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The Repurchasing Intention Organic Cosmetics of Consumers
through Beauty Influencer Reviews on Instagram
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Abstract

This study aimed to examine the influence of beauty influencers on brand
awareness, attitudes, and repurchase intentions of organic cosmetics on Instagram among
consumers. The study provides guidance product development and strategic planning for

using beauty influencers to stimulate consumer repurchase intentions. Data were
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collected using a closed-ended questionnaire (Google Forms) among a sample of
Instagram users aged 18 years and above. A total of 320 respondents who followed beauty
influencers and had previously purchased organic cosmetic products participated in the
study. The data were analyzed using Confirmatory Factor Analysis (CFA) and Structural
Equation Modeling (SEM). The results revealed that beauty influencers, brand awareness,
and product attitudes positively influenced consumers' repurchase intentions toward
organic cosmetics at the 0.05 significance level. The beauty influencer factor had the
greatest impact, followed by brand awareness and product attitude, respectively. They
accounted for 58.00% of the variance in repurchase intentions. Therefore, it can be
concluded that, in a highly competitive cosmetics industry, the use of beauty influencers is
an important marketing strategy and has the most impact on generating consumers'
repurchase intentions for organic cosmetics.

Keywords: Beauty Influencer, Brand Awareness, Attitude, Repurchasing Intention,

Organic Cosmetics
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denndesniutayaideusedndegluinueia laeila Chi - Square = 43.500 df = 32.0 Sig. =
0.084 > 0.05 wag CMIN/df. = 1.359 < 2.0 wazilamudenndakazAainlaedAmuiinaay
A0AARDINAUNAULTIFUNNS (CFI) 1WAU 0.995 > 0.90, AYUTAAIUNANNAY (GFI) 1W1AU
0.980 > 0.90, fuiiinAunaunduiiuuudlonds (AGFI) Wiy 0.942 > 0.80, Fdlsiniiaes
YesANAREALAAIAAABURA AR IUBINTUTEANMA1 (RMSEA) iy 0.034 < 0.05, feilin
mnugenndainaunaulusUanunainiadeu wie Mnfldeswesrnaduiddesvesdiuinie
WM3gU (RMR) v 0.014 < 0.05, ddianunaunaulssinniuiguisuiuguuuudass
(NFI) iy 0.981 > 0.90 AvilanunaunfuidauIsuiiisuiugiuuugiu (IFI) windu 0.995 >
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Huenamdaudsussmuinasiindiuvuiiassanuddladesiad osdronseaiuniaves
Fuslnmsuuyinsalves vEnasuanunuuuduamunsuiiiaaniiessis (CR) sewing
0.799- 0.877 fimAuLUsUsImadevesesrusznau (Average Variance Extracted: AVE) i
9¢581119 0.548 - 0.705 finaliaTizsinmiiissnsadediuun (Maximum Shared Variance:
MSV) 521379 0.271 — 0.491 ALad B8 IaeWosandunusszwInadauUs (Average Shared
Variance : ASV) 581319 0.407 — 0.547
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Figure 2 Conceptual Framework of the Structural Equation Model
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Table 1 Summary of Hypothesis Testing Results

Hypothesis Result Effect Path R R

H1  Beauty influencer factors affecting Accepted Direct  Positive 0.65 43.0%
brand awareness

H2  Brand awareness affecting repurchase Accepted Direct  Positive 0.34 58.0%
intention of organic cosmetics

H3  Beauty influencer factors affecting Accepted  Direct  Positive 0.28 34.0%
attitudes toward products

H4  Product attitudes affecting repurchase  Accepted Direct  Positive 0.14 58.0%

intention of organic cosmetics

H5 Brand awareness affecting product Accepted  Direct  Positive 0.36 34.0%
attitudes
H6 Beauty influencer factors affecting Accepted Direct  Positive 0.40 58.0%

repurchase intention of organic

cosmetics
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A1 nuazsiglavew uslaneraunns1eiu (Laosiphong, 2019) tags u3laadeuly
Instagram Lilefusndeyaiieiunandus deuilansinlinrmealandnfausivignuustiriug
fBvEnasuAmaN (Maharani et al, 2021) agvioulifuinnnuasnds anuidedioves
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g?ﬂﬁ]%’eﬂ?’]Lﬂ%@ﬂﬁ’]@’]ﬂ@@ﬂmﬁﬂ%E]\if}g\ljvﬁﬂﬂ (Nguyen et al., 2019)
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awdnvaivenusud uazanindefievesyanaifidoidesuuduaniunsy fed1uaim
adeads Aruilinde wazenuieny deademsiuinurnususiniesdenaiiiy (Sa-
ngardam et al., 2020)

3. mii‘UiLwiuﬁﬁéwawamamqmmﬂmammmﬂﬁa%ﬁ Imaﬁﬁwé’uﬂivﬁwééw%wa
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YoyaidsunangidvisnasuanuauazdsualiiAnviruadinondnsiasi
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