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ABSTRACT (In English)

This study aims to analyze and describe the Instagram social media management strategy implemented
by DRW Skincare to increase customer brand trust amidst the increasingly competitive skincare industry
and the rise of illegal cosmetic product issues. The study uses a post-positivistic paradigm with a
qualitative approach and case study method, through in-depth interviews, observation, and
documentation techniques on the management of the @drwskincare Instagram account, which is then
analyzed inductively using an interactive analysis model and tested through triangulation of sources,
methods, and theories. The analytical framework of this study uses The Circular Model of SoMe which
includes the stages of share, optimize, manage, and engage, as well as the concept of brand trust which
includes fulfilling brand promises, integrity, and concern for consumers. The results show that DRW
Skincare consistently implements a strategy of sharing educational content, testimonials, before-after,
product information transparency, and responsive interaction with the audience, accompanied by visual
optimization and structured digital communication monitoring. This strategy is able to build the
perception of credibility, increase consumers' sense of security, and strengthen trust in the quality and
legality of products. Therefore, communicative, transparent, and two-way interaction-based Instagram
management has proven to play an important role in building and maintaining customer brand trust.
Keywords: Brand Trust, DRW Skincare, Social Media, Instagram, The Circular Model of SoMe

ABSTRAK (Bahasa Indonesia)

Penelitian ini bertujuan untuk menganalisis dan mendeskripsikan strategi pengelolaan media sosial
Instagram yang diterapkan oleh DRW Skincare dalam meningkatkan brand trust pelanggan di tengah
persaingan industri skincare yang semakin kompetitif dan maraknya isu produk kosmetik ilegal.
Penelitian menggunakan paradigma post-positivistik dengan pendekatan kualitatif dan metode studi
kasus, melalui teknik wawancara mendalam, observasi, dan dokumentasi terhadap pengelolaan akun
Instagram @drwskincare, yang kemudian dianalisis secara induktif menggunakan model analisis
interaktif serta diuji melalui triangulasi sumber, metode, dan teori. Kerangka analisis penelitian ini
menggunakan The Circular Model of SoMe yang meliputi tahap share, optimize, manage, dan engage,
serta konsep brand trust yang mencakup pemenuhan janji merek, integritas, dan kepedulian terhadap
konsumen. Hasil penelitian menunjukkan bahwa DRW Skincare secara konsisten menerapkan strategi
berbagi konten edukatif, testimoni, before—after, transparansi informasi produk, serta interaksi responsif
dengan audiens, disertai optimalisasi visual dan monitoring komunikasi digital yang terstruktur. Strategi
tersebut mampu membangun persepsi kredibilitas, meningkatkan rasa aman konsumen, serta
memperkuat kepercayaan terhadap kualitas dan legalitas produk, sehingga pengelolaan Instagram yang
komunikatif, transparan, dan berbasis interaksi dua arah terbukti berperan penting dalam membangun
dan mempertahankan brand trust pelanggan.

Kata Kunci: Brand Trust, DRW Skincare, Media Sosial, Instagram, The Circular Model of SoMe
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