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Pengaruh Trustwortiness, Expertise, Acttractiveness, Respect Dan
Similarity Tasya Farasya Di Instagram Terhadap Sikap Konsumen
Produk Maybelline

Difa Nadira Zafira

ABSTRAK

Penelitian ini bertujuan untuk mengetahui faktor mana yang berpengaruh terhadap
sikap konsumen produk Maybelline. Metode penelitian ini menggunakan penelitian
kuantitatif eksplanatif dengan menyebarkan kuesioner kepada 100 responden dengan
metode purposive sampling. Penyebaran kuesioner dilakukan kepada followers
Instagram Tasya Farasya yang berjenis kelamin perempuan, mengetahui produk
Maybelline dan pernah melihat Tasya Farasya meng-endorse produk Maybelline di
Instagram. Hasil penelitian menunjukkan terdapat 2 variabel yang memiliki pengaruh
terhadap sikap pembelian, yakni variabel Acttractiveness dan Similarity. Hal itu
menunjukkan bahwa semakin tinggi tingkat Acttractiveness serorang endorser yang
meliputi daya tarik fisik dan non fisik seperti kemampuan intelektual, kepribadian,
gaya hidup endorser, maka sikap konsumen terhadap produk pun akan meningkat.
Begitu pula semakin tinggi tingkat Similarity seorang endorser yang meliputi usia,
gender, maupun minat yang sama seperti endorser-nya, maka sikap konsumen

terhadap produk pun akan meningkat.

Kata kunci : Celebrity endorser, TEARS, sikap.
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The Effects of Trustwortiness, Expertise, Acttractiveness, Respect
and Similarity on Tasya Farasya’s Instagram Account Against the
Attitude of Purchasing Maybelline Products

Difa Nadira Zafira

ABSTRACT

This study aims to determine which factors influence the attitudes of
Maybelline's product consumers. This research method uses explanatory quantitative
research by distributing questionnaires to 100 respondents using purposive sampling
method. Questionnaires were distributed to the female followers of Tasya Farasya,
knowing Maybelline's products and seeing Tasya Farasya's introducing Maybelline
products on her Instagram. The results of the study show that there are 2 variables
that have an influence on purchasing attitudes, namely the Acttractiveness and
Similarity variables. It shows that the higher the level of Activisiveness as an
endorser which includes physical and non-physical attraction such as intellectual
ability, personality, endorser lifestyle, the consumer's attitude towards the product
will increase. Likewise, the higher the level of similarity of an endorser which
includes age, gender, and the same interests as the endorser, the consumer's attitude

towards the product will increase.

Keywords : Celebrity endorser, TEARS, Attitude.
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