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ABSTRACT 
 

Driven by societal pressures and beauty standards, skincare products have become a daily necessity, 
especially through TikTok, emerging as a prominent platform for beauty trends. This study explores the 
impact of brand reputation on purchase intention for local beauty products among Generation Z, examining 
the moderating role of TikTok influencer credibility and the mediating effect of trust. Although TikTok has 
become a powerful platform for shaping consumer behavior, particularly purchase intention, the extent to 
which influencer credibility moderates the relationship between brand reputation and purchase intention 
remains insufficiently examined. This research addresses this gap in the literature by proposing a single 
framework and conducting an experiment to assess how influencer credibility influences the strength of brand 
reputation’s effect on purchase intention. A quantitative approach was applied using a 2 (brand reputation: 
positive vs. negative) × 2 (influencer credibility: high vs. low) between-subjects experimental design, 
involving 135 participants who were randomly assigned to one of 4 different scenarios. The findings confirm 
that brand reputation significantly increases purchase intention. Moreover, an influencer with high credibility 
strengthens the positive impact of brand reputation on purchase intention. However, influencers with low 
credibility do not significantly affect consumer purchase decisions, highlighting the importance of 
authenticity and expertise over mere popularity. Interestingly, influencer credibility does not moderate the 
relationship between brand trust and purchase intention. Trust was found to fully mediate the relationship 
between brand reputation and purchase intention, serving as a crucial psychological mechanism that converts 
positive brand perceptions into buying behavior. This suggests that trust, grounded primarily in consumers’ 
direct brand experiences and overall reputation, is less influenced by external endorsements. These findings 
highlight the importance of managing brand reputation and partnering with credible influencers to maximize 
marketing effectiveness in Generation Z's purchasing decisions in the local beauty market. 

Keywords: Brand Reputation, Brand Trust, Purchase Intention, TikTok Influencer Credibility, Beauty Products 
  

 
1. INTRODUCTION  
 

Skincare has become an essential aspect of 
daily routines, particularly among women, driven by 
increasing concerns over skin health and societal 
beauty standards [1]. Beauty products are among the 

most sought-after categories based on research 
indicating a significant portion of online 
transactions, accounting for 16% of total e-
commerce spending, highlighting the strong demand 
for beauty products [2]. This demand is not limited 
to international brands, as local beauty brands have 
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gained popularity due to affordability and the use of 
locally sourced ingredients [1]. In Indonesia, local 
beauty brands in the cosmetics category experienced 
a 20.6% increase in growth from 2021 to 2022, with 
the skincare segment achieving the highest revenue 
growth at 29.6% [3]. Local beauty brands must 
prioritize safe ingredients in developing skincare 
products tailored to diverse skin types in tropical 
Asia, enhancing their reputation for meeting regional 
needs and standards [1]. As local brands strive to 
enhance their market presence, brand reputation 
emerges as a critical determinant of consumer 
purchase intentions [4]. The importance of brand 
reputation makes it a valuable research topic, as it 
strongly impacts consumers' purchase intentions in 
the beauty industry [5]. A positive brand reputation 
fosters consumer trust and strengthens brand 
credibility, influencing purchasing behavior across 
various sectors, including automotive [6], fashion 
brands [7], and e-commerce [8]. In the rapidly 
evolving digital landscape, social media platforms, 
particularly TikTok, have become integral to brand 
marketing strategies [9]. 

The rising popularity of social media 
platforms, particularly TikTok, has significantly 
impacted internet users worldwide [10]. TikTok has 
emerged as a critical player in shaping consumer 
perceptions and a central focus of brand marketing 
efforts [9]. TikTok, with approximately 157.6 
million users in Indonesia, represents a significant 
channel for brand engagement, particularly among 
Generation Z, who comprise 60% of its user base 
[10], [11]. This generation has been raised alongside 
the internet and social media, emphasizing the 
significant influence of social platforms on their 
current and future consumer behavior. Generation 
Z's behaviors and interests are relevant for present 
and future business ventures, as they wield 
considerable purchasing power and serve as 
trendsetters, making them a prime focus for 
marketers. One way to engage Generation Z is by 
leveraging influencers they admire, as they actively 
support influencers they perceive as credible, 
authentic, talented, or those who take direct action 
on products or services [12]. 

The growing reliance on influencers as 
marketing agents raises critical questions regarding 
their role in shaping brand perceptions. Influencers, 
perceived as credible and authentic, can significantly 
impact consumer attitudes and purchase decisions by 
leveraging trust and relatability [13], [14].  Fierce 
competition in today's market drives many brands to 
use social media influencers to market their products 

[15]. The positive reputation of credible influencers 
significantly impacts purchase decisions [16], by 
leveraging attractiveness, trustworthiness, and 
perceived similarity to consumer trust [13], 
ultimately enhancing brand value. Consequently, 
influencers' effectiveness in shaping consumer 
perceptions affects the brand's reputation and 
enhances its reputation [17]. In social media 
marketing, considering influencers with high 
credibility is crucial as they can influence consumer 
perceptions of the brand and their purchase 
decisions. To our knowledge, the effectiveness of 
influencer marketing in shaping brand reputation 
and fostering trust remains underexplored, 
particularly in the context of Generation Z 
consumers engaging with beauty brands on TikTok. 
Trust plays a crucial role in shaping brand 
perceptions, as it leads consumers to view products 
as more reliable and increases purchase likelihood 
[18]. Credible influencers enhance trust, positively 
influencing consumer perceptions even when brand 
reputations vary [19]. Moreover, active engagement 
on social media platforms has been shown to 
strengthen consumer- brand relationships, fostering 
trust and positive purchase intentions [20], [21].  

Despite the growing body of literature on 
influencer marketing and brand reputation, most 
prior studies have treated these constructs in 
isolation, with limited attention to their combined 
effects on consumer trust and purchase intention, 
particularly in digital-native contexts. Furthermore, 
few studies have investigated how influencer 
credibility interacts with brand reputation in short-
form video platforms such as TikTok, especially 
among Generation Z in emerging markets like 
Indonesia. The moderating role of influencer 
credibility and the mediating role of trust remain 
underexplored in experimental settings, leaving a 
critical gap in understanding the psychological 
mechanisms that drive consumer behavior 
,particularly purchase intention, in the era of social 
media. To address these gaps, the present research 
aims to examine the causal relationship between 
brand reputation and purchase intention, the 
moderating effect of TikTok influencer credibility, 
and the mediating role of trust among Generation Z 
consumers in Indonesia. Through an experimental 
approach, this study seeks to offer empirical insights 
that both extend the theoretical discourse and inform 
practical marketing strategies for local beauty brands 
operating in highly competitive digital 
environments. 
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2. LITERATURE REVIEW AND 
HYPOTHESES  

 
2.1 Brand Reputation  

A solid brand reputation is essential for 
companies seeking a competitive edge [22]. Previous 
studies have explored how brand reputation 
influences purchasing intentions through many 
factors such as the country-of-origin image [6], 
brand awareness [7], and positive live stream 
experiences [8]. High awareness, positive image, and 
minimal risk perception are the keys to success for 
companies with a good brand reputation [23]. 
According to signal theory [24], image and brand 
reputation function as important external clues that 
guide consumers in assessing a product, and 
influencing buying decisions. Brand reputation helps 
consumers make choices, especially in the absence 
of clear intrinsic cues [25], [26]. 

Consumers consider a product's brand 
reputation when making a purchase decision. 
Consumers consider brands with a high reputation to 
have less risk. In contrast, brands with low 
reputation are often perceived as unreliable and 
inconsistent in delivering expected product 
performance. This perception heightens consumers’ 
sense of risk and uncertainty, reducing their 
confidence and making them more likely to delay or 
cancel purchase decisions [26]. This can influence 
purchase intention [27] because values have a 
significant role in consumer brand selection [28]. 
Brand managers must therefore take consumer 
values into account when developing strategies to 
attract consumer attention. Previous studies show 
that consumers tend to prefer brands that have a 
direct connection to values that are important to 
them [29] as well as brands that have a good 
reputation [30]. 
 
2.2 TikTok Influencer  

Influencer credibility refers to the 
trustworthiness and reliability of online content 
creators targeting a specific audience, enabling them 
to become opinion leaders whose posts can impact 
brands, products, and potential consumers [31]. The 
level of trust from followers is particularly important 
for influencers [31], [32]. Thanks to their expertise 
and closeness to their followers' interests, 
influencers are considered more credible than 
celebrities, so their opinions have a more significant 
impact on their followers [32], [33]. This increase is 
due to the growing number of social media 
influencers pursuing careers in specialized fields, 

such as food reviews, which are considered expert 
professions [34].  

With the ability of influencers to influence 
followers' reactions to the products they endorse 
[13], brands collaborate with influencers as an 
effective way to convey their offerings [35], due to 
the substantial trust placed in influencers [13]. This 
trust in influencers also increases consumer trust in 
brands online [36], highlighting how influencers 
greatly influence people's opinions about brands. 
However, when influencers are perceived as lacking 
credibility or authenticity, the impact can backfire. 
Influencers with low perceived trustworthiness can 
trigger doubt among followers, which may damage 
the perceived integrity of the brand and reduce 
consumers' willingness to place trust in it. This 
erosion of trust ultimately undermines consumers' 
purchase intention, as followers may question the 
value or authenticity of the recommended products 
[35]. Previous studies have found that the credibility 
of social media influencers affects trust in several 
industries, including the beauty industry [16], the 
cosmetics industry [37], and the culinary industry 
[38]. 
 
2.3 Trust 

Trust in a brand can be explained as 
consumer confidence in how dependable and 
responsible [18] and also certainty in the brand [39]. 
Trust is built through shared experiences and 
activities. This is a concept that companies and 
customers need to cultivate to build successful 
relationships [40]. Research shows that brand trust 
promotes positive reactions [21] and improves 
purchase intentions for products from that brand 
[41]. Brand trust also shapes consumers' trust in 
online merchants [20]. 

Consumers' purchasing decisions are 
significantly influenced by their level of trust in the 
brand [18], [42]. This suggests that high levels of 
brand trust can enhance perceptions of product 
benefits, thereby increasing purchase intention [43]. 
Nonetheless, earlier studies have demonstrated that 
negative electronic word-of-mouth (eWOM) has a 
substantial impact on diminishing brand trust, 
ultimately lowering consumers’ willingness to make 
a purchase [42]. It has been observed that negative 
eWOM acts as a strong signal of risk, which not only 
weakens consumer trust in the brand but also directly 
reduces their purchasing intentions. This highlights 
how detrimental negative eWOM can be in shaping 
consumer behavior, especially when trust is 
compromised [42]. 
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2.4 Hypothesis Development  
When consumers make purchases, they 

often consider a brand's reputation, seeing highly 
reputable brands as safer choices [27]. This factor 
significantly impacts their intention to buy [28]. 
Previous research has shown that brand reputation is 
significantly influenced by consumer interactions on 
social media [14], corporate social responsibility 
[44], and corporate reputation, which encompasses 
brand image and brand credibility [4]. Consequently, 
this enhances consumer trust and affinity towards a 
brand [4] while driving positive attitudes toward 
consumer purchase intentions [5]. Moreover, the 
choice of well-known brands serves as a way to 
indicate social status, appealing to consumers aiming 
to demonstrate their societal standing [27]. 

 According to previous research, a positive 
brand reputation can increase purchase intention, 
while a negative brand reputation can decrease 
purchase intention [7]. Previous studies examining 
Skintific as an international skincare brand have 
shown a positive impact of brand reputation on 
consumer purchase intention [5]. Skincare and 
cosmetics are critical areas for research due to their 
significant impact on skin health and overall well-
being. Studies on skincare products, including 
cosmeceuticals, aim to develop formulations with 
therapeutic benefits that address specific skin 
concerns and enhance overall skin health [45]. 
Particularly for individuals with sensitive skin, 
choosing products with the right ingredients is 
essential [46]. Consumers with specific skin needs 
often rely on trusted brands to provide safe and 
effective solutions. This highlights the critical role of 
brand reputation in the skincare industry. As a result, 
building and maintaining a positive reputation is 
crucial for brands to influence consumer behavior 
and purchase intention, ultimately ensuring success 
in the market. 

 Based on all the previous research 
described above, we hypothesize that: 
H1: Positive brand reputation has a higher influence 

on purchase intention compared to negative 
brand reputation in local beauty products 
among Generation Z. 

In today's dynamic marketplace, brand 
reputation is pivotal in shaping consumers' purchase 
intentions [5]. With so many choices, consumers rely 
on brand reputation to guide their decisions. 
However, the emergence of influencers has added a 
new dimension to this relationship. Influencers hold 
substantial power to shape consumer opinions and 
preferences through their engaging content [15]. 
Therefore, it has become essential for brands to 

leverage social media to glean insights into their 
customer base and disseminate brand and product 
information. Social media influencers, as powerful 
figures in the digital landscape, act as intermediaries 
between brands and consumers by leveraging their 
substantial online presence and authentic 
engagement [15]. Through platforms like Instagram, 
YouTube, TikTok, and Twitter, they share personal 
experiences, endorse products, and shape public 
opinion, enabling them to establish significant social 
influence and credibility in promoting brands and 
driving consumer behavior [15]. Influencers 
enhance brand visibility and value by leveraging 
their credibility, utilizing social media to shape 
consumer perceptions, foster positive impressions, 
and drive higher purchase intentions [15], [16]. 

As consumers increasingly turn to influencers 
for guidance, brands recognize the power of 
influencer credibility in shaping consumer 
perceptions. A wealth of research underscores this 
recognition. Previous research has consistently 
highlighted the significance of influencer credibility 
in shaping purchase intention across diverse 
consumer domains such as influencer marketing, 
brand equity, consumer behavior [47], celebrity 
endorsement, brand trust, and lifestyle [48], also 
product marketing and endorsements [49]. 
Moreover, additional research has underscored the 
persuasive influence of influencers [15] and their 
reputation for honesty and sincerity [14] in 
influencing consumer purchasing intentions. 
 We aim to examine the effect of influencer 
credibility in moderating the relationship between 
brand reputation and purchase intention. We propose 
that influencers with high credibility increase the 
viewer's purchase intention, with the effects being 
more pronounced for the brand with a positive 
reputation than the brand with a negative reputation. 
The credibility of an influencer essentially gives a 
level of assurance to their viewer [50], so when an 
influencer with high credibility talks about a product 
or a brand, the viewer will have a kind of assurance 
that those influencers know what they are talking 
and recommending about, which eventually sparks 
interest. Subsequently, those who are interested in 
the product will conduct further research, thereby 
acquiring information about the brand's reputation, 
which may be either positive or negative. This will 
then inform them of their decision as to whether or 
not they intend to purchase the product. 
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In contrast, we propose influencers with 
low credibility should neither increase nor decrease 
purchase intention towards either brands with 
positive or negative reputations. Low-credibility 
influencers will neither give assurance nor spark 
interest in their viewer about the brand [50], 
irrelevant to their popularity. The reason popularity 
does not translate to credibility is that an influencer's 
credibility depends on the trust of their viewers [31], 
[32] and their expertise [32], [33]. Even if the 
influencer is highly popular, the viewers may not 
trust them to provide sound advice. Consequently, 
when the influencer discusses a brand, some viewers 
may perceive their content as only entertainment 
rather than genuine advice. In contrast, others will 
doubt the brand discussed regardless of the brand's 
reputation. This skepticism leads to a noticeable lack 
of difference in purchase intention for products or 
brands promoted by influencers who lack credibility. 
 Thus, we propose the following 
hypotheses: 
H2a: When influencer credibility is high, purchase 

intention towards products with positive 
brand reputation is greater than purchase 
intention towards products with negative 
brand reputation. 

H2b: When influencer credibility is low, purchase 
intention towards products with positive 
brand reputation and purchase intention 
towards products with negative brand 
reputation are insignificant. 

 
When talking about purchase decisions, 

previous studies have established trust as a mediator 
that affects purchase intention, in combination with 
other factors such as brand reputation [51], blogger 
recommendations [52], and online reviews [53]. 
Trust in a brand leads consumers to perceive the 
product as better, increasing the likelihood of 
purchase. Thus, it is reasonable to assume that brand 
trust has the potential to mediate the positive 
relationship between brand reputation and purchase 
intention toward natural personal care products. 
 Building brand trust is essential for success, 
so all brands should prioritize it by actively engaging 
with customers, particularly on social media, to 
demonstrate responsiveness to their concerns [20]. 
Moreover, influencers who are highly valued and 
trusted by their followers have the potential to 
increase customer trust in a brand regardless of their 
brand reputation [19]. This leads to the hypothesis 
that the relationship between brand reputation and 
purchase intention is moderated by influencer 
credibility and is mediated by trust. Therefore, we 

would like to assess the relationship between brand 
reputation and influencer credibility to purchase 
intention through trust, as shown in Figure 1.  

Therefore, our following hypothesis is:    
H3: Trust mediates the relationship between brand 

reputation and purchase intention moderated by 
influencer credibility. 

 

 
Figure 1: Research Framework 

 
 
3. METHODOLOGY 
 
3.1 Pretest  

This pretest selected five top influencers 
(Tasya Farasya, Jharna Bhagwani, Nanda Arsyinta, 
Maria Clarin, Asyifa Nadya Ivan) according to the 
Pop Star website [54], while the five most 
controversial influencers (Emil Mario, Popo Barbie, 
Denise Chariesta, Lucinta Luna, Felicia Angelista) 
were selected based on the Starnage websites [55]. 
In determining the level of TikTok influencer 
credibility, the results from a survey of 40 
respondents (87.5% female; Mage = 22.38) 
determined that Tasya Farasya and Lucinta Luna 
were chosen for the study due to their similar 
familiarity levels (M = 5.897).  Low familiarity can 
influence the level of trust in influencers, hence, only 
influencers with the same familiarity were chosen to 
ensure that familiarity did not become an additional 
factor affecting the study. Moreover, familiarity was 
selected for direct comparison purposes and to solely 
focus on their credibility. The pretest results 
revealed that Tasya Farasya had the highest mean 
credibility (M=5.615), while Lucinta Luna had the 
lowest (M=3.33). This indicates that Tasya Farasya 
was perceived as more credible than Lucinta Luna 
based on the respondents' perceptions in the pretest. 
Thus, both influencers were chosen to be subjects in 
further research regarding the influence of Tasya 
Farasya's credibility as a high-credibility TikTok 
influencer and Lucinta Luna as a low-credibility 
TikTok beauty influencer. 
3.2 Procedure  

One hundred thirty-five online participants 
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(65.18% female; Mage = 17) were randomly assigned 
to one of four conditions of a 2 (brand reputation: 
positive vs. negative) × 2 (influencer credibility: 
high vs. low) between-subjects design. Eligible 
participants were Generation Z individuals residing 
in Indonesia who use TikTok and have an interest in 
local beauty products. Generation Z, defined as 
individuals born between 1997 and 2012, was 
selected because of their unique characteristics of 
digital capabilities, diverse values, and distinct 
behaviors [12]. Additionally, the relevance of 
Generation Z was evident, as 60% of primary users 
of TikTok were Generation Z individuals [11]. 

Following Roscoe (1975) and Gay and 
Diehl (1992), a minimum of 30 subjects per 
condition was set for this experimental research. The 
manipulation of brand reputation to either a positive 
or negative was conducted by presenting participants 
with images of products and concise details about a 
fictional brand. This approach aimed to prevent bias 
from existing brand images and provided 
participants with insights designed to influence their 
perception of the brand, either positively or 
negatively [56]. The manipulation of influencer 
credibility to either high or low was achieved by 
presenting participants with images of real 
influencers selected based on pretest results. These 
images were accompanied by descriptions crafted to 
convey the influencer’s level of credibility, such as 
achievements or controversies the influencer had 
experienced [57]. After reviewing the brand and 
influencer information, participants were asked to 
respond to 8 questions: 4 items measured trust [58], 
and the remaining 4 assessed purchase intention 
[59]. All questions were using a 7-point Likert scale 
(1= strongly agree, 7 = strongly disagree). 

 
 
4. RESULTS  

Before analyzing and processing the data, we 
conducted reliability tests on the trust and purchase 
intention variables. Reliability tests using Cronbach 
alpha showed that both trust (α = 0.944) and (α = 
0.943) purchase intention, surpassed the acceptable 
threshold (α > 0.70). These findings confirm that the 
constructs of trust and purchase intention used in this 
study are consistent and reliable for further analysis. 
To test hypothesis 1, the influence of brand 
reputation (positive vs. negative) on the purchase 
intention of local beauty products among Generation 
Z was examined using one-way ANOVA analysis. 
The analysis results showed a significant influence 

of brand reputation on purchase intention for local 
beauty products among Generation Z, with higher 
purchase intentions in brands with positive 
reputation (M = 4.053; SD = 1.75) compared to 
negative reputation (M = 3.271; SD = 1.80; F (1,134) 
= 6.522, p < 0.012), which is shown in Table 1. 
These results indicate that the positive reputation of 
the brand significantly influences the purchase 
intention of local beauty products among Generation 
Z. Respondents tend to have higher purchase 
intentions when the brand has a good reputation 
compared to brands with a poor reputation, 
indicating the importance of brand reputation in 
influencing purchase decisions of Generation Z 
consumers towards local beauty products, which 
supports hypothesis 1. 
 

Table 1: One-Way ANOVA Test Results 
 

 
To test hypothesis 2, 2 (brand reputation: positive 

and negative) × 2 (influencer credibility: high and 
low) ANOVA was run and revealed a significant 
interaction effect between influencer credibility and 
brand reputation (F (1,70) = 9.531, p < 0.003) which 
shown in Fig. 2. Specifically, when influencer 
credibility is high, consumers showed a notably 
higher purchase intention for products with a 
positive brand reputation (M = 4.772; SD = 1.60) 
compared to products with a negative brand 
reputation (M = 3.480, SD = 1.88; F (1,70) = 9.531, 
p < 0.003). These findings indicate a clear tendency 
among consumers to exhibit stronger purchase 
intentions for products with positive brand 
reputations when influencers possess high 
credibility, aligning with hypothesis H2a. 
Meanwhile, when influencer credibility is low, there 
is no significant difference between positive and 
negative brand reputation (Mpositive = 3.31 vs Mnegative  

= 3.02; SD = 1.69; F (1,63) = 0.491, p > 0.4 ), which 
supports H2b.  

 

Variable Mean 
Std. 

Deviation 
Sig. 

Positive 
Brand 
Reputation 

4.053 1.755 0.012 

Negative 
Brand 
Reputation 

3.271 1.800 0.012 
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Figure 2: Influence of TikTok Influencer Credibility 
and Brand Reputation on Purchase Intention 

 
To test hypothesis 3, an analysis with PROCESS 

Model 7 by Hayes (2013) was conducted to evaluate 
the effect of brand reputation on purchase intention 
moderated by influencer credibility and mediated by 
trust in local beauty products among Generation Z. 
Contrary to hypothesis 3, the analysis of the index of 
mediated moderation results in (B = 0.2731, SE = 
0.4131, 95% confidence interval [CI95] = [−0.262, 
1.1010]),  indicating that hypothesis 3 was not 
supported. This indicates that the credibility of 
influencers does not moderate the relationship 
between brand reputation mediated by trust and 
purchase intention. To investigate this phenomenon 
further, an additional experiment was conducted to 
examine the mediation effect. The Baron and Kenny 
(1986) four-step method was utilized to determine 
whether mediation occurred in the absence of 
moderation. The SPSS analysis results are presented 
in Table 2. 

 
Table 2: Baron and Kenny Method (1986) Results 
 

 
These findings indicate that trust fully mediates 

the relationship between brand reputation and 
purchase intention. This conclusion is supported by 
the fourth step, where the inclusion of both brand 
reputation and trust in the model results in trust being 

significant while brand reputation becomes 
insignificant, fulfilling the criteria for full mediation. 
To validate this result, a mediation analysis was 
conducted using PROCESS Model 4 by Hayes. The 
outcome revealed a significant mediation effect (B = 
−1.1898, SE = 0.2175, CI95 = [−1.6340, −0.7740]), 
confirming the mediating role of trust in the 
relationship between brand reputation and purchase 
intention. These results suggest that influencer 
credibility does not moderate the effect of brand 
reputation on trust, indicating the absence of 
moderated mediation. In other words, trust 
consistently serves as a crucial mechanism linking 
brand reputation to purchase intention, regardless of 
the level of influencer credibility. This highlights the 
dominant role of trust in shaping consumer 
intentions in the local beauty product market. 

 
 

5. GENERAL DISCUSSION  

The findings of this study confirm that 
brand reputation significantly influences purchase 
intention in the local beauty products industry 
among Generation Z consumers. This aligns with 
previous research [18], [7], which highlights how a 
strong brand reputation enhances consumer 
confidence by reducing perceived risk and 
increasing purchase likelihood. Consumers tend to 
favor reputable brands, associating them with higher 
quality, greater reliability, and lower uncertainty. 
Additionally, this study reinforces the idea that 
brand reputation serves as a critical external cue 
when evaluating beauty products, particularly in an 
industry where trust and perceived effectiveness 
play a key role in purchasing decisions [25], [26]. 

Furthermore, this study provides empirical 
support for the moderating role of TikTok influencer 
credibility in the relationship between brand 
reputation and purchase intention. The findings 
indicate that highly credible influencers enhance the 
positive impact of brand reputation on purchase 
intention, as consumers exposed to endorsements 
from trusted influencers exhibit greater confidence 
in the brand. This aligns with prior research [31], 
[16], which suggests that influencer credibility 
strengthens consumer perceptions of brand quality 
and reliability. Additionally, this study finds that 
low-credibility influencers do not significantly affect 
purchase decisions, reinforcing the argument that 
credibility, rather than mere popularity, determines 
consumer trust [32]. Generation Z consumers, 
known for their digital savviness, critically evaluate 

Independent 
variable 

Dependent 
variable 

𝛽 
Value 

Sig. 

Brand 
reputation 

Purchase 
intention 

−0.782  0.013 

Brand 
reputation 

Trust −1.548 0.000 

Trust 
Purchase 
intention 

0.715 0.000 

Brand 
reputation Purchase 

intention 
0.407  0.1 

Trust 0.769 = 0.000 
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influencer endorsements, placing greater value on 
authenticity and expertise. As a result, influencers 
lacking credibility fail to provide the assurance 
needed to drive purchasing behavior, leading to 
neutral or indifferent responses toward endorsed 
brands. 

Interestingly, the findings reveal that 
influencer credibility does not moderate the 
relationship between brand trust, brand reputation, 
and purchase intention. This contrasts with previous 
studies [19], [36], which suggested that influencers 
could enhance trust in a brand regardless of its 
reputation. The discrepancy may stem from the fact 
that, in this study, trust pertains specifically to the 
brand rather than the influencer. While prior 
research [13] has demonstrated that influencer 
credibility can transfer to the brand, this effect 
appears less pronounced when consumers already 
have an established perception of brand trust. When 
trust is rooted in the brand itself, consumers rely 
more on their prior experiences and overall brand 
reputation than on influencer recommendations. 
However, it is worth noting that the results might 
differ if trust were primarily associated with the 
influencer’s credibility rather than the brand. 

Additionally, this study confirms that trust 
fully mediates the relationship between brand 
reputation and purchase intention. This aligns with 
previous research [51], [41], which suggests that 
trust serves as a crucial mechanism in translating 
brand reputation into actual purchasing behavior. 
While a strong brand reputation enhances consumer 
perceptions, it is the development of trust that 
ultimately drives purchase intention. Consumers 
who trust a brand are more likely to associate its 
products with high quality and reliability, 
reinforcing their willingness to buy [52]. These 
findings emphasize the importance of trust-building 
strategies, such as transparent communication and 
consistent product quality, in strengthening the 
connection between brand reputation and consumer 
loyalty. Furthermore, this study considers influencer 
credibility as a moderating factor but finds that its 
impact is limited in the presence of established brand 
trust, highlighting the primary role of trust in shaping 
purchasing decisions. 

 
5.1  Comparison with Prior Research  

This study differs from prior work by 
experimentally examining the interaction between 
brand reputation, influencer credibility, and 
consumer trust, specifically within the context of 
TikTok influencers and local beauty products, 

achieving a deeper understanding of how credibility 
moderates and trust mediates their combined effect 
on Generation Z's purchase intentions. Compared to 
prior literature, this study extends theoretical 
perspectives by integrating and applying multiple 
frameworks, such as signal theory and trust theory, 
within a single experimental model. Previous studies 
like Lou and Yuan (2019) and Rathnayake and 
Lakshika (2023) primarily explored the effects of 
influencer credibility on trust and purchase intention 
in isolation, without incorporating the reputational 
context of the brand or the moderating role of 
influencer traits. This study diverges by framing 
brand reputation as a signal that affects perceived 
risk, and simultaneously examining how trust 
mediates consumer behavior in high-credibility 
versus low-credibility influencer scenarios. 

Moreover, while previous research often 
utilized correlational analysis, this study provides 
experimental validation to demonstrate the causal 
interaction between theoretical constructs using 
brand reputation, influencer credibility, and trust that 
offers stronger theoretical grounding and empirical 
clarity. By focusing specifically on Generation Z 
within the Indonesian beauty market, the study 
further enhances existing theory by contextualizing 
how digital-native consumers interpret credibility 
cues and brand reputation differently than older 
demographics. This demographic-specific insight 
adds a layer of novelty and theoretical refinement 
that is often lacking in global or non-segmented 
studies. 

This study adopts a comprehensive and in-
depth approach by investigating the influence of 
TikTok influencer credibility on consumer behavior 
toward local Indonesian beauty products, 
specifically among Generation Z, a digitally native 
and rapidly expanding consumer segment. Unlike 
previous research that often focuses on traditional 
social media platforms or global brands, this study 
emphasizes TikTok, a fast-evolving and visually 
driven platform that heavily shapes Gen Z’s digital 
consumption habits in Indonesia. By centering on 
local beauty brands rather than established 
international labels, the study offers valuable 
insights into how emerging companies can 
strategically leverage influencer marketing to build 
trust and drive purchase intention. 

A key contribution of this research lies in 
its integration of brand reputation, influencer 
credibility, and consumer trust within a single 
moderated mediation model. This holistic 
framework allows for a deeper understanding of how 
these variables interact dynamically. As a result, the 
study successfully maps the psychological decision-
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making pathway that consumers follow, as reflected 
in the proposed research framework. The findings 
further extend theoretical discourse by revealing that 
while influencer credibility can enhance brand 
reputation and visibility, factors that positively 
influence purchase intention, it does not significantly 
impact brand trust. This suggests that trust may be 
more strongly rooted in consistent brand experience 
and long-term consumer relationships than in 
influencer endorsement alone. 

Methodologically, the study employs a 2×2 
experimental design to provide empirical evidence 
of causal relationships, moving beyond the 
correlational survey-based methods that dominate 
current research in this field. Additionally, the study 
challenges common industry assumptions by clearly 
distinguishing between influencer credibility and 
popularity. It demonstrates that influencers with high 
follower counts but low credibility fail to influence 
trust or purchase intention, highlighting that 
perceived trustworthiness and expertise, not mere 
visibility, are the true drivers of credibility. 
 
5.2  Limitations  

Despite these contributions, this study has 
several limitations. The focus on Generation Z limits 
the generalizability of the findings to other 
demographic groups. Future research should 
examine whether these dynamics hold true across 
different age cohorts. Additionally, this study is 
confined to the TikTok platform, which may not 
reflect consumer behavior on other social media 
platforms such as Instagram or YouTube. Exploring 
cross-platform differences would provide a more 
comprehensive understanding of influencer 
marketing. Furthermore, the study does not 
distinguish between paid and organic influencer 
content, an important variable that may shape 
consumer perceptions of credibility and authenticity. 
Future studies are encouraged to investigate the 
effects of sponsorship disclosures on consumer trust 
and purchase behavior. Lastly, alternative 
operationalizations of brand reputation and 
influencer credibility should be considered in future 
research to enrich the conceptual robustness and 
applicability of the findings across diverse contexts. 
 
 
6.  CONCLUSION AND IMPLICATIONS 

This study aims to examine the role of 
influencer credibility in shaping the relationship 
between brand reputation and purchase intention. It 
investigates how social media influencers impact 

consumer behavior, particularly in the context of 
local beauty products. The findings confirm that 
social media influencers significantly impact 
consumer behavior, especially in driving purchase 
intention for local beauty products. Consumers tend 
to be drawn to a product after exposure to influencer 
content, especially when the influencer is perceived 
as credible and the brand carries a positive 
reputation. However, the study also finds that 
influencers, regardless of their credibility, have 
minimal impact on the relationship between brand 
reputation and brand trust. This suggests that while 
influencers enhance brand visibility, trust in local 
beauty brands remains primarily shaped by 
consumers’ direct perceptions, experiences, and the 
consistency of the brand itself.   Thus, while 
influencers play a role in brand exposure, they do not 
alter the fundamental trust consumers place in 
beauty products, which is primarily rooted in the 
brand's reputation and consumer understanding. This 
implies that in marketing practice, influencers are 
more effective in driving brand awareness and 
interest rather than establishing long-term consumer 
trust. 

The scientific contribution of this research 
lies in the integration of brand reputation, influencer 
credibility, and trust within a 2×2 experimental 
design, allowing for the isolation of their respective 
effects on purchase intention.  Prior research has 
explored these variables individually, but few have 
experimentally examined their interactions, 
particularly in the context of TikTok influencers and 
local beauty brands in Indonesia. This research aims 
to provide a deeper understanding of the influence of 
brand reputation and influencer credibility on 
consumer trust with brands, thereby influencing 
purchase intention. The findings contribute to 
previous brand reputation research [5], [8], [19], by 
examining the relationship between brand reputation 
and influencer credibility. Moreover, we contribute 
to influencer credibility research [47], [49], by 
examining TikTok influencer credibility as a 
moderator and combining it with brand reputation. 
This research also contributes to studies on high-
reputation celebrities' impact on purchase intention 
by using TikTok influencers instead, considering 
their ability to shape consumer attitudes toward 
brands and products [31]. We use the trust variable 
as a mediator, contributing to trust literature [38], 
[39], [16]. This study also contributes to studies on 
social media by discussing TikTok and its user 
characteristics [15], [9]. 

Theoretically, this study enriches 
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understanding of how digital endorsement 
credibility interacts with brand-driven trust 
formation. It adds to the academic discourse by 
showing that the relationship between trust and 
purchase intention may be less influenced by 
influencers and more dependent on brand-internal 
cues. This study fills a gap in previous literature by 
using an experimental method to provide empirical 
evidence on the causal effects of influencer 
credibility and brand reputation. It also offers new 
insights into how TikTok-specific influencer 
dynamics affect Generation Z consumers. These 
findings open further research avenues to explore the 
role of platform-specific characteristics, types of 
trust (affective vs. cognitive), and how different 
consumer segments interpret influencer credibility in 
varied contexts 

These findings offer valuable managerial 
implications for brands operating in the digital era, 
particularly within highly visual and trend-driven 
platforms such as TikTok. Marketers should 
prioritize building and maintaining a strong brand 
reputation because it directly enhances consumer 
trust and significantly influences purchase intention. 
This can be achieved through consistent product 
quality, active consumer engagement, 
responsiveness to feedback, and coherent brand 
messaging. In parallel, collaborating with highly 
credible influencers who are perceived as 
knowledgeable and authentic can amplify the 
positive effects of brand reputation on consumer 
behavior. Companies should adopt a strategic 
approach when selecting influencers by evaluating 
their credibility, expertise, and alignment with brand 
values rather than relying solely on popularity. 
Additionally, it informs marketers that while 
influencer strategies enhance interest and exposure, 
trust must be earned through consistent brand 
behavior. By implementing these strategies, 
marketers can strengthen brand trust, maximize the 
effectiveness of influencer marketing, and build 
stronger connections with Generation Z consumers 
in increasingly competitive digital marketplaces. 

 

AUTHOR CONTRIBUTION 
Nathasia: Conceptualization, Data Curation, Formal 

Analysis, Funding Acquisition, Investigation, 
Methodology, Project Administration, 
Resources, Software, Supervision, Validation, 
Visualization, Writing – Original Draft, Writing 
– Review & Editing; Hansen Thendy: 
Conceptualization, Data Curation, Formal 
Analysis, Funding Acquisition, Investigation, 

Methodology, Resources, Software, 
Supervision, Validation, Visualization, Writing 
– Original Draft, Writing – Review & Editing; 
Julius Romario: Conceptualization, Data 
Curation, Formal Analysis, Funding Acquisition, 
Investigation, Resources, Supervision, 
Validation, Visualization, Writing – Original 
Draft, Writing – Review & Editing;  Anisa 
Larasati: Conceptualization, Funding 
Acquisition, Methodology, Supervision, Writing 
– Review & Editing. 

 
Data Availability 
The authors of the article titled "Influencer 

Credibility and Brand Reputation in Shaping 
Trust and Purchase Intention: Exploring 
Generation Z's Response to Local Beauty 
Products on TikTok" affirm their commitment to 
data transparency and openness. To support 
further research and verification, the dataset used 
in this study has been made publicly available at 
the following link:  

 TikTok Gen Z Respondent Data: This data 
comes from a survey conducted by the 
authors 

 

REFERENCES 
[1]  Rustiani D. Meningkatnya Minat Skincare Lokal 

di Indonesia [Internet]. kumparan. 2022 [cited 
2024 Jan 6]. Available from: 
https://kumparan.com/dina-
rustiani/meningkatnya-minat-skincare-lokal-di-
indonesia-1zSRQCbXGsR 

[2] Kredivo. Laporan Perilaku Konsumen e-
Commerce Indonesia 2023: Pemulihan Ekonomi 
dan Tren Belanja Pasca Pandemi [Internet]. 
Kredivocorp.com. 2023. Available from: 
https://kredivocorp.com/wp-
content/uploads/2023/06/2023-Indonesia-e-
Commerce-Behavior-Report.pdf 

[3] Aditya I. Perusahaan Kosmetik Di Indonesia 
Tumbuh 20,6 Persen [Internet]. Krjogja. 2023 
[cited 2023 Dec 28]. Available from: 
https://www.krjogja.com/nasional/1242454811/
perusahaan-kosmetik-di-indonesia-tumbuh-206-
persen 

[4] Waluyo W, Qurniawati RS, Nurohman YA. 
Generation Z’s brand love for skincare products: 
Do religious beliefs matter? Shirkah [Internet]. 
2023;8(1):95–108. Available from: 
http://dx.doi.org/10.22515/shirkah.v8i1.615 

[5]  Alhamdina TT, Hartono A. The impact of brand 
awareness, brand reputation, and perceived 



 Journal of Theoretical and Applied Information Technology 
15th August 2025. Vol.103. No.15 

©   Little Lion Scientific  
 

ISSN: 1992-8645                                                                    www.jatit.org                                                     E-ISSN: 1817-3195 

 
5564 

 

economic benefits on brand trust and online 
purchase intentions for Skintific products on the 
TikTok Shop platform. International Journal of 
Science, Technology & Management [Internet]. 
2023;4(3):653–65. Available from: 
http://dx.doi.org/10.46729/ijstm.v4i3.832 

[6]  Jiménez N, San Martín S. The mediation of trust 
in country-of-origin effects across countries. 
Cross Cult Manag Int J [Internet]. 
2014;21(2):150–71. Available from: 
http://dx.doi.org/10.1108/ccm-12-2012-0113 

[7]  Jung NY, Seock Y-K. The impact of corporate 
reputation on brand attitude and purchase 
intention. Fashion Text [Internet]. 2016;3(1). 
Available from: 
http://dx.doi.org/10.1186/s40691-016-0072-y 

[8] Wu H-W, Guan H. The mechanism of brand 
reputation on consumer purchase intention in 
live banding. In: 2021 4th International 
Conference on Data Science and Information 
Technology. New York, NY, USA: ACM; 2021. 

[9] Indrawati, Putri Yones PC, Muthaiyah S. eWOM 
via the TikTok application and its influence on 
the purchase intention of somethinc products. 
Asia Pac Manag Rev [Internet]. 2023;28(2):174–
84. Available from: 
http://dx.doi.org/10.1016/j.apmrv.2022.07.007 

[10] TikTok users by country 2025 [Internet]. 
Statista. Available from: 
https://www.statista.com/statistics/1299807/nu
mber-of-monthly-unique-tiktok-users/ 

[11] Hajiyeva K. What the data says about Gen Z 
TikTok usage? [Internet]. Planly. 2022. 
Available from: https://planly.com/gen-z-
TikTok-use/ 

[12] Salukov D. Gen Z influencer marketing: What 
marketers should know [2024] [Internet]. 
Insense.pro. Insense; 2024. Available from: 
https://insense.pro/blog/gen-z-influencer-
marketing 

[13] Lou C, Yuan S. Influencer marketing: How 
message value and credibility affect consumer 
trust of branded content on social media. J 
Interact Advert [Internet]. 2019;19(1):58–73. 
Available from: 
http://dx.doi.org/10.1080/15252019.2018.15335
01 

[14] Filieri R, Acikgoz F, Li C, Alguezaui S. 
Influencers’ “organic” persuasion through 
electronic word of mouth: A case of sincerity 
over brains and beauty. Psychol Mark [Internet]. 
2023;40(2):347–64. Available from: 
http://dx.doi.org/10.1002/mar.21760 

[15] Alexander G. Role of social media influencers in 
shaping public opinion and consumer behavior in 
Greece. International Journal of Communication 
and Public Relation [Internet]. 2024;9(1):13–26. 
Available from: 
http://dx.doi.org/10.47604/ijcpr.2269 

[16] R.A.S.D.Rathnayake, V.G.P. Lakshika. Impact 
of social media influencers’ credibility on the 
purchase intention: Reference to the Beauty 
Industry. Asian Journal of Marketing 
Management [Internet]. 2023;2(01). Available 
from: 
http://dx.doi.org/10.31357/ajmm.v2i01.6254 

[17] Ryu EA, Han E. Social media influencer’s 
reputation: Developing and validating a 
multidimensional scale. Sustainability [Internet]. 
2021;13(2):631. Available from: 
http://dx.doi.org/10.3390/su13020631 

[18] Huang C-C. The impacts of brand experiences on 
brand loyalty: mediators of brand love and trust. 
Management Decision [Internet]. 2017;55(5). 
Available from: http://dx.doi.org/10.1108/MD-
10-2015-0465 

[19] Thomas T, Johnson J. The impact of celebrity 
expertise on advertising effectiveness: The 
mediating role of celebrity brand fit. Vis J Bus 
Perspect [Internet]. 2017;21(4):367–74. 
Available from: 
http://dx.doi.org/10.1177/0972262917733174 

[20] Jiang H, Ge J, Yao J. Effects of brand spokes-
characters with personal and historical nostalgia 
on brand attitude: evidence from Generation Z 
consumers in China. Asia Pac J Mark Logist 
[Internet]. 2024;36(1):185–205. Available from: 
http://dx.doi.org/10.1108/apjml-11-2022-0944 

[21] Chaudhuri A, Holbrook MB. Product-class 
effects on brand commitment and brand 
outcomes: The role of brand trust and brand 
affect. J Brand Manag [Internet]. 2002;10(1):33–
58. Available from: 
http://dx.doi.org/10.1057/palgrave.bm.2540100 

[22] de Chernatony L. Brand management through 
narrowing the gap between brand identity and 
brand reputation. J Mark Manag [Internet]. 
1999;15(1–3):157–79. Available from: 
http://dx.doi.org/10.1362/026725799784870432 

[23] Delgado‐Ballester E, Munuera‐Alemán JL. 
Brand trust in the context of consumer loyalty. 
European Journal of Marketing [Internet]. 
2001;35(11/12):1238–58. Available from: 
http://dx.doi.org/10.1108/EUM0000000006475 

[24] Boulding W, Kirmani A. A consumer-side 
experimental examination of signaling theory: 
Do consumers perceive warranties as signals of 



 Journal of Theoretical and Applied Information Technology 
15th August 2025. Vol.103. No.15 

©   Little Lion Scientific  
 

ISSN: 1992-8645                                                                    www.jatit.org                                                     E-ISSN: 1817-3195 

 
5565 

 

quality? J Consum Res [Internet]. 1993 [cited 
2025 May 3];20(1):111. Available from: 
https://econpapers.repec.org/article/oupjconrs/v
_3a20_3ay_3a1993_3ai_3a1_3ap_3a111-
23.html 

[25] Román S, Sánchez-Siles LM. Parents’ choice 
criteria for infant food brands: A scale 
development and validation. Food Qual Prefer 
[Internet]. 2018;64:1–10. Available from: 
http://dx.doi.org/10.1016/j.foodqual.2017.10.00
8 

[26] Selnes F. An examination of the effect of product 
performance on brand reputation, satisfaction 
and loyalty. Eur J Mark [Internet]. 
1993;27(9):19–35. Available from: 
http://dx.doi.org/10.1108/03090569310043179 

[27] Martínez P, Pérez A, del Bosque IR. CSR 
influence on hotel brand image and loyalty. Acad 
Rev Latinoam Adm [Internet]. 2014;27(2):267–
83. Available from: 
http://dx.doi.org/10.1108/arla-12-2013-0190 

[28] Burgess SM. Personal values and consumer 
research: An historical perspective. Research in 
Marketing. 1992;11(1):35–79. 

[29] Bian Q, Forsythe S. Purchase intention for luxury 
brands: A cross cultural comparison. J Bus Res 
[Internet]. 2012;65(10):1443–51. Available 
from: 
http://dx.doi.org/10.1016/j.jbusres.2011.10.010 

[30] Belén del Río A, Vázquez R, Iglesias V. The 
effects of brand associations on consumer 
response. J Consum Mark [Internet]. 
2001;18(5):410–25. Available from: 
http://dx.doi.org/10.1108/07363760110398808 

[31] Sokolova K, Kefi H. Instagram and YouTube 
bloggers promote it, why should I buy? How 
credibility and parasocial interaction influence 
purchase intentions. J Retail Consum Serv 
[Internet]. 2020;53(101742):101742. Available 
from: 
http://dx.doi.org/10.1016/j.jretconser.2019.01.0
11 

[32] Stubb C, Nyström A-G, Colliander J. Influencer 
marketing: The impact of disclosing sponsorship 
compensation justification on sponsored content 
effectiveness. J Commun Manag [Internet]. 
2019;23(2):109–22. Available from: 
http://dx.doi.org/10.1108/jcom-11-2018-0119 

[33] Djafarova E, Rushworth C. Exploring the 
credibility of online celebrities’ Instagram 
profiles in influencing the purchase decisions of 
young female users. Comput Human Behav 
[Internet]. 2017;68:1–7. Available from: 
http://dx.doi.org/10.1016/j.chb.2016.11.009 

[34] Schouten AP, Janssen L, Verspaget M. Celebrity 
vs. Influencer endorsements in advertising: the 
role of identification, credibility, and Product-
Endorser fit. Int J Advert [Internet]. 
2020;39(2):258–81. Available from: 
http://dx.doi.org/10.1080/02650487.2019.16348
98 

[35] Jiménez-Castillo D, Sánchez-Fernández R. The 
role of digital influencers in brand 
recommendation: Examining their impact on 
engagement, expected value and purchase 
intention. Int J Inf Manage [Internet]. 
2019;49:366–76. Available from: 
http://dx.doi.org/10.1016/j.ijinfomgt.2019.07.00
9 

[36] Nosi C, Pucci T, Melanthiou Y, Zanni L. The 
influence of online and offline brand trust on 
consumer buying intention. EuroMed J Bus 
[Internet]. 2022;17(4):550–67. Available from: 
http://dx.doi.org/10.1108/emjb-01-2021-0002 

[37] Hassan SH, Teo SZ, Ramayah T, Al-Kumaim 
NH. The credibility of social media beauty gurus 
in young millennials’ cosmetic product choice. 
PLoS One [Internet]. 2021;16(3):e0249286. 
Available from: 
http://dx.doi.org/10.1371/journal.pone.0249286 

[38] Abdul Aziz N, Othman NA, Abdul Murad SMB. 
The effects of social support and social media 
influencers’ credibility on emotional brand 
attachment: The mediating roles of trust in 
multichannel. Soc Sci Humanit Open [Internet]. 
2023;8(1):100727. Available from: 
http://dx.doi.org/10.1016/j.ssaho.2023.100727 

[39] Choi SH. The effects of brand trust dimensions 
on consumers’ economic and social loyalty 
behavior. J Consum Cult [Internet]. 
2012;15(2):171–88. Available from: 
http://dx.doi.org/10.17053/jcc.2012.15.2.009 

[40] Anderson JC, Narus JA. A model of distributor 
firm and manufacturer firm working 
partnerships. J Mark [Internet]. 1990;54(1):42–
58. Available from: 
http://dx.doi.org/10.1177/002224299005400103 

[41] Erdem T, Swait J. Brand credibility, brand 
consideration, and choice. J Consum Res 
[Internet]. 2004;31(1):191–8. Available from: 
http://dx.doi.org/10.1086/383434 

[42] Bhandari M, Rodgers S. What does the brand 
say? Effects of brand feedback to negative 
eWOM on brand trust and purchase intentions. 
Int J Advert [Internet]. 2018;37(1):125–41. 
Available from: 
http://dx.doi.org/10.1080/02650487.2017.13490
30 



 Journal of Theoretical and Applied Information Technology 
15th August 2025. Vol.103. No.15 

©   Little Lion Scientific  
 

ISSN: 1992-8645                                                                    www.jatit.org                                                     E-ISSN: 1817-3195 

 
5566 

 

[43] Xue J, Zhou Z, Zhang L, Majeed S. Do brand 
competence and warmth always influence 
purchase intention? The moderating role of 
gender. Front Psychol [Internet]. 2020;11:248. 
Available from: 
http://dx.doi.org/10.3389/fpsyg.2020.00248 

[44] Wang S, Liao Y-K, Wu W-Y, Le KBH. The role 
of corporate social responsibility perceptions in 
brand equity, brand credibility, brand reputation, 
and purchase intentions. Sustainability 
[Internet]. 2021;13(21):11975. Available from: 
http://dx.doi.org/10.3390/su132111975 

[45] Vieira AO, Oliveira GV de. Skin Care and 
Microbiome. In: Comprehensive Gut 
Microbiota. Elsevier; 2022. p. 450–7. 

[46] , Rodan K, Fields K, Majewski G, Falla T. 
Skincare bootcamp: The evolving role of 
skincare. Plast Reconstr Surg Glob Open 
[Internet]. 2016;4(12 Suppl Anatomy and Safety 
in Cosmetic Medicine: Cosmetic 
Bootcamp):e1152. Available from: 
http://dx.doi.org/10.1097/GOX.0000000000001
152 

[47] Coutinho F, Dias A, F. Pereira L. Credibility of 
social media influencers: Impact on purchase 
intention. Hum Technol Interdiscip J Hum ICT 
Environ [Internet]. 2023;19(2):220–37. 
Available from: 
http://dx.doi.org/10.14254/1795-6889.2023.19-
2.5 

[48] Anisah A, Khotimah N, Aryati MY. The factors 
that influence the purchasing decisions local 
cosmetic products. ijjm [Internet]. 
2022;3(4):501–12. Available from: 
http://dx.doi.org/10.52728/ijjm.v3i4.581 

[49] McCormick K. Celebrity endorsements: 
Influence of a product-endorser match on 
Millennials attitudes and purchase intentions. J 
Retail Consum Serv [Internet]. 2016;32:39–45. 
Available from: 
http://dx.doi.org/10.1016/j.jretconser.2016.05.0
12 

[50] Xiao M, Wang R, Chan-Olmsted S. Factors 
affecting YouTube influencer marketing 
credibility: a heuristic-systematic model. J 
Media Bus Stud [Internet]. 2018;15(3):188–213. 
Available from: 
http://dx.doi.org/10.1080/16522354.2018.15011
46 

[51] Qalati SA, Vela EG, Li W, Dakhan SA, Hong 
Thuy TT, Merani SH. Effects of perceived 
service quality, website quality, and reputation 
on purchase intention: The mediating and 
moderating roles of trust and perceived risk in 

online shopping. Cogent Bus Manag [Internet]. 
2021;8(1):1869363. Available from: 
http://dx.doi.org/10.1080/23311975.2020.18693
63 

[52] Phang Ing G, Ming T. Antecedents of consumer 
attitude towards blogger recommendations and 
its impact on purchase intention. Asian J Bus Acc 
[Internet]. 2018;11(1):292–323. Available from: 
http://dx.doi.org/10.22452/ajba.vol11no1.10 

[53] Kim S, Park H. Effects of various characteristics 
of social commerce (s-commerce) on 
consumers’ trust and trust performance. Int J Inf 
Manage [Internet]. 2013;33(2):318–32. 
Available from: 
http://dx.doi.org/10.1016/j.ijinfomgt.2012.11.00
6 

[54] Octavilia D. Top 10 TikTok Beauty Influencer 
Indonesia 2023 [Internet]. Pop-star.me. 2023. 
Available from: https://www.pop-
star.me/blogs/top-10-tiktok-beauty-influencer-
indonesia-2023 

[55] Firmansyah. TOP 10 TikTok Beauty Influencer 
di Indonesia [Internet]. Starngage.com. 2023. 
Available from: https://starngage.com/plus/en-
us/blog/top-10-tiktok-beauty-influencer-di-
indonesia 

[56] Skard S, Thorbjørnsen H. Is publicity always 
better than advertising? The role of brand 
reputation in communicating corporate social 
responsibility. J Bus Ethics [Internet]. 
2014;124(1):149–60. Available from: 
http://dx.doi.org/10.1007/s10551-013-1863-3 

[57] Lee S, Kim E. Influencer marketing on 
Instagram: How sponsorship disclosure, 
influencer credibility, and brand credibility 
impact the effectiveness of Instagram 
promotional post. J Glob Fashion Mark 
[Internet]. 2020;11(3):232–49. Available from: 
http://dx.doi.org/10.1080/20932685.2020.17527
66 

[58] Konuk FA. The moderating impact of taste 
award on the interplay between perceived taste, 
perceived quality and brand trust. J Retail 
Consum Serv [Internet]. 
2021;63(102698):102698. Available from: 
http://dx.doi.org/10.1016/j.jretconser.2021.1026
98 

[59] Rodrigo A, Mendis T. Impact of social media 
influencers’ credibility on millennial consumers’ 
green purchasing behavior: a concept paper on 
personal and social identities. Management 
Matters [Internet]. 2023;20(2):134–53. 
Available from: 
http://dx.doi.org/10.1108/manm-12-2022-0113 


