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STRATEGI PEMILIHAN CELEBRITY ENDORSER BEAUTY VLOGGER  

SUHAY SALIM PADA BRAND MIZZU COSMETICS DI YOUTUBE 

 

Savira Oktolia Prihandini 

ABSTRAK 

 

Mizzu Cosmetics merupakan brand cosmetics lokal yang merapkan strategi 

komunikasi pemasaran online berupa online advertising, online direct marketing, 

online public relations, online personal selling, dan online sales promotion. 

Dalam melakukan online advertising, Mizzu Cosmetics bekerjasama dengan 

beauty vlogger Suhay Salim. Penelitian ini bertujuan untuk mengetahui 

bagaimana strategi pemilihan celebrity endorser menggunakan sudut pandang 

Terence A. Shimp dengan model NO TEARS. Model ini terdiri dari dimensi 

Celebrity and Audience Matchup, Celebrity and Brand Matchup, Celebrity 

Credibility, dan Celebrity Attractiveness. Penelitian ini menggunakan pendekatan 

kualitatif dengan metode studi kasus. Pengambilan data dilakukan dengan metode 

wawancara semi terstruktur dan studi pustaka. Informan penelitian ini adalah Tim 

Public Relations dan Marketing Mizzu Cosmetics. Data yang diperoleh kemudian 

dianalisis dengan menggunakan teknik analisis data Miles dan Huberman yang 

terdiri dari pengumpulan data, reduksi data, penyajian data, dan penarikan 

kesimpulan atau verifikasi. Lalu, hasil dari penelitian ini menunjukan bahwa pada 

dimensi Celebrity and Audience Matchup, Celebrity and Brand Matchup, 

Celebrity Credibility dalam penerapannya sudah sesuai. Namun, pada dimensi 

Celebrity Attractiveness ditemukan adanya ketidaksesuaian antara apa yang 

dianggap sebagai daya tarik oleh Mizzu Cosmetics dan khalayak yang dituju. 

 

 

Kata kunci: Celebrity Endorser, NO TEARS, Beauty Vlogger 
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THE ELECTION STRATEGY OF CELEBRITY ENDORSER BEAUTY 

VLOGGER SUHAY SALIM ON BRAND MIZZU COSMETICS IN YOUTUBE 

 

Savira Oktolia Prihandini 

ABSTRACT 

 

Mizzu Cosmetics is a local brand of cosmetics that combines online marketing 

communication strategies such as online advertising, online direct marketing, 

online public relations, online personal selling, and online sales promotion. In 

doing online advertising, Mizzu Cosmetics collaborated with beauty vlogger 

Suhay Salim. This study aims to determine how the election strategy celebrity 

endorser using the point of view Terence A. Shimp with NO TEARS model. This 

model consists of dimensions of Celebrity and Audience Matchup, Celebrity and 

Brand Matchup, Celebrity Credibility, and Celebrity Attractiveness. This research 

uses qualitative approach with case study method. The data were collected by 

semi-structured interview method and literature study. Informant of this research 

is Team Public Relations and Marketing Mizzu Cosmetics. The data obtained are 

then analyzed using Miles and Huberman data analysis techniques consisting of 

data collection, data reduction, data presentation, and conclusion or verification. 

Then, the results of this study show that on the dimensions of Celebrity and 

Audience Matchup, Celebrity and Brand Matchup, Celebrity Credibility in its 

application is appropriate. However, in the Celebrity Attractiveness dimension, 

there is a discrepancy between what is considered an attraction point by Mizzu 

Cosmetics and the intended audience. 
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