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The purpose of this study was to determine the 

effect of digital marketing and customer trust on 

purchase intention among MS Glow customers in 

Pamulang. This study was quantitative with a 

sample of 100 respondents using the Slovin 

formula. The results of simple linear regression 

showed the equation Y = 14.233 + 0.264X₁ with a 

correlation of 0.769, and R² 0.591, meaning that 

digital marketing influences purchase intention by 

59.1%. The t-test showed t-count 11.898> t-table 

1.984 (sig. 0.001), so the hypothesis was accepted. 

The customer trust analysis produced the equation 

Y = 19.512 – 0.007X₂ with a correlation of 0.840 and 

R² 0.705. Multiple regression showed Y = 0.817 + 

0.321X₁ + 0.637X₂ with an Adjusted R² of 0.741, and 

the F test was significant. 
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INTRODUCTION 
 The development of digital technology has transformed consumer 
behavior, including in the cosmetics industry. Consumers now increasingly 
obtain product information through social media, influencers, marketplaces, and 
other digital platforms. MS Glow, one of the largest local beauty brands, utilizes 
intensive digital marketing strategies to increase sales and build relationships 
with customers. However, increased digital interaction does not always translate 
directly to customer loyalty, as repurchase intention is influenced by consumer 
trust in the brand and the digital information received.  

 Phenomenologically, many MS Glow consumers make repeat purchases due 
to positive experiences they experience through digital content, testimonials, and 
brand reputation. However, some consumers are hesitant to make repeat 
purchases due to concerns about product quality, authenticity, and the credibility 
of information disseminated on digital platforms. This raises an important 
question: to what extent do digital marketing and customer trust influence repeat 
purchase intentions for MS Glow products? 

         This study was conducted by sampling MS Glow customers in Pamulang, 
an active consumer community with unique characteristics in online purchasing 
behavior. This unique sample is an important contribution because it captures 
the dynamics of cosmetics consumption in urban areas heavily influenced by 
digital media. 
          Theoretically, this research also enriches the study of digital marketing and 
consumer behavior by examining the simultaneous relationship between digital 
marketing and customer trust on repurchase intention. The results are expected 
to contribute to the development of consumer loyalty theory in a digital context 
and provide practical implications for the MS Glow brand in improving its 
marketing strategy and building customer trust to encourage repeat purchases. 
           This study has clear novelty, both in terms of the object, variables, and 
context of the study. First, this study focuses on MS Glow, a local beauty brand 
with an intensive digital marketing strategy and a large customer base. Previous 
research has focused more on general beauty products or other brands, so this 
study provides a specific empirical contribution to the MS Glow. 
         Second, this study simultaneously combines digital marketing and 
customer trust variables to influence repurchase intention. Previous studies 
generally examined only one variable or focused solely on purchase intention. 
Therefore, this study expands the literature by examining factors that drive 
repurchase intention and relate to consumer loyalty. 
          Third, this research was conducted in the context of a dynamic digital era, 
where digital marketing strategies (social media, influencers, content, and 
marketplaces) continue to evolve. This research provides more relevant and 
contextual results for current marketing conditions, particularly in 
understanding the role of consumer trust in digital platforms 
          Thus, this research is expected to provide new contributions in the 
development of digital marketing theory and practice, especially in increasing 
MS Glow customer loyalty through digital marketing and building customer 
trust. 
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LITERATURE REVIEW 
Digital Marketing 
           Digital marketing is a form of marketing that utilizes digital technology to 
promote products and build relationships with consumers (Kotler & Keller, 
2016). Digital marketing encompasses not only promotions but also two-way 
communication through social media, websites, apps, and other digital 
platforms. This strategy encompasses content marketing, influencer marketing, 
social media marketing, search engine marketing, email marketing, and digital 
advertising. 
           In the digital era, consumers find it easier to find information and compare 
products through online platforms. This makes digital marketing a key tool for 
companies to reach their target market more broadly and quickly. According to 
Chaffey & Ellis-Chadwick (2019), digital marketing offers advantages in message 
personalization, interactivity, and the ability to measure results in real time. Ha1: 
There is an Effect of Digital Marketing on Repurchase Intention. 
 According to Purnaya Sari Tarigan (2023), digital marketing has a positive 
effect on purchase intention for Make Over cosmetic products. According to 
Purnaya Sari Tarigan (2023): Digital marketing has a positive influence on 
purchase intention for Make Over cosmetic products. 
 
Customer Trust 
          Customer trust is the consumer's belief that a brand can fulfill its promises, 
be honest, and be consistent in quality and service (Morgan & Hunt, 1994). Trust 
is the foundation of long-term relationships between consumers and brands. 
           Consumer trust is built through various factors such as product quality, 
previous experience, brand reputation, testimonials, information transparency, 
and transaction security. In the digital context, trust becomes even more 
important because consumers can't always see the product in person, so they rely 
on digital information and reviews from other users. Ha2: There is an influence 
of customer trust on repurchase intention of MS Glow cosmetic products online. 
According to Suryani (2019), customer trust has a significant influence on 
repurchase intention in e-commerce. 
 
Repurchase Intention 
           Repurchase intention is a consumer's intention or tendency to repurchase 
the same product or brand (Oliver, 1999). Repurchase intention is an indicator of 
consumer loyalty and a company's success in retaining customers. 
Repurchase intention is influenced by consumer experience, satisfaction, trust, 
product quality, and the effectiveness of marketing strategies. In the cosmetics 
industry, repurchase intention is crucial because beauty products tend to be 
consumed repeatedly, and consumer loyalty can generate strong word-of-mouth 
marketing. Ha3: Customer Trust Influences Online Repurchase Intention for MS 
Glow Cosmetic Products. 
 According to Cika Emilia (2023), digital marketing, customer trust, and 
customer reviews have a positive and significant influence on online repurchase 
intention for Wardah cosmetic products. According to Cika Emilia (2023): Digital 
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marketing, Customer Trust and Customer Reviews have a positive and 
significant influence on online repurchase intention for Wardah cosmetic 
products. 
            Based on theoretical studies and previous research, digital marketing and 
customer trust play a role as determining factors in repurchase intention. Digital 
marketing contributes through increased awareness and interaction, while 
customer trust strengthens consumer confidence to repurchase 

 

Figure 1. Conceptual FrameworkGambar  
 
METHODOLOGY 

     The type of research used in this study is quantitative research with a 
causal associative approach. Quantitative research aims to test theories by 
measuring research variables numerically and analyzing the relationships 
between them using statistical methods (Sugiyono, 2022). This approach was 
chosen because the study focuses on examining the influence of digital marketing 
(X₁) and customer trust (X₂) on repurchase intention (Y) for MS Glow cosmetic 
products. 

     This research was conducted on consumers of MS Glow cosmetic products 
residing in the Pamulang area of South Tangerang. The study was planned to last 
five months, from January to May 2025. 

     A research population is the entire group of individuals, objects, or events 
that share certain characteristics and are the primary focus of the research. 
According to Ahmad (2023), a research population encompasses all elements 
relevant to the research objectives, from which the researcher intends to 
generalize the findings. In this study, the population was 121,497 MS Glow 
customers.  
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    A research sample is a portion of a population selected to serve as the 
source of actual data in a study. According to Campbell et al. (2020), a sample is 
a subset of a population deemed to represent the overall characteristics of the 
population, allowing research results to be generalized. A technique for 
calculating the sample size from a specific population was developed, using the 
Slovin formula. Using this technique, a sample of 100 MS Glow customers in 
Pamulang was taken. 

 
RESEARCH RESULT 
Data analysis 
Validity Test 
         The significance rate ɑ = 0.05 (5%) with a test confidence level of 95%, the r 
table value at (n-2) where (100 – 2) then obtained an r-table of 0.1966. This can be 
seen from each item of the statement of the variables Digital Marketing (X1), 
Customer Trust (X2), and Repurchase Intention (Y) has a calculated r greater than 
the r table. So each item can be said to be valid. 
 

Reliability Test    
           The Cronbach Alpha value for the variables Digital Marketing (X1), 
Customer Trust (X2), and Repurchase Intention (Y) has a Cronbach Alpha value 
above 0.60 so it can be concluded that this research questionnaire is said to be 
reliable. 
 
Classical Assumption Test    
Normality Test   
 Table 1. Normality Test with One Sample Kolmogorov-Smirnov Test 

 

            Based on the test results in Table 1 above, a significance value of 0.021 > 
0.05 was obtained. Thus, the distribution assumption of the equation in this test 
is normally distributed. 
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Multicollinearity Test     

Table 2. Multicollinearity Test 

 

           Based on the results of the multicollinearity test in table 2 above, the VIF 
value for the Digital Marketing and Customer Trust variables is 2.354, which is 
lower than 10, and the tolerance value is 0.425, which is greater than 0.10, so it 
can be concluded that the variables are not related to each other or there is no 
multicollinearity. 

Heterodecacity Test  

 

Figure 2. Heterodescaling Test Results  

            Based on Figure 2 above, it can be seen that the residual points are spread 
randomly and do not form a particular pattern, so it can be concluded that there 
is no heteroscedasticity in the regression model, so this regression model is 
suitable for use as research data. 
 
Multiple Linear Test Analysis 

Table 3. Multiple Linear Regression Test  
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Based on the table above, the multiple linear regression coefficient 
equation is as follows: Y = 0.817 + 0.321X1 + 0.637X2. The multiple linear 
regression equation above can be interpreted as follows: 

a. The constant value of 0.817 means that if the Digital Marketing (X1) and 
Customer Trust (X2) variables are not considered, Repurchase Intention (Y) will 
only have a value of 0.817 points. 

b. The Digital Marketing (X1) value of 0.321 means that if the constant 
remains constant and there is no change in the Customer Trust (X2) variable, then 
every 1 (one) unit change in the Digital Marketing (X1) variable will result in a 
change in Repurchase Intention (Y) of 0.321 points. 

c. The Customer Trust (X2) value of 0.637 means that if the constant 
remains constant and there is no change in the Digital Marketing variable (X1), 
then every 1 (one) unit change in the Customer Trust (X2) variable will result in 
a 0.637 point change in Repurchase Intention (Y). 

The results of the multiple linear regression analysis indicate that the most 
dominant influence is the Customer Trust (X2) variable. 
 
Analysis of Determination Coefficient  (R2) 

Table 4. Test of Digital Marketing Determination Coefficient (X1) on 
Repurchase Intention (Y)  

 
 

Based on Table 4 above, the R-square value, or coefficient of 
determination, is 0.591. This value indicates that the Digital Marketing variable 
(X1) influences the Repurchase Intention variable (Y) by 59.1%. The remainder is 
influenced by factors outside this research variable. 

Table 5. Test of the Determination Coefficient of Customer Trust (X2) Against 

Repurchase Intention (Y)  

 
Based on Table 5 above, the R-square value, or coefficient of 

determination, is 0.705. This value can influence Repurchase Intention (Y) by 
70.5%. The remainder is influenced by factors outside this research variable. 
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Table 6. Test of the Determination Coefficient of Digital Marketing (X1) and 
Customer Trust (X2) on Repurchase Intention (Y)  

 

Based on Table 6 above, the Adjusted R Square value, or coefficient of 
determination, is 0.741. This value indicates that the Digital Marketing (X1) and 
Customer Trust (X2) variables influence the Repurchase Intention (Y) variable by 
74.1%. The remainder is influenced by factors outside this research variable. 

Hypothesis Testing   
Uji Parsial (Uji t) 

Table 7. t-Test of the Influence of Digital Marketing (X1) on 

Repurchase Intention (Y) 

 

             Based on table 7. above, the t-count value is obtained > t-table or (11.898 
> 1.984). This is also strengthened by a significance value of 0.001 < 0.05. Thus, 
Ho1 is rejected Ha1 is accepted, this shows that there is a very significant partial 
influence between Digital Marketing (X1) on Repurchase Intention (Y). 

Table 8. t-Test of the Effect of Customer Trust (X2) on Repurchase Intention 
(Y) 
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             Based on table 8. above, the t-count value is obtained > t-table or (15.316 > 1.984). 
This is also strengthened by a significance value of 0.001 < 0.05. Thus, Ho2 is rejected 
Ha2 is accepted, this shows that there is a partially significant influence between 
Customer Trust (X2) on Repurchase Intention (Y). 

Simultaneous Test (F Test)  

Table 9. Simultaneous Test (f-Test) of Digital Marketing (X1) and Customer 
Trust (X2) on Repurchase Intention (Y) 

 

Based on table 9. above, the f-count value is obtained > f-table or (142.584 
> 3.090). This is also strengthened by a significance value of 0.001 <0.05. Thus, 
Ho3 is rejected Ha3 is accepted, this shows that there is a very significant 
influence simultaneously between Digital Marketing (X1) and Customer Trust 
(X2) on Repurchase Intention (Y). 

 
DISCUSSION     
The Influence of Digital Marketing (X1) on Repurchase Intention (Y) 
      Based on the results of the test analysis that has been carried out, it shows that 
the Digital Marketing variable (X1) has a t-count of 11.898 > t-table 1.984 with a 
significance level value of 0.001 <0.05, so Ho1 is rejected and Ha1 is accepted 
indicating that there is an influence of Digital Marketing on Repurchase Intention 
on MS Glow products. So the first hypothesis is accepted. This is supported by 
research. Research conducted by Sari and Pratiwi (2021) also confirms that digital 
marketing has a positive effect on repurchase intention because it is able to increase 
customer trust and satisfaction through easy access to information and transparent 
communication. 
 
The Influence of Customer Trust on Repurchase Intention 
            Based on the results of the test analysis that has been carried out, it shows 
that the Customer Trust variable (X2) has a t count of 15.316 > 1.984 t table with a 
significance level value of 0.001 < 0.05, so Ho2 is rejected and Ha2 is accepted, 
indicating that there is an influence of Customer Trust on Repurchase Intention on 
MS Glow products. So the second hypothesis is accepted. This is supported by 
research conducted by Siahaan and Sitompul (2021), Customer trust in online 
cosmetic products greatly influences loyalty and repurchase intention because it 
fosters a sense of security from the risk of fraudulent product discrepancies. 
Greatly affects loyalty and repurchase intention  
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The Influence of Digital Marketing and Customer Trust on Repurchase 
Intention  
           Based on the results of the test analysis that has been carried out, it shows 
that the Digital Marketing Variable (X1) and the Customer Trust variable (X2) have 
a calculated F value of 142.584> 3.090 F table, with a significance level value of 
0.001 <0.05, then Ho3 is rejected and Ha3 is accepted, indicating that there is an 
influence of Digital marketing (X1) and Customer Trust (X2) on Repurchase 
Intention (Y) on MS Glow products. So the third hypothesis is accepted. This is 
supported by research conducted by Putri and Wijaya (2023) which explains that 
social media can be a space to strengthen customer trust because customers can 
directly interact with brands and see authentic evidence from other users' 
experiences. 
 
CONCLUSION AND RECOMMENDATIONS  
CONCLUSION  
            Based on the problem formulation, literature review, and the analysis and 
discussion outlined previously, the following conclusions can be drawn: 
1. Digital marketing influences repurchase intention. 
2. Customer trust influences repurchase intention. 
3. Digital marketing and customer trust simultaneously influence repurchase 

intention. 
 
RECOMMENDATION 
1. Companies need to provide complete and transparent product information 

through digital marketing strategies and platforms to ensure that the 
information customers need is exactly what they need.  

2. Companies must increase customer trust by providing, selling, or promoting 
products according to what is offered so that customers are not disappointed 
and there are no products that do not match their physical appearance. 

3. Companies must strengthen customer retention by implementing digital 
customer loyalty strategies by providing rewards or bundling products for 
customers who make at least two repeat purchases. 

 
FURTHER RESEARCH  
 This research has been conducted with careful planning and analysis, but 
there are still several limitations that need to be considered for further research 
development regarding research that discusses other variables such as Customer 
Review, Brand Loyalty and so on. 
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