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ABSTRACT

Skincare in today's era is very attractive for every businessman. Where nowadays a lot of women use skincare or beauty products for skin care. Likewise with skincare brands that are sold officially in the marketplace. With this, the purpose of this study focuses on skincare sales in e-commerce and to find out how many skincare users, especially skintific skincare in Labuhanbatu Raya. in this data collection was obtained by distributing questionnaires and the population taken was around 783 thousand which was obtained from the number of skintific's official Instagram social media followers and the sample I used was 200 respondents. The data analysis used is smartpls 4.0 software used to test the hypothesis. The conclusion of this study reveals that celebrity endorsers, live shopping and social media have a significant effect on competitive advantage. Where in the hypothesis test the result is reliability.
Keywords: beauty products, e-commerce marketplace, purchase decision.
1.
INTRODUCTION
The development and growth of businesses in the world today is highly dependent on technological and communication developments, the high number of internet users and the penetration of smartphone use which ultimately becomes a way for companies or businesses to inform and market products to consumers (Dwivedi et al., 2021a). One of the businesses that has caught the attention of business players is the skincare beauty business for women, many modern women now crave beauty products that match trends and lifestyles. According to (Al Mamun et al., 2023a) some imported cosmetic beauty and skincare products are well received and gain a positive market reputation among consumers in Malaysia as these products are considered high quality. According to (Devi et al., 2023) Skintific products which are the most talked about skincare items in 2022 are indeed in high demand at the moment, he added that the factors that influence consumer decisions to use Skintific skincare products include brand image, price and product quality. 

Research according to (Amanda et al., 2023) that the factors that influence purchasing decisions for skincare beauty products are price and celebrity endorsers, he added that the use of celebrity endorsers in marketing beauty products is considered very good, because it is able to influence consumer interest in buying beauty products. Meanwhile, according to (Alhamdina & Hartono, 2023) that brand awareness, brand trust, perceived economic benefits are able to influence purchasing decisions for skincare products by women, there is public interest in using Skintific because it continues to innovate according to the market through social media application platforms. Based on the analysis of the needs in the field, the decision to purchase Skintific Skincare products according to (Subakti, 2023) is live shopping, the right endorsement, discounts, brand consistency and consumer-to-consumer strategies. Therefore, the development of independent variables as variables that are tasked with being consumer factors interested in using Skincare product decisions, as for the development of the first independent variable is the variable celebrity endorser, brand trust, perceived economic benefits, live shopping, consistent with the brand and consumer-to-consumer strategies. 

Departing from the relevant research that has been described, for the development of the focus of this research, the variables of celebtity endorsers, live shopping and consumer-to-consumer strategies are decided as independent variables and the dependent variable is purchasing decisions. According to (Jun et al., 2023) celebtity endorsers can complement and help improve appropriate associations. The indicators used to measure the celebtity endorser variable on the use of beauty products are attractiveness, trustworthiness and expertise. According to (Zhang et al., 2023); that live shopping is the right variable to measure the certainty of purchasing decisions for beauty products. Indicators of live shopping include (Hossain et al., 2023) are proper communication, interpersonal interaction, feedback and mutual communication between buyers and sellers. According to (Yuan et al., 2021) in this study, consumer-to-consumer strategies are defined as consumers selling products to other consumers through online networks. According to (Noegraheni, 2014) The line of business development of C2C e-commerce companies in Indonesia has increased significantly. this incident was triggered by the rapid development of the internet which was so fast. in internet-based trade compared to traditional trade, the trust factor is very important compared to traditional trade, because consumers tend to be more worried if e-commerce companies cannot fulfill their transaction obligations.

The focus of this observation takes the subject of millennial female students who are a potential market as consumers who use beauty products, especially skincare, who live in Labuhanbatu Raya Regency. This study also chose the Skintific skincare brand because it is a fairly well-known beauty product. The novelty of this research from several referenced studies related to is to select independent variables including consumer-to-consumer strategies in e-commerce according to (Mayayise, 2023). (Mayayise, 2023) is a marketing strategy that involves social media in the trade of goods and services into a new concept in the world of marketing. The main phenomenon that supports research (Agustin & Hellianto, 2020) the more applications there are, the more competition there will be between online markets. Therefore, to survive in the e-commerce market, each online market must be able to show its uniqueness and superiority. In addition, creating attractive content is also one of the magnets to attract consumers. 

Based on the problems and background description of the phenomenon, the purpose of this study is to understand the effect of celebrity endorser variables, live shopping and social media on the implementation of consumer-to-consumer strategies in e-commerce product marketing and their influence on the competitive advantage of the Skintific skincare brand, so the title of this research is "IMPLEMENTATION OF CONSUMER TO CONSUMER STRATEGIES IN SKINTIFIC SKINCARE PRODUCT E-COMMERCE MARKETING”.

2.
LITERATURE REVIEW
Consumer to Consumer (C2C) Strategy 
The continued growth of e-commerce has led to several studies focusing on the business-to-consumer (B2C) e-commerce market, research on the consumer-to-consumer (C2C) market is quite limited. Consumer-to-consumer (C2C) commerce has also seen significant growth in recent years. (Mayayise, 2023). The rapid development will not only attract more investment inflows and create new business models, but also improve consumer experience and promote market competition.(Yuan et al., 2021). Filing from research conducted by Cheskin (1999) means that new buyers in online markets are often confused when visiting websites where all the information is new and unknown. There is also concern that the information consumers provide to the website will be publicized. This distrust makes them believe that e-commerce has unpredictable results. transactions through electronic commerce have a much higher potential risk.(Noegraheni, 2014). According to the latest statistics in January 2020, 4.54 billion people are active internet users, which represents 39% of the world's population. media consumption has become an important investment component for many people around the world. Digital marketing and social media allow businesses to achieve their marketing goals at a relatively low cost (Ajina, 2014).


Even more than 50 million businesses have signed up on the facebook homepage and more than 88% of businesses use Facebook for marketing purposes (Dwivedi et al., 2021b).Currently, shopee is an application that accounts for the majority of social media users. Shopee is an online marketplace application that allows consumers and sellers to make sales agreements easily, quickly and comfortably. (Cesariana et al., 2022).. Indicators of consumer-to-consumer strategies are face-to-face sales, advertising, sales promotion and online marketing.

Celebrity Endorsements

In the field of cosmetics, celebrity endorsers are often used as a means of promoting products to consumers. Influencers are generally considered well-known icons and are able to influence consumer behavior (Rosita & Novitaningtyas, 2021). This is because Celebrity Endorsers have great power in influencing a consumer to buy a particular product. (siti nabilah, suci amanda, ayuni, 2023). Celebrity endorsement marketing has increased globally, and many companies spend millions of dollars on celebrity endorsements each year to increase brand associations by collaborating with celebrities who are famous or have a desired positive image (Jun et al., 2023). Consumers consider celebrities who are trustworthy and expert as a measure of quality justification in developing their attitudes towards advertisements and products (Al Mamun et al., 2023b). indicators of celebrity endorsement are
attractiveness, trustworthiness and expertise.
Live Shopping


The most widely used technological development is two-dimensional video conferencing or what we often know as live streaming on social media, with some participants physically present and others joining remotely. This simple solution can be effective for many purposes. (Netland et al., 2023). Live streaming marketing through social media has attracted the attention of digital retail marketing in recent years. the impact of live streaming marketing on the online shopping experience can attract consumer attention. This is because consumers see firsthand the products offered by the seller (Zhang et al., 2023). Live streaming shopping is ingrained and has become more popular today because of its tremendous capacity to reach a wide range of customers online, especially to overcome the global pandemic compared to traditional purchases (Zheng et al., 2019). Online business systems and e-commerce can operate in a variety of ways, but some of them increasingly because they insist on using digital communication through online platforms, aiming to spread live online shopping (Hossain et al., 2023). using live streaming capabilities to increase people's purchasing interest. This live streaming feature makes many merchants compete to reach as many customers as possible because they can access live streaming content easily, anywhere and anytime (Suhyar & Pratminingsih, 2023). indicators of live shopping are proper communication, interpersonal interaction, feedback, and mutual communication between buyers and sellers.

Social Media


Today's technological developments have proven to have an impact on business operations. Because social media is easy to use, business people can use it as a medium to communicate various sources of information about companies, brands, products and services (TiffaErsantika Alhamdina & Hartono, 2023). Online marketing and social media according to Kotler and Keller (2016) are "Online activities and programs designed to interact directly or indirectly with customers or potential customers, increase awareness, improve image or obtain sales of products or services". Social media is a marketing communication activity that uses electronic media (online) to attract consumers and business people in various ways (pictures, writing, etc.) to increase company awareness and image, and to increase sales (Mustomi & Puspasari, 2020). Social media is an online media that allows users to easily share content, share information and interact with people (Istiani & Islamy, 2020). Indicators of social media are interesting content, ease of finding products, and consumer interaction with sellers.

Research Framework

The competitive advantage in the skincare business world, social media has a huge influence on sales. Likewise, celebrity endorsements can help products influence consumer purchasing decisions. and with live shopping it also makes it easy for you to access live streaming easily from anywhere, allowing you to reach as many customers as possible. With this theoretical explanation, the variables can be described through the framework below:






Research Hypothesis


Based on the description of the literature review which analyzes the theories that support the research, the following research hypothesis is formulated:

1.  The celebrity endorsement variable affects competitive advantage.

2.  Live shopping variables affect competitive advantage.

3.  Social media variables affect competitive advantage.
3.
DATA AND RESEARCH TECHNIQUE ANALISYS
The results of research based on the results of the questionnaire show that the dominating age criteria are 21-25 years old. And job criteria are dominated by students or students. This means that the research respondents are Gen-Z children who are the target market for skintific. Then there are 200 e-commerce users, of which 200 people are skintific buyers who shop through e-commerce. As presented in the table below:


Table 1. Respondent Profile

	Criteria

Respondents
	Age
	Frequency
	Percentage (%)

	Age

Respondents
	13-20 years
	56
	27.9

	
	21-25 years old
	137
	68.2

	
	26-30 years old
	7
	4.0

	
	Total
	200
	100%

	Respondent criteria
	Education
	Frequency
	Percentage (%)

	Respondent Education
	SMP
	0
	0.0

	
	HIGH SCHOOL
	100
	50.2

	
	DIPLOMA/GRADUATE
	100
	50.2

	
	Total
	200
	100%

	Respondent Criteria
	Jobs
	Frequency
	Percentage (%)

	Respondent Occupation
	Student
	140
	68.2

	
	PNS
	13
	7.5

	
	Self-employed
	40
	20.4

	
	Housewife
	7
	4.2

	
	Total
	200
	100%

	Respondent Criteria
	Revenue
	Frequency
	Percentage (%)

	Respondent's Income
	IDR 500,000-1,000,000
	84
	42.5

	
	IDR 1,000,000-2,000,000
	50
	24.6

	
	IDR 2,000,000-3,000,000
	30
	15.4

	
	>IDR 3,000,000
	36
	19.5

	
	Total
	200
	100%

	Criteria

Respondents
	E-commerce Users
	Frequency
	Presentation (%)

	Shopping using e-commerce
	Yes
	200
	100%

	
	No
	0
	0.0

	
	Total
	200
	100%


Model and Hypothesis Testing


Processing using software 4.0 produces the following path diagram:
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Figure 2. Graphical Output

(source processed SmartPLS4 2024)

Validity Test 


Used to test whether the indicators are valid in the research questionnaire in the form of statements given to respondents. Indicators are said to be valid if all outer loadings can be seen as follows:

Table 2. Output Factors Loading

	
	Celebrity Endorse
	Competitive Advantage
	Live Shopping
	Social Media

	CE1
	0.805
	
	
	

	CE2
	0.828
	
	
	

	CE3
	0.818
	
	
	

	CE4
	0.808
	
	
	

	KB1
	
	0.814
	
	

	KB2
	
	0.850
	
	

	KB3
	
	0.805
	
	

	KB4
	
	0.851
	
	

	LS1
	
	
	0.882
	

	LS2
	
	
	0.829
	

	LS3
	
	
	0.856
	

	MS1
	
	
	
	0.809

	MS2
	
	
	
	0.869

	MS3
	
	
	
	0.892

	MS4
	
	
	
	0.870



Source: processed results SmartPLS4 2024


Based on the table above, it states that each indicator has met the requirements of convergent validity. If the value is 0.5-0.6, it is considered to meet the validity test requirements. The score for each indicator above shows between 0.805 to 0.870. Thus the indicators used are sufficient to qualify for the validity test. and the data above the outer loading value is> 0.5, so it is declared valid.

Reliability Test 


The reliability test is used to measure the results of the questionnaire variable index which is the result of the indicator of the variable. A questionnaire that is declared reliable is one that is consistent over time. The reliability test is based on the composite reliability value. All variables are declared reliable because the Cronbach value> 0.7 and the rho A value> 0.7 and the composite value> 0.6 The following are the results of the construct reliability and validity test: 

Table 2: Construct Reliability And Validity - Overview

Source: processed results SmartPLS4 2024

	
	Cronbach's Alpha
	Composite Reliability (rho_a)
	Composite reliability (rho_c)
	Average variance explained (AVE)

	Celebrity Endorse
	0.832
	0.833
	0.888
	0.664

	Competitive advantage
	0.850
	0.860
	0.899
	0.689

	Live shopping
	0.818
	0.824
	0.891
	0.733

	Social media
	0.883
	0.887
	0.919
	0.741


Average Variance Extracted (AVE)


The root value of AVE is to describe the diversity of variables owned by latent constructs. The following are the results of the AVE value:

Table 3: Average Variance Extracted (AVE) Output

	
	Celebrity endorsement
	Competitive advantage
	Live shopping
	Social media

	Celebrity endorsement
	0.815
	
	
	

	Competitive advantage
	0.575
	0.830
	
	

	Live shopping
	0.500
	0.615
	0.856
	

	Social media
	0.623
	0.692
	0.556
	0.861


Source: SmartPLS2024 processed results

MODEL STRUCTURE TEST

R-SQUARE TEST


According to (widarjono) the r-square test aims to explain the number of variable comparisons, from the dependent variable explained by the independent variable. The R-square value can be seen in the table below:

Table 4: R-Square Output
	
	R Square
	Adjusted R-Square

	Competitive advantage
	0.570
	0.564


Source: processed SmartPLS4 2024

Based on the table above, it shows that the competitive advantage variable R square value is 0.570 or 57% with an adjusted r square value of 0.564. meaning that it shows that the relationship between celebrity endorse, live shopping, and social media on competitive advantage has a good enough influence so that the r-square output is fulfilled.

HYPOTHESIS
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Figure 3. Graphical Output

(source processed SmartPLS4 2024)

In the final result section of this research is to test the hypothesis obtained from the boosttrapping calculation below:

Table 5: Output Path Coefficients

	


	T Statistic

(|O/STDE)
	P values

	Celebrity Endorse (X1) ->Competitive advantage (Y) 
	2.535
	0.012

	Live shopping(X2)->Competitive advantage(Y)
	5.024
	0.000

	Social media (X3) -> competitive advantage (Y)
	5.357
	0.000


Source: processed SmartPLS4, 2024

Based on the results obtained, it can be seen that the t-statistic value of the celebrity endorsement variable on competitive advantage is 2.535 with a significance of 0.012. Furthermore, the value of the live shopping variable on competitive advantage has a t-statistic value of 5.024 and a significance value of 0.000 and the t-statistic value of the social media variable is 5.357 and a significance value of 0.000. From this data, a comparison is then made between the p value and the t-statistic value as follows:

1. Celebrity endorse relationship to competitive advantage has an effect because the p value is 0.012 <0.005 and the t statistic value is 2.535> 1.65.

2. Live Shopping on Competitive Advantage has an effect because the p value of 0.000 <0.005 and the t statistic value of 5.024> 1.65

3. Social media on competitive advantage has an effect because the p value is 0.000 <0.005 and the t statistic value is 5.357> 1.65.

Discussion of Hypothesis Results



This section explains the results of hypothesis testing conducted by researchers. The purpose of this study is to reveal how celebrity endorsements, live shopping, and social media influence competitive advantage. A total of three hypotheses were developed and tested using Structural Equation Modeling (SEM) techniques and supported by SmartPLS 4.0 software. the results of the study showed the following:

1. The results showed that the celebrity endorser variable had an effect on the competitive advantage variable. the better the celebrity endorser, the more it increases competitive advantage. In the celebrity endorser variable, the indicators used are also clear enough to determine how important the influence is. The information conveyed by influencers has a big impact on sales. According to (Ahmad, 2020) that celebrity endorsers have positive benefits and functions because they have popularity, talent, charisma and credibility so that it is very important for consumers.  This is also in line with previous research. Which was conducted by (Siti Nabilah, 2023). Which also concluded that celebrity endorsers affect the competitive advantage of a brand. 

2. The results showed that the live shopping variable had an effect on the competitive advantage variable. This means that the better the live shopping, the more it increases competitive advantage. This is also in accordance with research conducted (Peilin Zhang, 2023). Which concludes that live shopping has an effect on competitive advantage. According to (Vinia Fransiska, 2020) live shopping is an activity that is not boring when shopping online. Where customers can ask directly about the items they want to buy so that live shopping is very influential for sales.

3. The results showed that social media variables affect the competitive advantage variable. This means that the better the social media, the more it will increase competitive advantage. This is also in line with research conducted by (Deddy, 2019). Which concludes that social media has an effect on competitive advantage. According to (Alphen, 2020), social media is the right place for sales. This was proven during the 2020 covid pandemic, social media made it very easy for us to find information.

5.  CONCLUSION
Based on the results of this study, it can be concluded that purchasing decisions can be influenced by discounts, live shopping and the right endorsement. Meanwhile, women purchase skintific skincare products because of the right innovation and in accordance with current developments. Skintific products are also the most popular products in 2023. This product is considered high quality and has a good reputation by the community. The focus of this research is on millennials where they are a potential market and take the subject of female students who use skintific products, especially those in the labuhanbatu raya area. Meanwhile, in this era, skincare has become a part of women. Therefore, manufacturers are competing to release the latest types of skincare. Then the skincare brands also issued their marketing strategy, which is one of them live shopping, and making discounts. This is very attractive to consumers, especially for students. This research also shows that influencers play an important role in the excellence of a brand. This skintific brand can 
also maintain product quality so that trust in the brand is maintained. Skintific brands on social media are also very attractive to consumers through the content created. Reviews in the marketplace also make it easier for new buyers so they don't hesitate to try skintific products. Where the reviews found on the marketplace are very positive.
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