
  
 

ANALYSIS OF BEAUTY BLOGS’ IMPACT ON YOUNG WOMEN’S 
PURCHASE INTENTION OF COSMETICS 

 
 
 
 
 

By 
 

Agnes Amelia Maharani 
16112015 

 
 
 
 
 

BACHELOR’S DEGREE  
in 
 
 

COMMUNICATION & PUBLIC RELATIONS 
BUSINESS ADMINISTRATION AND HUMANITIES 

 
 
 
 
 

 
 

 
 
 
 

 
 
 
 

SWISS GERMAN UNIVERSITY 
EduTown BSD City 

Tangerang 15339 
Indonesia 

 
 

August 2016 
 

Revision after the Thesis Defense on 26 July 2016 



ANALYSIS OF BEAUTY BLOGS’ IMPACT ON  
YOUNG WOMEN’S PURCHASE INTENTION OF COSMETICS   Page 2 of 136 

  Agnes Amelia Maharani 
 

 
 

STATEMENT BY THE AUTHOR 
 
 
 

I hereby declare that this submission is my own work and to the best of my knowledge, it 

contains no material previously published or written by another person, nor material 

which to a substantial extent has been accepted for the award of any other degree or 

diploma at any educational institution, except where due acknowledgement is made in the 

thesis. 

 
 
 
 
 
Agnes Amelia Maharani 
____________________________________________ 
Student 

  
 
 
 
 
 
August 8th 2016 
Date 

 
 
Approved by: 
 
 
 
 
 
 
 
 
Mr. Mathiass Reese, MA. 
____________________________________________ 
Thesis Advisor 

  
 
 
 
 
 
 
 
 
 
 
 
August 8th 2016 
Date 

 
 
 
 
 
 
 
Prof. Dr. Eric J Nasution  
____________________________________________ 
Dean 

  
 
 
 
 
 
 
 
August 8th 2016 
Date 

 



ANALYSIS OF BEAUTY BLOGS’ IMPACT ON  
YOUNG WOMEN’S PURCHASE INTENTION OF COSMETICS   Page 3 of 136 

  Agnes Amelia Maharani 
 

 
 

ABSTRACT 

 

 

ANALYSIS OF BEAUTY BLOGS’ IMPACT ON YOUNG WOMEN’S PURCHASE 
INTENTION OF COSMETICS 

 

By 

 

Agnes Amelia Maharani 
Matthias Reese MA. Advisor 

 

SWISS GERMAN UNIVERSITY 

 

The development of online/ cyber marketing has been growing rapidly. People are now 

depending more on online rather than offline activities. Beauty blog is an online medium 

that is currently being raved among beauty enthusiasts. They use beauty blog as an online 

source of information, especially to find recommendation about cosmetic products. When 

the content of beauty blogs are effective, it is possible for beauty blogs to take a role as a 

marketing tool. The aim of this research is to find out whether beauty blogs have an 

impact to young women’s purchase intention of cosmetics. To measure the impact, 

consumers’ purchase intention model is applied, and added one variable that represents 

communication perspective in this research, which is perceived blog quality. A 

quantitative research method is held. One hundred and fifty seven respondents who are 

young women of 18-30 years old, based in Jabodetabek area, and frequently visit beauty 

blog, have participated. The results showed that Perceived Blog Quality Has a High 

Correlation with Purchase Intention. Perceived Blog Quality additionally contributes to 

Purchase Intention. Intrinsic, Consumers’ Attitude, and Perceived Blog Quality have a 

significant impact to young women’s purchase intention of cosmetics.  

Keywords: Impact, Beauty Blog, Young Women, Purchase Intention, and Cosmetics.	  
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