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ABSTRAK

Penelitian ini mengkaji peran kredibilitas influencer media sosial dalam memengaruhi keputusan pembelian
produk skincare dengan memperhatikan mekanisme mediasi engagement konsumen. Pendekatan kuantitatif
dengan analisis jalur (path analysis) dan berdasarkan data survei responden aktif pengguna produk skincare
yang mengikuti influencer di platform media sosial. Hasil penelitian menunjukkan bahwa kredibilitas influencer
memiliki pengaruh positif langsung yang signifikan terhadap keputusan pembelian produk skincare. Selain itu,
keterlibatan atau engagement konsumen berfungsi sebagai mediator penting yang menghubungkan kredibilitas
influencer dengan keputusan pembelian, Engagement ini diukur melalui interaksi aktif konsumen, seperti
komentar, likes, dan berbagi konten yang dianggap sebagai indikator valid dari keterikatan emosional dan
kognitif terhadap produk. Temuan ini menegaskan bahwa kredibilitas influencer tidak hanya membangun
kepercayaan secara langsung, tetapi juga meningkatkan interaksi konsumen yang pada akhirnya mendorong
keputusan pembelian secara tidak langsung. Implikasi praktis penelitian ini menekankan pentingnya pemilihan
influencer dengan reputasi kredibel serta pengembangan strategi konten yang mampu meningkatkan
engagement untuk memaksimalkan efektivitas kampanye pemasaran skincare. Rekomendasi untuk penelitian
selanjutnya meliputi eksplorasi variabel moderasi, penggunaan desain longitudinal, serta pendekatan kualitatif
guna memperdalam pemahaman tentang dinamika hubungan tersebut.

Kata kunci : Engagment, Keputusan Pembelian, Kredibilitas Infuencer

ABSTRACT

This study examines the role of social media influencer credibility in influencing skincare product purchasing
decisions by considering the mediation mechanism of consumer engagement. The quantitative approach used
path analysis and was based on survey data from active skincare product users who follow influencers on social
media platforms. The results indicate that influencer credibility has a significant direct positive influence on
skincare product purchasing decisions. Furthermore, consumer engagement serves as an important mediator
linking influencer credibility to purchasing decisions. This engagement is measured through active consumer
interactions, such as comments, likes, and content sharing, which are considered valid indicators of emotional
and cognitive attachment to the product. These findings confirm that influencer credibility not only builds trust
directly but also increases consumer interaction, ultimately driving purchasing decisions indirectly. The
practical implications of this study emphasize the importance of selecting influencers with credible reputations
and developing content strategies that can increase engagement to maximize the effectiveness of skincare
marketing campaigns. Recommendations for further research include exploring moderating variables, using
longitudinal designs, and qualitative approaches to deepen understanding of the dynamics of this relationship.

Keywords: Engagement; Influencer Credibility; Purchasing Decisions

PENDAHULUAN

The credibility of social media influencers has become a crucial aspect of modern digital
marketing strategies. Their role in shaping consumer perceptions and driving purchasing decisions,
particularly for skincare products, is increasingly significant (Aulia & Syarifah, 2022). (Libunao et al.,
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2022). This phenomenon is fueled by influencers' ability to build personal connections with their
audiences, often through content that resembles reviews from friends or family, which inherently
increases consumer trust in product recommendations (Mohamed et al., 2023). Previous research has
shown that the presence of beauty influencers, social media marketing strategies, and brand image
collectively influence purchasing decisions for Korean skincare products (Nanda, 2022). The impact
of celebrity admiration has been shown to influence purchase intentions, where brand ambassadors
can increase brand awareness and hedonic shopping motivation among fans (Andira et al., 2023).

In addition to credibility, engagement, or the level of interaction between influencers and their
audiences, also plays a significant role in strengthening emotional bonds and increasing the
effectiveness of marketing communications (Haoe et al., 2023). With the development of social
media, the popularity of platforms like TikTok has transformed the marketing landscape, making
influencers on these platforms key drivers in shaping follower engagement and consumer purchase
intentions. Given this phenomenon, this study will empirically examine how the credibility of social
media influencers and the level of engagement they generate simultaneously influence consumer
purchasing decisions for skincare products (Darmatama & Erdiansyah, 2021). (Nuzuli, 2022). This
study will further analyze the mechanisms by which credibility, encompassing expertise and
trustworthiness, translates into persuasive influence that triggers purchase decisions, taking into
account the ever-evolving dynamics of social media platforms. Therefore, this study aims to fill the
literature gap by comprehensively investigating the interaction between influencer credibility,
engagement, and consumer purchase decisions in the specific context of skincare products, which
have unique market and consumer characteristics (Septiani et al., 2022). (Astridianty & Suharyanto,
2022). This study will apply a quantitative methodology to empirically evaluate the influence of
influencer credibility and engagement levels on purchase intentions, specifically in the context of
skincare products.

In the context of skincare products, which are heavily influenced by perceived quality and
trustworthiness, influencer credibility and engagement play a crucial role in purchasing decisions.
This is because consumers often rely on influencers' experiences and recommendations as a form of
social validation before making skincare product purchase decisions, which are sensitive to personal
preferences and efficacy claims. Therefore, a deep understanding of how influencers influence
purchasing decisions is crucial for skincare brands to develop effective marketing strategies (Liu,
2023). This study will specifically explore how influencer credibility attributes, such as perceived
expertise and established trustworthiness, contribute to increased engagement and, ultimately, drive
skincare product purchase decisions (Mahendri & Lutfi, 2022).

This analysis will also consider the mediating role of engagement in the relationship between
influencer credibility and purchase decisions, providing a more comprehensive insight into the
dynamics of influencer influence in the skincare market. This study will apply a quantitative
methodology to empirically evaluate the effect of influencer credibility and engagement levels on
purchase intentions, specifically in the context of skincare products (Lutfiyah & Annisa, 2022). The
purpose of this study is to analyze the influence of consumer involvement as a mediating variable in
the relationship between influencer attractiveness and credibility with skincare product purchasing
decisions.

METODE

This study uses a quantitative approach with a survey as the main data collection method to
analyze the causal relationship between influencer credibility, engagement, and skincare product
purchasing decisions (Santoso & Immanuel, 2022); (Viorentina & Santoso, 2023). This research
design aims to test the hypothesis regarding the mediating effect of engagement on the relationship
between influencer credibility and purchasing decisions, using multiple regression analysis
techniques. The target population of this study is skincare product consumers who actively follow
influencers on social media, with the sample being determined using a purposive sampling method to
ensure the respondents' relevance to the research objectives. Data will be collected through an online
questionnaire that includes a Likert scale to measure these variables, and analyzed using statistical
software to identify the significance of the relationship and any existing mediation effects (Bs et al.,
2023); (Nurkhasanah & Santoso, 2020). The collected data will be tested for validity and reliability
before further analysis, such as classical assumption testing and path analysis, is conducted to confirm
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the proposed theoretical model (Geraldine, 2021). (Safira et al., 2023). Path analysis, in particular,
allows the examination of direct and indirect causal relationships between latent variables, outlining
how influencer credibility sequentially influences consumer engagement and ultimately purchase
decisions.

HASIL

This study involved 96 respondents as primary participants. Primary data collected in 2025
were processed using a questionnaire instrument that was first tested for validity and reliability.
Construct validity was measured by assessing the extent to which indicators or question items were
able to describe the substantive meaning of the construct being studied. Meanwhile, instrument
reliability was tested to ensure the consistency and reliability of the measurements taken. Based on the
results of the validity and reliability tests, a factor model was developed based on theories or
hypotheses regarding the relationships between factors listed in the questionnaire. The data analysis
process to build this factor model was carried out using the Partial Least Squares (PLS) method, as
can be seen in Figure 1.
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Figure 1
PLS processing results
Table 1
Quter loading results
Variables Engagement Buying decision Influencer Credibility Information

X2.1 0.839 Valid
X2.2 0.846 Valid
X2.3 0.879 Valid
X2.4 0.893 Valid
X2.5 0.883 Valid
Y1 0.865 Valid
Y2 0.848 Valid
Y3 0.861 Valid
Y4 0.865 Valid
Y5 0.939 Valid
Z1.1 0.742 Valid
Z1.2 0.837 Valid
713 0.837 Valid
714 0.889 Valid
Z1.5 0.869 Valid

source: processed data
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The validity of the research variables, namely Influencer Credibility, Engagement, and
Purchase Decisions, has been tested using loading factor values ranging from 0.742 to 0.939, which
indicates that all indicators in the research instrument meet the criteria for construct validity. Loading
factor values exceeding the threshold of 0.7 indicate that each item is significantly able to represent
the measured construct accurately and consistently. Thus, the instrument used is valid and reliable to
support further analysis, including testing the relationship model between variables using the Partial
Least Square (PLS) method.

Overall, all indicators were declared valid because the Outer Loading value exceeded the
recommended minimum limit (0.7), so this conclusion strengthens that the measurement instrument
used has good quality for further testing in the factor model.

Table 2
Average variance extracted (AVE) results
Variables Average variance extracted (AVE) Information
Consumer Engagement 0.699 Valid
Buying decision 0.768 Valid
Influencer Credibility 0.754 Valid

source: processed data

The convergent validity of a latent construct is measured through the Average Variance
Extracted (AVE), which reflects the extent to which the construct can explain the variance of its
related indicators. An AVE value of 0.5 or higher is considered a sign that the construct has adequate
convergent validity, indicating that a large portion of the indicator variance can be explained by the
statistically measured construct.

The analysis shows that all constructs have exceeded the established threshold value,
confirming the reliability of the measurement model used. The Consumer Engagement construct
obtained an Average Variance Extracted (AVE) value of 0.699, reflecting that almost 70% of the
variability of the measured indicators can be explained by this construct. On the other hand, the
Purchase Decision construct recorded the highest AVE value, namely 0.768, which indicates the
indicators' excellent explanatory ability towards the construct. Meanwhile, the Influencer Credibility
construct showed an AVE value of 0.754, validating the representativeness and accuracy of the
indicators used. Overall, these results confirm that the applied measurement instrument has adequate
convergent validity, so that these constructs can be relied upon for further structural analysis and
increase the credibility and integrity of the overall research model.

Table 3
Reliability test
Variables Cronbach's alpha Composite reliability (rho c) Information
Engagement 0.892 0.920 Reliable
Buying decision 0.924 0.943 Reliable
Influencer Credibility 0.918 0.939 Reliable

source: processed data

The reliability of the research instrument measuring Engagement, Purchase Decision, and
Influencer Credibility variables was tested using two main measures, namely Cronbach's alpha and
Composite Reliability (tho_c). The Cronbach's alpha values for the three variables were 0.892, 0.924,
and 0.918, respectively, while the Composite Reliability values ranged from 0.920 to 0.943. These
values consistently exceeded the minimum threshold of 0.7 recommended in the research methods
literature, indicating that the instrument has excellent internal consistency and high reliability. Thus,
all constructs in this study can be said to be reliable and the instruments used are appropriate for
measuring the intended variables, providing high confidence in the reliability of the data obtained for
further analysis.
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Table 4
R-squared test Results
Variables R-square R-square adjusted
Engagement 0.467 0.462
Buying decision 0.610 0.601

source: processed data

The Engagement variable obtained an R-square value of 0.467 and an Adjusted R-square of
0.462, meaning the model can explain approximately 46.7% of the variation in Engagement, with an
adjustment of 46.2% after considering the number of predictors and sample size. Furthermore, the
Purchase Decision variable showed an R-square value of 0.610 and an Adjusted R-square of 0.601,
indicating that the model successfully explained more than 60.1% of the variance in Purchase
Decision after adjustment. These values indicate that the measurement model has moderate to strong
explanatory power, providing an adequate basis for subsequent structural analysis and interpretation
of the relationships between constructs in the context of this study.

Table 5
F-Square Test Results
Variables F-square
Consumer Engagement -> Purchase Decision 0.288
Influencer Credibility -> Consumer Engagement 0.877
Influencer Credibility -> Purchase Decision 0.209

source: processed data

Consumer engagement and influencer credibility are two key variables that play a significant
role in influencing skincare product purchasing decisions. Based on the obtained f-square value,
influencer credibility shows a very large influence on consumer engagement with a value of 0.877,
indicating that influencer credibility is a dominant factor that increases active consumer involvement
through interactions such as comments, likes, and sharing content on social media platforms.
Furthermore, consumer engagement contributes significantly to purchasing decisions with an F-square
value of 0.288, which confirms that the level of consumer engagement indirectly strengthens
purchasing decisions. Although the direct effect of influencer credibility on purchasing decisions is
smaller with an F-square value of 0.209, it still shows a statistically relevant effect. This finding
strengthens the mediation model where influencer credibility not only builds trust directly but also
drives engagement that ultimately increases purchasing decisions. The implications of this research
highlight the importance of marketing strategies that emphasize the selection of credible influencers
and the development of interactive content to maximize the effectiveness of skincare product
marketing campaigns.

Table 6
Direct Effect
Variables Original Sample Standard T statistics P
sample (O) mean (M)  deviation (STDEV) (JO/STDEV|) values
Consumer Engagement -> Purchase Decision 0.459 0.453 0.113 4,071 0,000
Influencer Credibility -> Consumer Engagement 0.684 0.687 0.073 9,314 0,000
Influencer Credibility -> Purchase Decision 0.391 0.398 0.109 3,596 0,000

source: processed data

The path coefficient value (Original Sample) on the relationship between influencer
credibility, consumer engagement, and purchasing decisions shows a positive and significant
influence from all tested paths. Influencer credibility has a strong influence on consumer engagement
(0.684) with a very high T-statistic value (9.314, p<0.001), indicating this relationship is very
significant and supports the hypothesis that influencer credibility is a major factor in increasing
consumer engagement on social media. Furthermore, consumer engagement significantly influences
purchasing decisions (0.459; T=4.071; p<0.001), emphasizing the role of engagement as a mediator in
this model. In addition, influencer credibility also has a significant direct influence on purchasing
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decisions (0.391; T=3.596; p<0.001), although the effect is relatively smaller than the indirect path
through engagement.

The p-value for each path is very low (0.000), indicating that all variable relationships are
statistically significant with a high level of confidence. The relatively small standard deviation
indicates the stability of the variable influence estimates. These results demonstrate that influencer
credibility not only builds trust that drives consumer engagement, but engagement itself is an
important mediating mechanism in improving skincare product purchasing decisions.

Table 7
Indirect Effect
Variables Original Sample Standard T statistics P
sample (O) mean (M) deviation (STDEV) (JO/STDEV)) values
Influencer Credibility -> Consumer 0314 0.309 0.079 3,957 0,000

Engagement -> Purchase Decision

source: processed data

The results of the mediation path analysis indicate that the combined effect of Influencer
Credibility on Purchase Decisions mediated by Engagement is statistically significant with a p-value
<0.001. The total path coefficient (Original Sample, O) of 0.314 with a t-statistic of 3.957 indicates a
fairly strong and consistent positive influence in this model. The relatively small standard deviation
(0.079) strengthens the reliability of the estimate. This finding strengthens the assumption that
Engagement acts as a mediator that significantly links the influence of Influencer Credibility on
consumer purchase decisions, thus providing a strong empirical basis for the mediation model tested
in this study.

The credibility of social media influencers has a significant positive influence on consumer
engagement with skincare products .

These findings indicate that consumers' perceptions of an influencer's expertise,
trustworthiness, and attractiveness play a crucial role in triggering their interaction and engagement
with skincare product brands (Libunao et al., 2022); (Aulia & Syarifah, 2022). This is in line with
previous research showing that social media marketing strategies, including the use of influencers,
have a significant impact on consumer purchasing decisions and interest (Nuzuli, 2022); (Narottama
& Moniaga, 2022). Furthermore, influencers' ability to build broad-based communication and
transcend geographical boundaries further strengthens their influence in shaping consumer behavior.
This increased engagement can then translate into higher purchase intentions, given that the
credibility of the information conveyed by influencers—especially in the context of cosmetic product
reviews has a direct impact on consumer decisions (Mohamed et al., 2023); (Wibisono et al., 2023).

Practically, these results encourage marketers to select credible and trusted influencers in
skincare product campaigns to maximize engagement and sales. This study also emphasizes the
importance of authentic interactions and relationships between influencers and their audiences, as
evidenced by interactive content practices such as quizzes and Q&A sessions that significantly
increase consumer engagement (Narottama & Moniaga, 2022). These findings are consistent with
literature showing that social media marketing campaigns, especially those involving influencers,
effectively influence purchasing decisions for cosmetic and skincare products (Nanda, 2022);
(Narottama & Moniaga, 2022).

Consumer engagement has a positive influence on skincare product purchasing decisions .

This is reinforced by the observation that social media platforms such as Instagram have
become a primary source of information for consumers, which in turn facilitates interaction and
collaboration between consumers and business organizations (Aripradono, 2020). This interaction
fundamentally changes marketing dynamics, enabling companies and customers to connect in ways
never before possible, and facilitating the exchange of rich information about products and
experiences (Narottama & Moniaga, 2022). This strong engagement also encourages positive
consumption behavior, where consumers tend to base their purchasing decisions on trusted
experiences and recommendations from influencers or fellow users (Harisandi & Wiyarno, 2023).
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The credibility of social media influencers has a direct positive influence on skincare product
purchasing decisions.

This means that the higher the level of trust and credibility of an influencer in the eyes of
consumers, the greater the likelihood of consumers making a decision to purchase skincare products
recommended by that influencer. This phenomenon is consistent with the finding that influencer
marketing significantly influences consumer purchase intention (Haoe et al., 2023), especially in the
context of highly personalized products such as skincare. This impact is reinforced by the influencer's
role in presenting relevant information and building a positive brand image, which collectively drives
consumer purchasing decisions (Sa'diyah & Fitriani Rafikasari, 2022). This direct positive influence
indicates that not only consumer engagement is important, but also a strong perception of credibility
is sufficient to shape purchasing decisions. In the context of digital marketing, this emphasizes the
importance of selecting influencers with a trusted reputation and recognized credibility to strengthen
the effectiveness of skincare product marketing campaigns. Therefore , investing in collaboration with
highly credible influencers is a key strategy for skincare brands to achieve their marketing goals.

Consumer engagement mediates the relationship between social media influencer credibility and
skincare product purchase decisions.

The implication is that consumers' active interaction with influencer content, driven by the
influencer's credibility, is a crucial bridge connecting the audience's positive perception of the
influencer with their final purchase decision. Consumer engagement mediates the relationship
between social media influencer credibility and skincare product purchase decisions, meaning
influencer credibility indirectly influences purchase decisions through increased consumer
engagement. In other words, when consumers perceive an influencer as credible—based on
trustworthiness, expertise, and authenticity—they are more likely to actively engage with the
influencer's content. This engagement includes interactions such as commenting, liking, sharing
content, and engaging in deeper discussions about the skincare product. This deeper engagement then
fosters consumer confidence in the recommended product, gradually encouraging them to consider
and ultimately make a purchase decision (Sjoraida et al., 2024) .

Influencer credibility is a key factor in increasing engagement levels because consumers feel
confident and encouraged to actively participate in two-way communication with both influencers and
skincare brands. This indicates that engagement is not simply a passive metric, but rather an active
mechanism that translates initial trust in an influencer into concrete interest and purchase actions
(Hudiyono & Ismail, 2023). This study comprehensively outlines the mechanisms by which
influencer credibility not only attracts attention but also triggers transformative interactions,
transforming passive attention into informed and proactive purchase decisions.

This engagement then acts as a bridge connecting positive perceptions of the influencer with
consumer purchasing decisions. Without engagement, an influencer's credibility may only generate
passive attention, but with active engagement, consumers process information more deeply, generate
positive product evaluations, and ultimately drive purchase decisions.

CONCLUSION

The credibility of social media influencers plays a central role in determining skincare product
purchasing decisions. Research has found that consumer engagement mediates the relationship
between influencer credibility and purchasing decisions. This means that a high level of credibility in
an influencer not only directly influences consumer trust but also encourages active consumer
engagement through interactions such as comments, likes, and content sharing. This engagement then
strengthens consumers' emotional and cognitive bonds with skincare products, thereby increasing the
likelihood of consumers making a purchase decision.

Thus, it can be concluded that the influence of influencer credibility on purchasing decisions
does not occur directly in a linear fashion, but rather through increased consumer engagement, which
is the primary pathway mediating the relationship. This finding supports the argument of digital
marketing theory that positions engagement as a crucial variable in the consumer decision-making
process, particularly in the skincare industry, which requires a high level of trust. Practically, these
results emphasize the importance of selecting credible influencers and developing content strategies
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that can increase consumer interaction and engagement in order to achieve the goal of increasing
skincare product sales.
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