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Abstract, This study aims to analyze the influence of celebrity influencers' credibility and online customer reviews
on purchase intention, with consumer attitudes as a mediator. The research employs a quantitative approach,
utilizing a questionnaire distributed via Google Forms to 160 Gen Z respondents in Surabaya. Results indicate
that celebrity influencers' credibility significantly impacts consumer attitudes and purchase intention directly and
indirectly through consumer attitudes. Similarly, online customer reviews have a significant impact on purchase
intention directly and indirectly through consumer attitudes. The findings highlight the importance for businesses
to strategically leverage credible influencers and encourage positive online reviews to enhance consumer
attitudes and drive purchase intentions.
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1. INTRODUCTION

Marketing and sales have long been recognized as fundamental activities for businesses
to deliver value and sustain competitiveness. In the modern era, digital platforms, particularly
social media, have revolutionized how companies engage with their customers. Social media
platforms offer unique opportunities for businesses to connect with a diverse range of
audiences, providing tools that are not only cost-effective but also scalable on a global level
(Singh, 2024). By leveraging these platforms, businesses can establish direct communication
with their consumers, fostering relationships that translate into brand loyalty and increased
sales.

One of the critical phenomena emerging from the social media landscape is the rise of
social media influencers—individuals who have cultivated substantial followings based on
their credibility, expertise, or personal appeal. These influencers, particularly celebrity
influencers, have become pivotal in shaping consumer attitudes and behaviors. Nafees et al.
(2021) highlight that influencer endorsements can sway public opinion positively or negatively,
depending on the influencer's perceived credibility. In this context, celebrity influencers are
often sought after due to their ability to amplify brand messaging and influence purchase

decisions across broad demographics.
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Another vital component in the digital consumer decision-making process is online
customer reviews. With e-commerce becoming a dominant mode of shopping, online reviews
have become a trusted source for consumers evaluating product quality and performance
(Bevan-Dye, 2020). These reviews serve as digital word-of-mouth, offering authentic insights
from other customers’ experiences. Miah et al. (2022) indicate that the sentiment expressed in
online reviews can significantly shape consumer perceptions and influence purchase intentions.
Thus, businesses are increasingly focusing on cultivating positive customer reviews to enhance
their brand reputation.

Consumer attitudes act as a mediating factor in the relationship between marketing
stimuli, such as influencer credibility and online reviews, and purchase intentions. Consumer
attitude, which encompasses individuals' evaluations, sentiments, and behavioral tendencies
toward a product, plays a crucial role in determining their buying behavior (Blanco-
Encomienda et al., 2024). As Ndofirepi et al. (2022) suggest, a favorable consumer attitude can
mitigate perceived risks and strengthen trust in a brand, ultimately enhancing purchase
intentions. For brands in competitive markets like skincare, understanding and influencing
consumer attitudes is essential for driving sales.

Skintific, a skincare brand targeting Generation Z in Indonesia, leverages both celebrity
influencers and online customer reviews to build its market presence. This study investigates
the combined effects of these factors on consumer attitudes and their subsequent impact on
purchase intentions. By focusing on the highly dynamic Gen Z demographic, this research
contributes to understanding how modern consumers make purchasing decisions in an
increasingly digital marketplace. The findings aim to provide actionable insights for marketers,
particularly in the beauty and skincare industries, on optimizing their strategies to influence
consumer attitudes and purchase behaviors effectively.

Building on the critical role of social media and digital platforms in consumer decision-
making, this study draws on the Stimulus-Organism-Response (SOR) Theory, introduced by
Mehrabian and Russell (1974), to explore the dynamics between marketing stimuli and
consumer behavior. According to the SOR framework, external stimuli such as celebrity
influencers' credibility and online customer reviews act as triggers that influence an
individual’s internal state, referred to as the organism (in this case, consumer attitudes), which
then leads to behavioral responses, such as purchase intentions. This theoretical foundation
highlights the interconnectedness of external marketing efforts and internal consumer

evaluations in shaping purchasing behaviors. Applying this framework to the skincare industry
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provides a structured way to assess how these marketing stimuli influence Generation Z
consumers.

One of the key external stimuli examined in this study is celebrity influencers'
credibility, which plays a crucial role in modern marketing. Celebrities are perceived as
trustworthy and relatable figures who can effectively persuade their audience (Oteh et al.,
2023). Research suggests that credibility, encompassing aspects such as expertise,
trustworthiness, and attractiveness, is essential for an influencer to successfully drive positive
consumer attitudes (Sokolova & Perez, 2021). For skincare brands like Skintific, which heavily
rely on endorsements, understanding the nuances of how influencer credibility impacts
consumer attitudes and purchase intentions is critical for crafting effective marketing
campaigns.

Similarly, online customer reviews have emerged as an influential factor in shaping
consumer perceptions in e-commerce. Reviews serve as a form of electronic word-of-mouth,
providing potential customers with detailed and often unfiltered insights into a product’s
performance (Zhang et al., 2020). Positive reviews can significantly enhance a product's
credibility, while negative reviews may deter potential buyers. Studies, such as those by Miah
et al. (2022), demonstrate how consumers often rely on online reviews to reduce uncertainty
and assess the perceived risks associated with a purchase. For brands targeting digitally savvy
consumers like Gen Z, cultivating positive online reviews is as important as managing
influencer partnerships.

At the core of this study lies the mediating role of consumer attitudes, which reflect
individuals’ evaluations, emotional connections, and tendencies toward a product or brand.
Consumer attitudes are shaped by their exposure to stimuli like influencer credibility and online
reviews, and they play a pivotal role in determining subsequent purchase intentions (Blanco-
Encomienda et al., 2024). Favorable attitudes not only enhance trust in a brand but also foster
a stronger inclination toward purchasing its products (Ndofirepi et al., 2022). Understanding
how these attitudes mediate the relationship between marketing efforts and purchase decisions
can help brands tailor their strategies to resonate more effectively with their target audiences.
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Figure 1. Research Model

2. METHODS

This study employed a quantitative research design, grounded in the Stimulus-
Organism-Response (SOR) Theory, to examine the relationships between celebrity influencers'
credibility, online customer reviews, consumer attitudes, and purchase intentions. Data were
collected using a structured questionnaire distributed via Google Forms, targeting Generation
Z respondents in Surabaya, Indonesia. The sample was selected using a purposive sampling
method, focusing on individuals aged 17-27 years who were familiar with Skintific skincare
products. A total of 160 respondents participated, meeting the sample size recommendation
based on Hair et al.'s (2010) guidelines for multivariate analysis. Data analysis was conducted
using Partial Least Squares Structural Equation Modeling (PLS-SEM) with the SmartPLS

software.

3. RESULT AND DISCUSSION

The analysis shows that the majority of respondents were female, totaling 97 individuals
(60.6%). Most respondents were aged between 21-24 years, accounting for 88 participants
(53.8%), while the largest occupational group was college students, representing 78
respondents (48%). In terms of expenditure, 43.8% of respondents reported spending between
Rp 500,000 and Rp 1,000,000 monthly on skincare products.

Table 1. Outer Loading
CIC OCR CA Pl

Cic1 0,870
Cic2 0,860
CiC3 0,833
CiC4 0.801
OCR1 0,812
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OCR 2 0.848

OCR3 0,850

OCR 4 0,817
CAl 0,856
CA?2 0,831
CA3 0,866
CA4 0,789
Pl1l 0,800
Pl 2 0,825
PI3 0,875
Pl 4 0,843

Based on Table 1, the outer loading values indicate that the indicators for each variable
meet the established criteria, with all values exceeding the threshold of 0.7. This confirms that
the items used in the research effectively explain their respective constructs, demonstrating
strong reliability and validity within the measurement model.

Table 2. Construct Validity and Reliability

) Cronbach’s Composite AVE
Variable N
Alpha Reliability
CIC 0,862 0,906 0,708
OCR 0,851 0,900 0,691
CA 0,856 0,903 0,699
Pl 0,856 0,903 0,699

Based on the Rule of Thumb, the relationship between two different instruments
measuring the same construct should demonstrate a high level of correlation. This is supported
by the values shown in Table 2, where the Average Variance Extracted (AVE) for all variables
exceeds the threshold of 0.5, indicating that the constructs capture sufficient variance from
their indicators. Additionally, the composite reliability values for all variables are greater than
0.70, confirming the internal consistency and reliability of the measurement model. These
findings validate the robustness of the constructs used in the study.
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Table 3. R-Square Analysis

Variable R-Square R-Square Adjusted
CA 0,500 0,493
Pl 0,686 0,680

The results of R-Square test shown in Table 3 indicate that 50% of the variance in the
consumer attitude variable is explained by the combined effects of celebrity influencers'
credibility and online customer reviews. Similarly, 68.6% of the variance in purchase intention
is accounted for by celebrity influencers' credibility, online customer reviews, and consumer
attitude. The remaining 31.4% of purchase intention is influenced by other factors not included
in this study, suggesting potential avenues for future research to explore additional
determinants.

Table 4. Q-Square Analysis

SSO SSE Q-Square (Q?)
CIC 640.000 317.845 0,503
OCR 640.000 326.757 0,489
CA 640.000 334.580 0,477
Pl 640.000 328.838 0,486

The Q-Square values (Table 4), all exceeding 0.05, indicate that the construct model
has predictive relevance. This demonstrates that the exogenous variables effectively explain
and predict the endogenous variables, confirming the accuracy and validity of the model's
structure.

Table 5. Direct Hypothesis Analysis

Standard
T- P-
Deviation Result
Statistics Values
(STDEV)

CIC ->CA 0,081 4,336 0,000 Significant
CIC -> PI 0,079 3,658 0,000 Significant
CA->PI 0,076 5,826 0,000 Significant

OCR ->CA 0,083 4,940 0,000 Significant

OCR ->PI 0,089 2,294 0,022 Significant
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Table 6. Indirect Hypothesis Analysis

Standard
T- P-
Deviation o Result
Statistics Values
(STDEV)
CIC->CA > L
- 0,047 3,303 0,001  Significant
OCR->CA > L
. 0,051 3,542 0,000  Significant

The results of the hypothesis testing indicate significant relationships between the
variables, affirming the theoretical assumptions of the study. Celebrity influencers' credibility
and online customer reviews significantly impact consumer attitudes, which in turn strongly
influence purchase intentions. Additionally, both celebrity influencers' credibility and online
customer reviews directly affect purchase intentions, with consumer attitudes playing a
mediating role in these relationships.

Celebrity Influencers' Credibility — Consumer Attitude

The results confirm that celebrity influencers' credibility significantly impacts
consumer attitudes. This finding aligns with previous research by Macheka et al. (2023) and
Han & Chen (2022), which highlight the importance of a credible source in shaping positive
consumer attitudes toward a brand or product. Celebrity influencers who demonstrate expertise,
trustworthiness, and attractiveness can effectively enhance consumers' emotional and
evaluative connections with a product.

Online Customer Reviews — Consumer Attitude

The influence of online customer reviews on consumer attitudes was also found to be
significant. This supports Rathod et al. (2022), who assert that reviews play a critical role in
shaping consumer evaluations, thereby influencing their behavioral intentions. Honest and
positive reviews provide reassurance, helping consumers form favorable attitudes toward
products and reducing perceived risks.

Consumer Attitude — Purchase Intention

Consumer attitudes were shown to significantly influence purchase intentions,
corroborating findings from Macheka et al. (2023). Favorable attitudes toward a product create
a strong psychological foundation for purchase decisions, as consumers are more likely to act

on their positive beliefs and preferences.
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Celebrity Influencers' Credibility — Purchase Intention

A direct relationship between celebrity influencers' credibility and purchase intention
was established. This finding is consistent with previous research (Macheka et al., 2023) that
highlights the role of credible endorsements in driving consumer buying interest. When
influencers are perceived as reliable and relatable, their endorsements become persuasive,
increasing purchase intention.
Online Customer Reviews — Purchase Intention

Online customer reviews also demonstrated a significant direct effect on purchase
intention. This reinforces the findings of Bevan-Dye (2020), who identified online reviews as
a key determinant of purchasing decisions. Positive reviews contribute to building consumer
trust, making them more likely to buy the product.
Mediating Role of Consumer Attitude

The mediating role of consumer attitudes was confirmed in the relationships between
both celebrity influencers' credibility and online customer reviews with purchase intention.
These findings align with Chetioui et al. (2020) and Wahab et al. (2023), who emphasize that
consumer attitudes serve as a critical link in translating external marketing stimuli into
actionable behaviors. This indicates that fostering positive consumer attitudes is a vital strategy

for brands to enhance the effectiveness of their marketing efforts.

4. CONCLUSION

This study demonstrates that both celebrity influencers' credibility and online customer
reviews play a significant role in shaping consumer attitudes, which, in turn, strongly influence
purchase intentions. The results confirm that these external factors not only have direct effects
on purchase intention but also operate through consumer attitudes as mediating variables.
Additionally, the high predictive relevance of the model, as indicated by the Q-square values,
reinforces the robustness of the relationships explored. The findings highlight the importance
for brands, especially in the skincare industry, to carefully select credible influencers and
encourage positive online reviews to foster favorable consumer attitudes and drive purchasing
decisions. Future research could expand upon these findings by investigating other potential
variables, such as brand loyalty and awareness, that may further enhance the understanding of

consumer behavior in the digital age.
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