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 This study aims to analyze the influence of influencer credibility and brand trust on 

purchasing decisions for skincare products in Lamongan, particularly in the context of 
overclaiming products. The issue of overclaiming skincare products has gained 

attention in Indonesia after a content creator known as "dokter detektif" conducted lab 

tests on several viral skincare products and found that some of them were 

overclaiming. This study uses [research method] to collect data and analyze the 
influence of influencer credibility and brand trust on purchasing decisions for skincare 

products. The results of this study are expected to provide insights into the factors that 

influence purchasing decisions for skincare products and their implications for the 
skincare industry in Indonesia. 

 
INTRODUCTION  

This research focuses on the theme of purchasing decisions for skincare products, due to 

issues related to the decline in purchases caused by overclaimed skincare products. The issue surfaced 

through the post of a content creator named detective doctor, who often uploads videos of products 

that have overclaimed, based on lab tests conducted. (Handayani, 2024).  Overclaim is a word used by 

Indonesians to refer to products that do not match the original content or claims given (Arfia, 2023). 

Claims that do not match are feared to cause potential harm to the skin, depending on the level of skin 

sensitivity in each person.  

The controversy carried out by detective doctors by conducting lab tests is carried out on 

skincare formulations that are viral and are in demand by many people in Indonesia. Meanwhile, so 

far the public has only focused on BPOM.  

One of the skincare products that have been lab tested by detective doctors is the originote product, 

from a variety of originote products, glutha bright serum and retinol cream products that have been 

tested by detective doctors. Both products were declared overclaim by the detective doctor, previously 

the claim on the glutha bright serum product contained 10% niacinamaide and the retinol cream 
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product contained 3 types of retinol, but apparently the results of the lab test showed 4.97% 

niacinamaide not 10% niacinamaide as claimed.   

Meanwhile, the retinol cream showed no detectable retinol content at all, so both products 

from the best-selling brand did not match the claims given. 

 In Indonesia the originote is one of the best-selling products in tiktok shop in 2024, the originote 

managed to become one of the top selling brands in Indonesia. However, the overclaim issue on the 

originote product makes researchers interested in conducting research related to purchase decisions. 

The issues circulating are likely to cause a decline in the originote product and public trust in the 

brand is depreciated. However, it cannot be denied that the role of influencer credibility is likely to 

make people regain trust in the originote product, or vice versa.  

Thei issuei has deiveilopeid to causei a deicreiasei in purchasei deicisions. So this still reiquire is 

eimpirical eixplanation reigarding thei significancei beitweiein variableis. This reiseiarch focuseis on 

influeinceir creidibility and brand trust as indeipeindeint variableis and purchasei deicision as thei deipeindeint 

variablei. 

 

REISE IARCH MEITHODS 

This study, thei authors useid deiscriptivei quantitativei reiseiarch meithods using surveiy meithods. 

untiuk Thei population in this study weirei useirs of thei originotei skincarei product, in Lamongan district 

in 2024. Howeiveir, thei numbeir is unlimiteid and unknown, beicausei consumeirs spreiad throughout the i 

reigion in Lamongan district. and thei samplei criteiria arei as follows: Peioplei in Lamongan Reigeincy and 

Peioplei who usei thei originotei skincarei.  thei numbeir of sampleis that reiseiarcheirs useid was 96 

reispondeints.  

 

REISULTS AND DISCUSSION 

Partial teist (T teist) 

 Thei T-teist  is a statistical teist useid to deiteirminei thei eiffeict or reilationship beitweiein one i 

indeipeindeint variablei with thei deipeindeint variablei, by controlling otheir indeipeindeint variableis by 

comparing thei tcount valuei with thei ttabeil. Thei reisults of thei deiteirmination teist arei shown in thei table i 

beilow: 

1. If tcount > ttablei or tcount < - ttablei thein H0 is reijeicteid and Ha is acceipteid. This meians that the i 

indeipeindeint variablei has an eiffeict on thei deipeindeint variablei. 

 2. If - ttablei ≤ tcount ≤ ttablei thein H0 is acceipteid and Ha is reijeicteid. This meians that thei indeipeindeint 

variablei doeis not havei an eiffeict on thei deipeindeint variablei. 

Tablei 

Thei tablei is in thei middlei. Usei Timeis Neiw Roman and a font sizei of 8 to 11. Horizontal line is 

in thei middlei of thei tablei do not neieid to bei displayeid; only thei heiadings and thei last part should be i 

displayeid, nor should theirei bei veirtical lineis. Makei surei you creiatei thei tablei correictly via thei Inseirt 

Tablei meinu. Tableis should bei reifeireinceid in thei teixt by writing someithing likei: "Tableis arei writtein 

with a big 'T'." 

  

Tablei 1 Thei Reisult (Partial) 

Coeifficieintsᵃ 
 

Unstandardizeid Coeifficieints 

Standardizeid 

Coeifficieints 
  

Modeil B Std. EIrror Beita t Sig. 

 
(Constant) 7,117 1,762  4,038 <,001 

Kreidibilitas 
influeinceir  

,264 ,098 , 329 2,700 <,001 

Brand Trust ,303 ,100 , 371 3045 <,001 

Deipeindeint Variablei: Keiputusan Peimbeilian 

Sourcei: SPSS 25 Statistical Output proceisseid in 2025 
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Baseid on thei abovei teist with significant a = df = n-k-1 (96-2-1 = 93) obtaineid t tablei (0.2700) 

with thei following analysis: 

1. Thei eiffeict of influeinceir creidibility (X1) on purchasei deicision (Y) from thei t teist reisults obtaineid t 

count> t tablei with a valuei of 2.700> 1.985 and a significancei leiveil of 0.007 ≤ 0.05.  

thein Ho is reijeicteid and H1 is acceipteid, meianing that significantly and partially thei creidibility of 

influeinceirs has an influeincei on thei purchasei deicision of thei originotei skincarei product in Lamongan 

district. 

2. Thei eiffeict of brand Trust (X2) is 3.045. From thei abovei criteiria it is known  

thei calculateid valuei> t tablei obtaineid from thei coeifficieints tablei, nameily 3.045> 1.985, the i 

significancei leiveil is 0.000 ≤ 0.05, so H1 is acceipteid, meianing that it is significant and partial brand 

trust has an influeincei on thei purchasei deicision of thei originotei skincarei product in Lamongan district. 

F Teist (Simultaneious) 

From thei tablei abovei, thei Fcount reisult is 35.448, whilei Ftablei is obtaineid by thei formula df = 

(n - k-1), nameily 96 - 2-1 = 93. Thein obtaineid Ftablei of 3.09 Thus obtaineid Fcount 35.448> Ftable i 

3.09 and thei leiveil of significancei is 0.000 <0.000. significancei leiveil is 0.000 <0.05 thein H0 is 

reijeicteid. 

 

 

Tablei 2 F Teist Reisult 

 
ANOVAa 

Modeil Sum of Squareis df Meian Squarei F Sig. 

1 Reigreission 627,835 2 313,917 45,447 <,000b 

 Reisidual 823,571 93 8,,856   

 Total 1451,406 95    

 

Deipeindeint Variablei: Keiputusan Peimbeilian 

Preidivtor: Kreidibilitas Influeinceir, Brand Trust 

Sourcei: SPSS 25 Statistical Output proceisseid in 2025 

 

  So  basei on thei tablei abovei,  concludeid that influeinceir creidibility (X1) and brand trust (X2) 

togeitheir havei a significant simultaneious eiffeict on purchasei. togeitheir havei a significant simultaneious 

eiffeict on thei purchasei deicision of skintific products in lamongan district 

 

Multiplei Lineiar Reigreission Teist 

 Meiasurei thei impact of multiplei preidictor variableis (indeipeindeint variableis) on thei deipeindeint 

variablei, multiplei lineiar reigreission analysis was impleimeinteid. In addition, thei multiplei lineiar 

reigreission analysis yieildeid thei following reisults: Baseid on thei preivious tablei, thei reigreission was 

found to bei: Y=a+b1X1+b2X2+ ei Y = 7.117+ 0.264X1 + 0.303X2 + 1.762 Harmonizing the i 

reigreission eiquation contains seiveiral eixplanations, nameily. 

Tablei 3 Multiplei Lineiar Reigreission Teist Reisults 
Coeifficieintsa 

 

Unstandardizeid Coeifficieints 

Standardizeid 

Coeifficieints 

  

Modeil B Std. EIrror Beita t Sig. 

(Constant) 7,117 ,1762    

Kreidibilitas influeinceir  ,264 ,097 ,273 ,329 <,001 

Brand Trust ,304 ,100 ,233       , 371 <,001 

      

a. Deipeindeint Variablei: Keiputusan Peimbeilian 

Sourcei: SPSS 25 Statistical Output proceisseid in 2025 
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1) Thei valuei is constant at 7.117, which meians that if thei deipeindeint variablei purchasei deicision (Y) is 

7.117 with thei assumption that otheir variableis that affeict thei purchasei deicision (Y) arei consideireid 

constant.  

consideireid constant. 

2) Thei valuei of thei reigreission coeifficieint of thei influeinceir creidibility variablei   

b1 = 0.264 meians that if reiligiosity is increiaseid by 1 unit or 1 unit,  

thein thei purchasei deicision will increiasei by 0.264 with thei assuming otheir influeincing variableis arei 

consideireid constant 

3) Thei valuei of thei reigreission coeifficieint of thei brand trust variablei 

 As much as 1.762 meians that eiach increiasei of onei unit of thei brand trust variablei also 

increiaseis thei markeit sharei by 1.762 Conveirseily, a deicreiasei of onei unit of thei brand trust variablei also 

deicreiaseis thei purchasei deicission by 1.762 units through thei assumption that otheir variableis arei 

constant. Baseid on thei multiplei lineiar reigreission eiquation, it can bei seiein that thei most influeintial 

indeipeindeint variablei is thei brand trust variablei with a coeifficieint of 1.762 and thei leiast influeintial is 

thei influeinceir's creidibility with a coeifficieint of 0.303. 

 

Coeifficieint of Deiteirmination Teist 

Thei coeifficieint of deiteirmination is a numbeir that stateis or is useid to deiteirminei the i 

contribution or contributions madei by onei or morei variableis X (indeipeindeint) to variablei Y 

(deipeindeint).  

 

Tablei 4 Deiteirmination  
Modeil Summaryb 

 

Modeil 
 

R 
 

R Squarei 

Adjusteid R 

Squarei 

Std. EIrror of thei 

EIstimatei 

1 .658a 
.433 .420 2.976 

a. Preidictors: (Constant), Kreidibilitas Influeinceir, Brand Trust 

 

Sourcei: SPSS 25 Statistical Output proceisseid in 2025 

Aligneid with thei preivious tablei, it is inteirpreiteid that R2 is 0.420, which meians that 40% of 

thei Purchasei deicission (Y) of thei Lamongan Community can bei eixplaineid by thei two indeipeindeint 

variableis of influeinceir creidibility (X1) and brand trust (X2). Thein 100%-40% of thei reimaining 60% 

is deiscribeid in various otheir indikator. 

CONCLUSION 

Baseid on thei findings of thei study, it shows that thei causei of thei purchasei deicision is thei 

factor of influeinceir creidibility. This is duei to thei teindeincy for thei naturei of consumption to prioritizei 

thei namei of thei influeinceir. thus making purchaseis with products that arei alreiady famous for that labeil 

and seieiing who promoteis it. This is beicausei thei peioplei of Lamongan Reigeincy havei not beiein ablei to 

control theiir consumptivei naturei.                                            

1. T Teist (Partial) 

Thei eiffeict of influeinceir creidibility (X1) on purchasei deicission (Y) from thei t teist reisults 

obtaineid t count> t tablei with a valuei of 2.700> 1.985 and a significancei leiveil of 0.007 ≤ 0.05 

thein Ho is reijeicteid and H1 is acceipteid, meianing that significantly and partially influeinceir 

creidibility has an influeincei on thei purchasei deicision of thei originotei skincarei product in 

Lamongan district. Thei eiffeict of brand Trust (X2) is 3.045. From thei abovei criteiria, it is known 

that thei calculateid valuei> t tablei obtaineid from thei coeifficieints tablei is 3.045> 1.985, thei 

significancei leiveil is 0.000 ≤ 0.05, so H1 is acceipteid, meianing that it is significant and partial 

brand trust has an influeincei on thei purchasei deicision of thei originotei skincarei product in 

Lamongan district. 
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2. F Teist (Simultaneious)  

From thei tablei abovei, thei Fhitung reisult is 35.448 whilei Ftabeil is obtaineid by thei formula df 

= (n - k-1), nameily 96 - 2-1 = 93 Thein Ftabeil is obtaineid at 3.09 Thus, Fhitung is 35.448> Ftabeil 

3.09 and thei leiveil of significancei is 0.000 <0.05, so H0 is reijeicteid, so it can bei concludeid that 

influeinceir creidibility (X1) and brand trust (X2) togeitheir havei a significant simultaneious eiffeict 

on thei purchasei deicision of skintific products in lamongan district. 

3. Multiplei Lineiar Reigreission Teist (Dominant) 

Thei valuei is constant at 7.117, which meians that if thei deipeindeint variablei purchasei deicision 

(Y) is 7.117 assuming otheir variableis that affeict arei consideireid constant. Thei valuei of the i 

reigreission coeifficieint of thei influeinceir creidibility variablei b1 = 0.264 meians that if reiligiosity is 

increiaseid by 1 unit or 1 unit, thein thei purchasei deicision will increiasei by 0.264 with the i 

assumption that otheir variableis that influeincei arei consideireid constant. Thei valuei of the i 

reigreission coeifficieint of thei brand trust variablei as much as 1.762 meians that eiveiry onei unit 

increiasei in thei brand trust variablei also increiaseis markeit sharei by 1.762 Conveirseily, deicreiasing 

onei unit of thei brand trust variablei also reiduceis thei purchasei deicission by 1.762 units through 

thei assumption that otheir variableis arei constant. Baseid on thei multiplei lineiar reigreission 

eiquation, it can bei seiein that thei most influeintial indeipeindeint variablei is thei brand trust variable i 

with a coeifficieint of 1.762 and thei leiast influeintial is thei influeinceir's creidibility with a 

coeifficieint of 0.303. 
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