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Based on the result of determinant correlation, it was acquired that the correlation between the variable of the use 
of Instagram and the variable of satisfaction in getting like, comment, and followers among students of Wahidin 
Vocational High School – Cirebon City has an effect with 30.5% of result. Thus, it can be said that there is a 
significant effect between the use of Instagram toward the satisfaction in getting like, comment, and followers on 
students of Wahidin Vocational High School – Cirebon City.

RECOMMENDATION
According to the research result and the conclusion described in prior by the author, the recommendations are as 
follows:
Based on the research result, the level of Instagram use toward the satisfaction of students in getting like, comment, 
and followers among students of Wahidin Vocational School – Cirebon City is still normal or decent, because most 
of the students of Wahidin Vocational High School – Cirebon City experienced medium or decent satisfaction level. 
However, as the prevention effort, teachers should act by forbidding handphones around the school area, thus, 
students cant access the internet during school hours or during their times in the school environment. Teachers could 
also keep instructing the students to use Instagram within reasonable or decent limits.
The author suggests that students should control themselves during the use of Instagram. This effort can be done i.e. 
by prioritizing other types of activity on each day. Students should also train themselves to be able of performing 
face-to-face socialization by participating in school or non-school activities.
In practical manner, this research is expected to be able of contributing ideas regarding the effect of the use of 
Instagram toward the satisfaction of students in getting like, comment, and followers among the students of Wahidin 
Vocational High School – Cirebon City.

References
[1]  Mashuri and Zainuddin, M, “Metode Penelitian: Pendekatan Praktis dan Aplikasi” Bandung: Refika Aditama, 

2008, p.136
[2] Rakhmat, Jallaludin, “Metode Penelitian Komunikasi”, Bandung: PT Remaja Rosdakarya, 2007, p.188.
[3] Ardianto, Elvinaro, Komala, Lukiati, Karlinah, Siti “Komunikasi Massa: Suatu Pengantar”, Bandung: Simbiosa 

Rekatama Media, 2007, p.3
[4] Chatia, Hastari, “Pembunuhan Media Konvensional oleh Media Baru. Bab Buku New Media : Teori dan Aplikasi”, 

Surakarta: Lindu Pustaka, 2011, p.235
[5] Prahastiwi, Utari, Media Sosial, New Media dan Gender dalam Pusaran Teori Komunikasi. Bab Buku Komunikasi 

2.0: Teoritisasi dan Implikasi, Yogyakarta: Aspikom, 2011, p.51
[6] Nurudin, ”Pengantar Komunikasi Massa”, Jakarta: PT Rajagrafindo Persada, 2011, p.195
[7] Sugiyono, “Metode Penelitian Kuantitatif, Kualitatif dan R & D”, Bandung: Alfabeta, 2009, p.1
[8] Nina Syam, “Psikologi Sebagai Akar Ilmu Komunikasi”. Bandung : Simbiosa Rekatama Media, 2011. P.50
[9] Siregar. “Metode Penelitian Kuantitatif : Dilengkapi Perbandingan Perhitungan Manual & SPSS Edisi Pertama”. 

Jakarta : Prenadamedia Grup. 2015
[10] Rachmat Kriyantono,. “Teknik Praktis Komunikasi: Disertai Contoh Praktis Riset Media, Public Relations, 

Advertising, Komunikasi Organisasi, Komunikasi Pemasaran”. Jakarta: Kencana Prenada Media Group. 2006
[11] Mukarto Siswoyo,.. “Implementasi Kebijakan Desentralisasi (Studi Kasus Pelaksanaan Tugas Pokok dan Fungsi 

DPRD Dalam Otonomi Daerah di Kota Cirebon”. Disertasi Doktor pada Ilmu Sosial Bidang Kajian Utama Ilmu 
Administrasi Publik Program Pascasarjana Unpas. Unpas Bandung: tidak diterbitkan. 2015

[12] Fristy. Citra Diri pada Remaja Putri yang Mengalami Kecenderungan Gangguan Body Dismorphic. Skripsi. 
Universitas Gunadarma. 2011

[13] Ratu, Poundra Swasty.. “New Media, New Audience – New Media dan Kemunculan Spesies Baru Audien: 
Rekonseptualisasi Audien di Era 19 Media Digital. Bab Buku New Media : Teori dan Aplikasi” Surakarta: Lindu 
Pustaka. 2011

[14] Utari Prahastiwi. “Media Sosial, New Media dan Gender dalam Pusaran Teori Komunikasi. Bab Buku Komunikasi 
2.0: Teoritisasi dan Implikasi” Yogyakarta: Aspikom. 2011

NEEDS OF CELEBRITY ENDORSERS ON BEAUTY PRODUCT’S
MARKETING COMMUNICATION IN REVOLUTION 4.0

Imanuel Deny Krisna Aji  
Fakultas Ilmu Komunikasi dan Bisnis Media 

Universitas Ciputra 
Surabaya, Indonesia 

imanuel.aji@ciputra.ac.id

Abstract—Celebrity endorser is one of the alternative strategies in marketing communication activities. Begin 
to be used especially in the digital era in supporting a product marketing process. Not apart for companies that 
provide beauty products, the need to display visual advertising is one thing that must be considered. A large number 
of internet users has triggered companies to make the best use of digital media in a broad and planned manner. 
There were recorded 143.26 million people in 2017 from the total population of Indonesia 262 million people. 
This shows that 54.68% of the population in Indonesia has used the internet. Digital media’s accessibility makes 
companies have to plan every content in digital media in order to attract the attention of prospective customers. 
Celebrity endorser is one of the company’s needs in implementing its product marketing communication strategy, 
especially beauty products in increasing brand awareness or simply attracting attention. One of the biggest uses 
of celebrity endorsers is through social media like Instagram. Further research was conducted with a follower 
population of one of the beauty product brands, with descriptive quantitative methods the results showed that the 
significance value of the variable celebrity endorser of 0.000 was smaller than alpha 0.05, which meant that there 
was a significant influence of variable celebrity endorsers on brand awareness of beauty products. The need for 
celebrity endorser is inseparable from its role as the giver of testimonials, spokesperson, brand image associations 
and persuasive communicators in marketing communication of beauty products, especially in the era of industrial 
revolution 4.0
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Introduction

At present, the cosmetics industry has a huge influence on the economy in Indonesia. Cosmetics has become one of 
the primary needs of women in Indonesia to beautify themselves every day. As time goes on, the cosmetics industry 
in Indonesia is also starting to innovate to not only target its products for women, but also for men to children. This 
makes the cosmetics industry one of the highest growth industries  [3], which grew by 6.35% and rose to 7.36% in 
the first quarter of 2018.
Cosmetics are a series of beauty tools in the form of powder, creams, lotions, and the like that function to beautify 
the face, skin and so on which are commonly used by women.
In deciding good cosmetics, the most important thing is that cosmetics are suitable for users, have sufficient security 
and do not use prohibited ingredients. Besides that, a cosmetic must have good quality and production and use 
materials with specifications that are in accordance with cosmetics.
Along with the trends that exist in a society where women and men begin to pay attention to care and beauty 
products for the face to the body as a primary need, so the cosmetics industry in Indonesia is always increasing. 
Indonesia can promise cosmetics producers to develop their markets because Indonesia is one of the potential 
cosmetic product markets  [3]
Viva Cosmetics is one example of a leading cosmetics company in Indonesia that has been established since 1962. 
Viva Cosmetics is known for its products that have very affordable prices and are suitable for women in the tropics 
because Indonesia is a country with a tropical climate. Viva Cosmetics is also the first domestic cosmetic brand 
that lists “Made in Indonesia” in its products. Viva Cosmetics maintains its consistent commitment to quality and 
professionalism by launching a range of cosmetic products such as facial care products, body care, hair care to make 
up products.
Similar to other companies, Viva Cosmetics is also always required to always develop and innovate to be able to 
sell its products in large quantities and make their products sellable in the market. In this modern age, one of the 
strategies used by companies is to create promotional strategies that adjust to existing technological developments. 
Promotion is a way to advertise a product that aims to sell to consumers. To attract consumers, the things that need 
to be considered by the company are through the advertising media that they use and who is the figure who will star 
in the advertisement  [6].


	NEEDS OF CELEBRITY ENDORSERS
	fullproceeding_aicosh2019(1)


