BAB V KESIMPULAN DAN SARAN

Dalam bab 5 akan membahas mengenai Kesimpulan dari penilitian

berdasarkan hasil analisis data yang telah dilakukan. Implikasi manajerial akan

dijelaskan untuk memberikan wawasan bagi pihak yang berkepentingan.

Keterbatasan yang ada di dalam penelitian , dan saran yang diberikan oleh peneliti

untuk kepada pembaca supaya dapat dijadikan sebagai pertimbangan referensi bagi

peneliti lain yang ingin meneliti hal yang serupa.

5.1. Kesimpulan

Berdasarkan hasil penelitian yang telah dilakukan mengenai pengaruh

Ulasan Pelanggan Secara Online dan Celebrity Influencer terhadap Niat

Pembelian pada produk Avoskin, maka diperoleh beberapa kesimpulan sebagai

berikut:
1.

Kredibilitas Celebrity Influencer berpengaruh positif dan signifikan
terhadap Sikap (H1 diterima)

Hasil penelitian menunjukan bahwa kredibilitas influencer memberikan
pengaruh positif dan signifikan terhadap sikap konsumen terhadap
produk Avoskin. Semakin konsumen menilai influencer sebagai pribadi
yang kredibel, jujur, dan dapat dipercaya, maka akan semakin positif
juga sikap mereka terhadap produk yang dipromosikan.

Daya Tarik Celebrity Influencer tidak berpengaruh signifikan terhadap
Sikap (H2 ditolak)

Penelitian ini menemukan bahwa daya tarik influencer, dari segi
penampilan, maupun pesona personal tidak memiliki pengaruh
signifikan pada sikap konsumen terhadap produk Avoskin. Konsumen
saat ini lebih kritis dan tidak hanya terpaku pada penampilan fisik
influencer.

Ulasan Pelanggan Secara Online berpengaruh positi dan signifikan
terhadap Sikap (H3 diterima)

Semakin banyak ulasan positif yang diberikan oleh konsumen, maka

sikap konsumen terhadap produk Avoskin juga akan semakin positif.
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Sikap berpengaruh positif dan signifikan terhadap Loyalitas Merek (H4
diterima)

Semakin baik sikap yang dimiliki konsumen terhadap produk, semakin
tinggi pula loyalitas yang muncul.

Sikap berpengaruh positif dan signifikan terhadap Kesadaran Merek
(HS5 diterima)

Semakin positif sikap konsumen terhadap produk, semakin besar
peluang konsumen untuk mengingat dan mengenali merek Avoskin
dibandingkan produk lain. Hal ini menunjukan bahwa sikap yang
terbentuk dari pengalaman baik dapat meningkatkan brand recall dan
Awareness di benak konsumen.

Sikap berpengaruh positif dan signifikan terhadap Electronic Word of
Mouth (H6 diterima)

Penelitian ini membuktikan bahwa konsumen dengan sikap positif
terhadap produk Avoskin cenderung lebih aktif berbagi pengalaman
melalui e-WOM, baik melalui media sosial, maupun forum diskusi.
Konsumen yang merasa puas dan memiliki persepsi baik terhadap
produk akan dengan senang hati menyebarkan informasi positif kepada
lain.

. Loyalitas Merek berpengaruh positif dan signifikan terhadap Niat
Pembelian (H7 diterima)

Hasil penelitian menunjukan bahwa loyalitas terhadap merek Avoskin
memiliki pengaruh positif terhadap niat pembelian konsumen. Semakin
loyal konsumen terhadap merek, semakin tinggi keinginan mereka
untuk melakukan pembelian ulang atau merekomendasikan produk
kepada orang lain. Loyalitas menjadi faktor penting dalam menjaga
kesinambungan hubungan konsumen dengan merek.

. Kesadaran Merek tidak berpengaruh signifikan terhadap Niat
Pembelian (H8 ditolak)

Kesadaran konsumen terhadap keberadaan merek Avoskin tidak secara

signifikan mempengaruhi niat pembelian konsumen. Meskipun
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konsumen mengenali nama atau logo merek, hal tersebut tidak cukup
kuat untuk mendorong mereka melakukan pembelian. Konsumen saat
ini lebih mempertimbangkan kualitas produk, ulasan, pengalaman
pribadi, serta faktor rekomendasi dibandingkan hanya sekedar
popularitas merek.

Electronic Word of Mouth tidak berpengaruh signifikan terhadap Niat
Pembelian (H9 ditolak)

Hasil penelitian menunjukan Electronic Word of Mouth tidak
memberikan pengaruh signifikan terhadap niat pembelian konsumen.
Meski konsumen seringkali membaca ulasan atau testimoni online, hal
tersebut tidak semerta-merta meningkatkan keinginan mereka untuk
membeli produk Avoskin. Konsumen lebih memprioritaskan
pengalaman pribadi, rekomendasi orang terdekat, serta faktor
kepercayaan terhadap produk daripada hanya mengandalkan informasi

e-WOM.

5.2. Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, terdapat beberapa

implikasi manajerial yang dapat menjadi masukan bagi pihak Avoskin dalam

merancang strategi pemasaran yang lebih efektif:

1.

Fokus pada influencer yang kredibel, bukan sekedar menarik

Hasil penelitian menunjukan bahwa kredibilitas influencer berpengaruh
signifikan terhadap sikap konsumen, sedangkan daya tarik influencer
tidak berpengaruh signifikan. Oleh karena itu, Avoskin sebaiknya lebih
efektif dalam memilih influencer dengan mempertimbangkan faktor
keahlian, pengalaman, kejujuran, dan kemampuan influencer dalam
menyampaikan informasi produk dengan baik, dibandingkan hanya
mengutamakan penampilan fisik atau popularitas semata.

Manfaatkan Ulasan Pelanggan Secara Online sebagai strategi penguatan

sikap konsumen
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Karena ulasan pelanggan online terbukti berpengaruh signifikan
terhadap sikap konsumen, Avoskin dapat memaksimalkan platform
ulasan seperti website resmi, marketplace, dan media sosial untuk
mengumpulkan, menampilkan, serta menanggapi ulasan pelanggan
secara aktif. Strategi ini mampu membentuk sikap positif dan
meningkatkan kepercayaan konsumen terhadap produk.

. Bangun sikap positif konsumen untuk meningkatkan Loyalitas Merek
dan Kesadaran Merek

Penclitian ini menemukan bahwa sikap positif konsumen berpengaruh
signifikan terhadap loyalitas dan kesadaran merek. Avoskin perlu
menjaga kualitas produk, memberikan pelayanan yang baik, serta
memperkuat nilai-nilai positif merek dalam setiap kampanye pemasaran
agar dapat membentuk pengalaman positif yang berkelanjutan di benak
konsumen.

. Optimalkan loyalitas konsumen untuk mendorong niat pembelian
Karena loyalitas konsumen berpengaruh signifikan terhadap niat
pembelian, Avoskin dapat memperkuat program loyalitas pelanggan,
seperti membership benefits, diskon khusus pelanggan setia, hingga
konten eksklusif yang hanya bisa diakses oleh pelanggan loyal. Hal ini
dapat meningkatkan retensi pelanggan dan mendorong pembelian ulang.
. Perbaiki strategi Kesadaran Merek dan e-WOM yang lebih berdampak
Hasil penelitian menunjukan bahwa Kesadaran Merek dan e-WOM tidak
berpengaruh signifikan terhadap niat pembelian. Avoskin perlu
mengevaluasi kembali strategi kampanye Kesadaran Merek agar tidak
hanya sebatas meningkatkan pengenalan merek, tetapi juga
menciptakan pegalaman yang relevan dan mendorong aksi nyata dari
konsumen. Selain itu, meningkatkan kualitas isi e-WOM seperti
testimoni real, before-after, atau review terpercaya juga dapat menjadi
fokus agar e-WOM memiliki pengaruh yang lebih kuat terhadap

keputusan pembelian.
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5.3. Kelemahan Penelitian

Penelitian ini tentu memiliki beberapa keterbatasan yang perlu

diperhatikan sebagai bahan pertimbangan dalam pengembangan penelitian

selanjutnya, di antaranya:

1.

Terbatas pada produk dan merek tertentu

Penelitian ini hanya dilakukan pada produk skincare merek Avoskin,
sehingga hasil penelitian tidak dapat digeneralisasikan untuk produk
skincare atau merek lain di luar Avoskin. Preferensi, loyalitas, dan sikap
konsumen terhadap brand skincare lain mungkin berbeda, sehingga
perlu dilakukan penelitian lanjutan dengan objek yang lebih beragam.
Responden yang terbatas pada segmen tertentu

Responden dalam penelitian ini didominasi oleh pengguna Avoskin
yang aktif di media sosial dan platform digital. Hal ini membuat hasil
penelitian belum sepenuhnya mewakili konsumen Avoskin secara
keseluruha, terutama yang melakukan pembalian offline atau tidak aktif
di media sosial. Kondisi ini bisa mempengaruhi persepsi terhadap
influencer, e-WOM, maupun kesadaran merek.

Pada Kriteria kuesioner dengan pertanyaan kuesioner pada indikator
kredibilitas dan daya tarik Celebrity Influencer kesalahan terdapat pada
penggunaan “dan” serta “atau” hal tersebut kurang konsisten
dikarenakan peneliti yang kurang teliti dalam menulis yang dapat
menyebabkan salah pemahaman dalam kuesioner pada saat responden

akan mengisi.
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5.4. Saran Penelitian ke Depan

Berdasarkan hasil penelitian dan keterbatasan yang ada, berikut

beberapa saran yang dapat dijadikan bahan pertimbangan untuk penelitian

selanjutnya:

1.

Mengembangkan objek penelitian

Penelitian ini hanya dilakukan pada produk skincare dengan merek
Avoskin. Agar hasil penelitian bisa lebih luas dan mewakili kondisi
pasar secara umum, sebaiknya penelitian selanjutnya melibatkan
berbagai merek skincare lainnya. Dengan begitu, perbandingan antar
merek dapat dianalisis, dan hasilnya bisa menjadi referensi yang lebih
beragam bagi pelaku industri skincare.

Memperluas Segemen Responden

Responden dalam penelitian ini sebagian besar adalah pengguna
Avoskin yang aktif di media sosial. Ke depan, penelitian sebaiknya
melibatkan lebih banyak variasi responden, seperti konsumen yang
membeli secara offline atau yang tidak terlalu aktif di media sosial. Hal
ini penting agar hasil penelitian bisa mencerminkan persepsi seluruh

konsumen, baik onl/ine maupun offline.

. Peneliti harus lebih konsisten dalam penulisan

Pada penulisan pertanyaan kuesioner dan kriteria terdapat tidak
konsisten yaitu pada pertanyaan kuesioner bagian indikator kredibilitas
dan daya tarik Celebrity Influencer. Dengan hal tersebut peneliti harus
lebih teliti dalam menulis penelitian supaya tidak terjadi salah

pemahaman pada responden pada saat mengisi kuesioner.
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LAMPIRAN I PERTANYAAN KUESIONER

Apakah anda mengetahui brand Avoskin?

o Ya

o Tidak

Apakah anda mengetahui Refal Hady dan Park Hyung Sik Brand

Ambassador dari Avoskin?

o Ya

o Tidak

Apakah anda pernah melihat ulasan online melalui platform resmi Avoskin?

(Shopee, Tokopedia, sosial media resmi Avoskin)

o Ya

o Tidak

Apakah anda pernah melihat e-WOM mengenai Avoskin melalui forum, blog,

atau media sosial secara general?

o Ya

o Tidak

Jenis Kelamin

o Laki-laki

o Perempuan

Pendapatan/uang saku per bulan

o <Rp o Rp o Rp o >Rp
1.000.000 1.000.001 3.000.001 5.000.000
—Rp —Rp
3.000.000 5.000.000
Pekerjaan
Pelajar Karyawan | Pegawai Wirausaha/Freelancer | Influencer
Swasta Negri
Sipil
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Lampiran I Pertanyaan Kuesioner

Influencer Credibility

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

Refal Hady atau Park
Hyung Sik memiliki
pengetahuan mengenai

produk skincare

Refal Hady atau Park
Hyung Sik berpengalaman
dalam menggunakan

berbagai produk skincare

Refal Hady atau Park
Hyung Sik terkesan jujur

Refal Hady atau Park
Hyung Sik dapat dipercaya

dan meyakinkan

Influencer Attractiveness

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Setuju

Refal Hady atau Park
Hyung Sik dikenal luas

oleh masyarakat

Refal Hady atau Park
Hyung Sik ganteng

Refal Hady atau Park
Hyung Sik menarik
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Refal Hady atau Park
Hyung Sik sexy

Refal Hady atau Park
Hyung Sik elegan

Refal Hady atau Park
Hyung Sik memiliki gaya
yang berkelas

Online Customer Review

Skala
Sangat | Tidak | Netral | Setuju | Sangat
Tidak | Setuju Tidak
Setuju Setuju

Ulasan pelanggan online
memudahkan saya dalam
membuat keputusan

pembelian produk Avoskin

Ulasan pelanggan online
meningkatkan keefektivan
saya dalam membuat
keputusan pembelian

produk Avoskin

Terakhir kali saya
membaca ulasan
pelanggan online, saya
mengikuti rekomendasi
konsumen terhadap

produk Avoskin

Informasi dari ulasan
online menambah
pengetahuan saya tentang

produk Avoskin
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Ulasan online telah
memotivasi saya untuk
membuat keputusan

pembelian produk Avoskin

Skala
pw Sangat | Tidak | Netral | Setuju | Sangat
Tidak | Setuju Tidak
Setuju Setuju
Skincare Avoskin sesuai
dengan ekspektasi saya
Skincare Avoskin membuat
saya merasa percaya diri
Skincare Avoskin
menjaminkan kepuasan
Skincare Avoskin tidak
mengecewakan saya
Skala
M d Awreness Sangat | Tidak | Netral | Setuju | Sangat
Tidak | Setuju Tidak
Setuju Setuju
Merek Avoskin yang

pertama muncul dalam
benak saya saat membuat
keputusan pembelian

produk skincare

Saya mengenali Avoskin

diantara merek pesaing

Saya dengan cepat
mengenali simbol-simbol

dari produk Avoskin
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Brand Loyalty

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Tidak
Setuju

Saya menganggap diri saya
loyal terhadap merek

Avoskin

Saya selalu
merekomendasikan merek
Avoskin kepada orang

yang meminta saran saya

Saya selalu mengatakan
hal-hal positif tentang
merek Avoskin kepada

orang lain

Saya bersedia berusaha
lebih untuk membeli

produk merek Avoskin

E-WOM

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
Tidak
Setuju

Saya mengandalkan
rekomendasi dari e-WOM
untuk mendapatkan
informasi mengenai

produk Avoskin

Saya sangat yakin bahwa
rekomendasi dari e-WOM

memudahkan saya
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mendapatkan produk
Avoskin yang saya

inginkan

Saya lebih suka
menggunakan
rekomendasi e-WOM
untuk produk Avoskin

Saya bersedia mencoba
produk Avoskin baru yang
diperkenalkan melalui e-

wWOoM

Purchase Intention

Skala
Sangat | Tidak | Netral | Setuju | Sangat
Tidak | Setuju Tidak
Setuju Setuju

Saya cenderung membeli
produk skincare Avoskin
yang direkomendasikan
oleh Refal Hady atau Park
Hyung Sik

Rekomendasi Refal Hady
dan Park Hyung Sik
mempengaruhi niat
pembelian saya pada

produk Avoskin

Keinginan saya untuk
membeli produk Avoskin
direkomendasikan oleh
Refal Hady atau Park
Hyung Sik
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Saya ingin membeli
produk Avoskin yang
direkomendasikan oleh
Refal Hady dan Park
Hyung Sik
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LAMPIRAN II KUESIONER GOOGLE FORM

Kuisioner Penelitian Niat Pembelian
Produk Avoskin

Halo! perkenalkan saya Jyestho Dhanesworo, jurusan Manajemen Atma Jaya Yogyakarta,
tahun 2021

Saya sedang melakukan penelitian untuk skripsi yang membahas bagaimana influencer
dan e-WOM mempengaruhi niat pembelian pada produk Avoskin. Tujuan penelitian ini
untuk memahami faktor yang mempengaruhi keputusan konsumen dalam membeli produk
skincare melalui media digital. Data yang dikumpulkan akan digunakan untuk menganalisis
fenomena ini dan memberikan wawasan terkait strategi pemasaran digital.

Saya mohon kesediaan Anda untuk menjawab setiap pertanyaan dengan sebaik-baiknya
dan sejujurnya sesuai dengan pengalaman dan pendapat pribadi. Jawaban Anda sangat
berharga dalam membantu penelitian ini mendapatkan hasil yang akurat dan bermanfaat.

Terima kasih telah meluangkan waktu untuk berpartisipasi dalam kuesioner ini.
KETERANGAN

1: Sangat Tidak Setuju

2: Tidak Setuju

3: Netral

4: Setuju
5: Sangat Setuju

Berikutnya Kosongkan formulir

Lampiran II Kuesioner Google Form
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LAMPIRAN III JAWABAN PERTANYAAN

Lampiran III Jawaban Pertanyaan

O] O] Of O] O]

IfI[I|1 B| B| B| B| B| B
C| C| C| C| C| A] Al Al A

Al Al Al A A Al LI LI L
R| R| R| R| R| 1] 2| 3| 4

31 4| 5|6 1| 21 3]1]2]3
12| 3f 4|5

=R
O 2 £ T
w = d
Al R !

N
N

(9]

(9]
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21334

1

1

1

1{ 2| 3] 3| 1

313131214 33| 2[3]3] 442 4 4 3234242 33 2{2/2]3]2]3]1 111

S50 5| 5] 55|55 4| 55555 4 4 5455544 45 555|555 4 5 44

313131 3|4 3434|4554 444 44 4 4 4 33|44/ 433333333

S50 4| 5] 4| 5| 4| 5|4 5|45 45 4 55|54 45 5445 5 45 4 4 5 55435

31 4|4 4| 5| 4| 4] 4| 4] 4] 4| 4] 4| 4] 4| 3| 3| 3| 3| 3| 3| 3| 3| 3| 3| 3| 3] 3] 333333

3| 4] 3| 3| 5| 4| 4] 3| 4] 4| 4| 4| 4] 4] 4] 4| 4| 4| 4] 4] 4] 4] 2| 2| 3] 2| 3] 4] 2| 2| 2| 2| 2| 2

S50 55055555555 5555555 5] 1] 55| 4] 55|54 555 5555

5| 4| 4| 5| 4] 4| 5| 4| 4| 5| 5| 4| 4| 4| 5| 4| 4] 4] 5| 4| 4] 5| 4] 4| 5| 5| 4] 5| 4] 5| 4| 4] 4] 4

30 3| 3] 4| 5| 5| 5| 4| 4 55| 5[5 55 44554 44 4 5 4 55|54 52 322

50531 314 2| 2| 24| 3] 4] 44 5 555555 555 55555 5 5 5555

4l 4| 4| 4| 4| 4| 4| 4| 4] 4| 4| 4| 4| 4] 4] 4| 4| 4| 4| 4] 4] 4| 4| 4| 4| 4] 4] 4| 4| 4| 4] 4] 4] 4

31 4 3| 4| 2| 3| 3] 2444|3334 4 45433 4 2|4 3333332323

4 4| 4| 4| 4| 4| 4| 5| 4] 5| 4| 5| 5| 4| 4] 4] 4| 4| 4] 5| 4|4 4 45|44 4 44 4445

S5 50 5| 55| 5| 5] 5555|5555 5 5|55 5555|5555 555 5555

50 5| 5] 55| 54| 4| 45555 5 5 5555555 55 5555554 4 44

2020 2| 1 5] 3] 3|33 3]33]|2]5|2]12]2 3153

4] 5| 4] 5| 4| 5| 4| 5| 4] 545|454 545 4 5 45 4 5 4 5 4545|4545

5| 4| 5| 4| 5| 4| 5| 4| 5| 4| 5|4 5| 4ls|4a]s|4 5| 4als|4|s| 4 5|4a]5]4]5| 4 5|45 4
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40 5| 4| 5| 4| 5| 4| 5| 4| 5| 4| 5|45 45 45 4|5 45|45 4 5 4 5 4 5 45 4S5

40 5| 4| 5| 4| 5| 4| 5| 4| 5| 45|45 45 45 4|5 45|45 4 5 4 5 4 5 45 4S5

515 5] 55| 55| 55|54 4] 44 45555 5 5554 445 5 5 5 5555

40 5| 5| 4| 5| 4] 4| 5| 4| 5|54 45 55 45 44 5 55 4 4 5 5 4 45 54435

4] 5| 4] 5| 4| 4| 5| 5| 4] 5| 4| 5| 4| 4| 5] 5] 5| 4] 4] 4] 54| 5545|544 5|5 445

4| 5| 5| 4| 5| 4] 4] 5| 4| 5| 4| 5| 5| 4] 5| 4| 5| 5| 4| 4| 5| 5| 5| 4| 4 55| 4|45 5 445

4| 4| 5| 5] 5| 5] 4| 5| 4| 5| 4| 4] 5| 4] 5| 5| 5| 4| 5| 4| 5| 5| 5| 4| 5| 4] 4 545 5554

40 5| 5| 4] 5| 4] 5| 5| 4| 5| 4| 5| 5| 4| 5| 5| 4] 5| 5| 5| 4] 4| 4| 5| 5| 4| 5| 4| 5| 5| 5| 4| 55

40 5| 5| 5] 4| 5| 4| 5| 4| 5| 4| 4] 54|55 54 445 54 5 4 55 4 5455/ 44

40 5| 5| 4] 5| 4] 5| 5| 4| 5| 5| 4| 55|45 4] 45 5 4 55 5 4 5 45 5 45 455

4] 5| 4] 5| 5| 4| 5| 4| 5] 4] 55| 4] 4] 5] 5] 4| 4 5|5 55|44 5 5 5445|545 4

5| 40 4| 5| 5| 5| 5| 4] 4| 5| 4| 4| 5| 5[4 545|545 4 45445 4 5 5 4 454

4) 4| 5] 5| 5| 4| 5| 4| 4] 5] 55| 4| 5| 54|45 4 5 5 44 5 4 4 554 5|44 5°5

5054 4| 4| 5| 4| 4| 5| 5] 4| 5| 4|4 5| 5|54 55 45 45 5 5 44 5 4 5 455

40 5| 5| 4| 5| 5] 4| 4] 5| 4| 4| 5| 4|5 54 4|5 545 55 45 5 4 4 55 5 455

505141 54| 4| 5| 4| 5| 4] 4 4] 55| 4|5|5] 4 54 45 45 4 5 5 4 55 5 54°5

5131 5| 5| 5| 54| 554 5|44 54 5 5|45 5545|545 5 4 5/ 4 5/ 5435

5|41 4| 55| 4| 4| 5[ 4|5 5|5|4] 54 4 45 4|5 5 4 55|45 4 45| 44 55 4
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4| 5| 5| 4| 3| 4] 4| 5| 5| 4| 4| 5| 5| 4] 5| 5| 5| 4| 5|4|5| 4|45 4 5 4 5 4 5 5454

4| 4 4| 4 5| 5| 5| 4] 4| 5| 5| 5| 5| 4] 5|4|5|5|5|4]a|4|3]3]4| 4 a|al4a|a 4aa

505 5/ 5555|5555 555555555 555555555 5 5555

31 3| 3] 3| 3| 3| 3| 3| 3] 3] 3| 3| 3| 3| 3| 3| 3] 3] 3] 3] 3] 3| 3| 3| 3] 3| 3] 3] 3] 3] 3| 3] 3| 3

40 4| 4| 4] 5| 5| 5| 5| 5| 5| 5| 5| 5[ 5| 5[5 55555555555 555|444 4

31 3] 3] 31 4] 3| 3| 3 3| 3] 5| 5] 5|55 5 5555|5555 55| 44|44 2222

41 5| 4| 4] 5| 5] 5| 4| 5| 5| 5| 5| 4] 5| 4] 5| 4] 5| 5| 4| 5| 5| 4| 55| 4|5 4 44 4 4 44

4| 4| 4] 4| 4| 4| 4| 4| 4] 4] 4| 4| 4| 4] 4] 4| 4| 4| 4| 4] 4] 4] 4| 4| 4| 4] 4] 4] 3| 4| 4| 3| 4] 3

40 4| 4| 5| 5| 4] 4| 5| 4| 5| 5| 5| 4| 5| 5| 4] 4] 4 5| 55| 4| 4|4 4 4|5 555 5554

40 5| 4| 50 4| 4] 5| 4] 5| 5| 4| 5| 5554455 5 455 45 45 4 4 5 4 55S5

541 5| 5| 5| 4] 5| 5[ 4|5 5|54 55 5 455 35 4 5|4 44 5 4 4|5 54575

5|40 5| 5| 5| 3| 5| 455 5|44 5[5 5 3|54 55 454 555 4 45 54575

5|41 5| 3| 5| 4] 5| 5[ 4|5 5|45 4|4 5 455 555|535 5 4 5 44 5 455

5| 5[ 4| 54| 54| 545 45454 4 5|45 45 4 4|5 454 5|45 45435

50 3| 5] 4| 5| 3| 54| 5|55 4]5 5 5 5455544 55 5 445 44 5 5 44

4| 5| 4| 5| 5| 4| 5| 4| 5| 4 4| 5| 4| 5| 4] 45| 4|5]4]5|4 5| 4|5]4]4]5| 4 5|4a]5 45

4] 5| 4] 5| 5| 4| 5| 4| 5] 445|454 454 5 5 45 4 5 4 5 5 45 4 45435

5/ 41 5| 55| 3| 5455 5|55 45 5 455 54 5 455 45 3|5 5 5 54°5
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4| 5| 4| 5| s| 4| 5| 4] 5| 4|4 s|4a|s|a|s|4s|al4s|4als|4]s|4 4]5|4 5] 4|5 4]5

4| 5| 4| 5| s| 4| 5| 4] 5| 4| 4]s|4|5|a|s|4]s|4|4]5|4|5|4a|5s|4]a|s| 45|55 454

40 5| 4| 4] 5| 5| 5| 5] 5| 5| 4| 4] 4|4 44 545 4 5 5 45 45 44 445555

4) 2| 3] 21 2| 3| 4] 3] 2{ 3] 2| 5| 5| 3| 3| 4| 4 4 4] 53|34 33|52 4322|443

4] 5| 4] 5| 4| 5| 4] 5| 4] 5| 4| 5| 4| 5| 4] 5| 4| 5| 4| 5| 4] 54|54 5|45 4 5 4545

4| 5| 5| 4| 4| 5| 5| 4| 4] 4 5| 5| 4| 5| 4 4| 5| 4| 5] 4] 44| 5|5|4]5| 4|4 4 45545

5| 4| 5| 4| 5| 4| 5| 4| 5| 4| 5|45 4|5|4]5|4 5| 4ls|4]5|4 5| 4ls|4]5|4 4 5|45

4| 5| 4| 5| 4| 5| 4| 5| 4] 5| 4| 5| 4| 5| 4] 5| 4| 5| 4] 4] 5| 4| 4| 5| 4| 5| 4] 5| 4| 5| 4] 5] 4] 5

4| 5| 4| 5| 4| 5| 4| 5| 4] 5| 4| 5 4| 5| 4] 5| 4| 5|4]5|4]4 5 4|s|4]5|4 545|454

5/ 41 5| 4| 5| 4] 5| 4] 5| 4| 5| 4| 5| 4] 5| 4| 5| 4| 5| 4] 5| 4| 5| 4| 54|54 5 4 5 454

4] 5| 5| 5| 4| 5| 4| 5| 5] 4] 4|54 5|4 545 5 4 545 4 5|5 545 5 45435

5/ 40 5| 5| 4| 5| 5|4 4554554 5 54 454 5 45|54 4 5 4 55 544

5|41 4| 54| 5| 4| 545 5|45 5[5 5 455 54 5 5 4 5 55 455 4 54S5

4| 5| 4| 4| 5| 4| 5| 5| 4] 5| 4| 5| 4| 4] 55| 4| 4|5|4]5|4 5| 4|4a]5|4]5| 445|455

5|4 4| 5| 4| 5| 4| 454 4] 5445 5 4|55 45 4 5 4 5 54 5|4 4 5/ 45S5

40 5| 5| 4| 5| 4] 5| 4] 4| 5| 4| 5| 4| 4] 55|45 54455 45 5 4 5 4 45 455

5|41 5| 5| 4| 5| 5|4 5|4 455 4|4 5 445 45 4 5|4 5 44 5|4 5 4 54°5

5/ 5055555555 5|55 55 5 5|55 55555555555 5555
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S50 4| 5] 4| 5| 4| 5| 54|45 4|5 45454 5 5 454 5 4 55 4 55 5 445

515141 5|5/ 5555555335 4333155 53 3155551111

505 5/ 5555|5555 555555555 555555555 5 5555

40 5| 4| 4| 5| 4] 5| 5| 4| 5| 4| 5| 4| 4] 5| 5| 4] 5|54 455|455 4 5 4 45 455

5/ 415 4| 4] 5| 4| 5[ 4| 5|5| 4| 4] 545 454|545 5|4 544 5 455 454

5| 4| 5| 5| 4] 5| 4| 4] 5| 4] 5| 4| 5| 5| 4] 4] 5| 4| 4| 5| 4] 5| 4 5| 4| 4| 5] 4] 5| 5| 4| 5| 4|4

5| 4| 5| 4| 4| 4] 5| 5| 4| 5| 5| 4| 4| 5| 4] 5| 4] 5| 4| 4| 5| 5| 4] 4| 5| 4| 5| 4] 5| 4| 4| 5] 5| 4

S50 4] 4] 5| 5| 5| 5| 4| 4] 5] 5| 4] 4| 5| 4| 5| 4| 4] 5| 4] 5| 4| 5| 4| 5| 4| 5| 4| 4| 5| 5| 4| 5| 4

5/ 45| 4| 5| 4] 5| 4] 5| 5| 4] 5|5 4|45 45445 4 4| 54|55 4 5 45454

4] 5| 5] 4] 4| 5| 4| 4| 5] 5] 4| 4 5| 4| 5] 55| 4|54 4] 5|44 5 4 5 4 4 555 54

O 5] 5| 4| 5| 4] 5| 5[ 4| 5| 5| 4] 5| 4| 5| 4| 5| 5| 4| 5| 5| 4] 5| 5| 4| 5| 4| 4] 5| 5| 4| 5/ 4| 4|5

O 5| 4| 5| 4] 5| 5| 5| 4| 4| 5| 4| 5| 4| 4] 5| 4| 5| 5| 5| 4| 4| 5| 5| 5| 4| 5| 4| 5| 4] 4| 5| 5| 4| 5

O 4| 5| 4| 5| 4| 5| 4| 5|4 5| 5] 4| 5| 4| 55| 4|54 5 4 5 45 454 5 544 554

O 5| 4| 4| 5| 5| 4] 5| 4| 4| 5|5|4] 4|5 5|4 5545455454545 455 4S5:>5

O 5| 4| 5| 4| 5| 4] 5| 4| 5|4 5455445544 5|5 4|54 55 4 5 45 475>
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O 4] 4| 4| 4| 5| 5| 5| 5| 5[ 5| 5] 5| 4|5 5|5|3]|3]3]|3]4 43333333433 34

O 4| 5| 4| 5| 4| 5| 54| 45|54 5|44 5|4 5 5 45 5 45 45 5 454?75 544

O 5| 4] 5| 4| 4| 5| 5| 4] 5[ 4| 5] 4| 5| 4| 5| 5| 4] 5| 5| 4] 5| 5| 4| 5| 4| 4|54 55 4554

0| 4| 4| 5| 4| 4] 5| 4| 5| 4] 4| 4] 5| 5| 4| 5| 4| 4] 5| 5| 5| 5| 4] 5| 4| 5| 4] 4] 5| 4| 5| 4| 4] 5| 4

0| 4| 5| 4] 4 4| 5| 5| 5| 4] 4| 4| 5| 4] 4] 5| 4| 5| 4| 5| 4] 4] 5| 5| 4| 5| 5|54 4 5|5]4]45s

1| 4| 5| 5| 4| 4] 5| 4| 4| 4] 5| 5| 4| 4| 5| 5| 5| 4| 4| 5| 5| 5| 4| 4] 5| 5| 4| 5| 5| 4| 4| 5| 4] 5| 5

1| 4| 4] 5| 4| 5| 4| 5| 5[ 4| 5| 4| 5| 5| 4| 5| 4| 4| 5| 4] 5| 5| 5| 4| 5| 4] 5| 4| 5| 4| 4| 5] 5| 4| 5

1| 5| 5[ 4| 5| 5| 4| 5| 5[ 4| 5| 4| 5| 4| 4| 5| 4] 4| 5| 4| 5| 5| 4| 4| 5| 4| 4| 5| 4| 5| 5| 4| 5| 4| 4

1| 4| 5| 4| 4| 5| 4| 5| 5| 5| 5| 4| 4| 4| 5| 5| 4| 5| 4| 5| 4| 5| 5| 4] 5| 5| 5| 4| 4| 5| 5| 4| 5| 5| 4

11 4] 4 5| 5| 5| 4| 4] 5| 4| 5| 5| 5| 4] 4|5 4 4|5|4]4|4 5| 4la]s|4]|5|5| 45|44 5|4

1| 4] 4] 5| 4| 5| 5| 4| 5| 4| 4| 5| 4| 5| 5|4 4 4|5|4] 4|4 5| 5|4a]5|4|4 4 5|5]4]4 5| 4

1| 4] 4| 5| 4| 5| 5| 4| 4] 5| 5| 4| 4| 5| 4| 5| 4| 4| 5| 4| 5| 5| 4| 5| 4| 5| 4] 4] 4| 5| 4] 4] 4] 5] 4
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1| 5| 5| 4| 5| 4] 4| 5| 4] 4| 5| 5| 4|4 4]5|4 4|54 5|45 4]al4s|al4s|als|s|4als

15| 4] 5| 4| 4| 4| 5| 4] 4| 4| 5| 5| 4] 4] 5| 4| 4| 5| 4] 5| 5| 4| 5| 5| 4|54 4|5]4] 4|5 45

1| 5| 4| 4| 5| 5] 5| 4| 4| 5| 4| 5| 4| 5| 4] 5| 4| 4| 5| 4| 5| 5| 4| 5| 5| 4| 5| 4| 4| 5| 4| 5| 5] 4| 5

2| 5| 4| 5| 5| 4] 4| 5| 4| 4] 5| 5| 4| 4| 5| 4] 5| 4| 4| 5| 4] 4| 5| 5| 5| 4] 5| 4| 4| 5| 4| 5| 5] 4| 5

2| 4| 4| 5| 4] 5| 4| 4] 5| 4] 5| 4| 4| 5] 5| 4] 5| 5| 4| 5| 5| 4 5| 4| 4] 5| 4] 55| 4]5]4]4] 54

2| 5| 4| 4] 5| 4| 4| 4] 5| 4] 4| 5| 5| 4| 5| 4| 4| 5| 4| 5| 5 4] 5|5|4]5|4]4 5 45|44 5 4

2| 4| 4] 5| 4| 5| 4| 5|5 4] 4|5 54| 5| 4|4 4 5|4a] 44 5|5 45|44 4 5 44|45 4

2| 4| 5] 5| 5| 5| 4| 5| 4] 4| 5| 5| 4| 4|54 4 5 54 54 4 554555 4 4 5 5 44

2| 4| 4| 5| 4 4| 4| 5| 5| 5| 4| 5|5|4] 4] 5|4 5|5|4a]4]5|4 4|s|5]4]4 5| 5|4]5]54 4

2| 4| 5| 5| 4| 4| 54| 5|55 4| 4| 4] 4|55 5 4|4a]s|44 5| 5|a]a]al4a 4l 4alals|s|s

2| 4| 51 4| 4| 4| 5| 4| 5] 5555|5555 5|5 4|55 4 4 5 5 55 55 55555

2| 3| 3| 3| 3| 3] 3| 3] 3| 3] 3| 3| 3| 3] 3] 3] 3] 3| 3] 3| 3] 3| 3] 3] 3] 3] 3] 3] 3| 3] 3] 3] 3] 3] 3
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2| 5| 5| 5| 5| 5] 5| 55555 55|55 5|4 5|44 45 5 54 4 5 55 55555

3| 5| 5| 4| 4] 4| 5| 4| 5| 4] 5|4 5 4|5|4] 45 4 5|4]5|4 454|545 4 54545

3| 4| 4| 5| 4| 5| 4| 4| 5| 4] 4] 4] 4| 4| 5| 4] 5|45 5|4]5] 4|4 5| 4|5]4]5|5 4 44|54

3| 4| 4| 3| 5| 4] 5| 4| 4| 3] 4| 4] 5| 4| 3| 4] 3| 4] 4| 5| 4] 4] 5| 3| 4| 4] 4] 5| 4] 5| 3| 4| 5| 4] 3

3| 5| 4] 4| 5| 53| 3| 5| 55| 4] 455 4 4|4 45 44 35 4 3555|444 445

3| 5| 4] 4] 4| 3| 4| 4| 4] 4| 4] 4] 4] 4| 5| 5| 4| 5| 5 5| 5] 5| 5| 5| 5| 5| 5| 5| 5| 4] 5| 5| 555

3| 4| 4| 5| 4| 5| 4| 54| 5|44 5 5|4|5| 4|4 5| 4|4a]4a]5|5| 4 5|5]4]5|4 4 4 4|54

3| 4| 5| 5| 4| 4 5| 4| 4] 4] 4] 5| 4| 4| 4| 4] 4| 5| 4| 4| 5| 4] 5| 4| 5| 4] 4] 4] 5| 4| 4| 5] 5] 4] 5

3| 5| 4] 4] 5| 5| 5| 55| 4| 4|54 5 5 4 5555 555 5 5 55555 5 4 44>

31 51 5| 5| 5| 5| 5] 5555|5554 455545 44 554 4 45 34 45 4S5

31 3] 5| 5| 4] 5| 4] 54| 5|5|5|4] 5|4 454|545 45544 5 5 4 5 45 475>5

41 4| 5| 5| 4] 4] 3| 5| 5| 4] 5|4 5445 4|5 545354554 5 45 5 4 545>
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4 4| 5| 4| 5| 4] 5| 5| 4| 5| 4| 4] 5455 4|5 3555544 5 4 5 5445 445>

41 5| 4| 5| 4| 5] 4| 4] 5 4] 53| 554|555 4] 45 5 5 4 4 5 5 455 454355

41 5| 4| 4| 5| 5] 4| 5| 5| 4] 55| 54|54 45 5|45 45 45 5 4 5 4555 435>

4] 4| 4| 5| 5| 4] 5| 5| 4| 4] 5| 5| 4| 4| 5| 5| 4| 5| 5| 4| 4| 5| 5| 5| 4| 4] 5| 5| 5| 4| 4] 5| 4] 5| 4

41 5| 4| 4| 5| 5] 4| 5| 5| 4] 5| 4| 5| 5| 4] 5| 5| 5| 4] 5| 5| 4| 5| 5] 4| 5| 4| 54|54 4 5 5 4

41 4| 5| 5| 4] 4] 5| 5| 4| 5| 4| 5| 4| 4] 5| 5| 5| 4| 5| 4| 5| 4| 5| 4] 5| 4| 5| 5| 4| 4| 5| 5| 4| 5|5

40 4| 5| 5| 4| 5| 4| 5| 4] 5| 5| 5| 45|54 45 4 5 54 5 5|4 5 4 4 5 5 4 5 4 44

4| 5| 4| 5| 4 4| 5| 5| 4] 5| 4| 5| 4| 5| 4] 4] 4| 5| 5| 4| 5| 4] 5| 5| 4| 5| 4| 4|5 5|4|4]5|54

41 5| 4| 5| 4| 4] 4] 5| 4| 5|54 55| 4]5|5|4| 5|45 45 5 4 5 4 5 4 5 4 455 4

5| 5] 4| 5| 5| 4| 545545455 445544 5|4 4 544 5|4 5 4|4 5 54

S| 4] 4| 5| 5| 5| 4] 5] 4| 4| 55455 445 545 4|54 554 5|4 5 45454

50 4| 5] 5| 4| 4| 5| 4| 5| 45|54 5|45 54 5 5 45 5 5 4544 5 45 5 454
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s| 4| 4| 5| 4| 4| 4] 5| 4| 5| 4] 4| 4] 5| 4| 5| 4] 5|4 5|4|5|4] 4|4 5|4a|5|4]5]5 4]5]5 4
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LAMPIRAN IV HASIL OLAH DATA

1. Nilai Loading Factor

Lampiran IV Hasil Olah Data

Indikator | Nilai Outer | Kategori
Loading

Al 0.767 Valid

A2 0.708 Valid

A3 0.738 Valid

A4 0.753 Valid
BAl 0.761 Valid
BA2 0.613 Tidak Valid
BA3 0.806 Valid
BL1 0.783 Valid
BL2 0.747 Valid
BL3 0.760 Valid
BL4 0.791 Valid
EWM1 0.830 Valid
EWM2 0.706 Valid
EWM3 0.793 Valid
EWM4 0.818 Valid
I1A1 0.727 Valid
1A2 0.747 Valid
1A3 0.766 Valid
1A4 0.777 Valid
IAS 0.701 Valid
1A6 0.795 Valid
IC1 0.749 Valid
1C2 0.740 Valid
IC3 0.751 Valid
1C4 0.809 Valid
OCR1 0.712 Valid
OCR2 0.670 Tidak Valid
OCR3 0.750 Valid
OCR4 0.599 Tidak Valid
OCRS 0.764 Valid

P1 0.881 Valid

P2 0.818 Valid

P3 0.831 Valid

P4 0.856 Valid

2. Nilai Loading Factor Tahap 2
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3. AVE

Indikator | Nilai Outer | Kategori
Loading

Al 0.767 Valid
A2 0.709 Valid
A3 0.740 Valid
A4 0.749 Valid
BAl 0.847 Valid
BA3 0.859 Valid
BL1 0.783 Valid
BL2 0.747 Valid
BL3 0.760 Valid
BL4 0.792 Valid
EWM1 0.830 Valid
EWM2 0.706 Valid
EWM3 0.793 Valid
EWM4 0.818 Valid
I1A1 0.727 Valid
1A2 0.747 Valid
1A3 0.766 Valid
1A4 0.777 Valid
IAS 0.701 Valid
1A6 0.795 Valid
IC1 0.749 Valid
IC2 0.740 Valid
IC3 0.751 Valid
I1C4 0.809 Valid
OCR1 0.740 Valid
OCR3 0.834 Valid
OCRS 0.820 Valid
P1 0.881 Valid
P2 0.819 Valid
P3 0.830 Valid
P4 0.856 Valid

Indikator Average Variace

Extracted (AVE)

A 0.550

BA 0.727

BL 0.594

EWM 0.621

1A 0.567

IC 0.582

OCR 0.639

PI 0.717
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4. Cross Loading

A BA | BL EWM | 1A IC OCR | P1
Al 0.767 | 0.533 | 0.604 | 0.564 | 0.466 | 0.609 | 0.492 | 0.461
A2 0.709 | 0.512 | 0.604 | 0.578 | 0.411 | 0.549 | 0.568 | 0.536
A3 0.740 | 0.604 | 0.674 | 0.589 | 0.446 | 0.565 | 0.533 | 0.523
A4 0.749 | 0.438 | 0.631 | 0.540 | 0.399 | 0.509 | 0.559 | 0.467
BA1 0.571 | 0.847 | 0.615 | 0.519 | 0.297 | 0.453 | 0.397 | 0.566
BA3 0.634 | 0.859 | 0.622 | 0.621 | 0.508 | 0.625 | 0.528 | 0.546
BL1 0.656 | 0.523 | 0.783 | 0.646 | 0.485 | 0.637 | 0.564 | 0.557
BL2 0.653 | 0.563 | 0.747 | 0.655 | 0.449 | 0.636 | 0.493 | 0.600
BL3 0.668 | 0.594 | 0.760 | 0.638 | 0.469 | 0.595 | 0.635 | 0.619
BL4 0.637 | 0.554 | 0.792 | 0.498 | 0.342 | 0.497 | 0.409 | 0.642
EWM1 | 0.602 | 0.516 | 0.592 | 0.830 | 0.523 | 0.661 | 0.616 | 0.537
EWM2 | 0.602 | 0.530 | 0.614 | 0.706 | 0.525 | 0.603 | 0.471 | 0.497
EWMS3 | 0.603 | 0.541 | 0.633 | 0.793 | 0.491 | 0.666 | 0.604 | 0.568
EWM4 | 0.610 | 0.520 | 0.649 | 0.818 | 0.541 | 0.665 | 0.519 | 0.528
1A1 0.410 | 0.261 | 0.388 | 0.431 | 0.727 | 0.464 | 0.576 | 0.320
1A2 0.431 | 0.364 | 0.398 | 0.496 | 0.747 | 0.557 | 0.455 | 0.377
1A3 0.413 | 0.337 | 0.394 | 0.468 | 0.766 | 0.557 | 0.555 | 0.399
1A4 0.469 | 0.438 | 0.512 | 0.552 | 0.777 | 0.591 | 0.453 | 0.510
IAS 0.415 | 0.267 | 0.417 | 0.496 | 0.701 | 0.584 | 0.565 | 0.425
1A6 0.481 | 0.452 | 0.436 | 0.528 | 0.795 | 0.597 | 0.471 | 0.428
IC1 0.588 | 0.449 | 0.552 | 0.610 | 0.488 | 0.749 | 0.572 | 0.523
1C2 0.579 1 0.522 | 0.573 | 0.616 | 0.571 | 0.740 | 0.405 | 0.553
1C3 0.578 1 0.473 | 0.621 | 0.596 | 0.587 | 0.751 | 0.653 | 0.647
1C4 0.550 | 0.488 | 0.591 | 0.694 | 0.622 | 0.809 | 0.516 | 0.552
OCR1 |0.471 |0.3330.434 | 0.486 | 0.551 | 0.531 | 0.740 | 0.281
OCR3 | 0.675]0.532 | 0.613 | 0.589 | 0.528 | 0.594 | 0.834 | 0.513
OCRS | 0.566 | 0.410 | 0.565 | 0.602 | 0.556 | 0.563 | 0.820 | 0.443
P1 0.604 | 0.538 | 0.699 | 0.611 | 0.517 | 0.683 | 0.544 | 0.881
P2 0.561 | 0.589 | 0.655 | 0.578 | 0.431 | 0.625 | 0.395 | 0.819
P3 0.573 1 0.538 | 0.654 | 0.571 | 0.427 | 0.590 | 0.485 | 0.830
P4 0.534 |1 0.543 | 0.650 | 0.529 | 0.476 | 0.629 | 0.365 | 0.856
5. Cronbach Alpha
, Composite
Cronbach’s alpha relial?ility (rho_a)

A 0.727 0.727

BA 0.626 0.626

BL 0.772 0.772

EWM 0.795 0.796

1A 0.847 0.849

IC 0.760 0.759

OCR 0.720 0.740

PI 0.868 0.869

108




6. Fornell Lecker

EW ocC
A BA | BL M 1A IC R PI
0.74
A 2
0.70 | 0.85
BA 7 3
0.84 | 0.72 |0.77
BL 15 |6 |1
EW |0.76 |[0.66 |0.79
M 7 9 0 0.788
0.58 | 0.47 |0.56 0.75
IA ) 4 6 0.660 3
0.75 |0.63 |0.76 0.74 |0.76
IC 4 4 7 0.824 3 3
0.72 [0.54 |0.68 0.67 |0.70 |0.79
OCR 5 4 7 0.703 6 5 9
0.67 | 0.65 [0.78 0.54 [0.74 |0.53 |0.84
PI 1 ’ 5 0.677 7 7 0 -
7. Adjusted R-Square
R-Square adjusted
A 0.641
BA 0.497
BL 0.718
EWM 0.586
PI 0.630
8. F Square
A BA BL EWM | 1A IC OCR | PI
A 0.999 | 2.566 | 1.431
BA 0.028
BL 0.290
EWM 0.012
1A 0.010
IC 0.297
OCR |0.219
PI
9. Q Square
A BA BL EWM | 1A IC OCR | PI
A 0.999 | 2.566 | 1.431
BA 0.028
BL 0.290
EWM 0.012
1A 0.010
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10.

IC 0.297
OCR |0.219
PI
Bootstrapping
T

Original | statisti | P

sample | cs value | Keterangan

(0) (|O/ST |s

DEV))

IC > A Positif dan
(H1) 0.531 5.362 0.000 M
IA > A . AN
(H2) -0.093 0.886 0.376 | Tidak signifikan
OCR -> Positif dan
A 0.414 4.568 0.000 | signifikan
(H3)
A > BL Positif dan
(H4) 0.848 19.250 | 0.000 e
A > BA Positif dan
(HS5) 0.707 10.468 | 0.000 Sicfani
A -> Positif dan
EWM 0.767 10.320 | 0.000 | signifikan
(H6)
BL > PI Positif dan
(H7) 0.588 3.728 0.000 signifikan
BA > PI . -
(HS8) 0.150 1.876 0.061 | Tidak signifikan
EWM ->
PI 0.111 0.583 0.560 | Tidak signifikan
(H9)
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Abstract

Purpose - Yowlg cansumers are increasingly using omine reviews and celebrify influernce lo make
purchase decisions. The purpase of this sfudy /s to ascertan the influence of onfing cuslomer reviews,
catabrlly influencer's atfractivaness, celsbaly infivencer's credibilly on female millennials' purchase
intantion of Beauly products.

Design/methodelogy/appreach = To validale the research questions and hypothesss, data were
obtatned from young famale consumers using an alactionic salf-administersd suney questionnaire that
was close ended. A tofal of 203 valid responses were ablainad from which data were analysed by making
wss of struciural equalion modelling Molus and the Stalistical Package for the Social Sclences version 28.
Findings = The ablained results showed that the seven hypothasas of the siudy were posiive. However,
fwo hppotheses were negative, namaly, celebrity influencer atfraciiveness did net have a significant
influence on the allifuoe of consumers; and brand loyally was nof significantly correlating with young
fernale consumers ' purchase intention of beauly products.

Practical implications — Givarr thal millennials are known o be aclive users of soctal media and offen
consull onling peer product reviews, markelers and prachiioners of beauly industry should improve the
effectiveness and usabiity of beauly wmiiuencers and onfing reviews fo attract female millennial
CONSLMErs.

QOriginality/value - This ressarch coninbutes fo undersianding young female consumers’ allifudes
towards purchasing beauly products, especially the combined influence of group nfluence fonfine
raviews) and media influance (calebrily beauty nflusncars) an such atiudes.

Keywords (nfiuencer markaling, Famale cansumers, Milervials, Purchase infention, Beauly marketing

Paper type Roscarch paper

1. Introduction

In tha past ten years, it has become crucial for local beauty cosmetic companies to spend
time and money on research and development to better understand local women,
particularly indigenous women, and their purchasing intentions and their needs, taking into
consideration the evolution of the digital world.

Mud ef ai. (2020) stated that cosmetics and personal care goods have existed for a while,
and as internet businesses expand, numerous marketing, advertising methods and
initiatives must be created to assist companies in selling their products to both current and
new customers (Ofon and Appiah-MNimo, 2019). Cne tactic is the use of celebrity
influencers, who are well-known and well-recognised people who help brands market their
goods (Ahmed et al, 2015). The urge to link & company's goods to customers inspires
purchases, shapes consumer preferences and generates demand, thus purchase intention
iz a crucial factor in the beauty industry that strengthens the brand's position in the market
and inspiras favourable emctions in consumers (Lea, 2018).
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& homogeneous generation of universal beauly ideals began with the advent of
contempoarary globalisation in the 20th century, and it has persisted in some form 1o the
presant. Business firms are al the cenire of this process, which has had huge socio-
econamic and cultural repercussions (LI el al, 2020). The nnovation, culling-edge
technology and markat-ofientad products with user and axpar davalopmant inguls are the
cornarsionas of the worldwide beauty industry, as thay give brands the assurance thal the
produects they offer are both needed and liked by their larget markels. In tha 2017 fiscal
year, tha market for beauly products was estimatad 10 be worth $532bn. By 2024, it is
anticipated that the global market for cosmatic products will reach north of $86360n (Jion
Marke! Fasearch reporl, 2018). The breakdown af product categaries in the beauly industry
shows skin cara laking the kead while makeup s equally expanding at an increasing rate.
Tha makeup markel is axpacted (o grow through 2025, providing a chance for the beauty
brand to expand in tha fallowing years,

Sacial madia influencers have evelvad inlo dynamic third-parly spokespeocple in tha
parvasive intemel age (Freberg ef al, 2011). According to Erdogan {(1999) celebrity
endarsements ara some of tha mosl soughl-afler typas of advarlising, as they are much lass
expensive than tha advantages they provide for an organisation’s repulatien and long-tarm
sumival. As a rasull, a significant ameourt of markeling and adverdising budgels are gaing
towards compensating these celebrities. Brands, such as Mike, Adidas, Pepsi, are
examples of this phenomanon, as evidenced by the endorsement deals that famous peopla
such as LeBron James, Crstanc Bonalde and Lional have with these companies.
Customers are prone Lo ba influenced by celebrity-specific trails; hance, il is important 1o
irvestigata how thesa traits aflect consumars’ purchasing attitudes (Abdaziz at al, 2019;
Osei-Frimpong et al, 2019). According toe Ahmed ef al (2015), credibility, atiractivenass,
stranglh, familiarity, trustworthiness, competance, likeability and fit are celebrity aliributes
that marketars primarily examine and are widely documented in the literature.

Born between 1988 and 2005, the ¥ gereration comprises young ndividuals who are
babtween 18 and 38 yaars of age (Thangavel ef al., 2021). This genaration ugas social madia
platfcrms and onling consumer raview siles fraquently and has access o a huge databasa
of past and present online reviews of goods, servicas and activities {Duffatt, 2015). Tha ¥
gararation’s femalke damographic views cosmetics as significant and usas them frequently
bacause thay connact tham ta enlarainment. Female customers are a crucial consumer
group Lo large! because, as being emplayed, they frequantly have to make purchases for
other family mambers (Mud e al, 2020). As a rasull, thay speak for all the peopla on whose
bahall they make goods' purchases in addition 1o themselvas. The Thaory of Plannad
Behaviour (TPB) developed by Azen (1991} stales thal an indiidual's perceived
bahavioural contral and purpose to engage in a given cenduct increases in progortion 1o
thair attituda and subjactive slandards towards the bahaviour ([Booth and Matic, 2011). This
means thal a calebrity plays a significan! rale in predicting whether a buyer will really
purchase a product. The Brand Equity theory by Aaker {1991} postulates tha idea that well-
known businesses can make more money and products introduced with the support of a
wall-known brand have a lower competition risk (Pappu and Quaster, 2018). Brand loyally,
parceived qualily, brand association and brand awareness are he four primary
componants of brand equity (Aaker, 1991}, The social influencer theary asserts that
researchers conlend thal consumer decisions should be understood in social contaxts
(Bandura, 2001). Due to consumer reasons, such as informational and social narmative
mdives, social influence governs consumer decision-making (Kalman, 1958}, Consumers
base their buying decision on the aarly adoplers' experiences in thair social network and
informational concerns (Booth and Matic, 2011).

Purchase intention daterminas the degrea of buyers' propansily 1o purchass a good, and
the sronger tha purchase intention, the larger tha degree of intensity (Chinomona et al,
2013). The employmant of celetwity influencers as a tradiional affective markating
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approach o influence customar alliludes lowards ceemelics products is due 1o the fact that
the more favourable the atiilude, the higher the purchase intention (Dalziel and De Klerk,
2021). The attitudes, concepts and inerests of millennial customears differ whan it comeas 1o
inlaracting with social media influencers. A study by Fosara and Luthiia (2020)
cancaniraled on the alamants influencing Indonesian YouTube users’ intentions to buy
beauty items. The study's focus was on all women between 17 and 35 years of age,
examining various groups with various neads, and it concantrated enly on YouTube. A lot of
research has focused on the interes! and behaviour lowards cosmatics ameng female
millerinials thal was sparked by social media adverlising and electronic word of mouth
[BWOM; Dubh, 2021). However, it was unable to detarming haw well each social media site
worked 1o increass consumear interesl in the products, purchase inlantion and sharing of
praduct informaticen. This study therefore focusses on the impact of online reviews, along
with celabrity influsncers and how they affect consumers' purchasing inlantions and
altiludes, with a particular emphasis on female milennials and their purchase of beauty
praducts, to complament previous rasearch (makeup). Despite tha growing usage af
calebrity influancers, tha literatura an this topic i still underdeveloped in South Africa and is
only found in a small number of studies, particularly those that have a specific focus on the
purchasing habits of famale millannials.

Owr research makes imporant and novel contributions at the intersection of influencer
markating, orling reviews, brand equity and consumption babaviour. First, we contribute to the
growing lteratura of how influancer characterislics, Le. influencer altractiveness shapes
customer attiudes {(Casald ef al, 2020; Kalu, 2019). Celabrity influancers fraquanty deliver
messages thal are mare trustwarthy and compeling o consumers, increasing the likalibood
that thay will heed therr advice. Sacond, by drawing on brand equity theary, our research
contribulas o the literature on sirong linkages belwaen consurmarns’ attilude and how they
shapa brand loyally and acceplance of online raviews (Dalziel and De Klerk, 2021)
Importantly, we show the aignificant role that brand awareness and aWOM play in the
purchase behaviour of young famale consumers in tha beauty indusiry. We establish that
consumers appraciate anline revienvs and strong brand recognition when choasing amang
beauty product brands. Finally, our resaarch contributes o tha literature by damaonstrating the
navel mediating machanism [(ie. brand awareness and eWoM) in the customer allitude —
purchase intertions linkage. The results of this sludy should help marketing execulivas in the
beauty sector undersiand how Lo largel young female consumers, aspecially, in the South
Adrican market. Mere broadly, our research enfchas our understanding of the role of influencer
markating and the imporlance of online raviews for young Temala consumers who purchase
beauty and othar wellness products (Rosara and Luthfia, 2020).

2. Literature review
2.1 Beaufy industry

The pursuil of beauty had already bagun in all societies even before Thalas made his ground-
breaking contributions 10 Wastarn philasaphy. Accarding to Grube (1927), the term “peautiul®
in Graek cullure mostly refers to anthropocentric physical appearance. Plato, according 1o
Sartwall {2020), equales beauty with a reaction 10 love and desire while situating it in the
domain of forms (an abstract quality o proparty ranscendent lo spaca and tima), and he
resoarises the beauly of abjects in thair participation in form. Arislotle concurs with Plalo that
assthetics should be cbjective rather than personal (Shabangu, 2016). Wamen's comglaxion,
hair and bodies callectivaly define or determine whelhar a woman is seen o have the ultimale
guality of beauty because tha concepd of beauty itsell is quite complicaled (Shabangu, 2016).
Cullure, ethnicity, class, gender and social instiulions are intertwvined and symbolically
significant social aspacts that have an imgact on how peopla percaive baauty, particularly in
redation o their skin, hair and bodias (Matiza, 2013). The beauty sactor includes a vanaty af
cosmelics and personal cara products (Archna af al, 2018). Sanidewi and Paramita (2D18)
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staled thal beauty products are made 1o ba appliad 1o the face, har and body and are
regarded as a personal necessily. Creams, makaup, deadoranls, skin care ilems, hair dye,
rmanicures, perfumes, loolhpaste and moulbwash are axamples of products. Female
consumears have significant purchasing power, accounling for 85% of al corsumer
expandilure and dominating tha markat for cosmetic brands (Cvatkovska, 2013),

21,1 The global beauty industry. In the 16005, tha tam “cosmelics” was onginally used 1o
rafer 1o tha art of decorations, anainiments o ornamanls af the human body {Sartwell,
2020). Despite the fact thal the lerm was, as we all know, rather short-lived, cosmelics have
baen used o enhanca natural beauty since the dawn of time, making the beauly induslry
ona aof he oldest ever. In tha past, beauty was typically only accessibla o the waalthy, but
as lima want on, i1 became more widaly available. In Paris, beauty products also increased
in price in an affarl 1o maka woman appear youlhful and healthy (Yan and Bissell, 2014). By
tha turn of the century, even amulsions and cold creams thal were formarly incradibly
expensive and lusuricus had 1o compala wilh cosmetics, which have since givan way 1o
whal we now refar to as “normal” cosmetics (Tungate, 2008). The USA proposed a platform
for the intermational cosmetics induslry, whereas European indusiries either closed or
mowviad 1o preducing armarmants and athar military goods; the US markel was able to grow
due 1o tha lack of conflict (Li et af, 2020}, In facl, the Amercan cosmatice and toilalry
marke! reachad USEE0m in 1918, which is nolhing short of amazing givan that, up to that
paint, the maporly of nnevative and exclusive procedures had originaled in Europe
(Cwvelkovska, 2013). Balore the markel blessamed, the earlies! colour cosmeatics brands,
Halana Rubinstein, Elizabelh Arden, Max Faclor and Revlon, promaled cosmatics thal ware
virlually exclusivaly used by Hollpwood slars (Tungate, 2008).

212 Sowth Afnea beauly industry. South Alrica is a counlry characlerised by much
divarsity with many ideals of beauty thal raflect the standards of dilferent cultlural groups
and associations (Shimul el al, 2022). However, Weslarn views still strongly influanca how
Sauth African womean perceive their natural beautly and body image. It is tha foresight of
Thulare Manareng, Simphiwe Dana, Leralo Mok, Terry Phelo and olhers wha are working
Lo ragain the unigueness of African beauly and o embrace the natural physical morphology
of lraditicrally decoraled wemen (Glapka and Majali, 2017). Globally, the relail portion of
tha gross domestic preduct of South Africa’s cosmelics saclor 15 astimated to be about
R25 3bn {Cvalkewvska, 2019). Despile the country's uncarlain econamic siluation in 2015,
tha business saw significant development as a resull of the growing disposable incorme of
Sauth Africa’s black middle class (Departmant of Trade and Industry, 2016). The use of tha
internal in South Alrica has brought aboul and assisted other forms of communication, such
as cuslomar raviews, where cuslomers can give personal feadback aboul the expenancea of
each product. Te that end, Osei-Frimpaong &l 8l (2019} agreed, furthar slating that peaple of
social slalus, such as calebrities, are baing asked o lake advaniage of this phenamanan 1o
endarse products from a variety of brands.

21.3 Young female consumers and the beauty industry. Whan items thal halp young
paople build their own brands are on sale, shopping websites in South Alrica typically sell
oul quickly. As a resull, markating stralagies mus! lake demand, its causes and the manner
of sugply inle account (Shimul el al, 2002). Sccial madia is ypically dominated by
markeling campaigns for beauly, recreation and vitality products, and calebrities instartly
“differantiate” productls and elevate their slalus {Apejoye, 2013). Young consumars are
slarting 1o leave the age brackal of youth and may aven be celebriies such as Mandi
Madida, Casper Myovesl and Bonang Malhebe who are no strangers 1o leading heallhy
lifestyles, leading glamorous lives and inspiring others 10 do the same (Saumandra and
Padhy, 2012). The cosmelic and fashion indusiras are intiguad by young consumears wha
are acknowledged to have a high predisposition 1o promingnce and have a fixation wilh
siyle (Pillay, 2021). Today's madia conveys the message of an alfluent Ieslyle thal is
infusad with whal millennials calls the “Amancan Dream.” Driven by today's looser cradil
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deal restrictions and the rise of more designer brands, Generation ¥ seaks 10 buy these
expensive product linas (LI ef al, 2020).

3. Theory development
3.1 Theory of planmed behawiour

According to the TPR, bahaviour is nat imgulsive bul intentional. According 1o the thaory, a
person’s bahavioural beliefs are determined by some key parlicular siluations, which may
finally yield the intantion that sarves as tha person's final bahavioural reaction (Al-Maraal
and Al-Emran, 2018). The term “subjective norm” describes the parcened socielal prassure
someone feels to act in a certain way. Tha sall-efficacy hypothesis of Bandura is the
foundation for the factor determining perceived behavioural control (Bandura, 2001). It
claims that a person's fesling of sali-afficacy can have a significant impact on haw they
approach their obeclives, tasks and obslacles. Individual sell-confidence, according 1o
Bandura {2001), is crucial to ona's capacity for behaviour. As a resull, paople with identical
raite and abilities may act differenlly when choosing products thal have been
recommendad by famous people for sall-afficacy (Jin ef al. 2020). Previous siudies have
succassiully used TPB and extanded TPB madeals in a variety of situations (Hsu et al, 2014,
Huang et al, 2021). In TPB, altitude, the subjective norm and percened bahavioural comtrol
have been linked 1o the inclination o buy cosmatics. Kim, Han and Lea (3001} used the TPE
b explain the factars that influence onling purchase behaviour. They argue that the TPS is
particularly usaful for understanding the unigue challenges and opportunities of online
shopping, and that it can be used 1o devalop effective marketing stralegies thal target
orline consumers. The study has used the TPB o explain purchase inlention because it
pravidas a comprabansive framework for undarstanding tha antecedents and mechanismms
that influancea consurmer bahaviour.

3.2 Brand equity theory

The value that a brand gives to a product is referred 1o as “brand equity” (Yoo el af, 2000).
According to Kaller, brand equity is tha difference in how brand understanding alffects how
cansumers react © brand markeling (Kingsnorth, 2022). The idea thal wel-known
rademarks can make more moray by producing iteme under their own brand is whal is
maant by the lerm “rademark ownership,” which refers to the recognition earmned by a
trademark of its value or markat valua {Rungsrisawat and Chankosan, 2020). As the same
brand affers qualitly and slability, consumers always prionlise well-known brands. Brand
equily, which saleguards the praduct undar the name af a trustworthy brand, influsnces the
viability of launching a new product inte the markel. As a resull, when a preduct is
praduced by a popular brand, the danger of compatitors s reduced (Pappu and Quaster,
Z016). Thara are four main dimensions of brand eqguity, namely, brand lovally, perceived
guality, brand association and brand awarenass (Aaker, 1998). Yoo and Donthu (2001) said
authars used the brand equily theory o explain the faclors that influsnce consumer
behaviour in the context of global brands. They argue thal brand equily can be a key
detarminant of success in intermational markats, and that it can be buill through a
combination of consistent brand messaging, qualily products and strong  customer
relationships. The brand equity theory allows researchars 1o consider the complex interplay
betwesn varous faclors thal can influence purchase inlention, such as brand awareness,
brard lavalty, parcaived guality and brand associations.,

3.2.1 Onling customer reviews. An essantial component of e-commarce is onling customer
reviews which influance consumars” buying decisions and the amount of manay thay spand
in incalculable ways (Bavan-Dya, 2020). Online shoppers and online productisenice
evalualions are an essenal componant of eWOM in our internat-driven world where
infarmatiaon and ideas are sharad ovar tha wiralass link thal created it (Mahmud ot al, 2013).
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Tha digital revoluticn has made i common for consumers to check online product reviews
during the buying procass. This is in line with the increasing trend of internat influenca,
which means thal review siles can give consumars insight inta price, guality, ambience and
experiance (Kingsnorth, 2022 Maslowska e/ al, 2017). Undarsianding the ties between
celabrity and online reviews provides a research opportunity this study exploits. Online
raviews ara lor all matters that ralate o intermal-based communicated infermation, thesa
reviews are an imporant alament of kesping brand ambassadors and other brand
rapresantativas in check for accountabiity purposes (Lea ef af, 2014).

3.2.2 Celebrity influencer. Inlluencers, as opposad 1o mainstream celbrities, are peopla
who eparate on mulliple types of social media, frequantly on a few platforms at onca, such
as Instagram (known as Instagrammers), YouTube (known as YouTubers), Twittar (known
as Twealers) and vanous professional and/or business bloggers (Brooks s al, 2021).
Influencers encourage consumer atliludes or emational responses 1o promote goods
threugh advertising (Akhmed at al, 2015). However, how elfectively the endorsar conveys
tha markeating messaga will greatly influance how cansumers reacl. According Lo a sludy on
micro-calabrities, it was noled that there was an impression af close communication
batwaen influencers and consumars {Mohamad, 2021). They accomplish this in a variety of
ways, including sharing unadited or lightly alterad images. soliciting feedback on their posts
te makes them belter, ar displaying their relatability as ragular peapla with proolems.

3.2.3 Purchage intertion. The primary abjactive of markating and advertizsing efforts i 10
pearsuade customers 1o purchase tha companies’ goods. This likelibood is that a buyer will
purchase the advertised beauly produc! increasas with increasing purchase willingnass.
Fram tha standpaint of marketars or advartisars, tha likelincad that customers would make a
purchase is a crucial factar in datermining how effective celabrity endarsamants are {Ose-
Frimpong & ai, 2019). When a celebrity appears in a commercial, the consumer's
parception of tha brand, the advarisamant and the calebrity will influence whathar or not
tha consumer plans 1o make a purchase (Thangavel et al, 2021). This study examined how
thasa traits affect the purchasing of cerlain beauly ilems in adverlising by femala
millennials, as young paople are fraquently the mast interestad in celabrities’ life {Cantana
and Wang, 2017). However, youth cultura may take unexpected twisls for celebrities such
as buying cheaper goods with a proven track record due to brand loyalty o the sparking of
viral irands that mock aither the guality or prices of their goods (Dalziel and Da Klerk, 2021).
Additionally, mutual vulrerabilities and association of a good wilth an identifiable source
crealas room for genuine interaction during onling review processes on social madia, unlike
tha similar presentations on television or other marketing modals (Abdaziz ef al, 2019).

3.3 Hypotheses development

3.3.1 Calabrity influencer credibility and customer's aflifuda. Celebrities are said to aid in
brand recognition and 1o foster bath a favourable atitude and a particular atiribute for tha
brard {Brooks et al, 2021). Thereiore, a celebrily with greater cradibility may have a
positiva affect on consumars percaplions of the markated brand. Previous studies hava
damanstrated that the use of celebrities in adverligamants increases consumer inlarast
(Apajoye, 2013; Davis, 2017; Johansson and Bozan, 2017). One of the main reasons for
using celabrity andorsements is that celebrities add cradibility to adwvartising and enhanca
consumear awarenass (Belanche ef al, 2020). Therefare, it stands to reason thal the
endarsement of a calabrity with greater cradibility will have a favourable effect on consumer
atiiludes towards advertising. Singh and Banerpe (301B) undertook a study in India
exploring factors influencing celebrity endorsamant credibility on consurmar's brand attiluda
and adverdising atliude on consumer's purchase inlentions cn 380 sludy participants. It
was provan that celabrity credibility has a huge impact an consumar's altifude lowards tha
brand and advertisernent. Based on thase, we begin with the following hypothesis:
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HT. Parceived calebrily cradibility positivaly influencas consumer atlitude.

3.3.2 Celebrly influencer atiractivensss and customer's affifude. Beauly is the best
recommencdaton of ary letter of introduction (Sarwell, 2020). In fact, appearance is a poweariul
“weapon” for calebribies 1o stand oul from others, draw tha attention of the audience and
influance their perceplion, and Kahle and Hormar {1985) found that tha physical appeal of
caletritios is intelleciual. Al brands related 1o personal physical alractiveress, such as
makaus products, skin care products and hair products are influenced by celabrity physical
allractivenass [Shabangu, 2ME). In a sludy litled “The impact of sccial media influencer
markating on buying intertion fram an irish male millennial’s pereeplion: a casa sludy of Irish
fashion sector,” il was found that consumars purchasing intertions are influenced by social
media influencers” physical beauty (Kalu, 2019). Previous research indicatad that there is no
correlation between calebwity atractiveness and customer's allitude lowards the brand {Ha
and Lam, 2017). Buying audiencas show affection for physically altractive celabrities and
lheralora prafer them to unaliractive ones (Casald ef af, 2020). Addiionally, charm can be
divided into threa components that are physical atraction, resgact and similarity. Therafora,
the fallowving hypothesis statamant can ba derivad fram the above literature:

M2 Perceived calabrity influancer's attractivenass posilively influences the allilude of
COMSUMENs.

3.3.3 Onling custamer review and altilude of customers. The effect of @WOM an customer
purchasa decisions has bean emprically established in prior sludies (Boaterg, 2021). More
pracisely, consumsar altiludes and bahaviour towards a purchasing decision are greathy influanced
by online reviews of goods and services (Molol er al, 2022, Siddig ef al, 2020). According 1o
published resaarch, consumearns seak evaluations for a vanaly of reasons (Maskwska & al, 2017).
A sludy seakng W datanming tha alfacts of anling consumar reviews on purchasing decision of
elecironics, undedaken by Yayh and Bayram (2012) in Turkey, showad wary strong eflects of how
coneumars read onling reviews before making a purchase deckion and the subsequent
consumars’ purchase freguency. The siudy lunher noled that the more the reviews, the more a
cerlain produst or brand is percaned popular, dus to numbar of enline hils. Rathed et al (2022),
in their sludy of the impact of online reviews on brand percaption and purchasa intention, found
that reviews postad onling play a major rok in defermining cuslomear atlituda hance Buying
intentions and behaviour. The sludy also noted that posiive anline reviews maka a brand more
aflracive and sean as raliable by customers. Consumer reviews are seen as more reliable and
less dangerous than eompany marketing information by consumers. Tharalora, the followming
hypothass is farmulated, accarding bo the presented Barature:

M3 Onlire cuslomer s’ reviews positively influence the atlitlude of consumers.

334 Consumer's affifude and brand foyalty. The loyally 1o the brand is transmitted
emolionally and behaviourally to the brand (Tellis, 1988). Brand lovally illustrates the
customer's degrea of loyally to the brand and refers lo repaated purchases with a positive
attitude ovar lime (Aaker, 1991). Howevar, othar acadamics point oul that consumer layalty
is often associaled with a pesitive atlilude lowards tha brand or levels of differentiation
lowards competitive brands [Dick and Basu, 1904). A thaoretical and conceptual study
alludad that happy consumers are mara likely (o repurchase tha same product or senice
and tell their friends about it (Kristianti, 2021). Additicnally, sorme researchers have asserted
hat prolective and supporing atltlitudes foster client loyalty, even while the bahavioural
dirmersion represents a good altilude with same added value {Lae and Kim, 2020; Pappu
and Cuaster, 2016). A% a resull, the fallowing statemant is true of the sludy:

Hd. Perceived consumers' allilude posithvety influences loyally 1o the brand.

F.3.5 Consumer's altilude and brand awareness. An earlier study discoverad that users’
percaplions of their vinual communities indirectly influencad their behaviour intenticns to
share krowledge with the community (Rossiter, 2014). Value has an impacl on cuslomer
behaviour, therelora when a buyer cansistantly recaivas value, it encourages brand loyally.
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A valuable servica providar will festar customear layally and raise brand awareness {Sasmila
and Suki, 2015). The more consumers hear, see and think about a brand, the easier it wil
b Tor tham o form associations in their mamonas, which will increasa their parcegtion of
the brand (Forcudi, 2013). Tharalore, it may be said that brand awaraness influencas brand
image. Cansumar attitude directly influances consumers’ behavioural intention lo purchasa,
which i turn, directly influences babaviour, accarding o various studies (Hsu ef al, 2014;
Makaryaza, 20158). Razak er al (2019} ampiricaly invastigated tha affects of brand
awarenass, consumer atlitude and re-purchase intentions. It was found that brand attitude
rrdarates the relationship belwean brand awarenass and re-purchasa inlantion, and il was
further noted that whan brand altituga is high, brand awareness and purchase intention s
pasitive, but on tha ather hand, the revarse is alse true. Therefora, according 1o the abova,
tha follawing hypolhesis has been derivad:

H5 Percaived consumers' allitude positively influences brand awaraness.

3.3.6 Consumers alfifude and alscironic word of moutf. The definiion of WO, which is
accassible 10 many pecgla and arganisations via the ntamel, is the dynamic and crgong
procass of axchanging information about a good, service, brand o compary amangst
polantial, presant ar past consumers (Lee el al, 2074). An orling messaging sludy identified
infarmalianass, entemanmeant valug, raliabiily, axperence, allractvenass and similarity as
factors critically associated with brand awareness and purchasa intantion {Chin ef al, 2020).
From a theorabcal perspective of the study, reliability and expananca were charactaristics of
influencers, whereas altractivanass and similarity were personal gualities. The basis on which
follcwers characlerise influencers is thair parsonal attribules (Chih & af, 2020). Personal
aliributas are what influsncers possass and exhibil, whareas influancer charmclanstics arg
parcaved Dy lollowars, Although prios resaarch on tha spraad of @WOM has yielded valuaiia
insights, a consansus regarding the elaments thal affect cuslomers’ readiness o purchase
has wel 1o malerialise, indicating that this work reeds o be mathodically integrated.
Cansidaring this, the research is pertinant 1o the following hypothasis:

HE. Percaived consurmers’ atlitude positively influancas eWomM.

3.3.7 Brand loyally and purchase fntention. Brand lovally encourages customerss 1o
consistently purchase the samea brand and prevents tham from switching to other brands
(Yoo ef al, 2000). Brand loyally achieved through cuslomer satislaction induces buyears 1o
makea posilive purchasa decisions 1o buy the same preduct o rand of he sama company.
Furthermare, most of it displays attitudes and behavioural responses that foster emational
allachment and a desire 10 purchase tha same brand again., Additicnally, the bahavoural
aspecl rafars 1o repeated purchasing behaviour wilh respect lo a particular product or
sarvice (Gupla et al, 2017). Brand attention, purchase intention and brand choice are threa
bakhaviours thal are considered to be of concerm 1o businesses by brand aquity {Oh ef al.,
2020). According 1o exlensive empirical research, brand attitude influences consumers’
opinions af the brand (Foroudi, 2019). As a resull, the assertion that follows has been
develepad and is partingnl 1o the current invastigation:

H7. Percaived brand loyally positively influances consumers' purchase intantion.

3.3.8 Brand awaransss and purchase intenlion. Brand awareness refers o a customer's
prospective capacity o discern ar recall thal a brand belongs to a specific product
calegory (Foroudi, 2019). The results of earlier studies (Lu of al, 2014; Sasmita and Suki,
2015; Saumendra and Padhy, 2012) showead thal brand awareness influences customer
decisions regarding a product. Malik ef al {2013) found a sirong correlation batwaen brand
awarenass and purchase intention in their study. Their resulls indicated that for a
progortional unil increasa in brand awareness, there s a direcl marginal increase af
approxmately 0.12 in purchase intention. The more well-known a makeup brand is, the
mora probable it is that custlomears will choose it whan making a purchase. Additionally,
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satisfied customers are more likely to stay with a brand for a longer period and to be more
loyal. As aresult, the following premise applies to the research:

HE. Perceived brand awareness positively influences consumer purchase intention.

3.3.9 Impact of electronic word of mouth on consumer purchase intention. It is stated that
the intention to purchase is distinct from the actual purchase of the items and is merely
a subjective option for the consumer (Al-Haddad et al., 2020). Price, brand perception
and product reputation are just a few examples of the factors that either directly or
indirectly affect a consumer's intention to buy, as they attempt 1o choose products that
reduce percelved risk (Lee, 2018). Positive online reviews can increase consumer
satisfaction and purchase intention, according to a prior study by Chih et al. (2020).
The study also discovered that positive feedback significantly affected the influence of
trust on purchasing intention. Users have confidence in the eWOM information provided
by satisfied customers who have made online purchases. Previous studies show that
eWOM has a subtle effect on consumer purchasing habits and how consumers choose
certain products (Yayl and Bayram, 2012). Conseqguently, the following assertions are
relevant to this study:

HY.  eWOM positively influences consumer purchase intention,
H10. Customer attitudes positively influsnce purchase intentions.

Based on the hypotheses' development presented above, Figure 1 is this study's
conceptual madel.

4. Methodology
4.1 Data collection and sample characteristics

Our study uses young consumers to address the research objectives. Therefore, young
fernale student community was used as the target population. Pew Research Center
{2021) reports that while no chronological endpoint has been defined for generational
cohorts, they highlight that Gen Z are those between 18 and 24years of age and
millennials are those aged between 25 and 40vyears of age as of 2021. Thus, we adopt
the 2021 generational cohort classification by Pew Research to classify the young
fernale cansumers used in this study (Pew Research Center, 2021). The data collected
between & July and 30 July 2022. The data was collected from female students at a
large public university in South Africa. Data was gathered using convenience sampling,
a non-prabability sampling technigue. To be included in the study, respondents must

Figure 1 Conceptual framewark

Source: Authors’ own work (2023)
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have bought at least ane of the beauty products used in the study and should indicate
familiar with one of the social media influencers used in the study. The questionnaire
was distributed through email. The guestionnaire was hosted on Google Forms and the
survey link emailed to the students to complete. More than 70% of the respondents
were between 18 and 35 years of age. Also, majority of the respondents mentioned that
their favourite social media influencers were Nomzamo Mbatha (29.06%), Mihlali
Mdamase (17.24%) and Huda Kattan (9.36%). The favourite makeup brands mentioned
in the study were Estée Lauder [17%), Maybelline (139%) and Revlon (12%). Table 1
provides full description of respondents’ characteristics.

Research scales were operationalised to suil the subject matter of the study. Proper
madifications were made to fit the current research context and purpose. For celebrity
influencer credibility, a four-item scale was adapted from past studies (Martins et al.,
2019; Ohanian, 1990) and celebrity influencer altractiveness used six-item scales
adapted respectively from past studies (Calvo-Porral et al., 2021; Ohanian, 1990).
Online customer reviews used a five-item scale measure adopted fram Moloi et al.
(2022), and attitude used four-itern scales adjusted from Low et al. (2005). As for brand
loyalty, a four-item measure scale was taken from Fullerton {2005); brand awareness
used three item scales adopted from Netemeyer et al. (2004). eWOM measurements’
four-items were adjusted from Lee (2014), and purchase intention used four-itemn scales
adapted from Martin and Bush (2000). All the measurement items are measured on a
five-point Likert-type scales that is anchored by 1 = strongly disagree to § = strongly
agree lo express the degree of agreasment.

Table 1  Descriptive statistics

Variables Fraquency Parcent
Age

18-20 5 2.46
21-25 53 26.11
26-30 50 24 64
31-35 36 17.73
36 and above 59 2808
Total 208 100.0
Favourite baauty influencer

Mihlali Mdamase 35 17.24
Momzamo Mbatha 599 26.06
Huda Kattan 12 9.36
Myane Lebajoa 3 1.48
Mikkie de Jager 12 5.91
Others 75 36.95
Total 203 100.0
Favourite makeup brand

LOreal 16 8
Estea Lauder 35 17
Revlon 24 12
Yardley B8 4
Maybeling 26 13
Sephora 2 1
Essence 22 11
Rimmel 2 1
Swiitch Beauty 4 2
Others 61 a
Total 203 100

Source: Authors' own calculation using SEM Mplus SPSS 284.2 Measures
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5. Analysis
5.1 Evaluation of the measurement model

The study used structural equation modelling (SEM) with Mplus {8.2) to perform the analysis
for the measurement and structural models (Muthén and Muthén, 1998). The estimation
method used was the full information maximum likelhood procedure, which allows the
estimation of coefficients without removing cases with partial missing data. The adequacy of
the measurement model of the eight-factor solution was determined using confirmatory factor
analysis (CFA). The solution of the measurement model reveals an acceptable model fit of the
data: (y° = 72410 (405), y*/di = 146, RMSEA = 0.05; CFl = 0.05; TLI = 0.94; 3AMR =
0.05) (Table 2). Following a good model fit of the measurement madel through the CFA, the
convergent and discriminant validity was then assessed. First, the standardised factor
loadings of all the scale items for each construct were significant and positive. All the path
loadings were also sigrificant at p < 0.001. Mareaver, all the constructs’ reliability of all the
latent factors exceeded the 0.70 threshold recommended by Fornell and Larcker (1981).
Importantly, with the exception of brand awareness, which shows an average variance
extracted (AVE) score approaching 0.80, all the constructs’ AVEs exceeded the 050
recommended threshold for AVE for all the constructs, as shown in Table 2. In sum, these
results provide adequate basis convergent validity for all the constructs used in this study.

Discriminant validity was also assessed by showing that the inter-construct correlations
were all below 0.70, and the square root of the AVE for each construct moved beyond the
inter-item correlations score in the correlation matrix (Table 3) (Bagozzi and Yi, 2012; Fornell
and Larcker, 1981). These results confirm that the constructs discriminate amongst
themselves very well, hence discriminant validity is established. Finally, because the study
used a self-reparted guestionnaire method to collect data with both independent and
dependent variables collected from the same respondents, the likely influence of comman
methad bias on the results was examined by estimating a one-factor CFA where all 34 iterns
measuring the 8 factors were loaded on one unique factor (Malhotra et al, 2006). The one-
factor solution produced a very poor fit to the data. Conseguently, common method bias is
considered not to present any severe impact in this study.

5.2 Hypothesis testing with structural equation modelling path analysis

Following the successful assessment of the measurement model, a structural path analysis
was performed 1o lest the various theorised relationships. The SEM analysis resulls show that
the model also fits the data reasonably well: {7 = 947.32 (510); x/d.f. = 1.86; RMSEA = 0.06;
CFl = 0.92; TLI = 0.81; SRMR = 0.08) (Table 4). The results show that online influencer
credibility does nat affect customer altitudes in the beauty industry (8 = ~0.16, 1= -0.97, p<
0.05), hence HT is not suppored. However, the prediction that influencer attractiveness wil
have a positive influence on customer attitude was supported (F = 0.38, 1= 2.10, p< 0.05),
thus confirming H2. The finding supports the view that online influencers who are altractive will
engender positive customer allitudes. Furthermore, the relationship between online customer
reviews and customer atlitudes is nol significant (8 = 0.16, t = 1.58, p > 0.05), hence H3 s not
confirmed, as shown in Table 4.

521 Hypolhesis tesiing. Moreover, the prediction that customer attitudes will have a
favourable influence on brand loyalty (8 = 0.69, t = 13.05, p< 0.01), brand awareness (3 =
0.77,1=11.88 p< 0.01) and eWolM (8 = 0.18, t = 1.88 p= 0.10), were all supported, thus
confirming H4, HS and HE. Finally, the path coefficients provide evidence of strong suppart
for the influence of brand awarenass and purchase intentions (g = 0.35, t = 2.08, p< 0.05)
and the influence of eWoM on purchase intentions (8 = 0.41, t = 485 p< 0.01), but not for
the influence of brand loyalty on purchase intentions (g = -0.13, t = -1.07, p= 0.05).
Similarly, the prediction that customer attitudes will influsnce purchase intentions for beauty
products was also not supported by the path coefficients (8= 0.03, t =19, p= 0.05).
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Table 2 Constructs measurement

Constructs and scale items B IS CR AVE
Influencer credibility 0.87 0.83 0.56
CIC1 My favourite beauty influencer is knowledgeable about makeup products 0.68
ClCc2 My favourite beauty influencer is experienced in using a variety of makeup products 0.7
CIC3 My favourite beauty influencer seems to be honest 0.73
CIC4 My favourite beauty influencer is credible and convincing 0.85
Influencer attractiveness 0.94 0.94 0.72
Clal My favourite beauty influencer is well known 0.80
Claz My favourite beauty influencer is beautiful 0.95
Cla3 My favourite beauty influencer is attractive 0.97
ClAd My favourite beauty influencer is sexy 0.78
Clas My favourite beauty influencer is elegant 0.84
ClAg My favourite beauty influencer has classy style a.72
Oniine customer reviaws 0.92 0.82 0.67
OCR1 Online customer reviews make it easier for me to make a purchase decision of makeup 0.86
products
OCR2 Online customer reviews have enhanced my effectiveness in making purchase decisions 0.85
of makeup producis
OCR3 The last time | read online reviews | adopted consumers’ recommendations of makeup o.77
products
OCR4 Information from online reviews contributes to my knowledge of makeup products o.77
OCR5 Online reviews have motivated me to make a purchase decision of makeup products 0.91
Attifude fowards makeup brand 0.87 0.89 0.81
ATT1 My favourite makeup brand meets my expectations 0.81
ATT2 My favourite makeup brand makes me feel confident 0.74
ATT3 My favourite makeup brand guarantees satisfaction 0.82
ATT4 My favourite makeup brand does not disappoint 0.82
Brand awarengss 0.72 0.72 0.46
BRAT My favourite makeup brand comes up first in my mind when making a purchase decision 0.67
BRAZ I can recognise my favourite makeup brand among competing brands 0.70
BRAZ | can quickly recall symbols of my favourite makeup brand 0.67
Brand loyalty 0.86 0.87 0.63
BLO1 | consider myself to be loyal to my favourite makeup brand 0.81
BLO2 | always recommend my favourite makeup brand to someone who seeks my advice 0.84
BLO3 | always say positive things about my favourite makeup brand to other people 0.81
BLO4 I'would go out of my way to buy my favourite makeup brand 0.70
Elactronic word of mouth 0.90 0.90 0.69
EW1 | rely on electronic word-of-mouth recommendations to obtain information about makeup 0.B6
products
EWmM2 | am very confident that electronic word-of-mouth recommeandations enable me to obtain 0.93
the makeup preducts | want
EWM3 | prefer to use electronic word-of-mouth recemmendations for makeup products 0.B3
EWhi4 I am willing to try new makeup products introduced by electronic word-of-mouth 0.68
FPurchase infention 0.94 0.3 0.78
PIN1 | likely to purchaze makeup products recommended by my favarite beauty influencer 0.83
PINZ Makeup products recommended by my favarite beauty influencer affect my buying 0.87
intention
PIN3 My willingness to purchase makeup products recommendad by my favorite beauty 0.93
influencer is high
Pl | would purchase makeup products recommended by my favorite beauty influencer 0.90
Motes: * = 72410, df = 495; »*/df = 1.46; RMSEA = 0.05; CFl = 0.95; TLI = 0.94, SRMR = 0.05
Source: Authors' own calculation using SEM Mplus
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Table 3 Inter-correlation matrix

# Factors Mean 5D i 2 3 4 5 & 7 8
1 CIc 412 103 078

2 Cla 442 096 061" 085

| FirN 341 124 040 037 088

4 ATT 418 087 023 012 0.25 078

H BRA 418 097 0.18** 0.18° 028" 058" 068

5 BLO 373 115 047+ 0.09 0.20++ 055+ 065+ 079

7 EWM 360 117 024 029" 040" 013 0.11 010 083

8 OCR 388 113 029 024 031 021" 012 009 054 082

Motes: *p < 0.03; **p < 0.01; 530 = standard deviation; values in bold on the diagonal are square root
of AVE
Source: Authors’ own calculation using SEM Mplus

Table 4 Structural path model (path coefficiel

Hypothesas B t-valug Rasuilfs

H1 Influencer cradibility — Customer attitude -0.16 -0.97 Mot supported
H2 Influencer attractiveness — Customer attitude 0.38 210" Supported

H3 Online customer reviews — Customer attitude 0.16 1.58 Mot supported
H4 Customer attitude — Brand loyalty 0.69 13.05** Supported

HE Customer attitude — Brand awareness o7 11.88%* Supported
HE Customer attitude — eWolM 0.18 1.B6+ Supported
H7 Brand loyalty — Purchase intentions -0.13 -1.07 Mot supported
HE Brand awareness — Purchase intentions 0.35 2.08" Supported

HY eWoM — Purchase intentions 0.41 4,85 Supported
H1Q Customer attitude — Purchase intentions 0.03 0.19 Mot supported

Motes: y* = 947.32; df = 510; y7/df = 1.86; RMSEA = 0.06; CFl = 0.92; TLI = 0.91; SRMR = 0.08;
+p <010, *p< 005 o< 0.01
Source: Authors’ own calculation using SEM Mplus

5.3 Mediation analysis

Mediation analysis was perfarmed with the help of the bootstrapping bias-corrected method
with a 95% confidence interval and 2,000 samples (Xie et al, 2015; Zhao ef al, 2005) to
examine the underlying mechanism accounting for the relationship between custormer
attitudes and purchase likelihood in this study. The advanced boolstrapping procedure has
greater relative power in establishing and comparing individual effects. The results, presented
in Table 5, show that both brand awareness (indirect effect: g = 027, t =192, p < 010, Clsg
[0.04, 0.58]) and eWaob (indirect effect: g = 0.07, t = 1.70, p = 0.10, Clas [0.00, 0.16]) fully
mediate the relationship betwesn customer attitude and purchase intentions. However, brand
loyalty does not significantly mediate the relationship between custormer attitude and purchase
intentions (5 = —0.09, 1= —1.04, p= 0.05 Clgg [0.08, 0.30]), as shown in Table 5.

6. Discussion and conclusion

The focus of this research was to investigate how influencers’ attributes, that is, credibility
and attractiveness, as well as online customer reviews, impact young female inclination to
purchase beauty products.

6.1 Key findings

Findings of the study clearly indicated that on the comprehension of how the physical
altractiveness of a celebrity affects customer intention, the research established thal there
is & poor correlation between cuslomer atlitudes and influencer atlractiveness. The study
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Table 5 Mediation results

Bootstrap bias-correctad method 95%

Mediation relationships 8 SE t-value Lowsr Uppar p-value
Total effect 0.29 0.08 3.46° .11 0.44 0.00
Total indirect effact 0.26 0.15 1.74" -0.01 0.57 0.08
Specific indirect effect

ATT —BA —PI 0.27 0.14 1.92+ 0.04 0.58 0.06
ATT —BL—PI —0.09 0.08 —1.04 -0.28 0.08 0.30
ATT — eWol — PI 0.07 0.04 1.70" 0.00 0.18 0.08

Notes: *p < 0.05, *p< 0.10, ATT = customer attitude, BA = brand awareness, BL = brand loyalty,
aWWoM = electronic word of mouth, Pl = purchase intentions
Sourca: Authors' own calculation using SEM Mplus

indicated that the appeal of influencers influences consumer trust and boosts brand
exposure. To help managers and marketers better understand which source credibility
aspects were important for influencer endarserments, the last research guestion, 03, was
created. Several writers (Apejoye, 2013: Davis, 2017) indicated that using a celebrity with a
better reputation has a considerable beneficial impact on consumers' purchasing
intentions. The study underlined correlation maltrices determining that there was a strong
correlation between seven of the nine hypotheses and the purchase intentions of female
consumers. This demonstrales that stronger performance in those hypotheses resulls in
stronger purchasing intentions.

The study also reveals that a correlation exists between the credibility of celebrity
influencers and consurmers’ atlitude towards the brand, accaording to the extensive research
on credibility, and an influencer who possesses the essential credibility source factors can
significantly improve the buying intentions of Generation Y female consumers. Furthermare,
the research established that a celebrity's perceived expertise in the eyes of the public is
mare significant in determining purchase intentions and has greater persuasive power than
their attractiveness, supporting the idea that using credible influencers may be a way 10
influence higher levels of credibility in an advertising message.

Also, the study revealed that the parlicipants’ purchase intention and the perceived
knowledge of celebrity influencers showed the mast striking and beneficial link. All three
credibility characteristics were also found to have a significant and favourable impact on
followers’ perceptions towards the brand. However, intriguingly, the study findings showed
that celebrity influencers’ perceived trustworthiness had the maost significant and positive
impact on attracting the survey parlicipants’ positive attitude towards the makeup brand, in
contrast to their perceived expertise, which influenced followers’ purchasing intentions the
most. This may be because young female consumers are more likely to purchase products
when they believe the influencer who endorsed these products has experience in the beauty
industry. However, when followers believe an influencer to be trustworthy, whether or nat they
need to buy the endorsed product, they develop a positive atfitude towards the endorsed
brand because they believe the influencers to be trustworthy. Therefore, perceived
trustworthiness is more impaortant to forming a favourable aftitude towards the brand than
perceived knowledge for purchase intention far young female consumers in the present study.

Contrary to previous research, the corresponding research hypothesis between influencers’
aftractiveness and attitude towards the brand was rejected. indicating that there was little
correlation between the two variables. This result contradicted other studies” findings that
consumer perceplions regarding items are highly influenced by physical altracliveness.
The findings showed that followers' propensity to make a purchase was significantly and
favourably correlated with online customer reviews. More research findings revealed a
beneficial relationship between influencers who had buill a relationship with their consumers
through a positive review; this relationship between the endorser and the consumer led to
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positively influencing consurmers’ purchasing behaviour. Therefore, perceived celebrity
influencer's attractiveness positively influences the attiude of consumers.

Also, this study, by seeking to reveal the relationship between customer attitude and brand
equity (brand loyalty and brand awareness), revealed that brand loyalty and the credibility
of the influencer influences young female purchase intentions of beauty products. These
results supported the idea that followers are more inclined to continue to follow influencers
who they believe to be trustworthy. The study's results also show that consumers’ attitudes
and purchasing intentions towards the recommended brands are significantly influenced by
their fallowers' allegiance to the celebrity influencers. This suggests that devoted fans of
celebrity influencers are more likely to buy the things they promote and have a favourable
opinion towards the suggested brand. The study’s intriguing conclusion in this regard is that
brand loyalty has a nearly equal impact on followers’ intention o make purchases and
atlitudes towards beauty brands. That suggests that when followers consider influencers 1o
be trustworthy, they grow to feel loyal to them, which in turn, has a good effect an the
follewers” intention to buy the suggested makeup product and their attitude lowards the
endorsed brand. Therefore, perceived brand awareness positively influences consumer
purchase intention.

Furthermore, the study indicated that purchasing onling is a new phenomenon that has
attracted research interest, mainly in the area of consumer behaviour. By understanding the
effect of eWOM and consumer online reviews, as well as the effect these have on young
female purchase intention, the research therefore contributed to a better understanding of
the ways in which eWOM, and online consumer reviews influence consumers buying
intention. These resulls are in line with similar findings in literature, as Lu and Bai (2021)
suggested that the reliability dirmension of a brand trust has a mediating effect on how
consumers review onling, thus the probability of a willingness to purchase is because word-
of-mouth is a well-recognised and credible source when it comes to information
dissemination. Also, this study proved that eWOM has a positive effect on the consumer
purchasing decision because the more products are advertised on the media or network
sites, the more consumers become aware of the product or brand and this will enable the
consumers to assess and evaluate such products which will equally influence them to draw
conclusions on the brand, company or a product, as well as referring their friends and
family 1o try the product. Therefore, users have conflidence in the eWOM information
provided by satisfied customers who have made online purchases, and it has perceived
that consumers’ attitude positively influences eWORM.

6.2 Theoretical implications

Obviously, every study has its contributions in its industry, and this study makes important
thearetical and practical contributions. With the importance of social media influencer
marketing, this study looked into and analysed the effects of brand loyalty, brand
awareness, online customer reviews, influencer atiractiveness, influencer credikility and
eWOM on young female consumer intentions to buy beauty products and their attitudes
towards the brand.

Theoretically, this study advances our understanding of the efiects of online consumer
reviews and celebrity endorsement on consumers' intentions to make online purchases in
the context of South Africa, as well as the theories of planned behaviour, brand equity and
social influencers. By the use of the theories of planned behaviour, brand equity and social
influence in building customer intention, the validated model distinguished between the
crucial roles of celebrity influencer and customer feedback. This study confirmed that
customer intention is positively influenced by orline consumer reviews, influencer credibility
and influencer altractiveness.
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Cwerall, empirical findings of the study indicated that enling consurner reviews have a very
streng and important influence on online consumers’ purchasing intention and behaviour.
Brands that deliver their product to their clients as promised, influence good reviews and
thereby, influence purchase behaviour indirectly through positive anline consumer reviews.

6.3 Managerial implications

From a managerial standpoint, this study unearthed that the credibility of influencers played
a pivotal role in influencing purchase intentions. With this new approach to influencer
marketing, communication must be entirely strategic, and influencers must be carefully
chosen to represent the business, particularly within the beauty industry. To increase
marketing impact. marketing personnel should use the most likeable, credible and
altractive influencers who are most associated with high value as opinion leaders. When
yaung consumers trust the sourcefthe influencer, purchases become easy because they
would trust the influencer. Moreover, more favourable and stronger brand images are
created through the sale of good brands automatically causing their clients to have brand
loyalty, hence, increase the customer purchase. Allractive influencers are also shown to
significantly shape custormer attitudes to predict purchase intentions. Therefore, marketing
executives should carefully choose influencers who are attractive so that young consumers
will aspire to such beauty and allractiveness. This is very crucial, especially for the beauty
and wellness industry.

Acecording to our research findings, customers, particularly young consumers, are very
likely to use social media networking platforms for a variety of objectives. Social media
marketing changes advertisements from one-way, impersonal product promotion to one
that strengthens brand-consumer relationships and customer engagement. As a result,
marketers in the beauty business must be creative and find the besl platforms where their
potential customers are connecting. For instance, in 2006, YouTube first offered businesses
a number of advertising concepls to use the network as a powerful marketing tool (Rosara
and Luthfia, 2020).

The mast impartant thing for marketing managers in the beauty sector is to remember to
respond to both positive and negative comments/reviews on the website or social media
platforms, as customers tend to value reviews with both sides of the story more than those
with solely positive ones. Through online reviews/comments provided by consumers, young
consumers derive their purchase intention. To improve guality and information usefulness
on platforms, marketing or digital marketing managers need to provide good customer
experience and make sure that their website is user friendly to get good/positive reviews
from customers. This will help with influencing the purchase intention of millennials because
their decision is largely influenced by orline reviews. Additionally, beauty brands would
enjoy the benefits of eWOM because young consurmers tend to spread the word to their
peers.

6.4 Limitations and future research directions

Some limitations are highlighted for future research to consider. One of the limitations of this
study was that the research made use of only young fernale consumers instead of including
male participants. The purchase and use of beauty products in this present generation
does not exclude young male, therefare, their involvernent would have brought broader and
relevant findings. However, for further research on this problem they should include at first,
a range of age groups to be included in the sample, bearing in mind that this study has
focussed its ressarch mainly on young consumers. It would also be more interesting and
more informative to study not anly the perceptions of female students but also consumers
from different stages of life, as in the case of housewives, working class, amongst other
social classes, as all of them have a number of targeted advertisements nowadays.
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Including them in the future research would be a good help in getling an averall parception
of consumers.

Ancther limitation of this study, which examined consumers’ intentions to buy cosmelics, may
not apply to other sectors of the econarmy. However, recommendations for future studies might
loak at whether the same conclusions apply in other industries. Another aspect is that the
influence of paid and organic content on a consumer’s purchasing intertion may vary. This
study assumed generic content without mentioning whether it was paid for or not. To learn how
consumers feel about paid versus organic content, as well as whether those aspects have
distinct effects on consumers’ purchase intentions, more research may be done |
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