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Abstrak

Penelitian ini bertujuan pengaruh dimensi endorsement (Trustworthiness,
Attractiveness, dan Expertise) terhadap minat beli dan brand awareness sebagai
variabel mediasi. Metode survei digunakan untuk mengumpulkan data dari 105
responden dengan menggunakan pendekatan kuesioner. Pengujian pengaruh
dimensi endorsement (Trustworthiness, Attractiveness, dan Expertise) terhadap
minat beli dengan brand awareness sebagai mediasi menggunakan analisis regresi
dua tahap yang diolah-dengan SPSS versi.25. Uji-sobel digunakan untuk menguji
variabel mediasi. Hasil penelitian menunjukkan bahwa brand awareness memediasi
pengaruh Trustworthiness, Attractiveness, dan Expertise terhadap minat beli secara
parsial. Implikasi dari penelitian ini.adalah pentingnya para pemilik brand skincare
dan praktisi - pemasaran untuk lebih mengutamakan meningkatkan Brand
Awareness terlebih dahulu’ jika ingin meningkatkan ‘minat belipara. calon
konsumen. Jika menggunakan jasa endorsement influencer -harus dipastikan
influencer. tersebut memenuhi kriteria Trustworthiness, 'Attractiveness, dan
Expertise yang baik. Influencer harus selalu menjaga kredibilitas, integritas, dan
self improvement supaya tetap memiliki~ Trustworthiness, = Attractiveness, dan

Expertise.

Kata kunci: Trustworthiness, Attractiveness, Expertise, Minat Beli, Brand

Awareness, Endorsement, Influencer
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Abstract

This study aims to examine the influence of endorsement dimensions
(Trustworthiness, Attractiveness, and Expertise) on purchase intention, with brand
awareness as a mediating variable. A survey method was used to collect data from
105 respondents using a questionnaire approach. The influence of endorsement
dimensions (Trustworthiness, Attractiveness, and Expertise) on purchase intention
with brand awareness as a mediator was tested using a two-stage regression analysis
processed with SPSS version 25. The Sobel test was used to test the mediating
variable. The results showed that brand awareness partially mediates the influence
of Trustworthiness, Attractiveness, and Expertise on purchase intention. The
implications of this study emphasize the importance for skincare brand owners and
marketing practitioners to prioritize enhancing Brand Awareness first if they wish
to.increase the purchase intention of potential consumers. When using influencer
endorsements, it is essential to ensure that the influencers meet the criteria of
Trustworthiness, Attractiveness, and -Expertise. -Influencers must consistently
maintain  credibility, integrity, . and “self-improvement to sustain their

Trustworthiness, Attractiveness, and Expertise.
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