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Abstract 

This research is motivated by the increasing role of beauty influencers in conveying information about beauty 

and skin care through social media. Content containing education, product reviews, usage tutorials, and 

sunscreen recommendations is widely used as a reference by students in understanding the importance of 

protecting the skin from exposure to ultraviolet rays. However, the knowledge and habits of using sunscreen in 

students still need to be considered, especially in terms of regular use and reuse according to the rules. This 

study aims to analyze the influence of beauty influencers on sunscreen knowledge and sunscreen use in students 

in Surabaya. The method used is a quantitative approach with a type of correlational research. The research 

sample is a student in Surabaya who actively uses social media and has seen beauty influencer content related to 

sunscreen. Data collection was carried out using a Likert scale questionnaire which was compiled based on 

beauty influencer indicators, sunscreen knowledge, and sunscreen use. Data were analyzed through validity 

tests, reliability tests, descriptive analysis, and hypothesis tests using the help of SPSS. The results of the study 

showed that beauty influencers had a positive and significant effect on sunscreen knowledge in students in 

Surabaya with a significance value of 0.000 < 0.05. This shows that the higher the exposure and trust of students 

to beauty influencers, the higher the students' knowledge about sunscreen. In addition, beauty influencers also 

have a positive and significant effect on the use of sunscreen. However, the effect on the use of sunscreen is still 

lower than the effect on knowledge. The descriptive results also show that students' knowledge about sunscreen 

is relatively high, but sunscreen usage behavior is not fully optimal, especially in the aspect of re-using or re-

applying sunscreen. Based on these results, it can be concluded that beauty influencers have an important role as 

a digital educational medium in increasing knowledge and encouraging the use of sunscreen in students in 

Surabaya. However, knowledge improvement has not always been followed by consistent usage behaviors, so 

education that is more practical, repeatable, and easy to apply in daily life is needed. 

Keywords: Beauty Influencer, Sunscreen Knowledge, Sunscreen Use, Social Media. 

 

INTRODUCTION 

Nowadays, technology not only plays a role as the main driver of a country's progress, but also 

becomes a source of influential innovation in various sectors, including the beauty sector 

(Candraningrum, 2025). The development of technology and social media has given birth to a new 

phenomenon in the beauty world, namely the emergence of beauty influencers who have a great 

influence on consumer behavior in using skin care products. 

Beauty influencers play an important role in influencing people's views, trends, and 

consumption habits towards beauty products. Through content such as tutorial guides, product 

reviews, and personal advice, they can significantly influence an audience's purchasing choices. 

Recommendations from influencers are considered more honest than traditional ads because they are 

delivered personally and are based on first-hand experience (Rushworth, 2017). Social media 

algorithms that favor visual content and short videos also help expand their reach, so that the message 

conveyed quickly spreads and is accepted by the general public. As a result, many consumers, 
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especially the younger generation, trust the opinions of influencers when choosing skincare products, 

including in understanding the importance of using sunscreen to protect the skin from ultraviolet rays. 

Beauty influencers are able to shape public opinion and increase public awareness of the 

importance of skin care, one of which is the use of sunscreen as the main protector from UV exposure. 

Sunlight contains ultraviolet (UV) radiation that can cause various problems on the skin. The impact 

can be short-term such as sunburn and tanning, as well as long-term such as premature aging and skin 

cancer risk. Therefore, the use of sunscreen is important to protect the skin from the adverse effects of 

UV rays, especially for teenagers who have a lot of outdoor activities (Riska, 2024)  

Facial skin health is a crucial aspect of quality of life, especially in adulthood where hormonal 

changes, collagen declines, and genetic factors internally, as well as exposure to UV rays, pollution, 

and external lifestyles begin to impact skin conditions (Tan, 2025). Literature research shows that 

ultraviolet light is a component of the electromagnetic spectrum that comes from the sun. There are 

three types of UV rays, namely UVA, UVB, and UVC, which distinguish based on their wavelength. 

Exposure to UVA and UVB radiation is one of the main causes of skin cancer risk. Sunscreen is one 

of the methods of chemically protecting the skin from the sun. The active ingredients in sunscreen can 

absorb, disperse, and reflect sunlight to provide maximum protection to the skin (Wibawa, 2025). The 

correct use of sunscreen greatly affects the level of hyperpigmentation. Ultimately, it is important to 

educate the public about the benefits of using sunscreen to avoid the short- and long-term effects of 

excessive UV exposure. 

Educational efforts regarding the importance of using sunscreen become increasingly relevant 

when associated with climate conditions in Indonesia which have high intensity of sunlight 

throughout the year. One example can be seen in the city of Surabaya, which is one of the largest 

metropolitan cities in Indonesia with quite extreme levels of sun exposure. Sunscreen users in 

Indonesia are still very low because they only reach two percent. This is because many consumers feel 

uncomfortable when using sunscreen products. This makes the use of sunscreen an important step in 

protecting the skin, especially for students who often do outdoor activities. However, the reality is that 

students' awareness of using sunscreen is still relatively low, so there is a need for encouragement and 

education about the importance of protecting the skin from the dangers of ultraviolet rays (Sakinah, 

2024). 

Although research on the influence of beauty influencers on consumer behavior in the beauty 

industry has grown rapidly, there is still a significant gap in the literature that specifically examines 

their impact on sunscreen usage behaviors, rather than just product purchase intentions. Most previous 

studies have focused more on commercial aspects, such as increased sales or brand preference, so they 

have explored less how influencers can encourage the adoption of healthy skincare habits on a 

sustainable basis. This research is important to fill these gaps, as it allows for an in-depth 
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understanding of the effectiveness of influencers in shaping healthy skincare behaviors, such as 

regular sunscreen use to prevent skin damage from UV rays. 

 

LITERATURE REVIEW 

Source Credibility 

Source Credibility explains that the success of a message in influencing the recipient of 

information is greatly influenced by the credibility of the source delivering the message. Source 

credibility generally includes aspects of expertise, trustworthiness, and attractiveness. With the 

development of social media, beauty influencers can become one of the sources of information that 

influence the knowledge and decisions of their followers, including regarding skincare and sunscreen 

use. 

Beauty influencers have the ability to convey information through content such as product 

reviews, tutorials, personal experiences, and skincare recommendations. The closeness of 

communication established through social media can make followers feel that they have a more 

personal relationship with influencers. This condition can increase the acceptance of the information 

conveyed. However, the high popularity of influencers does not always indicate that the information 

provided has high quality or accuracy. Diehl et al. (2025) found that user engagement with sunscreen-

related content on social media is not always associated with the accuracy or quality of the 

educational content. 

 

Health Knowledge and Behavior 

Knowledge is one of the important components in the formation of health behavior. Knowledge 

about sunscreen includes an understanding of the function of sunscreen, the benefits of protection 

against ultraviolet radiation, the meaning of SPF and PA, the timing of application, the amount to be 

used, and the importance of reapplying sunscreen. Such knowledge can be obtained from various 

sources of information, including social media and beauty influencers. 

Exposure to information provided by beauty influencers can help students gain knowledge 

about the importance of skin protection. Repeated exposure to information can increase a person's 

understanding of the risks of sun exposure and the benefits of sunscreen use. However, increased 

knowledge does not always directly result in changes in behavior. Other factors such as attitudes, 

habits, environment, product convenience, price, and perceptions of the need for sunscreen can also 

influence its use. 

Ayu et al. (2024) showed that students' level of knowledge about sunscreen is associated with 

its use behavior, although the relationship between knowledge and behavior is not always 

straightforward. Therefore, this theory is relevant for explaining the knowledge variable in research 

on the influence of beauty influencers on students' knowledge and sunscreen use. Beauty influencers 

can be viewed as one of the sources of information that provide knowledge stimuli. This information 



Tanzylla Azzaranur Karyadi, Yunus Karyanto, Ria Andriani Mukti 

The Influence Of Beauty Influencers On The Knowledge And Use Of Sunscreen In Students In Surabaya 

837 

 
is then processed by students and can serve as a basis for developing understanding and making 

decisions to use sunscreen in their daily lives. 

 

Social Learning 

Social Learning explains that individuals can acquire knowledge and develop behavior through 

the process of observing the behavior of others. This process can occur through observation, imitation, 

and behavioral modeling. In the context of social media, beauty influencers can function as models 

observed by students. 

Beauty influencers often demonstrate skincare routines, how to apply sunscreen, the amount of 

product used, the timing of application, and the reasons why sunscreen use is important. Such visual 

content allows students not only to receive information verbally but also to directly observe how a 

particular behavior is performed. Repeated exposure to content can reinforce the learning process and 

increase the likelihood that a person will adopt the observed behavior. Engel et al. (2024) explain that 

social media influencers have become an important source of health information for adolescents. In 

the context of sunscreen use, students who routinely see beauty influencers using sunscreen can gain 

knowledge while also developing the perception that sunscreen use is an important part of skincare 

and skin health maintenance. 

 

METHOD 

This study uses a quantitative approach with a type of correlational research, which aims to 

analyze the relationship between independent variables, namely Beauty Influencer (X), and dependent 

variables, namely Sunscreen Knowledge (Y1) and Sunscreen Use (Y2) in Students in Surabaya. 

Correlation research was chosen because it is epistemologically in accordance with the goal of 

identifying the existence or absence of statistical relationships between variables without 

manipulating or intervening on the research subject. 

Theoretically, correlational research is part of the design Non-Experimental Research, that is, a 

design that does not treat variables, but observes phenomena as they are. According to (John W. 

2025), correlation research aims to “to measure the degree of association between two or more 

variables and to make predictions based on these relationships”. Thus, this study not only assesses 

whether the relationship between variables X and Y is significant, but also allows an analysis of how 

much a variable contributes in predicting changes in other variables.  

Sugiyono, (2022) Explains that quantitative research is a method based on the philosophy of 

positivism, used to research a specific population or sample, and data analysis is statistical with the 

aim of testing hypotheses. The principle of positivism encourages the use of standardized instruments 

and numerical approaches, so that the relationship between exposure Beauty Influencer and 

knowledge of sunscreen use can be objectively measured, measurable, and statistically tested. 
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Correlation research also allows researchers to identify the direction of the relationship between 

variables whether the relationship is positive, negative, or uncorrelated and measure their strength 

using correlation coefficients. This is in line with the opinion (Hasan, 2024) which states that. 

 

Place and time of the research 

1. Research Place 

The research location was conducted in the city of Surabaya, focusing on students who actively 

use social media and have the potential to be exposed to beauty influencer content. 

2. Research Time 

The research implementation time is planned for January-June 2026, which includes the stages of 

instrument preparation, data collection, data processing, and preparation of final reports. 

The population in this study is students in Surabaya who actively use social media and have the 

potential to be exposed to beauty influencer content regarding sunscreen. The research sample 

amounted to 100 respondents who were determined using purposive sampling techniques. Respondent 

criteria include students aged 18–25 years, domiciled or studying in Surabaya, actively using social 

media, having seen beauty influencer content related to sunscreen, and willing to be a research 

respondent. 

The data collection technique used is a questionnaire. In quantitative research, the preparation of 

questionnaires must be based on a strong theoretical study so that each statement item is able to 

accurately describe the indicators of research variables. Each item is prepared using clear language, easy 

for respondents to understand, and in accordance with the context of the research so as to minimize the 

occurrence of measurement bias. In addition, the use of measurement scales, such as the Likert scale, is 

a common choice because it is able to measure the level of approval or perception of respondents to a 

phenomenon in a more structured manner. Questionnaires that are compiled based on theoretical 

indicators will produce more accurate data and improve the quality of analysis conducted by researchers 

(Azzahra, 2020).  

The data obtained was then analyzed using the help of the SPSS program. The analysis stages 

include descriptive analysis, instrument validity and reliability tests, and prerequisite tests in the form 

of normality tests and homogeneity tests. Furthermore, hypothesis testing was carried out using 

simple linear regression analysis, t-test, and determination coefficient (R²) to determine the influence 

of Beauty Influencer on Sunscreen Knowledge and Sunscreen Use in students in Surabaya. 

 

RESULTS AND DISCUSSION 

Research Results 

The Influence of Beauty Influencers on Sunscreen Knowledge 

The results of the study indicate that beauty influencers have a positive and significant 

influence on sunscreen knowledge among students in Surabaya. Beauty influencers function not only 
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as promotional media but also as an educational source that can shape students’ understanding of 

sunscreen. Through product reviews, skincare routines, tutorials, and personal experiences, beauty 

influencers provide accessible information regarding the benefits, functions, and proper use of 

sunscreen. 

The simple linear regression analysis showed an R value of 0.794, indicating a strong 

relationship between beauty influencers and sunscreen knowledge. The R Square value of 0.631 

indicates that beauty influencers explain 63.1% of the variation in sunscreen knowledge, while the 

remaining 36.9% is influenced by other factors not examined in this study. The hypothesis test 

obtained a significance value of 0.000 < 0.05, indicating that beauty influencers have a statistically 

significant influence on students’ sunscreen knowledge. 

Table 1. Regression Results of the Influence of Beauty Influencers on Sunscreen Knowledge 

Indicator Result Interpretation 

R 0.794 Strong relationship 

R Square 0.631 63.1% explained variation 

Significance 0.000 Significant influence 

Source: Primary data, processed by the researcher. 

The finding is consistent with Djafarova and Rushworth (2017), who found that online 

celebrities can be perceived as credible and trustworthy, particularly when they communicate through 

personal experiences. Their findings also indicate that non-traditional influencers can be influential 

because audiences perceive them as relatable and credible. (ScienceDirect) Therefore, repeated 

exposure to beauty influencer content may strengthen students’ understanding of sunscreen and 

increase their awareness of the importance of skin protection. 

 

The Influence of Beauty Influencers on Sunscreen Use 

The results also show that beauty influencers have a positive and significant influence on 

sunscreen use among students in Surabaya. However, the strength of the relationship is lower than 

that found for sunscreen knowledge. The regression analysis produced an R value of 0.354, indicating 

a low relationship between beauty influencers and sunscreen use behavior. The R Square value of 

0.125 indicates that beauty influencers explain 12.5% of the variation in sunscreen use, while the 

remaining 87.5% is influenced by other factors. 

Table 2. Regression Results of the Influence of Beauty Influencers on Sunscreen Use 

Indicator Result Interpretation 

R 0.354 Low relationship 

R Square 0.125 12.5% explained variation 

Significance < 0.05 Significant influence 

Source: Primary data, processed by the researcher. 

The lower contribution to behavior suggests that knowledge gained from beauty influencers 

does not automatically result in consistent sunscreen use. Students may understand the importance of 

https://www.sciencedirect.com/science/article/abs/pii/S0747563216307506?utm_source=chatgpt.com
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sunscreen but may not apply it regularly because of factors such as personal habits, product price, 

discomfort, forgetfulness, skin conditions, or perceived necessity. According to Ajzen (1991), 

behavior is influenced by attitudes, subjective norms, and perceived behavioral control in addition to 

knowledge.  

Overall, the findings demonstrate that beauty influencers have a substantially stronger role in 

shaping sunscreen knowledge (63.1%) than sunscreen use behavior (12.5%). This indicates that 

beauty influencers are particularly effective as information and educational sources, while consistent 

behavioral change requires additional supporting factors. 

 

Discussion 

The Influence of Beauty Influencers on Sunscreen Knowledge 

Based on the results of the study, beauty influencers are proven to have a positive influence on 

sunscreen knowledge in students in Surabaya. This shows that beauty influencers not only play a role 

as a promotional medium, but also as an educational source that shapes students' understanding of 

sunscreen. 

The results of a simple linear regression analysis showed an R value of 0.794, which means that 

the relationship between Beauty Influencer and Sunscreen Knowledge is in the strong category. The R 

Square value of 0.631 shows that Beauty Influencers are able to explain 63.1% of the variation in 

Sunscreen Knowledge, while the remaining 36.9% are influenced by other factors that were not 

studied in this study. These findings are in line with Djafarova and Rushworth (2017) who stated that 

influencers are considered more credible than traditional advertising because they convey personal 

experiences directly. This credibility makes information more receptive to the audience. 

In addition, these results also support the Theory of Planned Behavior by Ajzen (1991), which 

explains that behavior change begins with the formation of attitudes and knowledge. In this study, 

beauty influencers play a role in increasing students' knowledge about sunscreen. The results of the 

hypothesis test showed a significance value of 0.000 < 0.05, so it can be concluded that beauty 

influencers have a significant effect on sunscreen knowledge. The higher the exposure to beauty 

influencers, the higher the level of student knowledge. This finding is also supported by Zed et al. 

(2024) who state that influencer marketing contributes to increasing consumer awareness and 

knowledge of beauty products. 

 

The Influence of Beauty Influencers on Sunscreen Use 

The results of the study show that beauty influencers also have a positive and significant effect 

on the use of sunscreen in students in Surabaya. This means that the content delivered by beauty 

influencers not only increases knowledge, but also encourages changes in sunscreen use behavior. 

The results of a simple linear regression analysis showed an R value of 0.354, which means that 

the relationship between Beauty Influencer and Sunscreen Use Behavior is in the low category. The R 
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Square value of 0.125 indicates that Beauty Influencers are able to explain 12.5% of the variation in 

Sunscreen Use Behavior, while the remaining 87.5% is influenced by other factors that were not 

studied in this study. However, the influence on usage behavior is lower than the effect on knowledge. 

This shows that although students know the importance of sunscreen, not all of them apply it 

consistently. 

According to Ajzen (1991), a person's behavior is not only influenced by knowledge, but also 

by attitudes, subjective norms, and perceived behavioral control. These factors lead to a gap between 

knowledge and real action. In addition, Djafarova and Rushworth (2017) explain that influencers 

influence perception and knowledge more strongly than long-term behavior, because behavior is 

influenced by many other external factors. 

 

CONCLUSION  

Based on the results of the research, it can be concluded that beauty influencers have a positive 

and significant influence on the knowledge and use of sunscreen in students in Surabaya.  The 

influence of beauty influencers on sunscreen knowledge was relatively strong with an R Square value 

of 0.631 or 63.1%, while the influence on sunscreen use was relatively lower with an R Square value 

of 0.125 or 12.5%. This shows that beauty influencers are more effective in increasing students' 

knowledge about sunscreen than in encouraging consistent use behavior.  

Although the level of knowledge of students about sunscreen is relatively high, its application 

in daily life is not fully optimal, especially in reusing or re-applying sunscreen. Thus, beauty 

influencers have an important role as a digital educational medium about sunscreen, but it is necessary 

to deliver information that is more practical, repeatable, and easy to apply so that increased 

knowledge can be followed by more consistent sunscreen use habits. 
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