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ABSTRACT

LUTFI DIAH MUFIDA, 21042010302, The Effect of Beauty Influencer
Credibility, Awareness, Image, and Brand Trust on Purchasing Decisions (A
Study of Somethinc Product Consumers in Surabaya)

Influencers play an important role in marketing strategy through product
introduction to their followers. A number of cosmetic companies have begun to take
advantage of this opportunity by outsourcing product promotion to influencers to
increase visibility and sales, one of which is Somethinc. This study analyzes the
influence of beauty influencer credibility, awareness, image, and brand trust on
purchasing decisions for Somethinc products in Surabaya City. The population of
this study are Somethinc product users who live in Surabaya with an age range of
15-64 years. Determination of sampling using purposive sampling with a sample
size of 125 respondents. Using quantitative methods with multiple linear regression
analysis and research data processed using SPSS 27. The results showed that
beauty influencer credibility, brand awareness, brand image, and brand trust had
a positive and significant effect on purchasing decisions for Somethinc products in
Surabaya City.

Keywords: Brand awareness, brand image, brand trust, influencer credibility,
purchase decision.
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ABSTRAK

LUTFI DIAH MUFIDA, 21042010302, Pengaruh Beauty Influencer,
Kesadaran, Citra, dan Kepercayaan Merek Terhadap Keputusan Pembelian
(Studi pada Konsumen Produk Somethinc di Surabaya)

Influencer memegang peran penting dalam strategi pemasaran melalui pengenalan
produk kepada para pengikutnya. Sejumlah Perusahaan kosmetik mulai
memanfaatkan peluang ini dengan mengalihdayakan promosi produk kepada
influencer guna meningkatkan visibilitas dan penjualan, salah satunya adalah
Somethinc. Penelitian ini menganalisis pengaruh kredibilitas beauty influencer,
kesadaran, citra, dan kepercayaan merek terhaddap Keputusan pembelian produk
Somethinc di Kota Surabaya. Populasi dari penelitian ini merupakan para pengguna
produk Somethinc yang berdomisili Surabaya dengan rentang usia 15-64 tahun.
Penentuan sampling menggunakan purposive sampling dengan jumlah sampel 125
responden. Menggunakan metode kuantitatif dengan analisis regresi linier berganda
dan data penelitian diolah menggunakan SPSS 27. Hasil penelitian menunjukkan
bahwa kredibilitas beauty influencer, kesadaran, citra, dan kepercayaan merek
berpengaruh positif dan signifikan terhadap keputusan pembelian produk
Somethinc di Kota Surabaya.

Kata Kunci: Citra merek, kepercayaan merek, keputusan pembelian, kesadaran
merek, kredibilitas influencer.
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