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ABSTRAK

Perkembangan industri kecantikan saat ini dinilai sangat pesat dengan nilai pasar

lebih dari 500 miliar US dollar. Pada tahun 2023, nilai pasar ditaksir akan mencapai 805

miliar US dollar. Namun, pada tahun 2020 nilai pasar kosmetik di seluruh dunia ditaksir

turun sekitar 8% dibandingkan tahun sebelumnya, sebagai imbas dari pandemi COVID-19

yang melanda hampir setiap negara di seluruh belahan dunia. Penurunan nilai pasar kosmetik

menjadikan para pengusaha harus memutar otak untuk mempertahankan laba perusahaan.

Oleh sebab itu, celebrity endorsement menjadi salah satu strategi periklanan untuk

mempromosikan produk atau jasa yang dipasarkan. Kesepakatan antara selebriti dan entitas

(misalnya suatu brand) untuk menggunakan selebriti dalam hal mempromosikan sebuah

brand dikenal sebagai celebrity endorsement. Celebrity endorser sebagai key role dalam

promosi produk di media sosial serta meningkatkan kapasitas untuk berkomunikasi dengan

para audiens nya. Terdapat tiga dimensi utama endorser credibility, yakni daya tarik

(attractiveness), keahlian (expertise), serta kepercayaan (trustworthiness).

Penelitian ini bertujuan untuk mengetahui pengaruh perceived attractiveness,
perceived expertise, perceived trustworthiness terhadap brand credibility, brand equity, dan

purchase intention, serta pengaruh langsung brand credibility terhadap brand equity dengan

objek penelitian produk skincare Scarlett Whitening. Penelitian ini menggunakan pendekatan

kuantitatif dengan menguji beberapa hipotesis menggunakan analisis SEM (Structural
Equation Modelling) dengan menggunakan software SmartPLS. Penelitian ini menggunakan

data primer dengan menyebarkan kuesioner secara online serta menggunakan teknik

purposive sampling untuk menentukan sample penelitian. Terdapat sejumlah 260 responden

penelitian dengan kriteria responden yaitu perempuan dan laki-laki berusia lebih dari 17

tahun, belum pernah membeli produk skincare Scarlett Whitening, serta pernah melihat

Laudya Cynthia Bella mempromosikan produk skincare Scarlett Whitening di Instagram.

Hasil penelitian ini menunjukkan bahwa perceived attractiveness, perceived trustworthiness,
perceived expertise secara signifikan memengaruhi brand credibility, brand equity. Selain itu,

brand credibility dan brand equity berpengaruh terhadap purchase intention, serta brand
credibility berpengaruh terhadap brand equity.

Kata kunci: Perceived Attractiveness, Perceived Expertise, Perceived Trustworthiness,
Brand Credibility, Brand Equity, Purchase Intention, Celebrity Endorser
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ABSTRACT

The development of the beauty industry is currently considered very fast with a
market value of more than 500 billion US dollars. In 2023, the market value is estimated to
reach 805 billion US dollars. However, the worldwide cosmetic market value is estimated to
have fallen by around 8% in 2020 compared to the previous year. As a result of the COVID-

19 pandemic that hit almost every country in the world. The decline in the value of the
cosmetic market makes entrepreneurs have to rack their brains to maintain company profits.
Therefore, celebrity endorsement is one of the advertising strategies to promote the product
or service in the market. An agreement between a celebrity and an entity (e.g. a brand) to use
a celebrity to promote a brand is known as celebrity endorsement. Celebrity endorsers play a
key role in product promotion on social media and increase the capacity to communicate
with the audience. There are three main dimensions of endorser credibility, namely perceived
attractiveness, perceived expertise, and perceived trustworthiness.

This study aims to determine the effect of perceived attractiveness, perceived
expertise, and perceived trustworthiness on brand credibility, brand equity, and purchase
intention, as well as the direct impact of brand credibility on brand equity with the object of
research on skincare products Scarlett Whitening. This study uses a quantitative approach by
testing several hypotheses using SEM (Structural Equation Modeling) analysis using
SmartPLS software. This study uses primary data by distributing online questionnaires and
using a purposive sampling technique to determine the research sample. There are 260
respondents who fulfill the criteria in this research: women and men aged over 17 years, who
have never bought Scarlett Whitening skincare product, and have seen Laudya Cynthia Bella
endorse Scarlett Whitening skincare products on Instagram. The results of this study indicate
that perceived attractiveness, perceived trustworthiness, and perceived expertise significantly
affect brand credibility, brand equity. In addition, brand credibility and brand equity have a
direct impact on purchase intention. Brand credibility has a positive effect on brand equity.

Keywords: Perceived Attractiveness, Perceived Expertise, Perceived Trustworthiness, Brand
Credibility, Brand Equity, Purchase Intention, Celebrity Endorser
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