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Abstract. The Effect of Beauty Influencer Review on Purchase Intention of Viva
Cosmetics Serum Skincare Products Mediated by Brand Awareness. Applied
business Administration Study Program, Department of Commercial Administra-
tion, Politeknik Negeri Jakarta, 2024. In late 2024, the practice of overclaiming
by local brands became prevalent due to the increasing competition in the skin-
care industry in Indonesia. The emergence of the beauty influencer "Dokter De-
tektif," who reviews Viva Cosmetics skincare serum products, has helped create
a positive perception among consumers regarding the brand. This study aims to
analyze the influence of beauty influencer reviews on the purchase intention of
Viva Cosmetics skincare serum products through brand awareness as an inter-
vening variable. The research employs a quantitative approach, utilizing non-
probability sampling with purposive sampling methods, involving a population
of 152 respondents who are active TikTok users and have watched the reviews
by Dokter Detektif. The data were processed using SmartPLS version 4 software.
The results indicate that brand awareness partially mediates the influence of
beauty influencer reviews on the purchase intention of Viva Cosmetics skincare
serum products. This means that Dokter Detektif, as a beauty influencer, effec-
tively enhances consumer awareness of the Viva Cosmetics brand, and this in-
creased awareness helps attract consumers to consider purchasing the serum
products.
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1 Introduction

The development of digital technology and the increasing use of social media have
changed consumer behavior in seeking and receiving information, including in the
beauty industry.[1] data shows that the number of Indonesian internet users has reached
221 million, while TikTok is the most popular platform with over 157 million users.
This trend has driven the emergence of beauty influencers, who play a crucial role in
shaping consumer perceptions of skincare products.

However, increased competition in the local cosmetics industry has been accompanied
by unethical marketing practices, such as overclaiming or exaggerating product ingre-
dients. This phenomenon has fueled the rise of educational beauty influencers like Dok-
ter Detektif (Doktif), who reviews products based on scientific data and laboratory test
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results. With over 3 million followers on TikTok, Doktif has successfully raised con-
sumer awareness of the importance of transparency in choosing skincare products.
Unlike typical beauty influencers who directly promote products, Dokter Detektif’s
combined role as both a critic and educator create a distinct form of credibility based
on expertise and perceived authenticity. This can be explained by source credibility
theory (Hovland & Weiss, 1951), which highlights how trustworthiness and expertise
increase persuasive effectiveness. Additionally, his ongoing interaction with audiences
may develop parasocial relationships that strengthen message acceptance. By focusing
on Dokter Detektif as a case, this study sheds light on how influencer strategies that
blend critique with endorsement can boost perceived authenticity and consumer trust.
This study highlights the influence of beauty influencer reviews on brand awareness
and purchase intention of local skincare product Viva Cosmetics, and examines the
mediating role of brand awareness in this relationship. Viva was chosen because it
maintains a positive image through product transparency and receives credible educa-
tional reviews from Dokter Detektif, which have been proven to increase engagement
rates and sales by up to 107%. The urgency of this research lies in the need to under-
stand how educational reviews based on credibility and transparency can shape con-
sumer trust and purchase intention. The findings of this study are expected to contribute
to the local skincare industry in designing ethical, education-based, and honesty-ori-
ented communication strategies for brands.

2 Literature Review

2.1  Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (TPB) is a concept introduced by Icek Ajzen in 1985.
TPB is used to predict deliberate human behavior. The basis of this theory is the as-
sumption that human behavior is determined by the intention to perform the behavior,
which is influenced by three main components: attitude, subjective norms, and per-
ceived behavioral control. Consumers tend to be interested in purchasing when they
have a positive perception of a brand [2]. However, before forming a purchase inten-
tion, consumers need to be aware of the brand's existence, which in this case is called
brand awareness. Brand awareness acts as a mediating variable that bridges the influ-
ence of beauty influencer reviews on purchase intention, as explained in the Theory of
Planned Behavior framework.

2.2 Beauty Influencer’s Review

A review is comprehensive information about a product delivered by someone in video
format, including explanations of how to use it, benefits, tutorials, guides, and various
other aspects [3]. Beauty influencers are experts in the beauty world who provide in-
formation about various products and share their experiences using the beauty products
they have tried [4]. According to data from Rakuten, 65% of consumers seek out new
brands or products at least once a week through influencers [5].



520 R. Z. Firdaus et al.

2.3  Brand Awareness

Brand awareness refers to the level of brand recognition by consumers, which includes
various levels of awareness about a brand, including feelings of doubt towards familiar
brands, which in turn creates a belief in consumers that the product or service is the
most famous among others in a similar category [6]. When consumers are aware of a
product or service through activities on social media, public relations campaigns, or e-
WOM, this can increase customer trust and build a sense of confidence that encourages
them to purchase the product or use the service [7].

2.4  Purchase Intention

Purchase intention is a state in which potential consumers feel inclined to purchase a
product or service they desire after receiving or hearing information about the product
that leaves a positive impression [8]. Beauty products require a level of trust, and when
this trust is formed through observing the lifestyle of a beauty influencer, it can increase
the desire to try the product. For example, when a beauty influencer provides a positive
review of a Viva serum product after using it for several weeks, consumers feel more
confident and secure, which in turn increases their curiosity and desire to purchase the
product. Research conducted by [9] shows that beauty influencers have a positive and
significant influence on purchase intention. Furthermore, research by [10] states that
there is a positive and significant influence between beauty influencer reviews and pur-
chase interest for Scarlet Whitening products.
Based on the literature review, the hypotheses of this study are follows:
H1: Beauty influencer reviews influence purchase intention
H2: Beauty influencer reviews influence brand awareness
H3: Brand awareness influences purchase intention
H4: Brand awareness plays a mediating role in the influence of beauty influencer re-
views on purchase intention
The proposed research model of current study is depicted in Figure 1

Fig. 1. The Proposed Research Model
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3 Research Methods

This study uses a causal associative quantitative approach to analyze the influence of
beauty influencer reviews on brand awareness and purchase intention of Viva Cosmet-
ics skincare products, with brand awareness as a mediating variable. Data were col-
lected through an online questionnaire distributed to 152 active TikTok user respond-
ents who had viewed @DokterDetektif content related to Viva Cosmetics serum. This
research used non-probability purposive sampling, targeting active TikTok users who
are familiar with Dokter Detektif. As a result, the findings might not apply to a wider
population since these participants may have more positive views of the influencer and
the related brands. 152 eligible data analyzed using Partial Least Squares-Structural
Equation Modeling (PLS-SEM) assisted by SmartPLS 4 software to test validity, reli-
ability, and direct and indirect relationships between research variables. To improve
external validity, future studies should consider probability sampling or add a control
group of users unfamiliar with the influencer. Nevertheless, purposive sampling was
suitable for this study because it focused on a specific group—followers who actively
interact with the influencer’s content in a real-life setting. All constructs were assessed
using established scales that were modified to fit the context of this study. The beauty
influencer review was measured with items adapted from Shimp (2007) focusing on
perceived informativeness and credibility. Brand awareness was evaluated using Kotler
& Keller (2008) brand knowledge scale, while purchase intention was measured with
items adapted from Schiffman & Kanuk (2010). Participants rated all items on a 5-point
Likert scale, from strongly disagree (1) to strongly agree (5).

4 Results

Respondents were followers of the Dokter Detective account on TikTok who watched
Viva Cosmetics skincare product review content. Of the 152 respondents collected, 140
were female (92%), while 12 were male (8%). This aligns with demographic data re-
leased by [11], which shows that the majority of viewers of TikTok uploads by the
@DokterDetektif account are female. In addition, 42.1% of respondents were aged 17—
24, 42.8% were aged 24-34, and 15.1% were over 34.

Table 1. Outer Model Test Result on Cronbach’s Alpha and Composite Reliability

Item Outer Cronbach’s | Composite
Loading Alpha Reliability
Brand Awareness 0.889 0.918
BAl 0.862
BA2 0.781
BA3 0.842
BA4 0.837
BAS 0.836
Purchase Intention 0.926 0.937
PI1 0.821
P12 0.801
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PI3 0.816
P14 0.742
PI5 0.764
PI6 0.737
P17 0.760
PI8 0.730
PI9 0.788
PI10 0.778
Beauty Influencer Review 0.910 0.926
BIR1 0.748
BIR2 0.754
BIR3 0.722
BIR4 0.780
BIRS5 0.717
BIR6 0.780
BIR7 0.775
BIR8 0.832
BIR9 0.760

Outer Model Test. The initial step in PLS-SEM involves conducting an outer model
evaluation to assess the reliability and validity of each construct within the proposed
framework. As presented in Table 2, all outer loading values surpassed 0.6, fulfilling
the minimum requirement for construct validity. Furthermore, the Cronbach’s Alpha
and Composite Reliability metrics were both above 0.8 and 0.9, respectively, indicating
strong internal consistency among all measured constructs. In addition to the
Cronbach's Alpha and Composite Reliability tests, the data were analyzed using For-
nell-Lacker to assess the ability of the constructs in the Partial Least Square (PLS)
model to differentiate well from each other.
Table 2. Outer Model Test Result on Fornell-Lacker

Variable Brand Awareness Purchase Intention Beauty Influencer
Review
Brand Awareness 0.832
Purchase Intention 0.617 0.774
Beauty Influencer 0.551 0.665 0.764
Review

According to table 2, brand awareness (0.832), purchase intention (0.774), and

beauty influencer review (0.764) each have values that are higher than any other corre-
lation listed for the same construct. This means the results clearly show that discrimi-
nant validity is achieved.
Inner Model Test. Hypothesis testing in this study aims to prove the influence of each
variable X on variable Y through variable Z. Hypothesis testing is carried out by ana-
lyzing the output path coefficient, t-statistics, and p-value resulting from the bootstrap
resampling process. The following are the results of the boot-strapping output of direct
effects and indirect effects:
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Table 3. Path Coefficient Direct Effect Result

Path Coefficient Origi- Sample | Standard De- T Statistic P values
nal Mean viation (|O/STDEV))
Sample ™M) (STDEV)
0)

Brand Awareness (Z)-> 0.360 0.360 0.071 5.097 0.000

Purchase Intention (Y)

Beauty Influencer Review 0.551 0.556 0.063 8.761 0.000
(X) -> Brand Awareness (Z)

Review Beauty Influencer 0.466 0.468 0.068 6.837 0.000
(X) -> Purchase Intention (Y)

Table 4. Path Coefficient Bootstrapping Indirect Effect Result

Path Coefficient Original | Sample | Standard De- | T Statistic P values
Sample Mean viation (|O/STDEV))
0) ™M) (STDEV)
Review Beauty Influencer 0.199 0.201 0.049 4.083 0.000
-> Brand Awareness -> Pur-
chase Intention

According to the results of the hypothesis test analysis in tables 3 and 4, the results
According to the results of the hypotheses test analysis in tables 3 and 4, the results
obtained can be stated as follows:

1. Hl isaccepted, as there is a significant influence between the construct or variable
of beauty influencer reviews on purchase intention for Viva Cosmetics skincare
serum products.

2. H2isaccepted, as there is a significant influence between the construct or variable
of beauty influencer reviews on brand awareness for Viva Cosmetics.

3. H3isaccepted, as there is a significant influence between the construct or variable
of brand awareness on purchase intention for Viva Cosmetics skincare serum
products.

4. HA4 is accepted, as there is a significant, positive influence between the variable of
beauty influencer reviews on purchase intention for Viva Cosmetics skincare se-
rum products, with brand awareness as an intervening variable.

5 Conclusion

This study examines the impact of beauty influencer reviews on the purchase inten-tion
of Viva Cosmetics skincare serum, with brand awareness acting as a mediator. Results
show that influencer reviews positively and significantly affect purchase in-tention,
with better quality and credibility of reviews leading to higher consumer interest in the
products.

The analysis also finds a strong, positive effect of beauty influencer reviews on brand
awareness. Clear and informative reviews from Dokter Detektif increase consumer
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recognition and familiarity with Viva Cosmetics. In turn, higher brand awareness sig-
nificantly boosts consumers' willingness to buy the products.

Brand awareness partially mediates the link between influencer reviews and purchase
intention, meaning reviews influence buying decisions both directly through trust and
indirectly by raising brand awareness. Thus, local skincare brands should work with
credible influencers who provide honest, data-backed content to build trust, strengthen
brand recognition, and encourage loyalty over time.

Although this study centered on brand awareness as a mediator, other psychological
factors like trust and perceived authenticity might also significantly influence purchase
intention, especially considering Dokter Detektif’s credibility as both a medical expert
and content creator. Future research could use a multiple mediation model to examine
the sequential or simultaneous effects of these factors. This outcome supports the per-
suasion knowledge model, which suggests that audience trust and perceived expertise
can overcome common doubts toward promotions
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