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 Abstract  

This study aims to understand and analyze the influence of Beauty 

Influencers on the brand image of local products in the digital era. The 

research employs a quantitative approach using causality and survey 

methods, involving 100 respondents who are female consumers of the 

local brand Somethinc in Bandung City. The data was collected as 

primary data. Data analysis was conducted using simple linear 

regression, correlation coefficient, and determination coefficient 

methods, utilizing SPSS software. The results of the study indicate that 

Beauty Influencers have a significant impact on brand image. These 

findings emphasize that Beauty Influencers can have a positive impact 

on the brand image of the local brand Somethinc. This means that as the 

role of Beauty Influencers increases, the brand image will also improve. 

Conversely, if the influence of Beauty Influencers decreases, the brand 

image will also decline. The contribution of Beauty Influencers to the 

brand image is recorded at 60.1%. 

Introduction 

In the digital era, technological advances have changed people's behavioral patterns, including 

shopping activities, especially among Generation Z, where this generation is individuals born 

from 1997 to 2012 (Utamanyu & Darmastuti, 2022). The generation now ranging from 

teenagers to young adults is known to be very familiar with technology and has a high level of 

dependence on digital devices, such as smartphones and social media, to meet their daily needs, 

especially purchasing skincare products (Sari et al., 2020). Generation Z is starting to realize 

the importance of taking care of the health of their skin and face, so they will search for 

products that suit their needs (Jayanti et al., 2022). When shopping, Gen Z often utilizes digital 

platforms such as "e-commerce, marketplaces and social media" to search for product 

information, compare prices and make purchases. Social media, in particular, plays an 

important role as a major source of reference and inspiration, with beauty influencers being 

one of the parties who greatly influence their preferences and purchasing decisions (Utamanyu 

& Darmastuti, 2022). The use of digital by beauty influencers is a strategic opportunity to reach 

this audience, because the narratives built by influencers through creative content can help 

increase the positive image of local brands and attract the attention of Gen Z who tend to be 

open to new, innovative and value-oriented brands. often carried by local brands in this era 

(Juliyanto, 2024).  

Influencers, who are often “content creators with large followings on social media, have the 

ability to influence consumer purchasing decisions through the content they create” (Purnama 

& Riofita, 2024). According to research, influencer marketing can improve brand image by 

building trust and credibility among their audience. The success of this strategy lies in how 

influencers can create an emotional connection with their followers, so that their 
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recommendations feel more authentic compared to traditional advertising (Abednego et al., 

2021).  

Marketing communication theory emphasizes the importance of the message conveyed to 

consumers. Marketing communications is a strategic effort that aims to convey messages to 

audiences, especially targeted market segments, to introduce the existence of a product on the 

market, encourage buying interest, and build positive and sustainable relationships with 

customers (Mardiyanto & Slamet, 2019; Okonkwo & Namkoisse, 2023; Audrezet et al., 2020; 

Zhou et al., 2021). In practice, marketing does not only focus on aspects of the product, pricing 

or distribution, but also focuses on effective ways of communicating the value and benefits of 

the product to the public. This process aims to create brand awareness, motivate purchases, and 

ultimately build customer loyalty (Priska et al., 2024). Communication marketing involves 

various methods, such as advertising, promotions, public relations, and digital media, which 

aim to reach audiences optimally. In today's digital era, marketing strategies are increasingly 

complex because they must consider customer interactions through social media, e-commerce 

platforms, as well as data analysis to adapt more personalized messages and relationships to 

customer needs. Companies can increase sales, strengthen brand image, and maintain long-

term relationships with consumers through effective marketing communications (Mardiyanto 

& Slamet, 2019; Keller, 2013; Wijaya, 2013). 

In this research, influencers play an important role as a liaison between brands and consumers, 

who not only convey information about products but also actively build positive perceptions, 

images and attitudes towards the brand. Through the use of social media platforms such as 

Instagram and TikTok, influencers have the ability to reach a wide and diverse audience, 

especially among Generation Z who are very active in the digital world. The influence of 

influencers is not only limited to delivering product reviews, but also to creating an emotional 

connection and trust with their followers, which ultimately influences purchasing decisions 

(Wardah & Albari, 2023). In the image of local brands, especially beauty products, influencers 

can play a strategic role in increasing brand awareness, strengthening product appeal, and 

encouraging customer loyalty through creative and authentic content (Adireja et al., 2024; Jide, 

2022; Dewi & Novitasari, 2023).  

In addition, good marketing communication capabilities such as interacting directly with the 

audience through comment features, private messages, or live broadcasts enable the creation 

of more personalized two-way communication, thereby strengthening the marketing impact. 

This makes influencers "one of the key elements in an effective modern digital marketing 

strategy" (Priska et al., 2024). The role of influencers has a significant influence on improving 

the image of a brand, this can be seen in several studies that have been conducted previously. 

Research conducted (Novierra, 2023) identified beauty influencer credibility as a key factor in 

building brand awareness, brand image, brand attitude, and purchase intention, but the scope 

was limited to Java. The second research was conducted by (Apsari & Maulana, 2024) shows 

that beauty influencers, product quality and halal labels contribute positively to local brands. 

This research states that beauty influencers will be a source of inspiration for consumers to 

purchase Brand Make Over products in 2023. Furthermore, the third research (Fahriza & 

Rukiyah, 2023) found that influencer communication has an emotional connection with the 

audience which can increase consumer trust in a brand. These three studies show that 

communication carried out by influencers can strengthen audience engagement and loyalty to 

the products being promoted. 

Even though a lot of research has been conducted on the influence of marketing 

communications through influencers, there are still real symptoms in the field that show that 

not all local brands have succeeded in exploiting this potential. Some local brands face 
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challenges in reaching their audiences in an effective way, indicating a gap between theory and 

its application on the ground. Additionally, although influencers have great influence, not all 

influencers can be trusted by their audiences (Wardah & Albari, 2023). Meanwhile, according 

to (Shadrina & Sulistyanto, 2022) Beauty influencers are sometimes involved in scandals or 

controversies that can damage the image of the brands they represent. This shows that local 

brands need to be more careful in selecting influencers and ensure that they have values that 

align with the brand. Without proper selection, local brands risk losing consumer trust, which 

can have a negative impact on their image.  

One of the well-known beauty influencers in Indonesia with more than 6.8 million followers 

on Instagram, plays an important role in expanding the marketing reach of the company's 

skincare products. With a large number of followers, the Influencer introduces skin care 

products to a wider audience. He provides honest reviews and product usage tutorials, creating 

an authentic and personal impression that builds consumer trust. This trend is increasingly 

relevant in modern marketing strategies, where consumers trust influencer recommendations 

more than conventional advertising. Influencers are valuable assets in strengthening the 

relationship between brand image and consumers (Kristaung et al., 2024). 

One of the local brands that he often reviews is "Somethinc" with a superior product in the 

form of "Calm Down" moisturizer. Collaborating with the Influencer in promoting this product 

can be an effective strategy in the company's digital marketing. Somethinc is a local beauty 

brand that has earned a special place in the hearts of Indonesian consumers thanks to its high 

quality and continuously developing product innovation. This local brand is known for its 

formulations that are suitable for various skin types, as well as its commitment to safe and 

environmentally friendly ingredients, making it one of the favorite skincare brands in the local 

market (Dira & Muchlis, 2024). 

With the Influencer's reputation as a trusted beauty influencer, her reviews and promotions can 

have a significant impact on brand awareness and consumer purchasing decisions. In addition, 

the Influencer's authentic and relatable communication style allows the brand to more easily 

connect with its target audience, making it an ideal choice to strengthen its product image in 

the skincare market. On May 9, 2024, the TikTok app recorded sales of over 76,000 units for 

the product "Something Calm Down." "The Influencer Approved" is included in the product 

as a watermark and has more than 15,000 positive reviews. "This success proves the 

effectiveness of collaboration with influencers and highlights the importance of authentic 

content in building consumer trust. With a very large number of reviews, this product proves 

that influencer-based marketing strategies can significantly increase sales while strengthening 

consumer loyalty”| (Kristaung et al., 2024). 

This fact encouraged researchers to "examine more deeply the influence of the Influencer in 

influencing decisions to purchase the Somethinc Calm Down moisturizer product." This 

research focuses on analyzing the impact of beauty influencer in improving the image of some 

local brands in the digital era, especially among Generation Z women in the city of Bandung. 

The novelty of this research lies in the quantitative approach that combines in-depth interviews 

with social media content analysis to understand consumer perceptions of local influencers and 

brands. This research also aims to provide recommendations for local brands in designing more 

effective marketing strategies by utilizing the power of influencer marketing. Thus, it is hoped 

that the results of this research can make a significant contribution to the development of the 

beauty industry, especially local brands in Indonesia. 

Methods 

Research Approach 
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The type of research used in this research is quantitative research. According to Sugiyono in 

(Waruwu, 2023), Quantitative methods are approaches that use numerical data and statistical 

analysis to test hypotheses and describe the phenomena being studied. 

Population, Sample Size and Sampling Technique  

The population that is the focus of this research is all generation Z women who live in the city 

of Bandung. The sampling technique used was simple random sampling, with the sample 

criteria being women "generation Z who were born between 1997 and 2012 and have purchased 

local skincare products Somethinc." Based on calculations using the Slovin formula, the 

number of samples obtained was 100 respondents. It is hoped that this sample selection can 

represent consumer characteristics that are relevant to the research focus. 

Analysis Method  

Data analysis methods used in this research include Validity Test, Reliability Test, Classic 

Assumption Test (including normality test, heteroscedasticity test, and autocorrelation test), 

multiple linear regression analysis, and F and t hypothesis tests. Apart from that, the correlation 

coefficient and coefficient of determination are also used to evaluate the relationship between 

variables. This approach allows comprehensive testing of model accuracy and data consistency, 

to ensure the validity and reliability of research results.  

Analysis Techniques 

Regression analysis is a method used to study the relationship between a dependent (dependent) 

variable and one or more independent (independent/explanatory) variables. According to 

Gozali in (Yusuf et al., 2024), The main purpose of this analysis is to estimate or predict the 

population average and the value of the dependent variable based on data from the known 

independent variables. "This method is often used to understand the influence of independent 

variables on dependent variables in various fields of research." The multiple linear regression 

analysis formula is as follows: 

Y = a+b1X1 + b2X2 + b3X3 +…+ bnXn 

Results and Discussion 

This research examines the Impact of Beauty Influencers in Improving Local Brand Image in 

the Digital Era. The aim of this research is to determine the influence of beauty influencers on 

brand image in a case study of generation Z women in the city of Bandung. Data was collected 

through an online questionnaire using a Likert scale to measure several aspects, namely beauty 

influencers and the local brand image of Skincare Somethingnc. The following are the results 

of each main indicator studied: 

Table 1. Local Brand Skincare Brand Image Somethinc 

 SA A N DA SD 

P1 32 59 6 2 1 

P2 41 47 3 8 1 

P3 35 49 12 2 2 

P4 29 63 4 1 3 

P5 46 43 7 3 1 

P6 45 46 6 2 1 

P7 42 51 6 1 0 

P8 40 52 7 1 0 

P9 46 46 5 2 1 
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Total 356 456 56 22 10 

Percentage 39,56 50,67 6,22 2,44 1,11 

This table shows the level of brand image of the local skincare brand Somethinc in a case study 

of generation Z women in the city of Bandung. Based on the table above, it can be seen that 

the largest percentage is in the Agree (S) answer of 50.67%, while the smallest percentage is 

in the Strongly Disagree (STS) answer which is only 1.11%. Strongly Agree (SS) answers 

received a percentage of 39.56%, followed by Disagree (KS) answers with a percentage of 

6.22%, and Disagree (TS) answers with 2.44%. 

Validity and Reliability Test 

Validity and reliability in this study use a confidence level of 95%, where df = n-2. The n value 

in this study is 100, so the df value is 98. Furthermore, by using the r-table formula, the r-table 

value = 0.1966. Basis for Decision Making for Validity Test: (1) If r-count ≥ 0.1986 then the 

question item is valid. (2) If the r-count <0.1966 then the question item is invalid. Basic 

Decision Making for Reliability Test: (1) If Cronbach Alpha ≥ 0.70, then the data is reliable. 

(2) If Chronbach Alpha <0.70, then the data is not reliable. 

Table 2. Validity Test 

Instrument R-count Sig R- table Information 

X.1 0,740 > 0,1966 Valid 

X.2 0,791 > 0,1966 Valid 

X.3 0,690 > 0,1966 Valid 

X.4 0,714 > 0,1966 Valid 

X.5 0,755 > 0,1966 Valid 

Y.1 0,712 > 0,1966 Valid 

Y.2 0,630 > 0,1966 Valid 

Y.3 0,752 > 0,1966 Valid 

Y.4 0,808 > 0,1966 Valid 

Then, the Cronbach Alpha of the beauty influencer variable is 0.789 > 0.70, and the Cronbach 

Alpha of the brand image variable is 0.701 > 0.70. So all statements on the beauty influencer 

and brand image variables can be relied on. And to test classical assumptions on research data, 

it is said to meet the assumptions if the assumptions of normality, multicollinearity and 

heteroscedasticity are met. In the results of this research, all classical assumptions are met, so 

that linear regression tests can be carried out. 

Descriptive Analysis 

Table 3. Age 

Age 

 Frequency Percent 
Valid 

Percent 

Cumulative 

Percent 

Valid 

18 - 20 years 55 55.0 55.0 55.0 

21 - 25 years 45 45.0 45.0 100.0 

Total 100 100.0 100.0  
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Figure 3. Percentage of Age of Respondents 

Based on the results above, it shows that the highest frequency is at the age of respondents 18 

- 20 years, namely 55 respondents (55%), while at the age of 21 - 25 years, there are 45 

respondents (45%).  

Simple Regression Analysis 

The Influence of Beauty Influencers on Brand Image 

The research results show the following calculations: The multiple linear regression equation 

is used as an analytical tool to understand how the dependent variable is influenced by two or 

more independent variables. Based on the output from SPSS, the following multiple linear 

regression equation is obtained: 

Y = 6,295 + 0,526X 

A constant value of 6.295 indicates that if the Beauty Influencer variable has no influence 

(value 0), then the brand image remains at the level of 6.295. Meanwhile, the regression 

coefficient value of 0.526 shows that "every one unit increase in the Beauty Influencer variable 

will increase the brand image by 0.526. Conversely, every one unit decrease in this variable 

will reduce the brand image by the same value, namely 0.526." This indicates that "Beauty 

Influencers have a significant linear relationship with brand image, so their existence can be a 

key factor in a company's marketing strategy."  

The SPSS calculation results show a correlation value (R) of 0.775, which indicates a close 

relationship between the Beauty Influencer variable and brand image. This value is included in 

the strong category, indicating that the better the role or influence of a Beauty Influencer, the 

higher the brand image created. This strong relationship underlines the importance of 

collaboration strategies with Beauty Influencers in building positive perceptions of the brand 

in the eyes of consumers. Thus, the success of Beauty Influencers in attracting audience 

attention can directly increase the brand image value in the market. 

Based on SPSS output, the R-Square value is 0.601 or 60.1%, indicating that Beauty 

Influencers have an influence of 60.1% on brand image, while the remaining 39.9% is 

influenced by other variables not included in the model. The significance value of F is 0.000 

(< 0.05) and F-count is 146.633 (> 3.94) indicating that "H0 is rejected and Ha is accepted, 

which means that Beauty Influencers have a significant influence on brand image." This 

indicates that the more targeted and effective the Beauty Influencer's role is, the more the brand 

image will improve. In other words, strategic collaboration with relevant Beauty Influencers 

can be an important key to strengthening a brand in a competitive market. 
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The next test is to test the effect and significance test by comparing the t-table and t-count 

values. The calculation results give a t-count = 12.150 and t-table = 1.98447 (α = 5%) so the t-

count value is greater than the t-table or 12.150 > 1.98447 or can be seen from the significance 

value of t = 0.000 which is smaller than 0.05 (α value = 5%). Thus "H0 is rejected, Ha is 

accepted, which means that Beauty Influencers have a significant influence on Brand Image. 

So if Beauty Influencers are implemented right on target, it will improve Brand Image." 

Conclusion  

Based on the results of research that has been conducted relating to Beauty Influencers  and 

Local Brand Image (Skincare Something) in the Digital Era in the Case Study of Generation Z 

Women in Bandung City. So, the conclusion is that there is a significant influence of Beauty 

Influencers on Brand Image in the Digital Era. This means that Beauty Influencer can have a 

positive impact on Somethinc's Local Brand Image. So, if Beauty Influencers increase, the 

brand image will improve. On the other hand, if Beauty Influencers decrease, the brand image 

will decrease. The influence that Beauty Influencers have on Brand Image is 60.1%. 
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