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INTISARI 

 

Penggunaan endorser semakin marak dilakukan oleh perusahaan untuk 

memasarkan produknya. Perusahaan perlu mengetahui dampak penggunaan 

endorser yang digunakan sehingga mereka dapat memilih endorser dengan tepat. 

Tujuan dari penelitian ini adalah untuk menganalisis peran self-brand connection 

dalam memediasi pengaruh kredibilitas beauty vlogger sebagai endorser terhadap 

brand equity pada produk kosmetik. 

Responden sebanyak 290 didapatkan dengan menyebarkan kuesioner secara 

online (Google form) di Yogyakarta dengan menggunakan purposive sampling. 

Data dianalisis dengan menggunakan analisis PLS. 

Hasil penelitian menunjukkan bahwa endorser credibility berpengaruh 

positif dan signifikan terhadap  brand equity; endorser credibility berpengaruh 

positif dan signifikan terhadap  self-brand connection; self-brand connection 

berpengaruh positif dan signifikan terhadap  brand equity; dan self-brand 

connection terbukti memediasi secara parsial pengaruh endorser credibility 

terhadap brand equity. 

 

Kata kunci: Self-brand Connection, Kredibilitas Endorser, Brand Equity 
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ABSTRACT 

 

The used of endorsers is increasingly widespread by companies to market 

their products. Companies need to understand impact of using endorsers so they 

can choose the endorsers correctly. This study aims to analyze the role of self-

brand connections in mediating the used of beauty vlogger credibility as endorser 

of brand equity in cosmetic products. 

290 respondents were obtained by an online questionnaire (by Google form) 

in Yogyakarta using purposive sampling. Data were analyzed using PLS analysis. 

The results showed that endorser’s credibility has positive and significant 

influence on brand equity; endorser's credibility has positive and significant  

influence on self-brand connections; self-brand connections have positive and 

significant influence on brand equity; and endorser’s credibility and brand equity 

are mediated partially by self-brand connections. 

 

Keywords: Self-brand Connection, Endorser’s Credibility, Brand Equity 
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