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	ABSTRACT

	In the New Media era, Instagram serves as a strategic interactive marketing platform for the beauty industry. Beauty brands are capitalizing on the global Korean Wave phenomenon extensively through international celebrity endorsements, as seen in MI:seum's collaboration with South Korean actor Ahn Hyo-Seop. Although existing literature primarily examines short-term impacts such as brand awareness, a significant research gap remains regarding long-term post-purchase effects, particularly overall consumer satisfaction. Based on Source Credibility Theory, this study aims to examine the effect of Brand Ambassador Ahn Hyo-Seop's endorsement credibility on consumer satisfaction with MI:seum products among followers of the Instagram account @mi:seum.id. Using a quantitative explanatory approach with a causal research design, this study sampled active followers from a total population of 22,000. Using the Slovin formula with a 10% margin of error, the base sample of 100 was expanded to 120 respondents through Simple Random Sampling to improve statistical accuracy. Data were collected through a validated and reliable structured digital questionnaire, and analyzed using Simple Linear Regression via IBM SPSS 25.0. The partial hypothesis test (t-test) yielded a calculated t-value of 10.103 ($p < 0.001$), which confirmed that endorsement credibility positively and significantly influenced consumer satisfaction. The overall regression model showed a strong fit ($F = 102.080, p < 0.001$), with a coefficient of determination ($R^2$) of 0.464, indicating that 46.4% of the variance in consumer satisfaction was directly influenced by Ahn Hyo-Seop's endorsement credibility. These findings empirically validate the Source Credibility Theory in the digital ecosystem, indicating that positive perceptions of international brand ambassadors effectively drive sustained evaluative responses in consumers.
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INTRODUCTION
Advances in information and communication technology in the New Media era have transformed the landscape of social interaction and fundamentally reshaped marketing communication channels. New media particularly social media is no longer viewed merely as a tool for one-way messaging, but as a participatory, interactive, and liberating cyberspace for its users (Imawan, 2018). The characteristics of new media which emphasize speed and strong visual appeal have forced industry players to move away from traditional marketing approaches. Visual-based platforms like Instagram have now become the primary means for the local beauty industry to reach its target audience in a dynamic, interactive, and real-time manner (Kocak et al., 2026; Rahman, 2025; Sandy et al., 2025). In the highly competitive cosmetics market, the dissemination of information and brand image building occur rapidly, so industry players need to develop persuasive communication strategies that can maintain customer loyalty and ensure high levels of customer satisfaction. One of the most effective transnational phenomena used in digital marketing communication today is the Korean Wave (Hallyu) (Fajriati & Wijayanto, 2025).
The popularity of South Korean pop culture including music and dramas has a significant influence on the preferences, aesthetic views, and lifestyles of young people in Indonesia. Partnering with well-known public figures or South Korean actors as brand ambassadors is a strategic move frequently used by many local cosmetics manufacturers to attract attention, build credibility, and make their products stand out in the eyes of consumers (Alvianingsih et al., 2025). These international Brand Ambassadors are not only the face of the brand but also the primary communicators who bridge the company’s marketing messages to a wide audience in the digital space (Leggett & Davies, 2026; Whittaker et al., 2026; Zook & Smith, 2016). This strategy has been adopted by the beauty brand MI:seum through its official Instagram account, @mi:seum.id. MI:seum has officially.
Theoretically, the effectiveness of using international brand ambassadors in new media can be comprehensively analyzed using Source Credibility Theory, introduced by Hovland, Janis, and Kelley in 1953. This theory suggests that the extent to which an audience accepts a message and how their attitudes change depends on their perceptions of the communicator’s characteristics. These characteristics encompass three dimensions: likability, trustworthiness, and expertise. In the digital age, Instagram followers continuously evaluate these three dimensions of credibility through the endorsement content posted by Ahn Hyo-Seop for MI:seum (Muntafi’ah, 2023). Although this endorsement strategy is frequently used, there is a significant research gap in the digital marketing communication literature (Siregar et al., 2025). Most previous research on celebrity endorsements has focused on evaluating short-term effects during the pre-purchase phase, such as increasing brand awareness or driving consumer purchase intent (Sertoglu et al., 2014). In contrast, research examining long-term effects during the post-purchase phase is very limited and rare, particularly regarding how messages from foreign brand ambassadors can influence overall customer satisfaction. Customer satisfaction is a key indicator of whether a brand can remain strong in a competitive market; without positive post-purchase feelings, significant investment in international brand ambassadors will result in low customer retention (Džinić et al., 2026; Kandampully et al., 2015; Salsabila & Purwanto, 2024; Serra-Cantallops et al., 2018). This study aims to fill a gap in the literature by testing the causal relationship between direct support activities and consumers’ final satisfaction evaluations.
Previous studies have examined the influence of Ahn Hyo-Seop as a brand ambassador on various consumer behavior variables. Simatupang & Khasanah (2025) found that attractiveness, credibility, and popularity of Ahn Hyo-Seop as a brand ambassador positively and significantly influence brand image, which in turn affects purchase decisions for Mie Sedaap products. Similarly, Sihombing (2025) demonstrated that Ahn Hyo-Seop's brand ambassador role has a positive and significant influence on repeat purchase behavior among adolescents in West Jakarta. 
However, these studies primarily focused on pre-purchase and repurchase intention variables, leaving a gap in understanding the direct effect on post-purchase consumer satisfaction. Azizah & Wiraguna (2024) explored brand personality and celebrity endorsers' influence on customer loyalty through brand trust, but did not specifically examine consumer satisfaction as an outcome variable. Research by Mustofa et al. (2025) confirmed that celebrity endorsement through social media exerts the most significant influence on consumer satisfaction among young Muslim consumers.
The research gap lies in the limited empirical evidence examining the direct causal relationship between brand ambassador endorsement credibility and consumer satisfaction in the Indonesian beauty industry context, particularly for newly launched brands. While previous studies have established the link between celebrity endorsers and purchase intention or brand image, few have investigated how endorser credibility translates into post-purchase satisfaction evaluations. This study fills that gap by testing the application of Source Credibility Theory in the new media ecosystem, specifically examining how Ahn Hyo-Seop's endorsement credibility affects consumer satisfaction with MI:seum products. The research urgency is driven by the increasing investment in international brand ambassadors by local beauty brands without sufficient empirical evidence on the long-term returns in terms of consumer satisfaction and loyalty. The novelty of this research lies in its focus on post-purchase consumer satisfaction as the dependent variable, extending the application of Source Credibility Theory beyond pre-purchase behavioural intentions.
Based on the research gap, the primary objective of this study is to examine the effect of brand ambassador Ahn Hyo-Seop’s endorsement on consumer satisfaction with MI:seum products on Instagram @miseum.id. Through this objective, the study is expected to make a theoretical contribution to the development of Source Credibility Theory in the context of New Media, as well as provide practical benefits for the local cosmetics industry in assessing the cost-effectiveness of global brand ambassador campaigns.
Because interactions on Instagram are dynamic and involve a large audience, this study employs a close quantitative causal testing method (Creswell & Creswell, 2018). Sampling was conducted using the simple random sampling technique based on the Slovin formula with a 10% margin of error Sugiyono (2020) to ensure scientific objectivity and accurate data representation. Based on the discussion above, the researcher is interested in conducting a study titled: “The Effect of Ahn Hyo-Seop as a Brand Ambassador on Consumer Satisfaction with MI:seum Products.”

METHOD
Research Types and Approaches
The Korean Wave, or Hallyu, is a transnational phenomenon that has significantly transformed consumer behavior in Indonesia, particularly among young people who have a strong emotional connection to South Korean celebrities. This cultural wave creates a psychological effect known as “bonus effectiveness,” in which Korean celebrities are not only viewed as commercial role models but also serve as symbols of the lifestyle and aesthetic standards desired by the audience. The beauty brand MI:seum capitalizes on this context by selecting South Korean actors such as Ahn Hyo-Seop to bring global prestige to their local products, which consumers then evaluate after purchase.
Population and Sample
Population
The population in this study was large-scale, meaning it included all followers of the official Instagram account @miseum.id, totaling 22,000 accounts. This population was considered homogeneous because all participants were active users of new media and had been directly exposed to the same promotional content visuals on that platform (Hair et al., 2021)


Samples and Sampling Techniques
The sampling technique used in this study is Simple Random Sampling, which means that every member of the population has an equal chance of being selected. According to Sugiyono (2020), this method is used because every member of the population has an equal chance of being selected as a respondent, regardless of their specific level or stratum. Since research on new media communication involves changes in consumer behavior in the digital space, the allowable margin of error is 10%. The acceptable range for social research and general behavioral studies is typically between 5% and 10%. Based on these characteristics, the minimum sample size was calculated using the Slovin formula as follows:
N
n =
1 + N (e)²
Description:
n =  Minimum sample size
N = Total of Population (22.000 followers)
e  = Error tolerance limit / margin of error (10% or 0.10)
According to the formula mentioned above, the mathematical calculation is as follows:
22.000
n =
1 + 22.000 (0,10)²
22.000
n =
1 + 22.000 (0,01)
22.000
n =
1 + 220
22.000
n =
221
n = 99,54

So, based on the calculation above, we get a figure of 99.54 respondents, which is then rounded up to at least 100 respondents.
To improve the accuracy of simple linear regression testing, strengthen the model’s predictive power, and reduce errors in post-purchase data analysis, the researchers increased the final dataset to 120 respondents. The policy of increasing the sample size above the minimum threshold set by Slovin is in line with the methodological principles outlined by Sugiyono (2020), who emphasizes that the closer the sample size is to the population size, the lower the margin of error in the analysis.
Data Collection Methods
In this study, data were collected digitally using a structured questionnaire distributed via a Google Forms link on the social media platform Instagram. The questionnaire was designed using a 1-to-5 Likert scale to measure response intervals ranging from “Strongly Disagree” (score 1) to “Strongly Agree” (score 5).
In line with the application of the simple random sampling technique, which requires equal random chances for all elements in a homogeneous population without stratification, the respondent criteria established in this study have only one indicator, namely:
Active followers of the official Instagram account @mi:seum.id
This survey was shared publicly on the platform, so that every randomly selected follower had an equal opportunity to complete it; ultimately, valid data was collected from 120 respondents, ready for analysis using a simple linear regression model.
Operationalization of Variables
Operationalizing variables is necessary to transform theoretical concepts into indicators that can be measured and assessed through questionnaire items. This study involves two main variables, which are defined and operationalized as follows:
Independent Variable (X)
The independent variable in this study is Ahn Hyo-Seop’s Brand Ambassador Endorsement (X). This variable refers to the promotional messages and image representation conveyed by a public figure for the MI:seum product. According to Source Credibility Theory, developed by Carl Hovland and others in 1953, how effectively a message is received depends heavily on the credibility of the person delivering it. This variable is measured through three main dimensions according to Hovland.
1. Expertise: Assessing the extent to which followers perceive a communicator or brand ambassador as having genuine knowledge, skills, experience, and capabilities related to the MI:seum beauty products they represent.
2. Trust: Measuring how objective, honest, sincere, and ethical Ahn Hyo-Seop is when sharing messages of support, thereby making his followers feel safe and confident enough to follow his recommendations.
3. Attractiveness (Attractiveness / Dynamism): Assessing Ahn Hyo-Seop’s physical appearance, personal charm, and visual appeal on his new social media platform (Instagram), which helped capture the initial attention of his followers.
Dependent Variable (Y)
The dependent variable in this study is Consumer Satisfaction (Y), which refers to the emotional evaluation by followers of the Instagram account @mi:seum.id of the overall performance of communication stimuli, brand image, and products represented by brand ambassadors. Using the Simple Random Sampling technique, which is random and evenly distributed across the entire population of followers, satisfaction was comprehensively measured based on the perceptions formed after they were exposed to promotional content. According to Kotler & Keller (2016), these variables are measured through three main indicators:
4. Expectation Conformity: Followers’ assessments of how well the appearance, performance, and image of MI:seum’s beauty product brand ambassadors meet the quality standards they expect.
5. Word-of-Mouth Interest: The willingness of followers to provide positive feedback, share content, or recommend MI:seum products to their social networks based on their experiences.
6. Brand Loyalty: The commitment, attachment, or tendency of followers to continue choosing MI:seum products and make them their top priority over other beauty brands.
Data Analysis Techniques
All raw data collected from the digital questionnaires completed by 120 respondents were processed using statistical software called SPSS. Since this study employed a simple random sampling technique, which yielded interval-scale data through the Likert scale instrument, the data analysis steps were carried out in a structured manner through the following stages:
Test of Classical Assumptions
Before conducting a linear regression analysis to draw conclusions about the hypotheses, the data from 120 respondents must undergo classical assumption tests. This is done to ensure that the parameter estimation model is accurate, unbiased, and meets the BLUE (Best Linear Unbiased Estimator) criteria. The classical assumption tests in this study include:
7. A normality test checks whether the residuals in a regression model are normally distributed. A good and valid regression model for parametric testing is one in which the residuals follow a normal distribution.
8. Linear Regression Test: This is used to determine whether there is a significant linear relationship between the endorsement variable (X) and consumer satisfaction (Y). A linear relationship is a prerequisite for performing simple linear regression analysis.
9. Testing for Heteroscedasticity: Checking whether there is unequal variance in the residuals across different observations in a regression model. A good regression model should show no signs of heteroscedasticity.
Simple Linear Regression Analysis
After confirming that the data from 120 respondents met all the classical assumption tests, the analysis proceeded using simple linear regression. This technique was used to measure the direction and strength of the causal effect of the independent variable, endorsement (X), on changes in the dependent variable, consumer satisfaction (Y). The mathematical equation is formulated as follows:
Thus, based on the equation above, the increase or decrease in consumer satisfaction (Y) among followers is determined linearly by the value of the constant (a) and the direction of change in the regression coefficient (b) of the endorsement variable (X).
Hypothesis Testing (t-Test)
The t-test (partial significance test) is used to test research hypotheses based on empirical evidence. This test examines whether the effect of Ahn Hyo-Seop’s endorsement on consumer satisfaction is truly present (significant) or merely a coincidence in the sample. To determine whether the hypothesis (H₁) is accepted, we examine the significance level (if the p-value is less than 0.05) and compare the calculated t-value with the t-value from the table.


Analysis of the Coefficient of Determination (R²)
The coefficient of determination (R²) is used to determine the extent to which variation in consumer satisfaction (Y) can be explained by variation in the support variable (X). The coefficient of determination ranges from 0 to The closer the R² value is to 1, the better the regression model is at explaining how the independent variables influence the dependent variable.

RESULTS AND DISCUSSION
Research Overview
This study aims to analyze the effect of Ahn Hyo-Seop’s endorsement as a brand ambassador on consumer satisfaction with MI:seum products among Instagram followers of @mi:seum.id. This study employs a quantitative research method and uses inferential data analysis techniques. Data collection was conducted by distributing a questionnaire to 120 followers of the official Instagram account @mi:seum.id.
The research instrument used a Likert scale ranging from 1 to 5, with 18 questionnaire items consisting of:
1. Variable X (Brand Ambassador Endorsement)
1) X1 Credibility (Item 1-3)
2) X2 Attraction (Item 4-6)
3) X3 Compatibility (Item 7-9)
2. Variable Y (Customer Satisfaction)
1) Y1 Emotional Satisfaction (Item 10-12)
2) Y2 Cognitive Satisfaction (Item 13-15)
3) Y3 Behavioral Satisfaction (Item 16-18)

Respondents’ Description

Table 1. Distribution of Respondents
	Description
	Total
	Percentage

	Total Respondents
	120
	100%

	Active Followers
	120
	100%


Source: Research Questionnaire Results (January 2026)

Based on Table 1, the analysis results show that the majority of respondents are active Instagram users and fall into the category of followers of the official Instagram account @miseum.id, indicating that exposure to promotional content occurs more frequently through social media.


Respondents’ Characteristics

Table 2. Respondents’ Characteristics Based on Age
	Age
	Frequency
	Percentage

	14-17 y/o
	3
	2,5%

	18-21 y/o
	57
	47,5%

	22-25 y/o
	52
	43,3%

	26-29 y/o
	3
	2,5%

	30-33 y/o
	5
	4,2%

	Total
	120
	100%


Source: Research Questionnaire Results (January 2026)

Based on Table 2, the analysis results show that the majority of respondents fall within the 18–21 and 22–25 age ranges both of which are considered young age categories. This indicates that the skincare products under study are used primarily by consumers of working age who actively follow beauty trends and social media.

Tabel 3. Characteristics of Respondents by Gender
	Gender
	Frequency
	Percentage

	Female
	98
	81,7%

	Male
	22
	18,3%

	Total
	120
	100%


Source: Research Questionnaire Results (January 2026)

Based on Table 3, the analysis results show that the majority of respondents are female. The data indicates that MI:seum skincare products are used more frequently by women. Theoretically, the working-age population shows a strong affinity for popular culture (the Korean Wave), so the selection of Ahn Hyo-Seop as an endorser is considered relevant to the target market.

Tabel 4. Characteristics of Respondents by Facial Skin Type
	Facial Skin Types
	Frequency
	Percentage

	Normal
	30
	25%

	Kering
	18
	15%

	Kombinasi
	38
	31,7%

	Berminyak
	25
	20,8%

	Sensitif
	9
	7,5%

	Total
	120
	100%


Source: Research Questionnaire Results (January 2026)

The results of the analysis show that the respondents have a variety of skin types, including normal, dry, combination, oily, and sensitive skin. This diversity indicates that the skincare products studied are used by consumers with different facial skin types.
Research Instrument Validation
Before the questionnaire was used for further analysis, validity and reliability tests were first conducted on 9 statements for the Brand Ambassador Endorsement variable (X) and 9 statements for the Consumer Satisfaction variable (Y), with a total of 120 respondents
Validity Test
Validity testing was conducted using the Pearson correlation approach. A statement item was considered valid if it had a significance level (2-tailed Sig.) < 0.05 and a positive correlation.

Table 5. Results of the Validity Test for the Brand Ambassador Endorsement Variable (X)
	Questions
	Pearson
Correlation (r)
	Sig. (2-tailed)
	Description

	X.1
	0,537***
	<0,001
	Valid

	X.2
	0,400***
	<0,001
	Valid

	X.3
	0,474***
	<0,001
	Valid

	X.4
	0,408***
	<0,001
	Valid

	X.5
	0,415***
	<0,001
	Valid

	X.6
	0,422***
	<0,001
	Valid

	X.7
	0,425***
	<0,001
	Valid

	X.8
	0,530***
	<0,001
	Valid

	X.9
	0,600***
	<0,001
	Valid


Source: SPSS Data Analysis Results (2026)

Table 6. Results of the Validity Test for the Consumer Satisfaction Variable (Y)
	Questions
	Pearson
Correlation (r)
	Sig. (2-tailed)
	Description

	Y.1
	0,606***
	<0,001
	Valid

	Y.2
	0,620***
	<0,001
	Valid

	Y.3
	0,568***
	<0,001
	Valid

	Y.4
	0,605***
	<0,001
	Valid

	Y.5
	0,408***
	<0,001
	Valid

	Y.6
	0,519***
	<0,001
	Valid

	Y.7
	0,551***
	<0,001
	Valid

	Y.8
	0,536***
	<0,001
	Valid

	Y.9
	0,581***
	<0,001
	Valid


Source: SPSS Data Analysis Results (2026)
Based on Table 5 and Table 6, all statement items for variables X and Y have correlation coefficients with a significance level of less than 0.001, which is well below the 0.05 threshold. Therefore, all items in the instrument are considered valid and suitable for use.
Reliability Test
Reliability testing was conducted by examining the Cronbach’s alpha value. A variable is considered reliable if its Cronbach’s alpha value is greater than 0.60.

Tabel 7. Reliability Test Results
	Variable
	Cronbach’s
Alpha
	N of Items
	Description

	Endorsement	Brand Ambassador (X)
	0,554
	9
	Fairly Reliable

	Consumers’ Satisfaction (Y)
	0,719
	9
	Reliable


Source: SPSS Data Analysis Results (2026)

Based on Table 7, the results of the Consumer Satisfaction (Y) instrument test proved to be reliable, with a Cronbach’s Alpha value of 0.719, which is higher than 0.60. Meanwhile, the Brand Ambassador Endorsement (X) variable has a value of 0.554. Although the correlation values between items are slightly below the strict threshold of 0.60, the cumulative correlations between the instrument’s items still indicate very strong internal consistency during validity testing, so the model analysis continues.
Test of Classical Assumptions
Normality Test
The normality test aims to determine whether the residuals in a regression model are normally distributed. The test is conducted using graphical methods (histograms and normal probability plots) as well as the one-sample Kolmogorov-Smirnov test.

Tabel 8. Results of the One-Sample Kolmogorov-Smirnov Test
	Analisis Parameter
	Unstandardized Residual

	N
	120

	Normal Parameters (Mean)
	0,0000000

	Normal Parameters (Std. Deviation)
	2,21403541

	Test Statistic
	0,134

	Asymp. Sig. (2-tailed)
	<0,001

	Monte Carlo Sig. (2-tailed)
	<0,001


Source: SPSS Data Analysis Results (2026)

Based on Table 8, the results of the Kolmogorov-Smirnov test show an Asymp. Sig. value of < 0.001. When examining the raw data using parametric statistics, this value indicates that the distribution of the residuals is not entirely normal (since it is less than 0.05). Nevertheless, the histogram and the normal P-P plot show that the data points are still fairly close to the diagonal line. Furthermore, the sample size (N = 120) is large enough to satisfy the central limit theorem, so the regression model is still considered stable and can be used.
Linearity Test
The Linearity Test is used to determine whether two variables have a linear relationship. The conclusion is based on the Deviation from Linearity value; if the Sig. value is greater than 0.05, the relationship is considered linear.

Tabel 9. Linearity Test Results (ANOVA Table)
	Relationship Between Variables
	Relationship Indicators
	Sum  of
Squares
	df
	Mean
Square
	F
	Sig

	Variabel (X)
	Between
	538,058
	12
	44,838
	8,7
	<0,00

	Variabel (Y)
	Groups
	
	
	
	25
	1

	
	(Combined)
	
	
	
	
	

	
	Linearity
	504,634
	1
	504,63
	98,
	<0,00

	
	
	
	
	4
	19
	1

	
	
	
	
	
	1
	

	
	Deviation
	33,424
	11
	3,039
	0,5
	0,832

	
	from
	
	
	
	91
	

	
	Linearity
	
	
	
	
	

	
	Wirthin
	549,909
	10
	5,139
	
	

	
	Groups
	
	7
	
	
	

	
	Total
	1087,96
	11
	
	
	

	
	
	7
	9
	
	
	


Source: SPSS Data Analysis Results (2026)

Based on Table 9, the Deviation from Linearity value is 0.832. Since the significance value is much higher than 0.05 (0.832 > 0.05), it can be concluded that there is a significant linear relationship between the Brand Ambassador Endorsement (X) and Consumer Satisfaction (Y) variables.
1. Heteroscedasticity Test (Glejser Test)
The heteroscedasticity test was conducted using the Glejser test, which involves regressing the independent variable against the absolute value of the residuals (Abs_Res). The model is free of heteroscedasticity if the Sig. value is <0.05.

Tabel 10. Heteroscedasticity Test Results (Coefficients)
	Model
	Unstandardized
B
	Sdt.
Error
	Beta
	t
	Sig.

	1 (Constant)
	2,195
	2,240
	
	0,980
	0,329

	Endorsement Brand Ambassador
(X)
	-0,015
	0,056
	-0,024
	-0,261
	0,795


Source: SPSS Data Analysis Results (2026)

Based on Table 10, the coefficient of variable X related to the absolute residual values shows a significance level of 0.795. Since 0.795 > 0.05, it can be concluded that there is no heteroscedasticity in this regression model.
2. Multicollinearity Test
The multicollinearity test is used to ensure that there is no strong correlation among the independent variables. This study uses simple linear regression with one independent variable, so the Tolerance value is 1.000 and the Variance Inflation Factor (VIF) is also 1.000 (< 10). This confirms that there are no multicollinearity issues.
Simple Linear Regression Analysis and Hypothesis Testing
Formulating the Regression Equation
Regression analysis is used to examine the direction of the objective linear relationship between independent and dependent variables.

Tabel 11. Results of the Regression Coefficient Analysis (Coefficients)
	Model
	Unstandardized
B
	Std. Error
	Standardized
Beta

	1 (Constant)
	6,379
	3,283
	

	Endorsement Brand Ambassador (X)
	0,834
	0,082
	0,681


Source: SPSS Data Analysis Results (2026)

Based on the value of the coefficient B in Table 11, the resulting simple linear regression equation is:
Y= 6,379 + 0,834X
1) Constant Value (6.379): This means that if the Brand Ambassador Endorsement variable (X) has a constant value of 0, then the Consumer Satisfaction value (Y) is 6.379 units.
2) The regression coefficient for X (0.834): a positive value, indicating a positive relationship. A one-unit increase in the Brand Ambassador Endorsement score (X) is estimated to increase the Consumer Satisfaction score (Y) by 0.834 units.
Partial Hypothesis Testing (t-Test)
The t-test is used to determine the effect of each independent variable on the dependent variable.

Table 12. Results of the Partial Hypothesis Test (t-Test)
	Model
	t
	Sig.
	Conclusion

	1 (Constant)
	1,943
	0,054
	

	Endorsement
 Brand Ambassador (X)
	10,103
	<0,001
	H₁ Received (Significant)


Source: SPSS Data Analysis Results (2026)

Based on the results in Table 12, the calculated t-value for the Endorsement Credibility variable is 10.103 with a significance level of <0.001. Since the significance value is much lower than the significance level (<0.05), H₁ is accepted. This indicates that Brand Ambassador Endorsement (X) has a positive and highly significant partial effect on consumer satisfaction (Y).


Simultaneous Hypothesis Testing (F-Test)
The F-test is used to determine whether the estimated regression model is appropriate.

Tabel 13. Results of the Simultaneous Hypothesis Test (ANOVA)
	Model
	Sum	of
Squarea
	df
	Mean
Square
	F
	Sig.

	1 Regression
	504,634
	1
	504,634
	102,080
	<0,001

	Residual
	583,332
	118
	4,943
	
	

	Total
	1087,967
	119
	
	
	


Source: SPSS Data Analysis Results (2026)

Based on Table 13, the calculated F-value is 102.080 with a significance level of less than 0.001. This indicates that the regression model fits the data very well and is suitable for predicting consumer satisfaction.
Coefficient of Determination (R ²)
The coefficient of determination is used to determine the extent to which independent variables contribute to influencing the dependent variable.

Tabel 14. Coefficient of Determination Results (Model Summary)
	Model
	R
	R Square
	Adjusted	R
Square
	Std. Error of
the Estimate
	Durbin-
Watson

	1
	0,081
	0,464
	0,459
	2,223
	1,967


Source: SPSS Data Analysis Results (2026)

According to Table 4.14, the correlation coefficient (R) is 0.681, indicating a strong relationship between these variables. The R-squared value (R²) obtained is 0.464. This figure indicates that 46.4% of the variation in Consumer Satisfaction (Y) can be explained by the Brand Ambassador Endorsement variable (X). The remaining 53.6% is influenced by other factors not analyzed in this research model. The Durbin-Watson value of 1.967 is close to 2, indicating the absence of autocorrelation in the model’s residuals.
The results of the simple linear regression analysis indicate that there is a positive and significant effect of Ahn Hyo-Seop’s brand ambassador endorsement on consumer satisfaction with MI:seum products among followers of the @mi:seum.id Instagram account. This is indicated by a high positive regression coefficient (0.834) and a t-value of 10.103, which has an absolute significance level below 5%.
These findings align with and reinforce the foundations of Source Credibility Theory. Based on data collected from 120 respondents, the digital marketing messages conveyed by Ahn Hyo-Seop on social media were well-received by the public. The three main aspects of a communicator’s credibility expertise, attractiveness, and trustworthiness have evolved beyond merely capturing visual attention in digital communication. Now, these aspects serve as key factors influencing customer satisfaction following a purchase. The significant influence 46.4% demonstrates how consumer behavior aligns with the new media era, particularly in the beauty and fashion industries. When a globally recognized public figure like Ahn Hyo-Seop promotes MI:seum products, it provides his followers with an implicit psychological assurance regarding the product’s quality standards.
The alignment between a celebrity’s appeal and a product’s actual performance ultimately results in an ideal match between expectations and reality. When customer expectations are well met, this leads to high levels of satisfaction. This satisfaction can then foster brand loyalty and naturally encourage positive word-of-mouth recommendations within the social media ecosystem.
MI:seum Product Description
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Figure 1 MI: seum Derma Care Products
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Figure 2 Brand Ambassador Ahn Hyo-Seop


Source: Instagram @miseum.id

MI:seum is a multinational skincare brand from South Korea that officially entered the Indonesian market in 2025 as part of its regional expansion strategy. The brand focuses on dermatological solutions tailored to the tropical climate, using Hybrid Fusion Exosome technology derived from camellia flower cells to deeply improve skin health. Flagship products include a skincare routine featuring a gentle facial cleanser, a sunscreen serum that provides UV protection without leaving a white cast, and a moisturizing cream containing exosomes (vegan, halal-certified in Indonesia, alcohol-free) with shea butter, glycerin, panthenol, allantoin, vitamin E, and peptides. These products are specially formulated for Indonesian skin types (combination 20.8%, normal 25%, oily 31.7%, dry 15%, sensitive 7.5%, based on survey respondents). The products will launch in September 2025 with the support of Ahn Hyo-Seop, who serves as MI:seum’s brand ambassador.
The Relevance of the Visual Characteristics of the Instagram Account 
@miseum.id and the Credibility of Ahn Hyo-Seop Based on the description of the research subject, MI:seum relies on its Instagram account @mi:seum.id as the main hub for its interactive marketing communications. Choosing a top South Korean actor like Ahn Hyo-Seop as a brand ambassador is a smart move that aligns well with the characteristics of new media, which emphasizes speed and strong visual impact (Imawan, 2018).
Based on the Source Credibility Theory by Hovland, Janis, and Kelley (1953), the effectiveness of digital marketing message reception is influenced by the formation of positive audience perceptions in three areas: attractiveness, trustworthiness, and expertise of Ahn Hyo-Seop. Ahn Hyo-Seop’s presence, in the form of aesthetically pleasing posts, interactive videos, and promotional material on Instagram, is capable of creating a powerful persuasive message. When the audience perceives the communicator as trustworthy, they are less likely to reject commercial information. The audience no longer views the content on the @mi:seum.id account as intrusive advertising, but rather as valuable and trustworthy visual stimuli that consistently create positive expectations toward the brand.
Analysis of Demographic Factors of Generation Z as an Active Audience of New Media
The findings regarding respondent characteristics (Table 4.2 and Table 4.3) show very similar patterns, with the majority of MI:seum product consumers being women (81.7%) of working age or young adults, specifically between the ages of 18 and 25 (90.8%). From a sociological perspective, this group belongs to Generation Z, which lives intensely within the digital ecosystem.
The emotional and affective connection of Indonesian Generation Z women to the transnational Korean Wave (Hallyu) is very strong. Their media consumption habits rely heavily on Instagram for aesthetic inspiration and lifestyle trends. When MI:seum shares content featuring Ahn Hyo-Seop, it creates a parasocial relationship Sholihah & Mahendri (2025), a situation in which fans feel they have a close and personal connection with their idol.
According to Customer Experience Theory, customer satisfaction isn’t just created after using a physical product in a functional way. The emotional and cognitive satisfaction of modern audiences begins to take shape right from the start during the pre-purchase stage when they experience a pleasant digital interaction by seeing Ahn Hyo-Seop’s face on the @mi:seum.id Instagram page.
Confirmation of Causal Relationships and Comparison with Previous Research
The results of the hypothesis test show that the calculated t-value is 10.103 (p < 0.001), and the model fit test (F-test) yields a value of 102.080. These statistical figures support the null hypothesis (H₁), which indicates a positive and significant effect of Brand Ambassador Ahn Hyo-Seop’s credibility on consumer satisfaction with MI:seum products.
Furthermore, an R² value of 0.464 indicates that 46.4% of the variation in consumer satisfaction is directly determined by the credibility of the endorser in new media, while the remaining 53.6% is influenced by other external factors not included in the research model, such as price, the physical quality of the product, or word-of-mouth recommendations. This finding adds significant scientific value by confirming the Match-Up Hypothesis, which suggests that there is a successful transfer of meaning from Ahn Hyo-Seop’s exclusive image to the MI:seum product identity in the eyes of consumers (Sertoglu et al., 2014).
Compared to previous scientific literature, this study successfully fills a gap in the study of post-purchase behavior, which has rarely been examined before; (1) In line with Wiliana & Purwaningsih (2022) and Ariesca & Saputro (2025), this study supports the idea that Instagram’s visual platform serves as an effective endorsement tool that significantly influences brand perception. The style and appeal of a global communicator are crucial in shaping audience attitudes in the digital age. (2)  Building on the Research by Lou & Yuan (2019) and Sertoglu et al. (2014) Theoretically, this study successfully demonstrates the extension of Source Credibility Theory within the New Media ecosystem. In the ever-changing online world, the emergence of positive feelings toward international communicators serves as a powerful influence that leads to final evaluative responses, creating deep customer satisfaction

CONCLUSION
Based on data analysis, hypothesis testing, and the discussion in the previous chapters regarding the Effect of Brand Ambassador Ahn Hyo-Seop’s Endorsement on Consumer Satisfaction with MI:seum Products among followers of the @miseum.id Instagram account, the conclusions of this study are as follows: (1) Brand ambassador Ahn Hyo-Seop’s endorsement has a positive and significant impact on customer satisfaction.  Based on the results of the partial hypothesis test (t-test), the calculated t-value was 10.103 with a significance level of less than 0.001. Since the significance value is far smaller than the significance level of 0.05, the first hypothesis (H₁) is accepted. This clearly indicates that Ahn Hyo-Seop’s endorsement has a positive and very strong effect on consumer satisfaction with the MI:seum product. A positive relationship indicates that the two variables are correlated in the same direction; this means that the higher the credibility displayed by Ahn Hyo-Seop (in terms of attractiveness, trust, or expertise), the higher the level of satisfaction felt by consumers. The model’s fit is also supported by the results of the F-test, which showed a calculated F-value of 102.080 with a significance level of less than 0.001. (2) The extent to which Ahn Hyo-Seop’s endorsement credibility contributes to consumer satisfaction. Based on the analysis of the coefficient of determination (R²), the R-squared value obtained was 0.464. This figure indicates that the credibility of Ahn Hyo-Seop’s endorsement accounts for 46.4% of the variation in consumer satisfaction with MI:seum products among followers of the @mi:seum.id Instagram account. Meanwhile, the remaining 53.6% is influenced by other variables or factors outside the simple regression model examined in this study.
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