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ABSTRAK 

Penelitian ini bertujuan untuk menguji  pengaruh beauty influencer, daya tarik 

produk dan pengetahuan produk terhadap minat beli konsumen pada produk 

kosmetik Focallure. Sampel penelitian diambil secara accidental sampling 

sebanyak 245 responden dari populasi pembeli dan pengguna produk kosmetik 

Focallure di toko kosmetik Mitufaya, Kota Malang. Hasil analisis data 

menggunakan Path Analysis dan uji hipotesis menunjukan bahwa beauty 

influencer, daya tarik produk, dan pengetahuan produk memiliki pengaruh positif 

dan signfikan terhadap minat beli konsumen. Selain itu, daya tarik produk dan 

pengetahuan produk terbukti mampu memediasi hubungan antara beauty influencer 

dan minat beli konsumen. Penelitian ini memberikan konstribusi penting bagi 

perusahaan sebagai acuan dalam merancang  strategi pemasaaran yang lebih efektif 

dan memahami hubungan antara beauty influencer, dan daya tarik produk, 

pengetahuan produk, serta minat beli konsumen. 

Kata Kunci – Minat beli, beauty influencer, daya tarik produk, pengetahuan 

produk. 
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ABSTRACT 

This study aims to examine the influence of beauty influencers, product 

attractiveness, and product knowledge on consumers’ purchase intention toward 

Focallure cosmetic product. The research sample was taken using accidental 

product, with 245 responderts from the population of buyers and users of Focallure 

cosmetic products at the Mitufaya cosmetics store, Malang City. Data analysis 

using Path Analysis and hypothesis testing show that the beauty influenvers, 

product attractiveness, and product knowledge positively and significantly affect 

consumers’ purchase intention. Moreover, product attractiveness and product 

knowledge are proven to mediate the relationship between beauty infleuncers and 

consumers’ purchase intention. This study provides important contributions for 

companies as a references in designing more effective marketing strategies and 

understanding the relationship between beauty influencers, product attractiveness, 

product knowledge, and consumers’ purchase intention. 

Keywords – Purchase intention, beauty influencer, product attractiveness, product 

knowledge. 
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