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ABSTRAK
PENGARUH HUBUNGAN PARASOSIAL, KREDIBILITAS
INFLUENCER, DAN KREDIBILITAS MEREK TERHADAP NIAT BELI
SKINCARE LOKAL AVOSKIN PADA MAHASISWA/MAHASISWI
UNIVERSITAS NASIONAL

Oleh:

Rizki Satria Eko Susanto

NPM. 203402516248

Tugas Akhir dibawah ini bimbingan Dr. Rahayu Lestari, S.E., M.M

Penelitian ini bertujuan untuk menyelidiki hubungan yang kompleks antar
berbagai variabel independen, yakni hubungan parasosial, kredibilitas influencer,
dan kredibilitas merek, serta dampaknya atas variabel dependen, yakni niat beli,
saat melangsungkan pembelian atas skincare lokal Avoskin. Penelitian ini
mengandalkan data primer yang diperoleh melalui distribusi kuesioner kepada 100
pembeli pada mahasiswa/mahasiswi Universitas Nasional. Informasi yang
terkumpul kemudian dianalisis secara menggunakan Software Analisis Data
Statistik (SPSS) wversi 23, dengan menerapkan metodologi descriptive dan
inferensial.

Proses analisis melibatkan uji instrumental, korelasi linear berganda, uji
kelayakan model, dan pengujian hipotesis. Temuan penelitian ini menampilkan
wawasan yang menarik. Hubungan parasesial sebagai faktor yang kuat dan
berdampak positif atas niat beli, menampilkan hasil yang signifikan. Demikian
pula, kredibilitas influencer menampilkan efek positif dan substansial atas niat beli.
Variabel kredibilitas merek juga, menampilkan dampak positif dan signifikan atas
proses pengambilan niat beli. Sebagai kesimpulan, penelitian ini menekankan
krusialnya hubungan parasosial, kredibilitas influencer, dan kredibilitas merek
dalam membentuk niat beli guna melangsungkan pembelian atas skincare lokal
Avoskin. Peningkatan dalam variabel-varibel ini diharapkan bisa memberi
kontribusi signifikan atas peningkatan niat beli pada skincare lokal Avoskin.

Kata kunci: Hubungan Parasosial, Kredibilitas Influencer, Kredibilitas
Merek, Niat Beli



ABSTRACT

THE INFLUENCE OF PARASOCIAL RELATIONSHIPS, INFLUENCER
CREDIBILITY, AND BRAND CREDIBILITY ON THE PURCHASE
INTENTION OF AVOSKIN LOCAL SKINCARE ON STUDENTS OF

NATIONAL UNIVERSITIES.

By:

Rizki Satria Eko Susanto

203402516248

The Final Project under the guidance of Dr. Rahayu Lestari, S.E., M.M

This study aims to investigate the complex relationships among various
independent variables, namely parasocial relationships, influencer credibility, and
brand credibility, and their impact on the dependent variable, namely purchase
intention, when making a purchase of Avoskin local skincare. This study relies on
primary data obtained through the distribution of questionnaires to 100 buyers at
the National University students. The information collected was then analysed
using Statistical Data Analysis Software (SPSS) version 23, by applying descriptive
and inferential methodologies.

The analysis process involved instrumental tests, multiple linear
correlations, model fit tests, and hypothesis testing. The findings of this study
display interesting insights. Parasocial relationships as a strong factor and positive
impact on purchase intention, displaying a significant correlation. Similarly,
influencer credibility displays a positive and substantial effect on purchase
intention. The brand credibility variable, too, displays a positive and significant
impact over the purchase intention making process. In conclusion, this study
emphasises the crucial importance of parasocial relationships, influencer
credibility, and brand credibility in shaping purchase intention to make a purchase
of Avoskin local skincare. Improvements in these variables are expected to
contribute significantly to the increase in purchase intention on Avoskin local
skincare.

Keywords: Parasocial Relationship, Influencer Credibility, Brand Credibility,

Purchase Intention
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