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ABSTRACT 

Annisa Nurmailasari Salsabila, 2210312320059 (2026). The Effect of Consumer 

Dissatisfaction on Brand Switching through Variety Seeking as a Mediating 

Variable among Somethinc Skincare Consumers in Banjarmasin City. 

Advisor: Dr. Nuril Huda, S.E., M.M; Drs. H. Ikhwan Faisal, S.E, M.Si, Ak, 

CA; Rusniati, S.E, M.Si 

This study aims to examine and analyze the effect of consumer dissatisfaction 

on variety seeking, the effect of consumer dissatisfaction on brand switching, the 

effect of variety seeking on brand switching, and the role of variety seeking in 

mediating the effect of consumer dissatisfaction on brand switching among 

Somethinc skincare consumers in Banjarmasin City. 

This study was conducted in Banjarmasin City using a quantitative approach 

and a survey method involving 232 respondents who were consumers of Somethinc 

skincare products, selected through purposive sampling. The data were analyzed 

using the PLS-SEM approach with the assistance of SmartPLS version 4.0. 

The results show that consumer dissatisfaction has a positive and significant 

effect on variety seeking (coefficient 0.648; p-value 0.000) and on brand switching 

(coefficient 0.496; p-value 0.000). Variety seeking also has a positive and 

significant effect on brand switching (coefficient 0.330; p-value 0.009), and 

significantly mediates the effect of consumer dissatisfaction on brand switching 

(coefficient 0.214; p-value 0.013). The model explains 41.7% of variety seeking and 

56.3% of brand switching. These findings indicate that consumer dissatisfaction 

drives variety-seeking behavior, which in turn leads to brand switching, and 

Somethinc is advised to improve product quality, complaint-handling 

responsiveness, and product variation innovation to reduce the potential for brand 

switching. 

Keywords: consumer dissatisfaction, variety seeking, brand switching, PLS-SEM, 

skincare 
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ABSTRAKSI 

Annisa Nurmailasari Salsabila, 2210312320059. (2026). Pengaruh Dissatisfaction 

Consumer Terhadap Brand Switching Melalui Variety Seeking Sebagai 

Variabel Mediasi Pada Konsumen Produk Skincare Somethinc Di Kota 

Banjarmasin. Pembimbing: Dr. Nuril Huda, S.E., M.M; Drs. H. Ikhwan 

Faisal, S.E, M.Si, Ak, CA; Rusniati, S.E, M.Si 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

dissatisfaction consumer terhadap variety seeking, pengaruh dissatisfaction 

consumer terhadap brand switching, pengaruh variety seeking terhadap brand 

switching, serta peran variety seeking dalam memediasi pengaruh dissatisfaction 

consumer terhadap brand switching pada konsumen produk skincare Somethinc di 

Kota Banjarmasin. 

Penelitian ini dilaksanakan di Kota Banjarmasin dengan menggunakan 

pendekatan kuantitatif dan metode survei terhadap 232 responden konsumen 

produk skincare Somethinc yang dipilih melalui teknik purposive sampling. Data 

dianalisis menggunakan pendekatan PLS-SEM dengan bantuan aplikasi SmartPLS 

versi 4.0. 

Hasil penelitian menunjukkan bahwa dissatisfaction consumer berpengaruh 

positif dan signifikan terhadap variety seeking (koefisien 0,648; p-value 0,000) dan 

terhadap brand switching (koefisien 0,496; p-value 0,000). Variety seeking juga 

berpengaruh positif dan signifikan terhadap brand switching (koefisien 0,330; p-

value 0,009), serta terbukti memediasi pengaruh dissatisfaction consumer terhadap 

brand switching (koefisien 0,214; p-value 0,013). Model mampu menjelaskan 

variabel variety seeking sebesar 41,7% dan brand switching sebesar 56,3%. Temuan 

ini menunjukkan bahwa ketidakpuasan konsumen mendorong perilaku mencari 

variasi yang pada akhirnya memicu perpindahan merek, sehingga Somethinc 

disarankan meningkatkan kualitas produk, responsivitas penanganan keluhan, dan 

inovasi variasi produk guna menekan potensi brand switching. 

Kata kunci: dissatisfaction consumer, variety seeking, brand switching, PLS-SEM, 

skincare 
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