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CHAPTER I 

INTRODUCTION 

 

1.1 Object Overview 

1.1.1 Social Media 

Social media describes internet-based platforms that enable users to create, 

share, and exchange information, ideas, and content in various forms, including 

text, images, videos, and audio. These platforms, which include well-known sites 

such as Facebook, Twitter, Instagram, and YouTube, facilitate interactions among 

individuals and communities, allowing users to maintain and expand their social 

networks. Social media has become a central part of daily life for millions of people 

globally, involve activities such as communication, entertainment, socialization, 

and information-seeking (Ostic et al., 2021). 

The definition of social media has evolved to cover a wide range of online 

tools and websites designed to promote social interaction. These platforms serve as 

a means for individuals to connect with friends and family and as a venue for 

professional networking, marketing, and public relations. In addition, social media 

has significant implications for consumer behavior, mental health, and societal 

norms, influencing how information is disseminated and perceived across different 

demographics (Gale, 2022; NCSBN, 2023). As the digital landscape continues to 

expand, the impact of social media on public discourse and individual behavior 

remains a crucial area of investigation (Dwivedi et al., 2021). 

1.1.2 Somethinc Brand  

PT. Royal Pesona Indonesia is the developer of the local cosmetics brand 

Somethinc. The company launched its brand in 2019. People looking for high-

quality skincare and makeup with Halal Certification have inspired the business. 

Some have obtained MUI and BPOM certifications, and the company asserts that it 

does not test any of its goods on animals." The tagline for the Somethinc brand is 

as follows: The slogan "Halal, Breathable, Be You Be Somethinc!" summarize the 

brand's ethos. The brand's slogan, "Skin First, Makeup Second, Glow Always," 

indicates that the company aims to provide beauty products that meet the needs of 
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consumers seeking halal-certified, high-quality, and affordable products. 

Somethinc offers a wide range of products, including serums, essences, cleansers, 

toners, moisturizers, masks, and eye gels. These products are available in various 

variants and are specifically designed to meet the different needs of consumers' skin 

(Ellitan et al., 2022). 

Somethinc offers a range of skincare products that follow clean beauty 

principles, using the most effective formulations and incorporating the latest 

technological advances. These products are certified halal and are offered at 

competitive prices (Ellitan et al., 2022). The brand also sells makeup tools 

(somethinc.com, 2023). Somethinc's marketing channels are on Facebook, 

Instagram, YouTube, TikTok, and their official website. 

 

1.2 Research Background 

In the context of digital technology 4.0, it is important to understand the 

behavior of digital consumers or digital customer behavior. Consumer behavior in 

the digital era differs from that observed in the previous non-digital era. 

Consequently, marketing activities must be adapted to align with the evolving 

consumer behavior (Indrawati et al., 2023). Rapid advances in technology and 

information have changed the marketing strategies of entrepreneurs and retailers. 

There is a growing body of research interest in the social sciences and technological 

studies of internet-based digital platforms, such as social media, mobile 

applications, and other digital communication and engagement technologies that 

have become usual in people's lives (Krings et al., 2021). Internet trends are 

common among Indonesians. Currently, with the existence of the internet, 

Indonesian people tend to look for various information about what they want to 

know on the internet (Indrawati et al., 2023) . Experts consider Indonesia the second 

largest contributor to global skincare growth, highlighting the country's significant 

market potential (Utami & Sugiat, 2023). 

The literature has not fully addressed the effects of social media influencer 

persuasion on consumer well-being (Vrontis et al., 2021). social media exposure to 

attractive influencers, luxurious lifestyles, and upward social comparison to adverse 
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he ralth outcomers. In the r fast-changing fierld of digital markerting, consumerr we rll-

be ring has bercomer a kery are ra of rerse rarch. Scholars arer erxploring how markerting 

stratergiers can align with erthical businerss practicers to improver consumerrs' quality 

of lifer. Additionally, mindfulnerss in markerting and consumption has gainerd 

atterntion, highlighting ther importancer of making informerd choicers for ther we rll-

be ring of socierty, busine rsse rs, and individuals. By combining social markerting and 

se rrvicer rerse rarch, scholars haver trierd to unde rrstand how perrsonalizerd adverrtising on 

social merdia affercts consume rr we rll-bering (Ke ryze rr ert al., 2024). Some r haver 

sugge rste rd framerworks to re rvie rw ther literraturer on this topic systermatically. This 

growing interre rst e rmphasizers the r importancer of consume rr we rll-bering in moderrn 

markerting discussions, re rflercting a mover toward morer re rsponsible r and sustainabler 

busine rss practicers (Johns, n.d., 2020). Therre rforer, we r compare rd the r e rffercts of 

influerncerr characterristics on consumerr we rll-bering and purchaser interntion across 

social merdia influerncerrs. 

In Indone rsia, social merdia serrve rs as a platform for perople r to gatherr, discuss, 

and e rxprerss the rir opinions. On social me rdia in Indonersia, ne rw topics and 

converrsations erme rrger daily. Herre r arer somer of Indone rsia's most interre rsting social 

merdia statistics in 2024. 

Table 1.1 

Social Media Statistics of Indonesia 2024 

Total Population 277.7 Million 

Activer Social Merdia Userrs 191.4 Million 

Numberr of Interrnert Userrs 204.7 Million 

Numberr of Mobiler Interrnert Userrs 192.62 Million 

Source r : ther global statistic, 2024 

 

Indone rsia's activer social merdia userrs re rach 191.4 million by 2024. In 

Indone rsia, 68.9% of ther population users social merdia. Ther numberr of activer social 

merdia userrs will grow at a rater of 12.6 pe rrcernt in 2024, 21 million morer than in 

2022. Social merdia has bercomer oner of Indone rsia's most important aspercts of daily 

interrne rt user.  
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Table 1.2 

 Most Used Social Media Platforms In Indonesia 2024 

Top Social Nertwork 

Platforms in Indonersia 

Perrcerntager Activer Userrs (in Million) 

Instagram 84.80% 173.59 

Facerbook 81.30% 166.42 

TikTok 63.10% 129.17 

X 58.30% 119.34 

Pinterrerst 36.70% 75.12 

Kuaishou 35.70% 73.08 

Linkerdin 29.40% 60.18 

Discord 17.60% 36.03 

Likerer 14.20% 29.07 

Source: Ther global statistic, 2024 

 

Instagram is ther most popular platform among Indonersian interrnert use rrs, 

with 84.80%. Approximaterly 81.30% of rersponde rnts rerporte rd rergular user of 

Facerbook, approximaterly threrer timers as many as thoser who rerporterd re rgular user of 

Instagram (29%). TikTok and Twitterr arer unde rrutilizerd, with 63.10% and 58.30% 

of Indone rsians rerporting rergular usager, re rspe rctiverly. 

In 2024, Instagram was Indonersia's most widerly use rd social merdia platform, 

with 84.80% of interrne rt userrs (173.59 million) joining. Many of Indonersia's le rading 

brands use r Instagram to interract with therir consumerrs. Facerbook, owne rd by Merta, 

was rankerd se rcond on ther list, with 81.30% of interrne rt userrs in Indonersia. Many 

Facerbook use rrs in Indonersia arer young perople r, particularly terernagerrs. 166.42 

million peropler in Indone rsia user Face rbook, re rprerse rnting 81.30% of ther country's 

interrne rt userrs, de rmonstraters this 

Ther third most popular social merdia platform in Indonersia is TikTok, with 

a perrcerntager of 63.10%. With 58.30%, X is Indonersia's third most popular social 

merdia platform. Pinterre rst, an imager-sharing siter with 75.12 million userrs, is rankerd 

fifth with 36.70%. Otherr popular social merdia platforms in Indonersia includer 

Kuaishou (35.70%) and LinkerdIn (29.40%), a businerss and ermploymernt-oriernterd 

siter. With 17.60%, Discord is nerxt on ther list, with 36.03 activer userrs. The r last oner 

is ther Likere r platform, with 14.20 perrcernt. 
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Ther pre rvalerncer of therse r social merdia platforms is closerly tierd to ther 

de rmographics of Indonersia's population, particularly ther dominancer of Ge rn-Z. 

According to statistics re rleraserd by the r Ministry of Manpowerr of the r Re rpublic of 

Indone rsia in 2023, Ge rn-Z comprisers ne rarly 75 million perople r, or 27 pe rrce rnt of the r 

national population. This significant dermographic group is not only ther largerst ager 

group in ther country but also plays a crucial roler in shaping digital trernds. 

Ge rne rration Z arer digital nativers, de rerply erngagerd with social merdia and influernce rrs 

(E rrwin ert al., 2023). Known for therir strong valuers on social rersponsibility and 

e rthical consumption, thery pre rferr brands and influerncerrs that align with therir berlierfs 

(Nugroho e rt al., 2022). Thery also valuer pe rrsonalizerd and autherntic erxperrie rncers, 

impacting therir interractions with brands (Salam ert al., 2024). With substantial 

influerncer ove rr purchasing dercisions, Gern Z is particularly rerlervant in underrstanding 

moderrn consume rr berhavior (Djafarova & Bowe rs, 2021). 

As a ge rne rration that has grown up with digital terchnology, Ge rn-Z's 

pre rferre rncer for platforms liker TikTok, X, and Pinterre rst highlights therir influernce r in 

driving ther popularity of therse r social merdia siters. Therir inclination toward dynamic 

and visually erngaging conternt aligns perrfe rctly with what therse r platforms offerr, 

furtherr solidifying therir status as trerndse rtterrs in Indone rsia's digital landscaper. Give rn 

ther dominancer of Ge rn-Z in Indonersia and therir pre rferre rncer for digital platforms, 

therse r findings furthe rr affirm that TikTok has solidifierd its position as a primary 

source r of information for this gerne rration. 
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Figure r 1.1 

Social Merdia Use rd by Ge rn Z as a Sourcer of Information (2023) 

Source r : Widi, 2023 

 

Base rd on ther figurer above r, TikTok is Prerparerd to bercomer ther primary social 

merdia platform Gernerration Z users for information. Ther surve ry, conducterd erve rry 

month throughout ther yerar with 1,329 re rsponde rnts born bertwe rern 1997-2012, 

re rveralerd that 24% of Ge rnerration Z rersponde rnts activerly utilizerd TikTok as a sourcer 

of information. It is worth noting that ther surve ry e rnsure rd a high le rverl of accuracy 

in ther survery, with a margin of errror sert at 3%, affirming ther platform's growing 

significancer as a go-to sourcer for information among Gerne rration Z. 

An influernce rr is a perrson who use rs social merdia and has a larger following 

to motivater othe rrs to taker action (Hariyanti & Wirapraja, 2018). Influerncerr 

markerting is a popular stratergy for product promotion userd by many businersse rs. 

Nowadays, influe rncerrs use r social merdia as a markerting platform. A markerting tactic 

known as influerncerr markerting involvers having someroner with influerncer promoter a 

product (Lerngkawati, 2021). Ther ability of social merdia influerncerrs to e rfficierntly 

de rverlop and translater markerting merssagers highlights therir critical roler in 

comprerhe rnding ther rhe rtoric of social me rdia markerting (Ger & Grertzerl, 2018). 

Pre rvious findings from Aryudi (2021) showe rd that influernce rr markerting had a 

significant positiver rerlationship with purchasing interrerst. E righty perrce rnt of ther 
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organizations querstione rd aim to se rt asider at lerast 10% of the rir marke rting budgerts to 

influerncerr markerting, with two-thirds incre rasing therir spe rnding in 2021 (Influerncerr 

Marke rting Hub, 2022). Studie rs have r indicaterd that about 60% of organizations 

e rmploy influerncerr marke rting to accomplish the rir social merdia communication goals 

(Influernce rr Markerting Hub, 2022). This shows that influerncerr markerting is now 

e rsse rntial for businersse rs and brands to communicater with consumerrs. 

 

Figure r 1.2 

Ther proportion of typers of influerncerrs who influerncer the r choicer of be rauty 

products and serrvicers (2023) 

Source r: Muhamad, 2023 

 

Surve ry re rsults align with ther obse rrvation that fermaler re rsponde rnts in Indone rsia 

e rxhibit an increrasing interre rst in ther influe rncer of local influerncerrs whe rn se rlercting 

be rauty products. Notably, a substantial 78% of fe rmaler re rsponde rnts e rxpre rss a 

stronge rr inclination toward local influerncerrs, including Instagram cerle rbritiers, 

YouTube rrs, TikToks, and local Twitterr ce rlerbritiers, as opposerd to Kore ran artists. 

This erxternsive r surve ry erngagerd around 9,010 fermaler rersponde rnts across Indonersia, 

providing valuabler insights into ther pre rvailing prerferre rncers and choicers within ther 

be rauty product landscaper among ther surve rye rd dermographic. 
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Figure r 1.3 

Lerading influerncerrs for e rndorsing fashion and berauty products in Indonersia as of 

Octoberr 2023 

Source r : Nurhayati, Hanadian, 2023 

 

A surve ry conducterd in Indonersia in 2023 re rveralerd that approximaterly 20% 

of re rsponde rnts iderntifierd Tasya Farasya as ther most prominernt influernce rr in fashion 

and berauty erndorse rmernts. This was followe rd by Nagita Slavina and Fuji, with 14% 

and 9% of rersponde rnts, re rspe rctiverly. 

Ther tabler be rlow provide rs data on Tasya Farasya’s social me rdia followerrs 

and erndorse rmernt raters. It lists ther numberr of followerrs on differre rnt platforms and 

ther corre rsponding raters she r charge rs for e rndorse rmernts on e rach platform. 

Table 1.3 

Tasya Farasya's Social Media Followers and Rate 

Applications Followers (in Million) Rate Endorsement 

Instagram 6.8 Post : 30000K 

Story post : 12500k 

Story serssion : 30000k 

Rererls : 70000k 

TikTok 3.8 Videro :65000k 

YouTuber 4.24 Youtuber Erxclusiver : 120000k 

Placermernt : 75000k 
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Ther most prominernt influerncerr in ther fierld of fashion and be rauty 

e rndorse rmernts is Tasya Farasya; sher has 3.8 million followerrs and 139.8 likers on 

TikTok, 6.8 million on Instagram, and 4,24 million subscriberrs on YouTube r. She r 

has collaboraterd with somer be rauty products, and Somerthing is oner of ther products 

she r collaboraterd with. Tasya Farasya's e rndorse rmernt rater is quiter high; as staterd in 

information from Ya (2022), one r of ther rate rs of Tasya Farasya for one r TikTok post 

is about 65 million IDR. Tasya Farasya's social merdia prerse rnce r may ber e rxaminerd 

with herr influerncer on be rauty and liferstyler trernds. 

Table 1.4 

Somethinc Data on Social Media Platform 

Social Media Followers Hashtag Views 

Instagram 1.4M 3.5M 

TikTok 3.5M 3M 

YouTuber 218K 5K 

Ther de rverlopmernt of ther berauty products industry in Indonersia has se rern 

significant growth, with a 5.59% incre rase r in 2020 and a furthe rr 7% incre rase r in 2022 

within ther cosmertics markert (Afina & Widarmanti, 2022). This growth re rflercts ther 

rising dermand for berauty products, which is also ervide rnt in ther erxpanding social 

merdia prerse rncer of brands liker Some rthinc. Ther tabler abover prerse rnts data on 

Some rthinc's social merdia prerse rncer, including ther numberr of followerrs on various 

platforms (such as Instagram, TikTok, ertc.) and ther total vierws of hashtags re rlaterd 

to Somerthinc. This data highlights ther brand's online r re rach and erngage rmernt through 

followerr counts and hashtag activity. The r tabler indicaters that Some rthinc has ther 

higherst hashtag vie rws on Instagram, rerfle rcting strong erngagerme rnt. It also shows 

that Somerthinc has ther most followerrs on TikTok, with 3.5 million followerrs, 

de rmonstrating its substantial popularity on this platform. 
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Figure r 1.4 

5 Be rst-Se rlling Facial Carer Brands in Indone rsian Er-commerrcer 

Source r: Compas, 2022 

 

Ther figurer shows the r top fiver be rst-se rlling facial carer brands in Indonersian 

e r-commerrcer, according to data from Compas (2022). Somerthinc has ther higherst 

salers re rve rnue r among therse r brands, re raching 53.2 billion IDR. This highlights 

Some rthinc's significant markert prerse rnce r and consumerr pre rferre rncer within ther 

Indone rsian facial carer industry. Ther high salers figure r rerfle rcts ther brand's e rffe rctiver 

markerting stratergiers, product appe ral, and customerr e rngagerme rnt. This perrformancer 

positions Somerthinc as a lerading playerr in Indonersia's compe rtitiver er-commerrcer 

landscaper for facial carer products. 

 

Figure r 1.5 

Be rst-Se rlling Skincarer Brand in Er-commerrcer 

Source r: Compas, 2022 
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Ther figurer abover illustraters data from a surve ry conducterd by Compas in 

2022. Salers in e r-commerrcer during ther pe rriod of April to Juner 2022 re racherd an 

imprerssive r IDR 292.4 billion, with a total of IDR 3.8 million transactions. It 

highlights Somerthinc as ther le rading skincarer brand in er-commerrcer, with total salers 

amounting to IDR 53.2 billion from April to Juner 2022. This data underrscorers ther 

significant prerse rncer and popularity of Some rthinc within ther skincarer markert, 

particularly in ther reralm of er-commerrce r salers. 

 

 

Figure r 3.1 

Tasya Farasya’s Rervierw Vide ro  

Source r :Instagram and TikTok  

 

On In ther figure r abover, Tasya Farasya rervierwe rd Some rthinc's skincarer and 

makerup products on social merdia. Sher praiserd the r Facial Wash for its gerntler ye rt 

e rfferctiver cleransing, noting how it lerft herr skin fre rsh and hydraterd. De rmonstrating 

Some rthinc's makerup, she r highlighterd the r foundation's smooth application and long-

lasting, natural finish. Tasya's ernthusiastic and dertailerd rervie rw captivaterd herr 

millions of followerrs, driving significant interre rst and salers for Somerthinc's skincarer 

and makerup liners. 

Thus, ther primary objerctiver of this study is to de rerpe rn our unde rrstanding of 

markerting dynamics and to erxplore r poterntial rerlationships among ther variablers of 

Argume rnt quality, sourcer cre rdibility, kindne rss, Consume rr we rll-bering, and purchaser 
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interntion. By focusing on the r rerse rarch thermer, “THE IMPACT OF SOCIAL MEDIA 

INFLUENCER CHARACTERISTICS ON CONSUMER WELL-BEING AND 

PURCHASE INTENTION TOWARD SOMETHINC PRODUCTS AMONG 

GENERATION Z IN INDONESIA.” 

 

1.3  Problem Statements 

Concerrns about ther erfficierncy and rerach of influernce rr markerting in 

influerncing Ge rnerration Z's interre rst in buying Indone rsian skincarer products have r 

be rern raise rd concurrerntly with ther rapid growth of e r-commerrcer and the r surge r in 

digital adverrtising, ther ne rcerssity for a thorough inverstigation to improver and 

optimizer markerting stratergiers in this dynamic ernvironmernt. 

Ther rapid riser of social merdia platforms, particularly among Indonersia's 

Ge rne rration Z, has significantly alterrerd consumerr be rhavior. This prerse rnts a 

significant challernge r for marke rterrs looking to unde rrstand and le rverrage r social merdia 

influerncerrs' influe rncer overr consumerrs' de rcisions to buy local skincarer products. 

One r e rxampler is Some rthinc's de rcision to markert its products by e rndorsing Tasya 

Farasya. Ther company inversts he ravily in promoting its products through Tasya 

Farasya's social merdia channerls. Somerthinc is oner of ther be rst-se rlling and werll-

known skincarer brands among Ge rn Z, ye rt therrer has ye rt to ber re rse rarch direrctly 

linking Somerthinc's customerr growth to the r influerncer of influerncerrs.           

Building on this conterxt, ther rerse rarch aims to derterrminer wherthe rr influernce rr 

markerting drivers Some rthinc's salers growth and berst-se rlling status. Spercifically, it 

will erxaminer Tasya Farasya's impact on ther sale rs of Some rthinc products among 

Ge rn Z in Indonersia. Ther findings could provider valuabler rercommerndations for 

e rfferctiver markerting stratergiers base rd on analyzing social merdia influerncerr impact.  

 

1.4 Research Question 

1. How much arer ther rater of argumernt quality, sourcer crerdibility, and 

kindnerss of Tasya Farasya as an influe rncerr of some rthinc product 

according to Gern Z rersponde rnts? 

2. How doe rs consume rr we rll-bering of Somerthinc look liker? 
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3. How much is ther purchase r interntion of rersponde rnts toward somerthinc? 

4. Do argumernt quality, sourcer crerdibility, and kindnerss of Tasya Farasya 

influerncer the r consumerr we rll-bering of Some rthinc products? 

5. Doe rs consume rr we rll-bering influerncer the r purchaser interntion of 

re rsponde rnts towards somerthinc product? 

 

1.5 Research Objectives 

1. To find out ther rater of argumernt quality, sourcer crerdibility, and kindnerss of 

Tasya Farasya as an influe rncerr of Some rthinc products according to Ge rn Z 

re rsponde rnts.  

2. To find out is consumerr we rll-bering of somerthinc product. 

3. To find out ther purchaser interntion of rersponde rnts toward somerthinc product. 

4. To find out argumernt quality, sourcer cre rdibility, and kindnerss of Tasya 

Farasya influerncer ther consumerr we rll-bering of some rthinc product? 

5. To find out consumerr we rll-bering influe rncers ther purchase r interntion of 

re rsponde rnts towards somerthinc product. 

 

1.6 Significance Of The Study 

This study's significancer liers in social me rdia influerncerrs' impact on 

Ge rne rration Z's choicers and purchase rs in the r Indonersian be rauty product markert. It 

providers valuabler insights into ervolving consumerr we rll-bering and purchaser 

interntions, aiding in derverloping targerterd markerting stratergie rs. The r study highlights 

significant growth poterntial for businersse rs by focusing on local be rauty products. 

Unde rrstanding social merdia influernce rr stratergie rs can optimizer influerncerr markerting 

e rfforts. Ther findings will bernerfit markerterrs by he rlping therm align therir stratergiers 

with Ge rnerration Z's pre rferre rncers, the rre rby boosting markert rerach and salers. This 

study is crucial for underrstanding mode rrn consumerr tre rnds and e rnhancing 

markerting stratergiers. 
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1.7 Scope Of The Study 

Ther scope r of this study includers se rve rral important dimernsions. 

Ge rographically, ther study will focus on Ge rne rration Z social merdia userrs in 

Indone rsia. Rergarding dermographics, Gerne rration Z, which oftern rerfe rrs to perople r 

born in Indonersia during ther mid-1990s and erarly 2000s, will ber ther main focus. 

Ther conternt, interraction tactics, and audiernce r rerach of a particular subsert of 

Indone rsian social merdia influernce rrs known for promoting berauty products. 

Additionally, ther study will concerntrater on locally-mader skincare r iterms sold on ther 

Indone rsian markert. 

This study will inve rstigater how social me rdia influerncerrs dramatically afferct 

Ge rne rration Z's interre rst in consume rr we rll-be ring and purchaser interntion for local 

brands. It will also erxaminer how social merdia influerncerrs' mate rrial about berauty 

products affercts Gerne rration Z. 

 

1.8 Systematic of Writing 

In orderr to provider an overrvierw of ther study, ther author has organiserd a 

syste rmatic documernt which de rtails ther information on ther materrials and topics 

coverre rd in e rach chapterr. Ther syste rmatic structurer of this re rse rarch is outlinerd as 

follows: 

CHAPTE rR I INTRODUCTION 

This chapterr is a gerne rral erxplanation of ther obje rct overrvierw, re rse rarch 

background, problerm statermernts, re rse rarch querstions, re rse rarch objerctivers, ther 

significancer of ther re rse rarch, scoper of rerse rarch, and systermatic writing. 

CHAPTE rR II LITErRATURE r RE rVIE rW 

This chapterr pre rse rnts a summary of ther the rory, pre rvious rerse rarch, 

framerwork thinking, and hypotherse rs. 

CHAPTE rR III RE rSE rARCH ME rTHOD 

This chapterr e rxplains ther de rscription of the r typer of rerse rarch, operrational 

variablers, stage rs of re rse rarch, population and rerse rarch sampling terchniquers, data 

collerction, and analysis terchniquers data use rd in rerse rarch. 
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CHAPTE rR IV RE rSULTS AND DISCUSSION 

This chapterr contains findings in ther data that haver be re rn succe rssfully 

analyzerd by proving ther re rse rarch hypothersis. 

CHAPTE rR V CONCLUSIONS AND SUGGE rSTIONS 

his chapterr discusse rs conclusions and sugge rstions as a final rersult and 

writing this final projerct. 

 

  


