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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis dan menjelaskan pengaruh (1) 

Kredibilitas vlogger terhadap niat beli, (2) Kredibilitas vlogger terhadap sikap 

konsumen, (3) sikap konsumen terhadap niat beli dan (4) Kredibilitas vlogger 

terhadap niat beli melalui sikap konsumen. Survei dilakukan pada wanita di atas 18 

tahun yang sudah menonton vlog beauty vlogger tentang review produk kecantikan 

dan tertarik membeli produk kecantikan make over setelah menonton video beauty 

vlogger. Variabel yang digunakan dalam peneitian ini yaitu kredibilitas vlogger, 

sikap konsumen, dan niat beli. Data pada penelitian ini diolah menggunakan 

Structural Equation Modelling (SEM) dengan program LISREL. Hasil penelitian 

ini menunjukkan bahwa Kredibilitas vlogger terhadap Niat beli pengaruhnya positif 

signifikan, kredibilitas vlogger terhadap Sikap pengaruhya positif signifikan, sikap 

terhadap niat beli berpengaruh positif, dan Kredibilitas vlogger berpengaruh positif 

signifikan terhadap niat beli melalui sikap konsumen.  

 

 

Kata Kunci : Beauty Vlogger, sikap konsumen, niat beli 
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THE EFFECT OF VLOGGER CREDIBILITY ON CONSUMER 

ATTITUDES AND ITS IMPACT ON BUYING INTENTION FOR 

MAKEOVER BEAUTY PRODUCTS IN SURABAYA 

 

ABSTRACT 

 

This study aims to analyze and explain the effect of (1) vlogger credibility 

on purchase intentions, (2) vlogger credibility on consumer attitudes, (3) consumer 

attitudes towards purchase intentions and (4) vlogger credibility on purchase 

intentions through consumer attitudes. The survey was conducted on women over 

18 who have watched beauty vlogger vlogs about beauty product reviews and are 

interested in buying make-over beauty products after watching beauty vlogger 

videos. The variables used in this research are vlogger credibility, consumer 

attitudes, and purchase intention. The data in this study were processed using 

Structural Equation Modeling (SEM) with the LISREL program. The results of this 

study indicate that vlogger credibility has a significant positive effect on purchase 

intention, vlogger credibility has a significant positive effect on attitude, attitudes 

towards purchase intention have a positive effect, and vlogger credibility has a 

significant positive effect on purchase intention through consumer attitudes. 

 

 

Keywords: Beauty Vlogger, consumer attitudes, purchase intention 

 

 

 

 

 

 

 

 

  


		2021-01-22T16:02:06+0700
	Surabaya
	Robertus Sigit H.L. SE., M.Sc
	I am approving this document




