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ABSTRACT

Currently, the need for body and facial care has become a community need because the emergence of various skin
problems in women has prompted many local businesses to develop products to address them. This study used a non-
probability method with a purposive sampling technique, as many as 224 respondent data were obtained through
online questionnaires using the Google form and the data was analyzed using SmartPLS4.0-SEM. The results in this
study were conducted with the aim of testing the attractiveness and trustworthiness of the purchase intention of local
skincare products mediated by brand image. This study used a purposive sampling method, population data for this
study were taken from samples who live in Jakarta and know about skincare local products as many as 296 valid
individuals out of a total of 337 individuals and were obtained through online questionnaires using the Google form
and data were analyzed using SmartPLS-SEM are valid. The result of this study is that attractiveness and
trustworthiness can influence purchase intention which is mediated by brand image.
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1. INTRODUCTION

The emergence of various skin problems in women has encouraged many local and other products
to create skincare products to overcome these problems. Based on data from the Indonesia Ministry
of Industry, sales growth of local skincare product will grow by 96% in 2023, because people can
experience a good quality products at affordable prices and easy to obtain in every online platform
(Rustiani, 2022). Skincare is a series of activities that can support skin health improve appearance
and skin condition. The number of needs in facial and body care has led local companies to create
skincare products made in Indonesia or known as local skincare products.

With the development of digital technology, the phenomenon of the emergence of different
influencers or celebrities to work with in marketing their products. Therefore, it is important for
companies to know about the current trends to increase consumer interest in their products. In that
case, Local skincare chose NCT Dream as its brand ambassador because it can be seen from its
popularity in its professional attitude and appearance.

Currently many local products decided to improve the marketing idea with a top celebrity,
especially NCT Dream, who is the second most popular K-pop boy band on social media (Vika,
2022) With the appearance of NCT Dream, local skincare markets its products through various
ways such as uploading NCT Dream videos on social media in an effort to increase trust and
interest in the content shown about local skincare products.

To increase a good brand image in the eyes of consumers is very important (Ferdiana Fasha et al.,
2022). Brand image can be considered positive or negative, depending on a person's perception of
a brand. Because the idea of improving the brand image of the local skincare company in
collaboration with K-pop idols results in a positive response from consumers.
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The Indonesian people are one of the big consumer in business development in the current global
era, especially the online world such as e-commerce (Amalia, 2022). E-commerce has changed
people's habits of shopping manually to online because of the internet which makes it easier for
consumers to shop in e-commerce. With the convenience of shopping, consumer behavior in
choosing and using it develops because the higher the consumer's interest, the higher the possibility
of them buying a product.

With the ease of finding information about products and communicating on social media about
local skincare products, it tends to encourage consumers to buy local skincare products. Consumer
decisions in terms of buying an item can be influenced by several factors, one of which is
influencers where the influence of influencers provides an increase in the image and purchasing
decisions on local skincare products on social media (Shen, 2021)

There are several research gaps, the first is in previous research Wiedmann & von Mettenheim
(2021) examined the attractiveness and trustworthiness of a social influencer in Germany in
increasing the brand image of a luxury company product. Meanwhile, this study examines the
attractiveness and trustworthiness of a social influencer for local skincare products in Jakarta.
Second, research by Wiedmann & von Mettenheim (2021) shows that there is no direct influence
on purchases from influencer campaigns on social media. So that researchers are immediately
interested in researching the attractiveness of a celebrity in increasing the purchase intention of
local skincare products in collaboration with NCT Dream. Third, in the research of Wiedmann &
von Mettenheim (2021) it is said that there are difficulties in increasing the success of influencers
in product marketing efforts because they use traditional techniques in advertising a product, but
in this study using social media in attracting K-pop idol fans in order to improve the brand image
of their products so as to encourage consumers to buy local skincare products.

According to A. H. Ahmad et al (2019) study in Malaysia that attractiveness has a positive
relationship on brand image. In Kim & Park (2023) research on luxury goods users in Korea,
attractiveness has a positive effect on brand image. Rai et al (2021) research on sports product
users in India, attractiveness has a positive effect on brand image.

Hi: Attractiveness positively influences brand image of local skincare product in Jakarta.

In the research of Nike et al (2016) in Malang, trustworthiness has a positive relationship with
brand image. In Kunkel et al (2019) research on the case of sports products in Europe, that
trustworthiness has a positive effect on brand image which is significant. In Mostafa & Elseidi
(2018) research on private labels in India. Stating that trustworthiness has a significant relationship
with brand image.

Hz: Trustworthiness positively influences brand image of local skincare product in Jakarta.

According to Indarto & Farida (2022) in Surabaya, there is a positive influence of brand image on
purchase intention. In Patel et al (2023) on buying interest of brand in India, there is a positive
influence of brand image on purchase intention In Hien et al (2020) in Vietnam, brand image has
a positive relationship with purchase intention.

Hs: Brand image positively influence purchase intention of local skincare product in Jakarta.

In the research of G. Dalangin et al (2021) on products in the Philippines, there is a positive

relationship between attractiveness and purchase intention. According to Onu et al (2019)
regarding telecommunications equipment in Nigerian there is a positive relationship between
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attractiveness and purchase intention. In Ririn Damayanti (2021) on products in Indonesia, there
is a significant positive relationship between attractiveness and purchase intention.

Ha4: Attractiveness positively influence purchase intention of local skincare product in
Jakarta.

In research by Mat et al (2020) on food in restaurants in Malaysia there are positive results on
trustworthiness and purchase intention. In Japarianto & Adelia (2020) in Surabaya said a positive
relationship between trustworthiness and purchase intention. In research by Kurdi et al (2022) in
the UK there is a significant positive relationship between trustworthiness and purchase intention.
Hs: Trustworthiness positively influence purchase intention of local skincare product in
Jakarta.

In Von Felbert & Breuer (2021) research on the sport brand in Germany, there is a significant
positive relationship between attractiveness and purchase intention through brand image. In
Purwati & Cahyanti (2022) on the skincare brand in Malang, there is a positive relationship with
a large effect between attractiveness on purchase intention which is mediated by brand image. In
Yasinta Windyastari & Sulistyawati (2018) research on collaboration shoes with famous athletes
Kobe in Bali, there is a positive relationship with a large effect between attractiveness on purchase
intention mediated by brand image.

He: Attractiveness positively influence purchase intention of local skincare product through
brand image in Jakarta.

In research by Palazzo et al (2021) on hotels in New York, there is a significant positive
relationship between trustworthiness and purchase intention through brand image. In Adriana &
Ngatno (2020) research on skincare products in Semarang, there is a positive relationship between
trustworthiness and purchase intention through brand image. According to Winoto TJ et al (2022)
there is a positive relationship between trustworthiness and purchase intention which is mediated
by brand image.

H7: Trustworthiness positively influence purchase intention of local skincare product
through brand image in Jakarta.

Based on the statement above, the hypotheses in this study are as follows:

Attractiveness H4
(X1)

Hé, H7
H1

Purchase

BrandImage Intention

(M) v)

H2

Trustworthiness HS
(x2)

Figure 1. Research Model
2. RESEARCH METHOD

Data for this study were gathered through quantitative research using questionnaire answers. The
researcher employs descriptive methods, a cross-sectional, non-probability sampling method, and
a purposive sampling strategy. The primary data used in this study was gathered via online
questionnaires, more specifically, Google Forms. The sample for this research consists of
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Jakartans who purchase local skincare products and knew about the collaboration with NCT
Dream. 296 individuals participated in the poll. Women accounted for 66,6% of the 197 answers,
or most respondents. The majority of respondents in this research, 209 in total, were aged 18-25
years, with a proportion of 70,6%. The bulk of respondents' occupations are as students, with a
percentage of 50,7% working as students. With a percentage of 43,6%, the bulk of respondents
have a monthly salary were between Rp. 3,000,000 and Rp. 5,000,000. Partial Least Squares -
Structural Equation Modeling (PLS SEM) was used for data analysis with Smart PLS 4 software.
This research employs 17 signs evaluated on a scale of 1-5, with 1 indicating strongly disagree
and 5 indicating strongly agree.

Table 1. Research Variables

Variabel Kode Item Penulis
Al X s attractive.
Attractiveness A2 X is charimsati.c Wiedmann & von Mettenheim
A3 Xs good looking (2021)
A4 The psychical make up of X is admirable
T1 X is honest Wiedmann & von Mettenheim
. T2 Xis dependable (2021)
Trustoworthiness

T3 Xis trustworthy
T4 X is sincere

BI1 X has a quality product Wiedmann & von Mettenheim
BI2 X has its own uniqueness in its products (2021)
Brand - -
J; BI3 X has interesting content
mage

BI4 X has interesting products

BI5S When I want to buy facial care products, X is my
alternative

PI1 Iam interested in finding more information about
the product

Purchase Intention PI2 1am considering purchasing X product

PI3 I have an interest in trying X product

PI4 I have a desire to own X product

(Sofiyanti & Noviya, 2020)

3. RESULTS AND DISCUSSION

The data is assessed to see if the search indicators meet the criteria for validity and reliability. This
research has been tested to be valid, so there’s two validity tests: convergent validity (factor
loading value > 0.7) and average variance extracted (AVE) value > 0.5. The discriminant validity
value, as analyzed by the heterotrait-monotrait ratio (HTMT) results variable, is less than 0.90
(0.90), the reliability value is greater than 0.7, and the composite reliability is valid if it is between
0.7 and 0.95.

Table 2 Outer Model
. . . HTMT
Variable Indicator Loading CA CR AVE A T BI Pl
Al 0,841
Attractiveness (A) A3 0,753 0,705 0,835 0,629 - - - -
A4 0,783
T2 0,805
Trustworthiness (T) T3 0,728 0,673 0,821 0,605 0,711 - - -
T4 0,744
Brand Image (BI) BI1 0,743 0,672 0,821 0,604 0,733 0,870
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BI3 0,800 - -
BI5 0,789
PI1 0,805

Purchase Intention (PI) PI3 0,728 0,632 0,803 0,577 0,881 0,856 0,743 -
P14 0,744

Notes: Loading: Standardized loading, CA: Cronbach's Alpha, CR: Composite Reliability, AVE:
Average Variance Extracted, HTMT: Heterotrait-Monotrait Ratio of Correlations

The composite reliability results, which measure the reliability value of an indicator in this study
show that each variable has a value of more than 0.70 (>0.70). This proves that each variable in
this study has been tested and is reliable. The heterotrait-monotrait ratio (HTMT) results in this
study show that each variable has a value of less than 0.90 (<0.90). This proves that all values in
each indicator in this study have met the requirements of discriminant validity, namely the
heterotrait-monotrait ratio (HTMT).

Researchers got the findings of the indicator reliability analysis, namely Cronbach's alpha, and the
results of the internal consistency reliability analysis, namely composite reliability, after studying
the data using SEM analysis methods. Cronbach alpha test findings of 0.7 or greater are considered
appropriate. The Cronbach alpha value in this research is greater than 0.7, indicating that it fulfills
the criteria. In this research, the results of composite reliability, which measures an indicator's
reliability value, indicate that each variable has a value greater than 0.70 (>0.70). This results
demonstrate that each variable in this research has been tried and found reliable.

Table 3. Inner Model

Variable Relationship Path f2 P-Values Explanation
. 0,063
H, Attractiveness — Brand Image 0,249 (Weak) 0,000 Accepted
H, Trustworthiness— Brand Image 0,417 0,178 0,000 Accepted
(Strong)
Hs Brand Image— Purchase Intention 0,586 0,176 0,000 Accepted
(Strong)
. . 0,061
Ha Attractivenes —Purchase Intention 0,241 (No Effect) 0,000 Accepted
. . 0,013
Hs Trustworthiness— Purchase Intention 0,244 (No Effect) 0,000 Accepted
) . 0,061
Hes  Attractiveness— Brand Image— Purchase Intention 0,241 (No Effect) 0,000 Accepted
. . 0,013
H7;  Trustworthiness— Brand Image— Purchase Intention 0,244 (No Effect) 0,000 Accepted

The results of the analysis of the coefficient of determination or R-square in this study show a
value close to 1 so that it has the most complete accuracy and accuracy. Based on table 4, there is
an R-square value on the brand image variable of 0,352 and purchase intention of 0,406, which
explains that as much as 35,2% of the brand image variable can be explained by the attractiveness
variable, the remaining trustworthiness on the purchase intention variable is 0,406 which explains
that as much as 40,6% can be explained by the attractiveness, trustworthiness and brand image
variables can be explained by other variables not examined in this study.

The Effect Size (f*) measures the effect of certain predictor constructs on the endogenous

construct. This measurement evaluates whether eliminating a predictor construct will significantly
affect the values of f-Square from the endogenous construct. It can be seen that the variables of
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attractiveness have minor effects, trustworthiness and brand image has strong effects, and the
variable of purchase intention has no effects.

The theories tested in this study are the direct impact hypotheses. H1-H7 are the theory of direct
impacts that must be accepted before a hypothesis can be accepted. The path coefficient is a metric
that demonstrates the connection between factors. A path coefficient number can describe a
relationship ranging from -1 to +1. The path indicated by a minus or plus symbol explains the
association between variables. Table 2 shows the p-values and path coefficients for the direct
impact theories. Hypotheses H1-H7 will be supported if the route coefficients run from 0 to +1
and the p-values are less than 0,05 (0,05).

According to the findings of the first hypothesis test, attractiveness has a favorable and substantial
impact with a minor effect on the local skincare brand image in Jakarta. Table 2 shows that the P-
value is 0,000 with the highest limit of 0,05 (0,05), indicating that H1 is supported.

According to the findings of the second hypothesis test, trustworthiness has a favorable and
substantial impact with strong effect on the local skincare product brand image in Jakarta, Table 2
shows that the P-value is 0,000 with the highest limit of 0,05 (0,05), implying that H2 is supported.

According to the findings of the third hypothesis test, brand image has a favorable and substantial
impact with strong effect on the local skincare product purchase intention in Jakarta, with a modest
effect. Table 2 shows that the P-value is 0,000 with the highest limit of 0,05 (0,05), implying that
H3 is supported.

According to the findings of the fourth hypothesis test, attractiveness has a favorable and
substantial impact with no effect on the local skincare product purchase intention in Jakarta, with
a modest effect. Table 2 shows that the P-value is 0,000 with the highest limit of 0,05 (0,05),
implying that H4 is supported.

According to the findings of the fifth hypothesis test, trustworthiness has a favorable and
substantial impact with no effect on the local skincare product purchase intention in Jakarta, with
a modest effect. Table 2 shows that the P-value is 0,000 with the highest limit of 0,05 (0,05),
implying that HS is supported.

According to the findings of the sixth hypothesis test, attractiveness has a favorable and substantial
impact with no effect through brand image on the local skincare product brand image in Jakarta,
with a modest effect. Table 2 shows that the P-value is 0,000 with the highest limit of 0,05 (0,05),
implying that H6 is supported.

According to the findings of the seventh hypothesis test, trustworthiness has a favorable and
substantial impact with no effect through brand imgae on the local skincare product brand image
in Jakarta, with a modest effect. Table 2 shows that the P-value is 0,000 with the highest limit of
0,05 (0,05), implying that H7 is supported.

The questionnaires used in this study were distributed online and on social media via Google forms
to potential respondents who complied with the criteria. The study's criteria were individuals who
lived in Jakarta and knew about Somethic who collaborate with K-pop idol NCT Dream as their
brand ambassador , which resulted in the collection of 296 data that matched the criteria and 41
data that had to be removed because they did not matched the criteria. Therefore, specialists will
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use 296 data points that satisfy the specifications. Residents of Jakarta who have bought local
skincare products are the study's participants. The researcher uses a screening query to filter the
subject during data collection so that it satisfies the preset criteria. This result ensures that the
information received corresponds to the actual field circumstances. The researcher then analyzes
the identification of respondents in a month, such as a gender, age, employment, and money.

There were 224 respondents in this research. This participation explains why the respondents who
answered the questionnaire were Jakarta residents who using local skincare products and known
about the collaborate with NCT Dream. 197 women and 99 men were among the responses, or
66,6% and 33,4%, respectively. Most of the 209 respondents (70,6%) who participated in this
research were between 18 and 25. Additionally, 150 (50,7%) of the study's respondents were
students, making up most of the task. In addition, 129 respondents (or 43,6%) of the total who
participated in this research reported having an income were between three million rupiahs and
five million rupiahs ( Rp 3,000,000.00-Rp 5,000,000) per month.

Based on information on age, occupation, and income in a month, the average respondent who
participates in filling out the questionnaire is old enough to understand and answer statements well.
SmartPLS 4.0 is the software used to test the data through a Google form questionnaire. Using
SEM data analysis techniques, researchers tested the outer model's validity and reliability. The
validity test results using Average Variance Extracted (AVE) show that each variable has met the
requirements. The Heterotrait-Monotrait Ratio (HTMT) analysis results show that all indicators'
values have met the requirements. The reliability analysis results using the loading factor, which
measures the construct of the indicators in this study show that each variable has been tested and
is reliable. The composite reliability analysis results, which measure an indicator's reliability value,
prove that the variables used in this study have been tested and are reliable.

Data analysis in this study uses multicollinearity, coefficient of determination, and predictive
relevance. In the multicollinearity test using the VIF value, the relationship between attractiveness
and brand image has a VIF value of 1,524. The relationship between attractiveness and purchase
intention has a VIF value of 1,620, the relationship between trustworthiness and brand image has
a VIF value of 1,524. The relationship between trustworthiness and purchase intention has a VIF
value of 1,793, then the relationship between brand image and purchase intention has a VIF value
of 1,555. It concluded that there is no multicollinearity because the VIF value is below 10. Then
test the coefficient of determination based on the R-square value. The R-Square value for the brand
image variable is 0,352 and for purchase intention variable is 0,406, which means that the ability
of the independent variables to influence the brand image variable is 35,2% and for the purchase
intention variable is 40,6% is influenced by variables in this study. Furthermore, the predictive
relevance test based on the Q2 value shows that the brand image variable has a value of 0,342 and
for the purchase intention varible has a value of 0,293 so it can be well because the Q2 value> 0.

Based on the findings of testing the first hypothesis (H1), it can be inferred that H1 is supported.
Attractiveness can positively and significantly influence the image of local skincare brand. This
finding is in line with earlier findings that attractiveness has a favorable impact on brand image.
According to earlier in Malaysia (Ahmad et al., 2019), luxury brand in Korea (Kim & Park, 2023),
and sport product in India (Rai et al., 2021), this means that attractiveness has an impact for local
skincare brand image in Jakarta.

The results of testing the second hypothesis (H2) prove that trustworthiness can positively and
significantly influence brand image on local skincare product in Jakarta, so it concluded that H2
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is supported. This finding is similar to previous research These results are related to previous
research from (Nike et al., 2016) on advertising in Malang, (Kunkel et al., 2019) on products in
Europe, (Mostafa & Elseidi, 2018) on private labels in Egypt, showing that respondents feel the
trust towards of local skincare products in Jakarta.

Based on the findings of the third hypothesis (H3) testing, (Indarto & Farida, 2022) about products
in Surabaya, (Patel et al., 2023) with the brand in India, (Hien et al., 2020) about electronic
products in Vietnam. This means that brand image has a positive effect on purchase intention
because a brand image that is enhanced through many promotional ideas can trigger purchasing
decisions on products.

Based on the results of the fourth hypothesis test research (H4) that has been carried out, it can be
concluded that attractiveness has a positive and significant influence on purchase intention on
Local skincare products in Jakarta, so it can be concluded that H4 is supported. This result is
related to previous researchers conducted by (G. Dalangin et al., 2021) on Mountain products in
the Philippines, (Onu et al., 2019) on telecommunications equipment in Nigerian, (Ririn
Damayanti, 2021) on skincare products in Indonesia. This means that the attractiveness of a
celebrity in advertising a product can increase the desire of consumers to purchase products.

Based on the results of the fifth hypothesis test research (H5) that has been carried out, it can be
concluded that trustworthiness has a positive and significant influence on purchase intention on
Local skincare products in Jakarta, so it can be concluded that HS is supported. These results are
related to previous researchers conducted by (Mat et al., 2020) about food in restaurants in
Malaysia, (Japarianto & Adelia, 2020) about application in Surabaya, (Kurdi et al., 2022) about
application in the UK. This means that consumer confidence in a promotion advertised by a
celebrity about a product can trigger consumer buying interest in Local skincare products in
Jakarta.

Based on the results of the sixth hypothesis test research (H6) that has been carried out, it can be
concluded that Attractiveness has a positive and significant influence on purchase intention
through brand image on Local skincare products in Jakarta, so it can be concluded that H6 is
supported. These results are related to previous researchers conducted by (von Felbert & Breuer,
2021) on the sports brand in Germany, (Purwati & Cahyanti, 2022) on the skincare brand in
Malang, (Yasinta Windyastari & Sulistyawati, 2018) on collaboration shoes with Kobe, a famous
basketball player in Bali. This means that brand image can mediate the relationship between
attractiveness and purchase intention.

Based on the results of the seventh hypothesis test research (H7) that has been carried out, it can
be concluded that Trustworthiness has a positive and significant influence on Purchase Intention
through Brand Image on Local skincare products in Jakarta, so it can be concluded that H7 is
supported. This result is related to previous research conducted by (Palazzo et al., 2021) on hotels
in New York, (Adriana & Ngatno, 2020) on local skincare in Semarang, (Winoto TJ et al., 2022)
products in Banjar Baru. This means that brand image can mediate the relationship between
trustworthiness and purchase intention.

4. CONCLUSIONS AND SUGGESTIONS

The study's findings and discussion concluded that attractiveness and trustworthiness can
positively and significantly influence the purchase intention through brand image of local skincare
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products in Jakarta.This study has several limitations, namely the variables used to examine the
purchase intention of Local skincare products in Jakarta are only limited to attractiveness,
trustworthiness and brand image, but also the sample used in this study also only amounted to 296
samples due to time constraints at the sample collection stage.

Theoretical suggestions for future research researchers recommend using other factors that can
influence buy intention, such as EWOM variables, perceived price, brand trust, and others so that
this research can provide more benefits to parties. This study has the potential to help more parties.

Based on the results of the research that has been conducted, there are several suggestions that can
be considered by similar industries in increasing the purchase intention of consumers, namely it is
advisable for Local skincare products to develop marketing ideas such as conducting campaigns
in maintaining face and body care with high quality products with affordable price and delivering
product information needed by consumers. As well as collaborating with well-known influencers
and continuing to make various innovations that can help increase interest and trust in the brand
of a product especially local products, and continue to grow from various assessments of public
opinion, it is advisable for Local skincare products to be able to continue to maintain safety and
improve the quality and affordability of their products, in order to provide good benefits, especially
to keep consumers healthy so that consumer buying interest increases.
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