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Di zaman sekarang ini, banyak bisnis memanfaatkan dukungan publik figur untuk meningkatkan penjualan
dan brand awareness mereka, bahkan juga untuk memperluas target market mereka. Dikarenakan banyak
brand dari berbagai industri menyadari seberapa besar dampak dari endorse publik figur ini, mereka semakin
bergantung kepada mereka karena publik figur ini mempunyai kemampuan untuk mempengaruhi orang
terhadap suatu produk atau servis. Hal ini mendorong pelaku bisnis untuk lebih banyak berkolaboras
dengan influencer dan hal ini terlihat dari kasus Tasya Farasya dan dampak endorsement di industri
kecantikan. Oleh karenaitu, makalah ini bertujuan untuk memahami bagaimana konsep teori AIDA model
(Lewis, 1898) menjelaskan pengaruh publik figur dalam mempengaruhi perilaku pembelian masyarakat
melalui endorsement Tasya Farasya di Instagram. Penelitian ini menggunakan metode kualitatif dan metode
pengumpulan data sekunder digunakan untuk menganalisis unsur AIDA dalam fenomena endorsement
Tasya Farasya. Pendlitian ini, kemudian, menunjukkan bahwa ada beberapa tahapan yang dilalui seseorang
dalam proses pengambilan keputusan untuk membeli produk atau layanan, dan tingkat keefektifan model ini
bergantung pada sigpa yang di endorse.

...... In this day and age, alot of business brands, make use of public figure endorsement to increase their
brand awareness and sales and hopefully expand more potential target audience. As many brands coming
from different industries have shown how impactful these endorsements are, they rely more on those public
figured/influencers due to their power in shaping people’ s desires on a product on service. This encourages
businesses to collaborate more with influencers and this can be seen through the case of Tasya Farasyaand
the beauty industry endorsement impacts. Thus, this paper aims to understand how the AIDA model of
communication theory (Lewis, 1898) explains the influence of public figure in influencing people’s buying
behavior through Tasya Farasya s endorsement on Instagram. In order to gain the data, qualitative method is
applied in this research and secondary data collecting method is used to analyze the AIDA eementsin
Tasya Farasya s endorsement phenomenon. The study later shows that there are some stages people gone
through in their decision-making process to purchase a product or service and the effectiveness rate of this
model is depending on who' s being endorsed. In this day and age, alot of business brands, make use of
public figure endorsement to increase their brand awareness and sales and hopefully expand more potential
target audience. As many brands coming from different industries have shown how impactful these
endorsements are, they rely more on those public figures/influencers due to their power in shaping people’s
desires on a product on service. This encourages businesses to collaborate more with influencers and this
can be seen through the case of Tasya Farasya and the beauty industry endorsement impacts. Thus, this
paper aims to understand how the AIDA model of communication theory (Lewis, 1898) explains the
influence of public figure in influencing peopl€e s buying behavior through Tasya Farasya s endorsement on
Instagram. In order to gain the data, qualitative method is applied in this research and secondary data
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collecting method is used to analyze the AIDA elementsin Tasya Farasya s endorsement phenomenon. The
study later shows that there are some stages people gone through in their decision-making process to
purchase a product or service and the effectiveness rate of this model is depending on who’ s being endorsed.



