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ABSTRAK 

Penelitian ini menganalisis social media marketing dan e-service quality terhadap 

purchase intention dengan variable mediasi e-trust, dengan pendekatan kuantitatif 

menggunakan Partial Least Squares Structural Equation Modeling (PLS-SEM) melalui 

aplikasi SmartPLS 4.0. Metode penarikan sampel digunakan melibatkan teknik non-

probability sampling dengan pendekatan purposive sampling berdasarkan kriteria yang 

sudah ditentukan. Populasi yang digunakan dalam penelitian ini adalah masyarakat 

Jabodetabek yang belum pernah membeli produk sustanable trifthing dengan sampel 111 

responden mengguankan G-Power. Pada model strucktural ditemukan (1) Social media 

marketing berpengaruh positif dan signifikan terhadap purchase intention. (2) E-service 

quality berpengaruh positif dan signifikan terhadap purchase intention. (3) E-trust 

berpengaruh positif dan signifikan terhadap purchase intention. (4) Social media 

marketing berpengaruh positif dan signifikan terhadap e-trust. (5) E-service quality 

berpengaruh positif dan signifikan terhadap e-trust. (6) E-trust dapat memediasi 

pengaruh social media marketing terhadap purchase intention. (7) E-trust dapat 

memediasi pengaruh e-service qualitty terhadap purchase intention. 

 

Kata Kunci: Social Media Marketing, E-Service Quality, Purchase Intention, 

Sustainable Fashion Trifting, E-Trust. 
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ABSTRACT 

This study analyzes social media marketing and e-service quality on purchase intention, 

with e-trust as the mediating variable. This study uses a quantitative approach using 

Partial Least Squares Structural Equation Modeling (PLS-SEM) through the SmartPLS 

4.0 application. The sampling method used involves a non-probability sampling 

technique with a purposive sampling approach based on predetermined criteria. The 

population used in this study was residents of Greater Jakarta (Jabodetabek) who had 

never purchased sustainable trifling products, with a sample of 111 respondents using 

G-Power. The quantitative model found: (1) Social media marketing has a positive and 

significant effect on purchase intention. (2) E-service quality has a positive and 

significant effect on purchase intention. (3) E-trust has a positive and significant effect 

on purchase intention. (4) Social media marketing has a positive and significant effect 

on e-trust. (5) E-service quality has a positive and significant effect on e-trust. (6) E-trust 

can mediate the effect of social media marketing on purchase intention. (7) E-trust can 

mediate the effect of e-service quality on purchase intention. 

 

Keywords: Social Media Marketing, E-Service Quality, Purchase Intention, 

Sustainable Fashion Trading, E-Trust. 
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