probability sampling with a purposive sampling method. Data were 

analyzed using validity tests, reliability tests, and simple linear regression analysis. 

The results show that Nadya Shavira’s personal branding has a positive and 

significant effect on consumer trust, with a calculated t-value of 14.709 greater than 

the t-table value of 1.984 and a calculated F-value of 216.447 greater than the F-

table value of 3.94 (significance level of 0.000 < 0.05). The coefficient of 

determination (R²) of 0.688 indicates that personal branding explains 68.8% of the 

variance in consumer trust, while the remaining 31.2% is influenced by other 

factors such as product quality, price, electronic word of mouth (e-WOM), and 

usage experience. 

 

Keywords: personal branding, consumer trust, TikTok, Generation Z            
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