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Abstract 
The trend of using cosmetic and skincare products in Indonesia has increased since the 
Covid-19 pandemic, in line with the growing public awareness of self-care. Skintific, as 
a beauty brand, has leveraged viral marketing and celebrity endorsers to promote its 
products, particularly among the youth. This study aims to analyze the influence of 
viral marketing on purchase decisions and examine the role of celebrity endorsers as a 
moderating variable. The research was conducted on Skintific consumers in Denpasar 
City, with a total sample of 120 respondents determined using purposive sampling. The 
data analysis technique used was Moderated Regression Analysis (MRA). The results 
indicate that viral marketing has a positive and significant effect on purchase 
decisions. Additionally, celebrity endorsers are proven to moderate the relationship 
between viral marketing and purchase decisions, where the presence of celebrities 
strengthens the influence of viral marketing in encouraging consumers to make 
purchases. These findings contribute to the reinforcement of consumer behavior 
theory and the Uses and Gratifications Theory in the context of digital marketing for 
beauty products. 
Keywords: Viral Marketing, Celebrity Endorser, Purchase Decision 
 
INTRODUCTION 

The rapid advancement of technology has significantly facilitated the 
dissemination and retrieval of information. According to a 2024 APJII survey, internet 
penetration in Indonesia reached 79.5%, indicating that the internet has become an 
integral part of daily life. This development has made it easier to access information on 
products and services, particularly in the beauty industry (Ardianti & Widiartanto, 
2019). In Indonesia, the beauty industry has experienced significant growth alongside 
the rising awareness of skincare use. Skincare involves activities that support skin 
health, alleviate facial skin conditions, and enhance appearance. 

The trend of cosmetic and skincare products has risen since the Covid-19 
pandemic. Based on a 2020 BPS report, the cosmetics industry grew by 5.59%. 
According to Statista (Mutia, 2022), the revenue generated from the beauty and 
personal care market reached USD 7.23 billion or IDR 111.83 trillion in 2022. The market 
is projected to grow at a compound annual growth rate (CAGR) of 5.81% from 2022 to 
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2027. As consumer demand for high-quality and innovative skincare increases, both 
local and international skincare brands in Indonesia face intense competition. Skintific, 
one of the international skincare brands, has gained considerable popularity in 
Indonesia. According to Kompas.com, Skintific has been on the rise since its 
introduction in early 2022, largely due to its unique product formulations. 

The name Skintific is a combination of "skin" and "scientific," reflecting the 
brand’s commitment to serving all individuals seeking effective skincare. The brand’s 
use of high-quality active ingredients, intelligent formulations, and advanced 
technology has garnered a strong following in Indonesia and other Asian countries. 
This success is also attributed to Skintific’s effective promotional strategies and 
responsiveness to current trends (Andirwan et al., 2023). These strategies have 
secured a significant market share, with Skintific becoming one of the best-selling 
moisturizers in Indonesia. 

However, data from Compas indicate a decline in Skintific’s sales from 
September 2022 to mid-April 2023. The Compas team analysis noted the strong 
performance of Whitelab, a competing brand, which surpassed Skintific’s market 
position. This demonstrates the intense competition not only among local brands but 
also among imported ones. As a result, companies such as Skintific have begun to 
enhance their marketing strategies to influence consumer purchase decisions. 

According to Kotler and Keller (2016:194), a purchase decision is part of 
consumer behavior that involves selecting, buying, and using goods or services. This 
process begins when a consumer identifies a need, triggered by internal or external 
stimuli, in order to satisfy desires. Companies can influence consumers by building 
communication through marketing strategies and product innovation. Purchase 
decisions are shaped by products, technology, media, and promotional tools that drive 
consumer behavior (Rimbasari et al., 2023). Before making a purchase, consumers 
typically seek product information to build confidence. Factors influencing purchase 
decisions include accessibility, store and product appearance, availability of 
information, product quality, pricing, attractive promotions, customer service, user 
testimonials, friendliness, and delivery speed (Dewi et al., 2022). An effective 
marketing campaign that captures consumer attention can stimulate purchase 
interest. 

Promotion, according to Kotler and Keller (2016:582), functions to inform, 
persuade, and influence customer decisions. One effective promotional tool is viral 
marketing, which aims to spread information about a product or service rapidly 
through the internet, email, social media, and advertising. Viral marketing relies on 
emotionally engaging content that encourages users to share it. When successful, it 
boosts consumer activity on social media platforms, increasing product discussions 
and brand awareness. Viral marketing is perceived as a powerful strategy for 
introducing products and boosting sales (Rimbasari et al., 2023). 

Skintific has adopted viral marketing as a key strategy to enhance brand 
awareness and influence consumer purchase decisions. Studies show that TikTok has 
surpassed other platforms such as Instagram and Facebook in popularity, due to its 
video-sharing features that allow engagement through likes and comments 
(Endarwati & Ekawarti, 2021). Leveraging TikTok, Skintific has successfully reached a 



 

 

wider audience and generated buzz in the skincare market, driving consumer interest 
and purchases based on widely shared content (Razali et al., 2023). 

Skintific implements viral marketing through digital tools such as TikTok live 
streaming, affiliate programs, endorsements, and user-generated content. TikTok’s 
algorithm enables rapid and wide content dissemination, making it an effective 
platform for promotional messages (Kompasiana.com). Viral marketing acts as a 
strategic approach, while tools like endorsements and livestreams function as 
supportive media. However, not all promotional content becomes viral. Viral content 
must capture attention, be widely shared, and elicit significant market response 
(Kaplan & Haenlein, 2011). An example is the 5x Ceramide Barrier Repair Moisture Gel, 
which went viral and drove significant sales through TikTok Shop, leading to a broader 
industry trend toward ceramide-based skincare (Hudiyono & Ismail, 2023). 

Based on the Uses and Gratifications Theory (McQuail, 1994), individuals 
actively use media to fulfill needs such as information and entertainment. Social 
media, especially TikTok, serves as both an entertainment platform and a source of 
product information. Informative viral content can satisfy user needs and stimulate 
interest in the product. Consumers today seek rapid access to product information, 
and viral marketing helps businesses meet this demand, thereby influencing purchase 
decisions (Anindya & Indriastuti, 2023). 

Studies on the relationship between viral marketing and purchase decisions 
have shown mixed results. While some (Auliyah et al., 2023; Irawan & Misbach, 2020) 
confirm a positive effect, others (Katiandagho & Hidayatullah, 2023) argue that viral 
marketing may lose impact amid competing viral content. Therefore, this study 
introduces celebrity endorser as a moderating variable. Marketing becomes more 
effective when supported by celebrity endorsements that enhance consumer 
confidence (Munawaroh et al., 2022). 

According to the Uses and Gratifications Theory (McQuail, 1994), consumers 
use media to satisfy needs for information, identity, social integration, and 
entertainment. In this context, celebrity-endorsed content can inform users about 
product specifications, reflect personal identity, and foster social engagement. This 
leads to stronger purchase decisions, as consumers perceive the endorsed product to 
align with their values and needs. Belch and Belch (2019:178) define an endorser as a 
public figure who conveys advertising messages, influencing consumer attitudes and 
behaviors. Celebrities are considered more appealing than non-celebrities due to 
credibility, attractiveness, and charisma (Andrianto et al., 2016). However, employing a 
celebrity with strong popularity and credibility requires substantial investment 
(Suprapti in Mardiana, 2010:173). Skintific applies this strategy by collaborating with 
celebrities such as Tasya Farasya, Nicholas Saputra, and Raline Shah to build consumer 
trust through product reviews. 

Tasya Farasya, a well-known beauty influencer, effectively promoted Skintific 
products, leading to increased consumer interest and purchases. This demonstrates 
the success of Skintific’s endorsement strategy. The effectiveness of a celebrity 
endorser depends on their acceptance and compatibility with the target audience 
(Belch & Belch, 2017). The delivery style of each influencer, influenced by internal 
factors, also affects consumer attitudes and ultimately purchase decisions. 
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Viral marketing offers several advantages in online advertising, such as 
targeting specific consumers and triggering purchases (Andora & Yusuf, 2021). 
Consistent with Pratama et al. (2022), viral marketing significantly influences purchase 
decisions. Key factors include message efficacy, accessibility, consumer dependency, 
and security (Haryani & Motwani, 2015). 

Another key marketing strategy is the use of celebrity endorsers, which has 
been shown to significantly impact consumer purchase decisions (Munawaroh et al., 
2022). Celebrity-generated viral content can influence followers’ interest and stimulate 
purchases (Takaya, 2017). However, previous studies show varying results. Tri Wahyuni 
(2022) found a weak effect, while Samsudin et al. (2023) identified a significant 
influence. Similarly, Parmariza (2019) reported no effect of viral marketing, whereas 
Raturandang (2022) found a strong correlation. Motivated by these inconsistencies 
and limited prior explanations, this study seeks to further investigate the moderating 
role of celebrity endorsers and reassess the influence of viral marketing on purchase 
decisions. 
 
RESEARCH METHOD 

This study employs a quantitative approach with an associative design to 
examine the relationship between viral marketing and purchase decisions, with 
celebrity endorser as the moderating variable (Sugiyono, 2024). The research was 
conducted in Denpasar City, selected due to its high internet penetration and social 
media usage, reaching 92.75% of residents aged five and above (BPS Kota Denpasar, 
2024). The research object comprises users of Skintific products in Denpasar who meet 
specific criteria, such as having seen Skintific advertisements on social media and 
having made a purchase. 

The study includes three main variables: viral marketing (independent variable), 
purchase decision (dependent variable), and celebrity endorser (moderating variable). 
The indicators are adapted from Mulyaputri & Sanaji (2021), Katiandagho & 
Hidayatullah (2023), and Bilqist (2024). 

Sampling was conducted using non-probability purposive sampling, with a total 
of 120 respondents. Primary data were collected through questionnaires, while 
secondary data came from literature and official websites. The questionnaire used a 
five-point Likert scale and was tested for validity and reliability. Validity testing showed 
all indicators had correlation coefficients above 0.30, and reliability testing using 
Cronbach's Alpha produced values above 0.60, indicating that the instrument is 
appropriate and consistent (Sugiyono, 2024). 

Data analysis involved both descriptive and inferential statistics. Descriptive 
analysis described respondent responses for each variable, while inferential analysis 
involved simple regression and Moderated Regression Analysis (MRA) to test the 
moderating effect of celebrity endorser on the relationship between viral marketing 
and purchase decisions (Ghozali, 2018). The model was also tested for classical 
assumptions (normality and heteroscedasticity), F-test, t-test, and the coefficient of 
determination (R²) to evaluate model fit and the contribution of independent 
variables. This comprehensive statistical validation aims to ensure accurate 
interpretation and reliable findings (Utama, 2016; Sugiyono, 2024). 



 

 

RESULTS AND DISCUSSION 
Inferential Analysis Results 

Inferential statistics refer to statistical techniques used to analyze sample data 
and generalize the results to a broader population (Sugiyono, 2024). In this study, 
inferential statistics were employed to test the proposed hypotheses. The primary 
inferential technique used is the Moderated Regression Analysis (MRA). 
Results of Moderated Regression Analysis (MRA) 

Moderated Regression Analysis (MRA), also known as interaction testing, is a 
specialized application of multiple linear regression where the regression equation 
includes interaction terms representing the multiplication of two or more independent 
variables (Ghozali, 2016). In this study, the interaction variable between viral marketing 
(X) and celebrity endorser (M) serves as the moderating variable. This interaction term 
illustrates the moderating effect of the celebrity endorser (M) on the relationship 
between viral marketing (X) and purchase decision (Y). 
 

Table 1. Results of Moderated Regression Analysis (MRA) 

Variables 
Unstandardized 
Coefficients 

Standardize
d 
Coefficients 

t Sig. 

B Std. Error Beta  
(Constant) 1,003 0.554  1,810 0.073 

Viral Marketing 0.518 0.109 0.399 4,732 0.000 

Celebrity 
Endorser 

0.078 0.097 0.067 0.804 0.423 

Viral Marketing * 
Celebrity 
Endorser 

0.637 0.304 0.173 2,094 0.038 

       Source: Data attached to the author's thesis, 2025 
Based on the results of the MRA test in Table 1 above, the following equation 

can be written: 
Y = α + β1X1+ β2Z + β3X1*Z + e.......... 
Y = 1.003 + 0.518X1 + 0.078Z + 0.637X1*Z 

The regression equation shows the direction of each independent variable on 
the dependent variable after entering the moderating variable. The regression 
equation with the moderating variable can be described as follows: 
1) The viral marketing variable (X) has a beta coefficient of 0.518. This coefficient is 

positive, meaning that the better the viral marketing perceived by consumers, the 
higher their purchasing decisions for Skintific products. 

2) The interaction variable between viral marketing (X) and celebrity endorser (Z) has 
a beta coefficient of 0.637. This coefficient is positive, meaning that the presence of 
celebrity endorsers strengthens the influence of viral marketing on purchasing 
decisions for Skintific products. 

Classical Assumption Test Results 
Classical assumption testing aims to further confirm the feasibility of the model 

created, especially for prediction purposes (Matama, 2016:99). A regression model is 
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considered good if it is independent of the classical regression assumptions, which 
include normality and heteroscedasticity tests. 
a) Normality Test 

Table 2. Normality Test Results 

 Unstandardized Residual 

N 120 
Test Statistics 0.076 
Asymp. Sig. (2-tailed) 0.081 

    Source: Data attached to the author's thesis, 2025 
Table 2 shows that the Asymp.sig.(2-tailed) value is 0.081. This indicates that 

the regression equation model is normally distributed because Asymp.sig.(2-tailed) 
is greater than the alpha value of 0.05. 

b) Heteroscedasticity Test 
The heteroscedasticity test is used to determine whether there is inequality 

in residual variance in a regression model. A good regression model has 
homogeneous residual variance or does not show signs of heteroscedasticity, as its 
presence can lead to deviant prediction results. One way to detect 
heteroscedasticity is through the Glejser Test. If the test results show a significance 
value greater than 0.05 (α = 5%), then the model is considered not experiencing 
heteroscedasticity (Utama, 2016:112). 

Table 3. Heteroscedasticity Test Results 
Variables T Sig. 

Viral Marketing -
1,424 

0.157 

Celebrity Endorser -.419 0.676 
Viral Marketing * Celebrity 
Endorser 

1,465 0.146 

  Source: Data attached to the author's thesis, 2025 
Based on Table 3, it is shown that each model has a significance value 

greater than 5 percent (0.05). This indicates that the independent variables used in 
this study do not significantly influence the dependent variable, namely the 
absolute residual, and therefore this study is free from symptoms of 
heteroscedasticity. 

 
F-Test Results (Model Feasibility Test) 

Table 4. F Test Results 
ANOVA 

Model  
Sum of 
Squares df 

Mean 
Square F Sig. 

1 
Regression 5,409 3 1,803 11,177 .000b 
Residual 18,713 116 .161   

Total 24,122 119    

Source: Data attached to the author's thesis, 2025 
Based on Table 4, it can be seen that the significance value of 0.000 is less than 

0.05 (0.000 < 0.05) so that the model is feasible or the independent variable is able to 



 

 

explain the dependent variable, in other words the independent variable 
simultaneously influences the dependent variable. 

 
Results of the Determinant Coefficient (R2) 

Table 5. Results of the Determinant Coefficient Test 

Model Summary 

Model R R Square Adjusted R 
Square 

Standard 
Error of the 
Estimate 

1 0.474a 0.224 0.204 0.40165 

Source: Data attached to the author's thesis, 2025 
Based on Table 5, the influence of independent variables on the dependent 

variable indicated by the total determination value (Adjusted R Square) of 0.204 
means that the variation of viral marketing variables and the interaction of viral 
marketing variables with celebrity endorsers are able to explain 20.4% of the variation 
in purchasing decision variables, while the remaining 79.6% is explained by other 
factors not included in the research model. 
 
T-Statistic Test Results 

The t-test statistic is used to determine the extent to which each independent 
variable individually influences the dependent variable. This test is performed by 
examining the t-value significance in the Moderated Regression Analysis (MRA) 
output, displayed in Table 6 using SPSS. If the significance value is ≤ 0.05, H0 is 
rejected and H1 is accepted, indicating a significant influence between the 
independent and dependent variables. 

Table 6. Hypothesis Test Results (t-Test) 

Variables 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 
B Std. 

Error 
Beta 

(Constant) 1,003 0.554  1,810 0.073 

Viral 
Marketing 

0.518 0.109 0.399 4,732 0.000 

Celebrity 
Endorser 

0.078 0.097 0.067 0.804 0.423 

Viral 
Marketing 
* Celebrity 
Endorser 

0.637 0.304 0.173 2,094 0.038 

Source: Data attached to the author's thesis, 2025 
a) The influence of viral marketing on purchasing decisions 

Based on Table 6, it can be seen that the β value of 0.518 means that viral 
marketing has a positive direction towards purchasing decisions, if the viral 
marketing carried out by Skintific previously was good, then purchasing decisions 
will increase. The significance value for the viral marketing variable is 0.000 less 
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than 0.05 (0.002 ≤ 0.05) with a positive coefficient value of 0.518, so H1 is accepted. 
In other words, viral marketing has a positive and significant effect on purchasing 
decisions. 

b) The role of celebrity endorsers moderates the influence of viral marketing on 
purchasing decisions. 

Based on Table 6, it can be seen that the β value of the interaction variable 
between viral marketing and celebrity endorsers is 0.637. This positive coefficient 
value indicates that celebrity endorsers act as a moderating variable, with a positive 
direction of the relationship or strengthening the influence of viral marketing on 
purchasing decisions. This means that the higher the involvement of celebrity 
endorsers, the influence of viral marketing on purchasing decisions will increase. 
The significance value for the interaction between viral marketing and celebrity 
endorsers is 0.038, less than 0.05 (0.015 ≤ 0.05), which means that celebrity 
endorsers have a direct influence on purchasing decisions. This shows that celebrity 
endorsers are included in the pure moderation category, where celebrity endorsers 
do not have a direct influence on purchasing decisions, but play a role in 
strengthening or weakening the influence of the independent variable (viral 
marketing) on the dependent variable (purchase decisions). In other words, the 
effectiveness of viral marketing in driving purchasing decisions will increase if 
supported by the presence of celebrity endorsers who are relevant and trusted by 
consumers. Thus, H2 is accepted, which means that celebrity endorsers are proven 
to strengthen the relationship between viral marketing and purchasing decisions. 

 
Discussion 
The Influence of Viral Marketing on Purchasing Decisions 

Based on the results of the first hypothesis testing in this study, it shows that 
viral marketing has a positive and significant effect on purchasing decisions. This result 
implies that the better the viral marketing carried out by Skintific, the more it will have 
a real impact on increasing consumer purchasing decisions for Skintific products. 
Conversely, the worse the viral marketing carried out by Skintific, the lower the 
consumer purchasing decisions for Skintific products will be. Thus, the first hypothesis 
in this study is declared accepted. 

Viral marketingThis includes opinions, product insights, understanding of 
product advantages, clarity of information, and the appeal of the content. Consumers 
need fast, accessible information about the products they plan to use. Viral marketing 
can help companies promote and inform the public about customer needs (Anindya 
and Indriastuti, 2023). Based on consumer behavior theory, viral marketing is a 
marketing stimulus that influences consumer purchasing behavior. Viral marketing 
strategies are effective in influencing consumer behavior, which increases product 
purchasing decisions. 

The results of this study align with research conducted by Andora and Yusuf 
(2020), which showed a direct positive and significant influence between viral 
marketing and consumer purchasing decisions. These results align with research by 
Pratama et al. (2022) that found viral marketing had a positive and significant influence 
on purchasing decisions. Irawan and Misbach (2020) demonstrated that viral 



 

 

marketing influences purchasing decisions. Raturandang (2022) found a favorable 
correlation between viral marketing and purchasing decisions. Pasaribu et al. (2023) 
confirmed that viral marketing has a significant influence on purchasing decisions. 
The Influence of Viral Marketing on Purchasing Decisions Moderated by Celebrity 
Endorsers 

The results of the second hypothesis testing in this study indicate that celebrity 
endorsers can moderate the influence of viral marketing on purchasing decisions. 
These results indicate that the higher consumer trust in celebrity endorsers, the 
greater the influence of viral marketing in driving purchasing decisions. Conversely, if 
consumer trust in celebrity endorsers is low, the effectiveness of viral marketing in 
increasing purchasing decisions is also weakened. Therefore, the second hypothesis in 
this study is accepted. 

In consumer behavior theory, which explains that purchasing decisions are 
influenced by psychological factors such as perception, celebrity endorsers serve as 
external reference sources that can shape consumers' positive perceptions of a 
product. The presence of celebrity endorsers whom consumers trust helps them feel 
confident, satisfied, and more informed, thus encouraging them to make purchasing 
decisions. The results of this study align with research conducted by Noviyana (2022), 
who argues that companies need celebrity endorsers who act as influencers and 
vloggers involved in the beauty industry to increase public trust in brands seen on 
social media. Research conducted by Hutapea and Nofrizal (2023) states that celebrity 
endorsers are intended to attract consumers' attention with the aim of influencing 
consumers to purchase products or services. 
 
CONCLUSION 
1. Viral marketinghas a positive and significant effect on Skintific purchasing 

decisions, which indicates that the better the viral marketing, the higher the 
purchasing decisions of Skintific products among consumers in Denpasar City. 

2. Celebrity endorserhas been shown to moderate the influence of viral marketing 
on purchasing decisions, indicating that celebrity presence can strengthen the 
relationship between viral marketing and purchasing decisions. The higher the 
level of consumer trust or involvement in the celebrity endorser, the stronger 
the influence of viral marketing in encouraging consumers to purchase Skintific 
products in Denpasar City. 

 
 
REFERENCES   
Agesti, N., Ridwan, M. S., & Budiarti, E. (2021). The Effect of Viral Marketing, Online 

Customer Review, Price Perception, Trust on Purchase Decisions with Lifestyle as 
Intervening Variables in the Marketplace. International Journal of Multicultural 
and Multireligious Understanding, Volume 8(3), 496–507. 

Andayani, E., Triastity, R., & Widajanti, E. (2016). Analisis Pengaruh Kreativitas Iklan 
Terhadap Keputusan Pembelian Kartu Seluler AS Dengan Celebrity Endorser 
Sebagai Variabel Moderasi. (Survei pada Mahasiswa S1 Universitas Slamet Riyadi 
Surakarta). Jurnal Ekonomi dan Kewirausahaan. 16(1), 77-83.  



648 
 

Andirwan, dkk. 2023. Strategi Pemasaran Digital: Inovasi untuk Maksimalkan Penjualan 
Produk Konsumen di Era Digital. JIMAT: Jurnal Ilmiah Multidisiplin Amsir. 2(1): 
155-166. 

Andrianto, N. F., Sutrasmawati, E., Manajemen, J., Ekonomi, F., Semarang, U. N., & 
Artikel, I. (2016). Pengaruh Celebrity Endorser dan Brand Image pada Proses 
Keputusan Pembelian. Management Analysis Journal, 5(2), 104–109. 

Andora, M., Yusuf, A. (2021). Pengaruh Viral Marketing Terhadap Keputusan Pembelian 
Melalui Kepercayaan Pelanggan Pada Platform Shopee. Manajerial. 20(2), 208-
216. 

Anindya, F., & Indriastuti, H. (2023). The Rise Of Viral Marketing and Brand Awareness 
Influence Purchase Decisions Of Somethinc Products. International Journal of 
Economics, Business and Accounting Research (IJEBAR), 7(1), 173-183. 
https://jurnal.stie-aas.ac.id/index.php/IJEBAR. 

Annur, C.M. (2024). “Ada 185 Juta Pengguna Internet di Indonesia pada Januari 2024. 
Diakses pada 04 Juni 2024”. 
https://databoks.katadata.co.id/datapublish/2024/02/27/ada-185-juta-pengguna-
internet-di-indonesia-pada-januari-2024. 

Aprilia, D., A., & Hidayati, N. (2020). The Effect of Celebrity Endorsers on Purchase 
Decisions on the Fait Hijab Online Shop on Instagram. Advances in Economics, 
Business and Management Research. Vol 115, 230-234. 

Ardianti, A. N., & Widiartanto, M. A. (2019). Pengaruh Online Customer Review Dan 
Online Customer Rating Terhadap Keputusan Pembelian Melalui Marketplace 
Shopee . Jurnal Ilmu Administrasi Bisnis, 1–11. 

Auliyah, N., A., Sutarmin, Sugiyanto, & Budiarti, W. (2023). Pengaruh Celebrity 
Endorser, Viral Marketing, dan Electronic Word Of Mouth Terhadap Keputusan 
Pembelian Melalui Kepercayaan Konsumen Sebagai Variabel Intervening Pada 
Instagram Koko Buncit Surabaya. Soetomo Managament Review. 2(1), 123-135. 

Badan Pusat Statistik, Survei Sosial Ekonomi Nasional (Susenas) Maret. (2024). 
https://denpasarkota.bps.go.id/id/statistics-table/2/MzU1IzI=/persentase-
penduduk-berumur-5-tahun-ke-atas-yang-pernah-menggunakan-internet--
termasuk-facebook--twitter--youtube---instagram--whatsapp--dalam-3-bulan-
terakhir-menurut-jenis-kelamin-di-kota-denpasar-dan-provinsi-bali--persen-.html. 
Diakses pada 09 Februari 2025. 

Belch, G. E., & Belch, Michal, A. (2019). Advertising and Promotion: An Integrated 
Marketing Communication Perspective (Kedelapan). New York: Pearson 
Education. 

Benowati, S. G., & Purba, T. (2020). Pengaruh Citra Merek Dan Electronic Word of 
Mouth Terhadap Minat Beli Kosmetik Wardah Di Kota Batam. Journal Of 
Management, Accounting, Economic and Business, 1(02), 15. di akses pada 09 
Februari 2025. 

Bilqist, S., Basalamah, R., M. & Normaladewi, A. (2024). Pengaruh Influencer 
Marketing, Brand Awareness, Viral Marketing Terhadap Keputusan Pembelian 
Skintific di Tiktok (Studi Kasus Mahasiswa Kota Malang). E-Jurnal Riset 
Manajemen. 13(1), 3934-3942. 

https://databoks.katadata.co.id/datapublish/2024/02/27/ada-185-juta-pengguna-internet-di-indonesia-pada-januari-2024
https://databoks.katadata.co.id/datapublish/2024/02/27/ada-185-juta-pengguna-internet-di-indonesia-pada-januari-2024
https://denpasarkota.bps.go.id/id/statistics-table/2/MzU1IzI=/persentase-penduduk-berumur-5-tahun-ke-atas-yang-pernah-menggunakan-internet--termasuk-facebook--twitter--youtube---instagram--whatsapp--dalam-3-bulan-terakhir-menurut-jenis-kelamin-di-kota-denpasar-dan-provinsi-bali--persen-.html
https://denpasarkota.bps.go.id/id/statistics-table/2/MzU1IzI=/persentase-penduduk-berumur-5-tahun-ke-atas-yang-pernah-menggunakan-internet--termasuk-facebook--twitter--youtube---instagram--whatsapp--dalam-3-bulan-terakhir-menurut-jenis-kelamin-di-kota-denpasar-dan-provinsi-bali--persen-.html
https://denpasarkota.bps.go.id/id/statistics-table/2/MzU1IzI=/persentase-penduduk-berumur-5-tahun-ke-atas-yang-pernah-menggunakan-internet--termasuk-facebook--twitter--youtube---instagram--whatsapp--dalam-3-bulan-terakhir-menurut-jenis-kelamin-di-kota-denpasar-dan-provinsi-bali--persen-.html
https://denpasarkota.bps.go.id/id/statistics-table/2/MzU1IzI=/persentase-penduduk-berumur-5-tahun-ke-atas-yang-pernah-menggunakan-internet--termasuk-facebook--twitter--youtube---instagram--whatsapp--dalam-3-bulan-terakhir-menurut-jenis-kelamin-di-kota-denpasar-dan-provinsi-bali--persen-.html


 

 

Bukit, E., Femmy dan Mayangsari Fransisca. (2022). Pengaruh Viral Marketing, Celebrity 
Endorser, dan Brand Awareness Terhadap Keputusan Pembelian Skintific. 
Wacana: Jurnal Ilmiah Ilmu Komunikasi, 2 (22),  322-332. DOI: 
10.32509/wacana.v22i2.3361 

Bramantya, Y. B., & Jatra, M. (2016). Pengaruh Celebrity Endorser Dan Brand Image 
Terhadap Keputusan Pembelian Yamaha Jupiter Mx Di Kota Denpasar. E-Jurnal 
Manajemen Unud, 5(3), 1745–1771.  

Compas.co.id. (2024). Market Share Brand Dengan Penjualan Pelembab Terlaris Pada 
E-Commerce. https://compas.co.id/article/top-brand-pelembap-wajah-market-
share/. Diakses pada 09 Februari 2025. 

Compas.co.id. (2024).  Penjualan Produk Skintific Pada E-Commerce Tahun 2024. 
https://compas.co.id/article/market-insight-paket-kecantikan-skintific/. Diakses 
pada 09 Februari 2025. 

Damayanti, A. &  Alexandrina, E. (2023). Faktor Keberhasilan Promosi SKINTIFIC 
dengan Mengimplementasikan Digital Marketing pada TikTok. Journal of 
Research on Business and Tourism Volume 3 No. 2, December 2023, p 131 – 147.  

Dewi, S.A., Inayati, T., & Efendi, J.M. (2022). Pengaruh Digital Marketing, Electronic 
Word of Mouth, dan Lifestyle terhadap Keputusan Pembelian pada Marketplace 
Shopee Indonesia. Jurnal Teknologi Dan Manajemen Industri Terapan, 1(3), 202–
209. https://doi.org/10.55826/tmit.v1iiii.50 

Endarwati, E. T., & Ekawarti, Y. (2021). Efektifitas Penggunaan Sosial Media Tik Tok 
Sebagai Media Promosi Ditinjau Dari Perspektif Buying Behaviors. MANDAR: 
Management Development and Applied Research Journal, 4(1). 

Erawati, H., S., Amalia, S., N., Mauludin, H., & Liana, Y. (2023). Peran Brand Image 
Sebagai Moderator Celebrity Endorser Pada Keputusan Pembelian. Akuntansi 
Bisnis dan Manajemen (ABM). 30(2), 91-104. 

Fauziyah,  Z. & Darmawan, I., D. (2024). Pengaruh Viral Marketing Terhadap 
Kepercayaan Konsumen dan Dampaknya Terhadap Keputusan Pembelian (Studi 
Kasus Pada Produk Kecantikan Emina di Indonesia). Jurnal Inovasi dan Kreativitas 
(JIKa). 4(1), 92-108. 

Ghozali, I. (2018). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 25 (9th ed.). 
Badan Penerbit Universitas Diponegoro. 

Hanifah, N., & Rianto Rahadi, D. (2020). Analisis Perilaku Konsumen Dalam 
Memutuskan Pembelian Secara Online Pada Masa Pandemi Covid-19. SULTANIST: 
Jurnal Manajemen https://sultanist.ac.id/index.php/sultanist Dan Keuangan, 8, 
112–122. 

Haryani, S., & Motwani, B. (2015). Discriminant Model For Online Viral Marketing 
Influencing Consumers Behavioural Intention. Pacific Science Review: Humanities 
And Social Sciences. 1(1), 49-56. 

Hidayat, S., D. & Norvelita, R., L. (2022). Efektivitas Iklan Sebagai Pemediasi Serta 
Celebrity Endorser Sebagai Pemoderator Keputusan Pembelian Konsumen. 
Jorunal of Economics and Banking (ECONBANK). 4(1), 52-63. 

Hudiyono, F., R., & Ismail, S. (2023).  Uncover The Marketing Strategy Of Skintific In 
Indonesia. Proceedings of the International Conference on Vocational Education 
Applied Science and Technology (ICVEAST 2023), Advances in Social Science, 

https://compas.co.id/article/top-brand-pelembap-wajah-market-share/
https://compas.co.id/article/top-brand-pelembap-wajah-market-share/
https://compas.co.id/article/market-insight-paket-kecantikan-skintific/


650 
 

Education and Humanities Research 783, https://doi.org/10.2991/978-2-38476-132-
6_34 

Irawan, A., & Misbach, I. (2020). Pengaruh viral marketing dan endorser terhadap 
keputusan pembelian dengan brand awareness sebagai variabel intervening. 
Management and Business Review, 4(2) 

Katiandagho, J.,N., & Hidayatullah, S. (2023). Pengaruh Viral Marketing, Celebrity 
Endorser, Harga, dan Service Quality Terhadap Keputusan Pembelian Pengguna 
Tiktok Shop. Sains Manajemen: Jurnal Manajemen Unsera. 9(1),  13-27.  

Kaplan, Andreas M., and Michael Haenlein. 2011. “Two Hearts in Three-Quarter Time: 
How to Waltz the Social Media/Viral marketing Dance.” Business Horizons 
54(3):253–63. doi: 10.1016/j.bushor.2011.01.006. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. In Pearson Edition Limited. 
Kotler, Keller & Chernev. (2022). Marketing Management. Pearson Global Edition. 
Kompas.id. (2023, Februari 28). Skintific Sukses Raih Beragam Penghargaan dan Jadi 

Skincare Banyak Dicari. https://www.kompas.id/baca/adv_post/skintific-sukses-
raih-beragam-penghargaan-dan-jadi-skincare-banyak-dicari 

Kriyantono, R. (2012). Teknik Praktis Riset Komunikasi. Kencana. 
Mardiana, N., R. (2019). Analisa Pengaruh Brand Ambassador, Citra Merek, dan Kualitas 

Produk Terhadap Minat Beli Produk Kosmetik Emina. Jurnal Online Internasional 
Nasional. eprints.uad.ac.id 

McQuail, D. (1994). The Rise Of Media Of Mass Communication. Mass Communication 
Theory: An Introduction, 1-29. 

Mulyaputri, M., V., & Sanaji. (2021). Pengaruh Viral Marketing dan Brand Awareness 
Terhadap Niat Beli Merek Kopi Kenangan di Kota Surabaya. Jurnal Ilmu 
Manajemen. 9(1), 91-101. 

Munawaroh, L., Wijayantini, B., & Wahyu Eko, S. (2022). Celebrity Endorser, E-Wom dan 
Harga yang Kompetitif terhadap Keputusan Pembelian Secara Online. 
BUDGETING : Journal of Business, Management and Accounting, 3(2), 374–388. 
file:///C:/Users/Ita Mhrm/Downloads/3962-Article Text-41058-1-10-20220630.pdf 

Muzdalipah, H., & Helfi, Y. (2024). Faktor-Faktor yang Mempengaruhi Pembelian 
Konsumen: Promosi, Harga, dan Produk (Literature Review Perilaku Konsumen). 
Jurnal Pendidikan Tambusai. 8(3), 40195-40201  

Mutia, Annissa. 2022. Makin Meroket, Pendapatan Produk Kecantikan dan Perawatan 
Diri di RI Capai Rp111,83 Triliun pada 2022. Diakses dari 
https://databoks.katadata.co.id/ pada 23 Maret 2025 pukul 23.52. 

Oktaviani, A., A., Komsiah, S., & Syaifuddin. (2022). Uses and Gratification: Uji Pengaruh 
Konten dalam Fitur Tiktok Shop Terhadap Perilaku Konsumtif Belanja. Jurnal 
IKRAITH-HUMANIORA. Vol 6 No 1, https://journals.upi-yai.ac.id/index.php/ikraith-
humaniora/issue/archive 

Parmariza, Y. (2019). Pengaruh Celebrity endorser, Kualitas Informasi, Viral marketing 
dan Kepercayaan Konsumen Terhadap Keputusan Pembelian di Instagram. Jurnal 
Ilmiah Manajemen Bisnis, 5(3), 192-206.  

Pasaribu, A.,F., Rahma, F., I., T., & Dharma, B. (2023). Pengaruh Content Marketing, 
Viral Marketing, dan Influencer Terhadap Minat Beli Produk Skincare Pada 

https://www.kompas.id/baca/adv_post/skintific-sukses-raih-beragam-penghargaan-dan-jadi-skincare-banyak-dicari
https://www.kompas.id/baca/adv_post/skintific-sukses-raih-beragam-penghargaan-dan-jadi-skincare-banyak-dicari
file:///C:/Users/Ita%20Mhrm/Downloads/3962-Article%20Text-41058-1-10-20220630.pdf


 

 

Mahasiswa. ECOBISMA: (Journal  of  Economics,  Business  and Management) 
10(2):81–93. doi: https://doi.org/10.36987/ecobi.v10i2.4432 

Pratama, Z., A., C., Dewi, S., R., & Wijayanto, A. (2022). Pengaruh Viral Marketing 
Terhadap Keputusan Pembelian Sunscree Wardah Melalui Brand Awareness 
Sebagai Variabel Intervening (Studi pada Mahasiswa Universitas Diponegoro 
Semarang). Jurnal Ilmu Administrasi Bisnis, Vol. 11, No. 1, 59-69.  

Rahmawati, A., Rahayu, & Hidayat, M. S. (2024). Pengaruh Content Marketing Tiktok 
dan Brand Image Terhadap Keputusan Pembelian Produk Hanasui Dengan 
Celebrity Endorser Sebagai Variabel Moderasi. Neraca Manajemen, Ekonomi Vol 
7 No 11 Tahun 2024 Prefix DOI : 10.8734/mnmae.v1i2.359 

Raturandang, V. E., Joyce, & Yunita. (2022). Pengaruh Lifestyle, Inovasi Produk dan 
Viral marketing Terhadap Keputusan Pembelian Produk Skincare MS Glow Pada 
Reseller Pasar 45 Manado. Jurnal EMBA, 10(2), 620-631. 

Razak, M. (2016). Perilaku Konsumen. (Mutmainnah, Ed.; 1st ed.). Alauddin University 
Press. 

Razali, Nikmah, M., Sutaguna, I., Putri, P. A. A. N., & Yusuf, M. (2023). The Influence Of 
Viral Marketing And Social Media Marketing On Instagram Adds Purchase 
Decisions. CEMERLANG : Jurnal Manajemen Dan Ekonomi Bisnis, 3(2), 75–86. 
https://doi.org/10.55606/cemerlang.v3i2.1096 

Riani dan Nuriyati. 2020. Pengaruh Influencer Marketing dan Viral Marketing terhadap 
Pengambilan Keputusan Penggunaan Aplikasi Instagram Adds. International 
Journal of Communication, Management and Humanities AID Conference, 1(2): 
145–156. 

Rimbasari, A., Widjayanti, R., & Thahira, A. (2023). Pengaruh Viral Marketing dan Social 
Media Marketing Terhadap Keputusan Pembelian di Platform Tiktok. CAPITAL: 
Jurnal Ekonomi dan Manajemen, 6 (2), 457–466. 
Doi.org/10.25273/capital.v6i2.15304. 

Rismawan, I. M.A., & Purnami, N. M. (2017). Peran Price Discount Memoderasi 
Pengaruh Product Knowledge dan Celebrity Endorser Terhadap Purchase 
Intention. E-Jurnal Manajemen, 6(1), 264-288. 

Samsudin, A., dkk. (2023). Pengaruh Celebrity endorser Terhadap Keputusan 
pembelian Produk Skincare. Jurnal Kajian Ekonomi & Bisnis Islam, 4(5), 1171-1180. 

Sari, R. K. (2019). Viral Marketing: Memanfaatkan Kekuatan Media Sosial Dalam 
Komunikasi Pemasaran. CERMIN: Jurnal Penelitian, 
https://doi.org/10.36841/cermin_unars.v3i2.488 

Schiffman, L. G., & Kanuk, L. L. (2008). Perilaku Konsumen (7th ed.). Jakarta: PT 
Indeks. 

Setiadi, N. J. (2015). Perilaku Konsumen. Jakarta: Kencana Prenada Media Group 
Skintific Official. (n.d.). https://www.Skintific.id/ 
Sugiyono. (2019). Metodelogi Penelitian Kuantitatif dan Kualitatif dan R&D. Bandung: 

Alfabeta. 
Suprapti, Ni Wayan Sri. 2010. Perilaku Konsumen Pemahaman Dasar dan Aplikasinya 

Dalam Strategi Pemasaran. Denpasar: Udayana University Press. 
Takaya, R. (2017). The Effect of Celebrity Endorsment on Brand Image and Trust Brand 

and It’s Impact To Purchase intention Case Study: Oppo Smartphone. Business 

https://doi.org/10.36987/ecobi.v10i2.4432
https://doi.org/10.55606/cemerlang.v3i2.1096
https://doi.org/10.36841/cermin_unars.v3i2.488
https://www.skintific.id/


652 
 

and Entrepreneurial Review, 17(2), 183–196. 
https://doi.org/10.25105/ber.v17i2.5228 

Tri Wahyuni, Y. (2022). Pengaruh Online Customer Rating dan Celebrity endorser 
Terhadap Keputusan Pembelian Konsumen di E-commerce dengan Online 
Customer Review Sebagai Variabel Moderasi. Diponegoro Journal Of 
Management, 11(3), 2337-3792. 

Wulandari, N. & Arafah, W. (2024). The Influence of Viral Marketing and Price on 
Purchasing Decisions Through Customer Trust: Case Study of the Skincare Brand 
Skintific. Internation Journal of Business, Law, and Education (IJBLE). 5(2), 1716-
1728. 

Yudha, D., P., & Sudiksa, B., I. (2018). Pengaruh Celebrity Endorser, Brand Image, 
Kepercayaan, dan Harga Terhadap Keputusan Pembelian (Studi Kasus Pada 
Pembelian Merchandise Bali United di Gianyar). E-Jurnal Manajemen Unud, 7(9), 
5055-5079.  

 


