BAB V
PENUTUP

Pada bab ini, peneliti akan menjelaskan mengenai kesimpulan dan
implikasi manajerial yang dapat digunakan dalam pemasaran produk skincare
Somethinc. Selain itu, peneliti juga akan menjelaskan mengenai keterbatasan
penelitian serta saran yang diperlukan untuk penelitian di masa mendatang.

5.1 Kesimpulan

Penelitian yang telah dilakukan menunjukkan bahwa konsumen produk
skincare Somethinc di Yogyakarta memiliki niat beli terhadap produk skincare
Somethinc dengan kredibilitas influencer (daya tarik, kepercayaan, keahlian) dan
keputusan pembelian sebagai variabel yang mempengaruhi. Penelitian ini
menggunakan data dari responden sebanyak 201 responden yang diperoleh
melalui survei yang dilakukan menggunakan Google Form. Responden yang
mengisi  kuesioner merupakan konsumen yang tinggal di Yogyakarta dan
mengetahui produk skincare Somethinc. Berikut kesimpulan yang diperoleh

dalam penelitian.

a. Hasil uji hipotesis pertama menunjukkan bahwa daya tarik tidak memiliki
pengaruh yang positif dan tidak signifikan terhadap niat beli konsumen
(H1 ditolak). Hal ini berarti peran daya tarik tidak berpengaruh secara
signifikan dalam mempengaruhi niat beli konsumen terhadap produk
skincare Somethinc.

b. Hasil uji hipotesis kedua menunjukkan bahwa kepercayaan memiliki
pengaruh yang positif dan signifikan terhadap niat beli konsumen (H2
diterima). Hal ini berarti apabila terjadinya peningkatan terhadap

kepercayaan konsumen, maka akan terjadinya niat beli yang meningkat.
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c. Hasil uji hipotesis ketiga menunjukkan bahwa keahlian influencer
memiliki pengaruh yang positif dan signifikan terhadap niat beli konsumen
(H3 diterima). Hal ini berarti apabila ingin membuat konsumen membeli
produk, hal yang terpenting adalah membuat reputasi yang baik pada
produk. Penting bagi perusahaan untuk menjaga kepercayaan setiap
konsumen pada produk skincare Somethinc.

5.2 Implikasi Manajerial

Penelitian ini dilakukan dengan tujuan untuk melihat pengaruh kredibilitas
influencer (daya tarik, kepercayaan, keahlian) terhadap niat beli konsumen. Maka
dari itu, peneliti berharap agar penelitian ini dapat memberikan manfaat bagi
produk Somethinc untuk meningkatkan niat beli pelanggan kedepannya. Berikut

merupakan implikasi manajerial dalam penelitian ini, yaitu:

a. Dalam melakukan periklanan, Somethinc dapat lebih selektif lagi dalam
pemilihan infuencer untuk mempromosikan produknya. Tentunya memilih
influencer yang kredibel sudah dibahas pada penelitian ini. Somethinc
dapat memanfaatkan influencer dalam rangka meningkatkan niat beli pada
produk skincare Somethinc dengan memilih influencer dengan
karakteristik daya tarik menarik, influencer dengan keahlian yang
berkualitas, dan influencer dengan karakteristik kepercayaan yang dapat
dipercaya (Harwansya & Mahfudz, 2023). Kedepannya Somethinc bisa
terus mencari influencer seperti Tasya Farasya agar nilai jual produk bisa
meningkat.

b. Melihat hasil dari penelitian, usia 21 — 25 tahun menduduki peringkat
tertinggi pada responden, dalam hal ini dapat disimpulkan bahwa
mayoritas followers Tasya Farasya ada pada usia 21 — 25 tahun, hal ini
dapat dimanfaatkan perusahaan untuk membuat bundling produk dengan

harga terjangkau untuk kategori Kkriteria tersebut.
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C.

Berdasarkan hasil analisis deskriptif menunjukkan bahwa rata-rata
penilaian responden terhadap variabel daya tarik termasuk dalam kriteria
Tinggi, yaitu sebesar 4,184. Penilaian tertinggi responden berada pada
item DTS5 sebesar 4,254 dengan pernyataan “Menurut saya Tasya Farasya
sangat berkelas”. Penilaian terendah terdapat pada item DT4 sebesar 4,114
dengan pernyataan ‘“Menurut saya Tasya Farasya memiliki penampilan
fisik yang menarik™ . Hasil tersebut menunjukkan bahwa responden setuju
influencer Tasya Farasya merupakan seorang influencer dengan daya

tariknya yang elegan daripada dianggap menarik.

Berdasarkan hasil analisis deskriptif variabel kepercayaan menunjukkan
rata-rata penilaian responden termasuk dalam kriteria Sangat Tinggi, yaitu
sebesar 4,215. Hasil mean tertinggi terletak pada indikator KP4 dengan
nilai mean sebesar 4,264 dengan pernyataan “Menurut saya Tasya Farasya
bisa dipercaya saat mempromosikan produk Somethinc”. Penilaian mean
terendah ditunjukkan pada indikator KP3 dengan nilai mean sebesar 4,164
dengan pernyataan “Menurut saya Tasya Farasya jujur saat
mempromosikan produk Somethinc”. Hasil tersebut menunjukkan bahwa
responden merasa Tasya Farasya bisa dipercaya saat mempromosikan
produk Somethinc setelah responden mencoba produk tersebut. Namun
mereka masih memiliki keraguan dari promosi yang dilakukan oleh

influencer Tasya Farasya.

Berdasarkan hasil analisis deskriptif pada variabel keahlian menunjukkan
rata-rata penilaian responden termasuk dalam kriteria Sangat Tinggi, yaitu
sebesar 4,302. Hasil mean tertinggi terletak pada indikator KA5 dengan
nilai mean sebesar 4,343 dengan pernyataan “Menurut saya Tasya Farasya
memiliki keahlian saat mempromosikan produk Somethinc”. Penilaian
mean terendah ditunjukkan pada indikator KA3 dengan nilai mean sebesar
4,254 dengan pernyataan “Menurut saya Tasya Farasya memiliki
kualifikasi/sertifikasi pada industri kecantikan”. Hasil tersebut

menujukkan bahwa responden setuju jika Tasya Farasya memiliki keahlian
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saat mempromosikan produk Somethinc yang membuat responden
menjadi lebih mengenal produk Somethinc. Namun responden masih
merasa ragu jika Tasya Farasya memiliki kualifikasi/sertifikasi pada

industri kecantikan.

f. Berdasarkan hasil analisis deskriptif pada variabel niat beli menunjukkan
rata-rata penilaian responden termasuk dalam kriteria Sangat Tinggi, yaitu
sebesar 4,330. Hasil mean tertinggi terletak pada indikator NB1 dengan
nilai mean sebesar 4,413 dengan pernyataan “Saya ingin tahu tentang
produk Somethinc setelah melihat konten yang diunggah oleh Tasya
Farasya tersebut”. Penilaian mean terendah ditunjukkan pada indikator
NB4 dengan nilai mean sebesar 4,219 dengan pernyataan “Saya harus
memiliki produk Somethinc setelah melihat konten yang diunggah oleh
Tasya Farasya”. Hasil tersebut menunjukkan bahwa responden setuju jika
promosi yang dilakukan oleh Tasya Farasya dapat membuat responden
menjadi ingin tahu mengenai produk Somethinc setelah melihat konten
yang diunggah oleh Tasya Farasya namun belum tentu responden merasa
harus memiliki produk Somethinc setelah melihat konten yang diunggah

oleh Tasya Farasya.

5.3 Keterbatasan Penelitian

Penelitian ini memiliki beberapa keterbatasan yang telah dirangkum oleh
peneliti di dalam penelitian yang telah dilakukan beserta saran untuk para peneliti
di masa yang akan datang. Berikut penjelasan mengenai keterbatasan dalam

penelitian yang dilakukan, yaitu:

a. Responden penelitian yang memenuhi kriteria yang telah ditentukan pada
penelitian ini hanya sebanyak 201 yang mengakibatkan adanya hasil yang

kurang. Hasil akan lebih akurat jika lebih banyak menggunakan sampel.
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b. Penelitian ini hanya menggunakan variabel bebas pada tiga variabel yaitu
daya tarik, kepercayaan dan keahlian. Sehingga ruang lingkup bahasan
pada penelitian menjadi terbatas. Penelitian akan lebih akurat apabila

menambahkan variabel bebas yang lainnya.

5.4 Saran Penelitian Selanjutnya

Berdasarkan penelitian yang telah dilakukan, terdapat beberapa saran yang
bisa peneliti berikan kepada penelitian di masa yang akan datang:

a. Penelitian selanjutnya diharapkan dapat menggunakan influencer lainnya,
seperti Rachel Venya, Abel Cantika, Nanda Arsyinta dan masih banyak
lagi. Sehingga penelitian yang dilakukan dapat menghasilkan hasil
penelitian yang lebih spesifik untuk menilai influencer tertentu dan
dampaknya pada niat beli konsumen.

b. Peneliti selanjutnya diharapkan dapat menambah jumlah sampel yang akan
diteliti agar mendapatkan hasil penelitian yang lebih akurat.

c. Pada penelitian selanjutnya diharapkan peneliti dapat menganalisis
variabel bebas yang lainnya yang dimana tujuannya adalah untuk
mengetahui variabel apa saja yang bisa mempengaruhi variabel kredibilitas

influencer dan niat beli.
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LAMPIRAN 1 KUESIONER PENELITIAN

A. Pertanyaan Filter
1. Apakah Anda mengetahui produk Somethinc?
a. Ya
b. Tidak

2. Apakah Anda mengetahui dan mengikuti influencer Tasya Farasya
di media sosial Instagram?
a. Ya
b. Tidak

3. Saya berdomisili di Yogyakarta
a. Ya
b. Tidak

B. Profil Responden
1. Jenis Kelamin:
a. Laki-laki

b. Perempuan

a. <20tahun
b. 21— 25 tahun
c. 26— 30tahun
d. >31tahun

3. Pekerjaan
a. Mahasiswa/i

b. Wiraswasta
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c. Pegawai Negeri
d. Pegawai Swasta

e. Lainnya

4. Rata-rata pendapatan per bulan

a. <Rp.1.000.000

b. Rp. 1.000.001 — Rp. 2.000.000
Rp. 2.000.001 — Rp. 3.000.000
> Rp. 3.000.000

o o

5. Seberapa sering Anda membeli produk Somethinc dalam satu
tahun terakhir (2023-2024)?
a. <3kali
b. 3-5kali
c. 6-—8kali
d. >8Kkali

6. Rata-rata pengeluaran untuk pembelian produk Somethinc dalam
kurun waktu satu tahun?
a. <Rp.1.000.000
b. Rp. 1.000.001 — Rp. 2.000.000
c. Rp.2.000.001 — Rp. 3.000.000
d. >Rp. 3.000.000

C. Attractiveness

N Skala
Pernyataan

STS TS N S

1. | Menurut saya Tasya
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Farasya memiliki
penampilan fisik yang

elegan.

Menurut saya Tasya
Farasya memiliki

wajah yang cantik.

Menurut saya Tasya
Farasya memiliki
penampilan fisik yang

Fashionable.

Menurut saya Tasya
Farasya memiliki
penampilan fisik yang

menarik.

Menurut saya Tasya
Farasya sangat

berkelas.

D. Trustworthiness

No

Pernyataan

Skala

STS

TS

SS

Menurut saya Tasya
Farasya saat

mempromosikan

96




produk Somethinc
memiliki pengetahuan

produk yang baik.

Menurut saya Tasya
Farasya tulus saat
mempromosikan

produk Somethinc.

Menurut saya Tasya
Farasya jujur saat
mempromosikan

produk Somethinc.

Menurut saya Tasya
Farasya bisa
dipercaya saat
mempromosikan

produk Somethinc.

Menurut saya Tasya
Farasya menjadi
referensi  influencer
utama saya ketika
mempromosikan

produk Somethinc.
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E. Expertise

No

Pernyataan

Skala

STS

TS

SS

Menurut saya Tasya
Farasya memiliki
pengalaman  dalam

industri kecantikan.

Menurut saya Tasya
Farasya memiliki
pengetahuan yang
baik tentang industri

kecantikan.

Menurut saya Tasya
Farasya memiliki
kualifikasi/ sertifikasi
pada industri

kecantikan.

Menurut saya Tasya
Farasya memiliki
keahlian dalam
menerapkan  produk

kecantikan.

Menurut saya Tasya
Farasya memiliki
keahlian saat

mempromosikan
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produk Somethinc.

F. Purchase Intention

No

Pernyataan

Skala

STS

TS

SS

Saya ingin tahu tentang
produk Somethinc
setelah melihat konten
yang diunggah oleh

Tasya Farasya tersebut.

2. | Saya tertarik  untuk
mencoba produk
Somethinc setelah
melihat konten yang
diunggah oleh Tasya
Farasya.

3. | Saya
mempertimbangkan
untuk membeli produk
Somethinc setelah
melihat konten yang
diunggah olen Tasya
Farasya.

4. | Saya harus memiliki

produk Somethinc
setelah melihat konten
yang diunggah oleh

Tasya Farasya.
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Saya termotivasi untuk
membeli produk
Somethinc setelah Tasya
Farasya muncul di iklan

produk Somethinc.
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§ SOMETHINC NEW LAUNCH

EXFOLIATING @

Glowing Serum
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--------

y
dalam 2 Minggu!

Pengaruh Kredibilitas
Influencer Tasya
Farasya Pada Media
Sosial Instagram
Terhadap Niat
Pembelian Produk
Somethinc

Hai!

Perkenalkan saya Natasya Louis Theresya Br
Tarigan dari Program Studi Manajemen, Fakultas
Bisnis dan Ekonomika, Universitas Atma Jaya
Yogyakarta. Saat ini, saya sedang menempuh tugas
akhir sebagai syarat untuk menyelesaikan studi S1
dengan melakukan penelitian mengenai "Pengaruh
Kredibilitas Influencer Tasya Farasya Pada Media
Sosial Instagram Terhadap Niat Pembelian Produk
Somethinc". Saya memohon waktu dan kesediaan

anda untuk mengisi kuesioner ini.
2
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Segala informasi yang diberikan akan dijaga
kerahasiaannya dan hanya digunakan untuk
kebutuhan penelitian. Saya ucapkan terima kasih
atas waktu dan kesediaan Anda.

Apabila terdapat pertanyaan mengenai kuesioner
ini, Anda dapat menghubungi saya pada:

natasyaatrg1301@gmail.com

Natasya Louis Theresya Tarigan.

natasyaatrg1301@gmail.com Ganti-akun

Bg Tidak dibagikan

&

Berikutnya Kosongkan formulir

Konten ini tidak dibuat atau didukung oleh Google. Laporkan
Penyalahgunaan - Persyaratan Layanan - Kebijakan Privasi

Google Formulir 7

\\_/'
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Pertanyaan ini digunakan untuk mendapatkan
responden dengan kriteria yang sesuai.

yF &/ \ 1/ N\ 7

Apakah anda mengetahui produk Somethinc? *

104




Pertanyaan ini digunakan untuk mendapatkan
responden dengan kriteria yang sesuai.

Apakah anda mengetahui dan *
mengikuti influencer Tasya Farasya di media
sosial Instagram?
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Pertanyaan ini digunakan untuk mendapatkan
responden dengan kriteria yang sesuai.

‘ Saya berdomisili di Yogyakarta. *

O Ya
(O Tidak
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Pada bagian ini responden diminta mengisi data diri
sesuai dengan poin berikut.

Jenis Kelamin *

() Laki-aki

(O Perempuan

. Usia*

’ (O <20tahun
(O 21-25tahun
(O 26-30tahun

(O >31tahun
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Pekerjaan *

(O Mahasiswa/i
(O Wiraswasta
(O Pegawai Negeri

(O Pegawai Swasta

(O Lainnya

Rata-rata pendapatan per bulan *

(O <Rp.1.000.000
(O Rp.1.000.001 - Rp. 2.000.000
(O Rp.2.000.001 - Rp. 3.000.000

O > Rp. 3.000.000
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Seberapa sering Anda membeli produk
Somethinc dalam satu tahun terakhir (2023-
2024)?

(O <3kali
(O 3-5kali
(O 6-8kali
O >8kali

Rata-rata pengeluaran untuk pembelian
produk Somethinc dalam kurun waktu satu
tahun?

(O <Rp.1.000.000
(O Rp.1.000.001 - Rp. 2.000.000
(O Rp.2.000.001 - Rp. 3.000.000

(O >Rp. 3.000.000
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Harap pilih salah satu jawaban istilah pertanyaan
atau pernyataan di bawah ini dengan skala likert
mohon mengisi kuesioner ini sesuai dengan
saudara/i yang sesungguuhnya, keterangan sebagai
berikut:

STS :Sangat Tidak Setuju
TS  :Tidak Setuju

N - Netral

S : Setuju

SS  :Sangat Setuju

Menurut saya Tasya Farasya memiliki 3
penampilan fisik yang elegan.

STS

O O O O O

SS
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Menurut saya Tasya Farasya memiliki wajah *
yang cantik.
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Menurut saya Tasya Farasya memiliki
penampilan fisik yang menarik.
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Menurut saya Tasya Farasya saat »
mempromosikan produk Somethinc memiliki
pengetahuan produk yang baik.

STS

O O O O O

| SS

Menurut saya Tasya Farasya tulus saat »
mempromosikan produk Somethinc.

STS

O O O O O
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Menurut saya Tasya Farasya jujur saat ¥
mempromosikan produk Somethinc.

STS

LAY e,

SS

Menurut saya Tasya Farasya bisa dipercaya *
saat mempromosikan produk Somethinc.

STS

O O O O O

SS V4
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Menurut saya Tasya Farasya memiliki *
pengalaman dalam industri kecantikan.

STS

O O O O O

SS

Menurut saya Tasya Farasya memiliki -
pengetahuan yang baik tentang industri
kecantikan.

STS

O O O O O
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Menurut saya Tasya Farasya memiliki
kualifikasi/sertifikasi pada industri
kecantikan

STS

O O O O O

SS

Menurut saya Tasya Farasya memiliki
keahlian dalam menerapkan produk
kecantikan.

STS

O O O O O

oo
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Saya ingin tahu tentang produk Somethinc ~ *
setelah melihat konten yang diunggah oleh
Tasya Farasya tersebut.

STS

O O O O O

SS

Saya tertarik untuk mencoba produk *
Somethinc setelah melihat konten yang
diunggah oleh Tasya Farasya.

STS
1 0
e
e
m °C £
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Saya mempertimbangkan untuk membeli "
produk Somethinc setelah melihat konten
yang diunggah oleh Tasya Farasya.

STS

O O O O O

SS

Saya harus memiliki produk Somethinc .
setelah melihat konten yang diunggah oleh
Tasya Farasya.

STS

O O O O O
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8X effective concentration of Hydroquinone*

100x more effective than Licorice**

*comparison between 0,25% Sabi with 4% Hydroqu
**effective inhibitory concentration (IC..) vs. Glabridin 40% in Licorice extract

§ SOMETHINC #RealisticWhite #BrightBeautifully

)
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Temen2 yg sdg berdomisili di jogja tolong
bantu isiin buat kepentingan penelitian
skripsi yaa, terima kasih @ _
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«l Telkomsel & 11.20 @ 8 64% @)
< 244 . FBE. Management UAJY 20 ,||||,

Adriel, Aldyy Mene, Ario, Buka
Laliynciu

Min, 23 Jun

Kode keamanan Anda dengan
+62 858-8354-6613 telah berubah. Pelajari
selengkapnya.

Halo! Salam Sejahtera buat kita
semua.

Perkenalkan saya Natasya Louis
Theresya, Mahasiswa dari Program
Studi Sarjana Manajemen, Fakultas
Bisnis dan Ekonomika, Universitas
Atma Jaya Yogyakarta.

Dalam rangka penyelesaian Skripsi,
saya bermaksud melakukan penelitian
untuk penyusunan Skripsi saya
dengan judul “Pengaruh Kredibilitas
Influencer Tasya Farasya pada Media
Sosial Instagram Terhadap Niat
Pembelian Produk Somethinc”.
Penelitian ini ditujukan sebagai salah
satu kewajiban saya dalam memenubhi
syarat kelulusan. Seluruh data yang
diperoleh akan dijaga kerahasiaann*-~
dan hanya digunakan untuk penelit
ini.

@ ¢
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Seberapa

Apak Apakah sering
ah anda Anda
anda | mengetahui membeli
men dan produk
geta mengikuti Somethin
hui influencer Saya ¢ dalam Rata-rata
prod Tasya berdo satu pengeluaran untuk
uk Farasya di misili tahun pembelian produk
Som media di Rata-rata terakhir Somethinc dalam
ethin sosial Yogya pendapatan per (2023- kurun waktu satu
Timestamp c? Instagram? | karta. | Jenis Kelamin Usia Pekerjaan bulan 2024)? tahun?
Rp. 1.000.001 - Rp. Rp. 2.000.001 - Rp.
6/21/2024 12.34.31 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 - 5 kali 3.000.000
Rp. 2.000.001 - Rp.
6/21/2024 12.42.51 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 3 - 5 kali > Rp. 3.000.000
6/21/2024 12.44.08 Ya Ya Tidak
Rp. 1.000.001 - Rp.
6/21/2024 13.23.47 Ya Ya Ya Perempuan < 20 tahun Mahasiswal/i 2.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/21/2024 13.25.48 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 6 - 8 kali > Rp. 3.000.000
6/21/2024 13.33.19 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
6/21/2024 15.27.34 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/21/2024 16.44.04 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 kali 3.000.000
Pegawai
6/21/2024 16.46.14 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
6/21/2024 16.55.10 Ya Ya Ya Perempuan 21 - 25tahun | Mahasiswa/i 3.000.000 3 - 5 kali 2.000.000
6/21/2024 17.01.14 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta > Rp. 3.000.000 < 3kali < Rp. 1.000.000
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Rp. 2.000.001 - Rp.

Rp. 2.000.001 - Rp.

6/21/2024 17.15.19 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp.
6/21/2024 17.38.35 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/21/2024 17.58.17 Ya Ya Ya Perempuan 21 - 25 tahun Wiraswasta 3.000.000 6 - 8 kali 3.000.000
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
6/21/2024 19.39.53 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 -5 kali 2.000.000
6/21/2024 20.08.08 Ya Tidak
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
6/21/2024 22.16.59 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 2.000.000 3 -5 kali 2.000.000
Pegawai Rp. 2.000.001 - Rp.
6/22/2024 9.43.04 Ya Ya Ya Perempuan 26 - 30 tahun Negeri 3.000.000 6 - 8 kali > Rp. 3.000.000
Pegawai Rp. 2.000.001 - Rp.
6/22/2024 12.44.18 Ya Ya Ya Laki-laki 26 - 30 tahun Negeri > Rp. 3.000.000 3 - 5 kali 3.000.000
Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
6/22/2024 12.48.16 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp.
6/22/2024 13.56.13 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/22/2024 14.30.08 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i 2.000.000 3 -5 kali < Rp. 1.000.000
6/22/2024 14.47.28 Ya Tidak
6/22/2024 16.12.23 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Pegawai
6/22/2024 20.00.27 Ya Ya Ya Perempuan > 31 tahun Swasta > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
6/22/2024 21.50.46 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp.
6/23/2024 11.30.28 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 3 -5 kali 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/23/2024 11.52.49 Ya Ya Ya Laki-laki 21 - 25 tahun | Mahasiswali 3.000.000 6 - 8 kali 3.000.000
6/23/2024 12.22.15 Ya Ya Ya Perempuan > 31 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
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Rp. 2.000.001 - Rp.

Rp. 2.000.001 - Rp.

6/23/2024 12.23.37 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 3.000.000 3 - 5 Kkali 3.000.000
Pegawai Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
6/23/2024 12.35.12 Ya Ya Ya Laki-laki 26 - 30 tahun Swasta 3.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/23/2024 12.58.10 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 1.000.001 - Rp.
6/23/2024 13.01.46 Ya Ya Ya Perempuan 21 - 25 tahun Wiraswasta > Rp. 3.000.000 3 -5 kali 2.000.000
6/23/2024 13.08.14 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/23/2024 13.20.22 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
6/23/2024 14.31.43 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/23/2024 14.32.44 Ya Ya Ya Perempuan 21 - 25tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Pegawai
6/23/2024 15.03.48 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
6/23/2024 15.18.39 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp.
6/23/2024 15.46.34 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 3 -5 kali 3.000.000
Rp. 2.000.001 - Rp.
6/23/2024 15.55.35 Ya Ya Ya Perempuan 21 - 25 tahun Wiraswasta 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/23/2024 15.59.38 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
6/23/2024 16.04.55 Ya Ya Tidak
Rp. 2.000.001 - Rp.
6/23/2024 16.10.07 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i 3.000.000 < 3kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/23/2024 16.31.46 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Pegawai Rp. 1.000.001 - Rp.
6/23/2024 16.43.17 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 3 -5kali 2.000.000
Rp. 2.000.001 - Rp.
6/23/2024 18.44.20 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 3.000.000 < 3kali < Rp. 1.000.000
6/23/2024 18.46.29 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i | Rp. 2.000.001 - Rp. > 8 kali > Rp. 3.000.000
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3.000.000

Pegawai
6/23/2024 19.27.34 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/24/2024 15.47.54 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 2.000.000 < 3 kali < Rp. 1.000.000
6/24/2024 15.49.21 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/24/2024 15.55.08 Ya Ya Ya Laki-laki 26 - 30 tahun Wiraswasta 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/24/2024 16.21.41 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp.
6/24/2024 16.52.58 Ya Ya Ya Perempuan 21 - 25 tahun Wiraswasta > Rp. 3.000.000 3 - 5 kali 3.000.000
6/24/2024 16.54.08 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
6/24/2024 16.58.45 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 - 5 kali 2.000.000
6/24/2024 17.06.24 Ya Ya Ya Perempuan 26 - 30 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/24/2024 18.18.58 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp.
6/24/2024 19.00.23 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 3 -5 kali 3.000.000
Pegawai
6/24/2024 19.31.44 Ya Ya Ya Laki-laki 21 - 25 tahun Negeri > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/24/2024 20.22.47 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 < 3 kali < Rp. 1.000.000
6/25/2024 11.03.46 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/25/2024 11.25.16 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/25/2024 12.17.30 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 3 - 5 Kkali 3.000.000
Pegawai
6/25/2024 12.28.40 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/25/2024 12.51.20 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 3 -5kali 3.000.000
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6/25/2024 13.01.05 Ya Tidak
Pegawai Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/25/2024 13.12.46 Ya Ya Ya Perempuan 26 - 30 tahun Negeri 3.000.000 3 - 5 Kkali 3.000.000
6/25/2024 13.14.40 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
6/25/2024 13.25.06 Ya Ya Ya Perempuan 21 - 25 tahun Lainnya > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
6/25/2024 13.28.58 Ya Ya Tidak
6/25/2024 16.16.08 Ya Tidak
6/25/2024 16.27.25 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp.
6/25/2024 17.08.11 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 3 - 5 kali 3.000.000
Rp. 2.000.001 - Rp.
6/25/2024 17.19.45 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
Pegawai
6/25/2024 17.20.29 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
6/25/2024 21.01.50 Ya Ya Ya Perempuan > 31 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
6/25/2024 21.42.07 Ya Tidak
Rp. 2.000.001 - Rp.
6/25/2024 21.53.05 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
6/25/2024 22.03.58 Ya Ya Ya Laki-laki 21 - 25 tahun | Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/26/2024 16.58.17 Ya Ya Ya Laki-laki 21 - 25 tahun Negeri 3.000.000 3 - 5 kali 3.000.000
Rp. 2.000.001 - Rp.
6/26/2024 17.02.10 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/26/2024 17.18.22 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
Pegawai
6/26/2024 17.39.58 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
6/26/2024 17.44.16 Ya Ya Tidak
Rp. 1.000.001 - Rp. Rp. 2.000.001 - Rp.
6/26/2024 18.32.33 Ya Ya Ya Laki-laki 21 - 25tahun | Mahasiswa/i 2.000.000 6 - 8 kali 3.000.000
6/26/2024 18.43.03 Ya Ya Ya Perempuan > 31 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
6/26/2024 19.14.34 Ya Ya Ya Perempuan 26 - 30 tahun Pegawai Rp. 2.000.001 - Rp. | 6-8Kkali | Rp.2.000.001 - Rp.
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Swasta 3.000.000 3.000.000
Rp. 2.000.001 - Rp.
6/26/2024 19.55.19 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/26/2024 20.06.53 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 kali 3.000.000
6/26/2024 20.17.12 Ya Tidak
Pegawai
6/26/2024 20.38.45 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/26/2024 20.40.17 Ya Ya Ya Perempuan < 20 tahun Lainnya 2.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/26/2024 20.45.11 Ya Ya Ya Laki-laki 26 - 30 tahun Lainnya 3.000.000 6 - 8 kali > Rp. 3.000.000
Pegawai
6/26/2024 20.52.38 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/26/2024 21.16.05 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 Kkali 3.000.000
Pegawai Rp. 2.000.001 - Rp.
6/26/2024 21.19.00 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 3 -5 kali 3.000.000
Rp. 1.000.001 - Rp.
6/26/2024 21.46.02 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 2.000.000 < 3 kali < Rp. 1.000.000
6/26/2024 22.37.15 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/26/2024 22.42.39 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
6/26/2024 22.50.13 Ya Ya Ya Laki-laki 21 - 25 tahun Lainnya 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 1.000.001 - Rp. Rp. 2.000.001 - Rp.
6/26/2024 23.31.24 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 - 5 Kkali 3.000.000
6/27/2024 10.12.47 Ya Ya Ya Perempuan > 31 tahun Lainnya > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
6/27/2024 10.26.32 Ya Tidak
Pegawai
6/27/2024 11.07.26 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/27/2024 11.10.54 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i 2.000.000 6 - 8 kali > Rp. 3.000.000
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6/27/2024 11.18.05 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
6/27/2024 12.01.05 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
6/27/2024 12.11.31 Ya Ya Tidak
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/27/2024 12.15.10 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Pegawai Rp. 2.000.001 - Rp.
6/27/2024 13.34.44 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 3 -5 kali 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/27/2024 13.46.28 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
6/27/2024 14.17.20 Ya Ya Ya Laki-laki 26 - 30 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
6/27/2024 14.19.42 Ya Ya Ya Perempuan 21 - 25 tahun Wiraswasta > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
Pegawai Rp. 1.000.001 - Rp.
6/27/2024 15.49.02 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 3 -5 kali 2.000.000
Rp. 1.000.001 - Rp.
6/27/2024 15.55.15 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 2.000.000 < 3 kali < Rp. 1.000.000
6/27/2024 15.58.54 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
6/27/2024 17.22.59 Ya Ya Ya Perempuan 26 - 30 tahun Lainnya 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
6/27/2024 17.33.09 Ya Ya Ya Perempuan 21 - 25tahun | Mahasiswa/i > Rp. 3.000.000 6 - 8 kali 3.000.000
6/27/2024 19.25.00 Ya Ya Ya Laki-laki < 20 tahun Lainnya < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/27/2024 20.06.01 Ya Ya Ya Perempuan 21 - 25tahun | Mahasiswali 3.000.000 3 - 5 kali 3.000.000
Tida
6/27/2024 20.16.12 k
6/27/2024 20.46.27 Ya Ya Tidak
6/27/2024 21.23.45 Ya Ya Tidak
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
6/27/2024 21.27.45 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 - 5 Kkali 2.000.000
Pegawai Rp. 2.000.001 - Rp.
6/27/2024 21.38.06 Ya Ya Ya Laki-laki 26 - 30 tahun Swasta > Rp. 3.000.000 > 8 kali 3.000.000
6/27/2024 21.49.53 Ya Ya Ya Perempuan 21 - 25 tahun Wiraswasta Rp. 2.000.001 - Rp. | 6 - 8Kkali > Rp. 3.000.000
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3.000.000

Rp. 2.000.001 - Rp.

Rp. 2.000.001 - Rp.

6/27/2024 21.55.57 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 Kkali 3.000.000
Rp. 2.000.001 - Rp.
6/27/2024 22.31.53 Ya Ya Ya Laki-laki 21 - 25 tahun | Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
6/27/2024 22.42.08 Ya Ya Tidak
Rp. 1.000.001 - Rp. Rp. 2.000.001 - Rp.
6/28/2024 17.33.05 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 2.000.000 6 - 8 kali 3.000.000
6/28/2024 17.38.08 Ya Ya Ya Laki-laki < 20 tahun Lainnya < Rp. 1.000.000 3-5kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp.
6/28/2024 17.40.28 Ya Ya Ya Perempuan 26 - 30 tahun Negeri 3.000.000 6 - 8 kali > Rp. 3.000.000
6/28/2024 17.46.19 Ya Ya Ya Laki-laki > 31 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/28/2024 18.07.06 Ya Ya Ya Perempuan <20 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Pegawai
6/28/2024 18.38.11 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
6/28/2024 18.42.24 Ya Ya Ya Laki-laki > 31 tahun Lainnya < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Tida
6/28/2024 19.39.36 k
6/28/2024 19.50.06 Ya Ya Ya Perempuan > 31 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/28/2024 19.55.32 Ya Ya Ya Laki-laki 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Pegawai
6/28/2024 20.03.21 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
6/28/2024 20.14.40 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp.
6/28/2024 20.35.09 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali > Rp. 3.000.000
6/28/2024 20.46.45 Ya Ya Tidak
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/28/2024 20.55.56 Ya Ya Ya Perempuan > 31 tahun Lainnya 3.000.000 6 - 8 kali 3.000.000
6/28/2024 21.11.06 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i | Rp. 2.000.001 - Rp. | 3-5kali | Rp.1.000.001 - Rp.
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3.000.000

2.000.000

6/28/2024 21.20.42 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
6/28/2024 21.51.14 Ya Ya Ya Laki-laki < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Pegawai
6/28/2024 22.25.54 Ya Ya Ya Laki-laki 26 - 30 tahun Swasta > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/28/2024 22.53.42 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 1.000.001 - Rp. Rp. 2.000.001 - Rp.
6/29/2024 9.54.54 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 2.000.000 3 -5 kali 3.000.000
Pegawai
6/29/2024 9.56.31 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/29/2024 13.17.44 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp.
6/29/2024 14.59.07 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 6 - 8 kali 3.000.000
6/29/2024 16.00.06 Ya Ya Ya Laki-laki < 20 tahun Lainnya < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
6/29/2024 16.11.37 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta 3.000.000 3 -5 kali 2.000.000
Pegawai
6/29/2024 17.22.21 Ya Ya Ya Laki-laki 26 - 30 tahun Swasta > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
6/29/2024 18.03.25 Ya Ya Ya Perempuan 26 - 30 tahun Lainnya > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
6/29/2024 21.33.38 Ya Ya Tidak
Rp. 1.000.001 - Rp.
6/30/2024 19.04.40 Ya Ya Ya Laki-laki > 31 tahun Wiraswasta > Rp. 3.000.000 3 -5 kali 2.000.000
Pegawai Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/30/2024 19.09.57 Ya Ya Ya Perempuan 26 - 30 tahun Swasta 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp.
6/30/2024 19.12.18 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
6/30/2024 19.23.26 Ya Ya Ya Laki-laki < 20 tahun Lainnya < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/30/2024 19.44.28 Ya Ya Ya Perempuan 26 - 30 tahun Negeri 3.000.000 6 - 8 kali 3.000.000
6/30/2024 20.15.44 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i | Rp. 2.000.001 - Rp. | 6-8kali | Rp. 2.000.001 - Rp.
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3.000.000 3.000.000
6/30/2024 20.17.24 Ya Ya Tidak
6/30/2024 20.38.40 Ya Ya Ya Laki-laki 21 - 25tahun | Mahasiswa/i > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
6/30/2024 20.43.13 Ya Ya Tidak
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
6/30/2024 21.20.19 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp.
6/30/2024 21.31.37 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
6/30/2024 22.22.47 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta > Rp. 3.000.000 3 -5 kali 2.000.000
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
6/30/2024 22.34.03 Ya Ya Ya Laki-laki 21 - 25 tahun Wiraswasta 2.000.000 3 - 5 kali 2.000.000
Pegawai
7/1/2024 8.26.25 Ya Ya Ya Laki-laki 26 - 30 tahun Negeri > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/1/2024 8.44.07 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
7/1/2024 10.28.57 Ya Tidak
Pegawai
7/1/2024 10.30.03 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
7/1/2024 12.51.11 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i 2.000.000 < 3 kali < Rp. 1.000.000
Pegawai
7/1/2024 13.32.28 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 6 - 8 kali > Rp. 3.000.000
Pegawai Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
7/1/2024 13.53.57 Ya Ya Ya Laki-laki 26 - 30 tahun Swasta 3.000.000 3 - 5 kali 2.000.000
7/1/2024 14.04.11 Ya Ya Tidak
7/1/2024 14.15.29 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp.
7/1/2024 16.36.33 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta > Rp. 3.000.000 3 -5 kali 2.000.000
Rp. 1.000.001 - Rp. Rp. 2.000.001 - Rp.
7/1/2024 19.07.50 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 - 5 kali 3.000.000
7/1/2024 20.38.59 Ya Ya Ya Laki-laki 21 - 25tahun | Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000

132




7/1/2024 20.40.29 Ya Ya Ya Laki-laki 26 - 30 tahun Wiraswasta > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
7/1/2024 21.22.27 Ya Ya Ya Perempuan > 31 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/1/2024 21.44.56 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 3 -5 Kkali 3.000.000
Pegawai
7/1/2024 23.05.58 Ya Ya Ya Perempuan 26 - 30 tahun Negeri > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
7/2/2024 10.07.00 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali > Rp. 3.000.000
7/2/2024 10.10.05 Ya Ya Ya Laki-laki 21 - 25 tahun Lainnya > Rp. 3.000.000 3-5kali > Rp. 3.000.000
Pegawai Rp. 2.000.001 - Rp.
7/2/2024 12.19.25 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp.
7/2/2024 12.30.24 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
7/2/2024 13.51.42 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
7/2/2024 14.22.01 Ya Ya Tidak
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/4/2024 14.42.22 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
7/4/2024 14.45.01 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i 2.000.000 3 - 5 kali 2.000.000
7/4/2024 14.58.15 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
7/4/2024 15.07.49 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
7/4/2024 15.19.05 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/4/2024 16.00.55 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/9/2024 12.52.33 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 > 8 kali 3.000.000
7/9/2024 12.58.01 Ya Ya Ya Perempuan 26 - 30 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
7/9/2024 13.09.28 Ya Ya Tidak
Rp. 1.000.001 - Rp.
7/9/2024 13.20.14 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 2.000.000 < 3kali < Rp. 1.000.000
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Pegawai

7/9/2024 13.22.08 Ya Ya Ya Laki-laki 26 - 30 tahun Negeri > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
Pegawai Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/9/2024 13.25.42 Ya Ya Ya Perempuan 26 - 30 tahun Negeri 3.000.000 3 - 5 kali 3.000.000
Rp. 2.000.001 - Rp.
7/9/2024 13.40.11 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 > 8 kali > Rp. 3.000.000
7/9/2024 14.15.00 Ya Ya Tidak
7/9/2024 14.26.15 Ya Ya Ya Perempuan 26 - 30 tahun Lainnya > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 1.000.001 - Rp. Rp. 1.000.001 - Rp.
7/9/2024 14.28.26 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 2.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp.
7/9/2024 14.55.08 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali > Rp. 3.000.000
7/9/2024 15.39.46 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp. Rp. 1.000.001 - Rp.
7/9/2024 16.20.46 Ya Ya Ya Laki-laki 21 - 25 tahun | Mahasiswa/i 3.000.000 3 - 5 kali 2.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/9/2024 16.25.34 Ya Ya Ya Perempuan 26 - 30 tahun Wiraswasta 3.000.000 6 - 8 kali 3.000.000
Rp. 1.000.001 - Rp.
7/9/2024 17.32.58 Ya Ya Ya Laki-laki < 20 tahun Lainnya 2.000.000 < 3 kali < Rp. 1.000.000
Rp. 2.000.001 - Rp.
7/9/2024 17.44.28 Ya Ya Ya Laki-laki 21 - 25 tahun Mahasiswa/i 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
7/9/2024 17.45.33 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswali 3.000.000 > 8 kali > Rp. 3.000.000
Pegawai
7/9/2024 18.07.11 Ya Ya Ya Perempuan 26 - 30 tahun Swasta > Rp. 3.000.000 < 3 kali < Rp. 1.000.000
7/9/2024 18.30.56 Ya Ya Ya Perempuan < 20 tahun Mahasiswa/i < Rp. 1.000.000 < 3kali < Rp. 1.000.000
7/9/2024 18.34.38 Ya Ya Tidak
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/9/2024 19.25.15 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
Pegawai Rp. 2.000.001 - Rp.
7/9/2024 19.37.42 Ya Ya Ya Perempuan 26 - 30 tahun Negeri 3.000.000 6 - 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
7/9/2024 19.56.09 Ya Ya Ya Laki-laki 26 - 30 tahun Lainnya > Rp. 3.000.000 3 - 5 kali 3.000.000
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7/9/2024 20.00.23 Ya Ya Ya Perempuan 21 - 25 tahun PNeggt\;vr?l > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp. Rp. 2.000.001 - Rp.
7/9/2024 20.11.49 Ya Ya Ya Perempuan 21 - 25 tahun | Mahasiswa/i 3.000.000 6 - 8 kali 3.000.000
7/9/2024 20.15.09 Ya Ya Ya Laki-laki 26 - 30 tahun Zevg:;\tlgl > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
Rp. 2.000.001 - Rp.
7/9/2024 20.24.16 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i 3.000.000 < 3 kali < Rp. 1.000.000
7/9/2024 20.45.54 Ya Ya Ya Perempuan 21 - 25 tahun Mahasiswa/i > Rp. 3.000.000 > 8 kali > Rp. 3.000.000
DT1 | DT2 DT3 DT4 DT5 KP1 | KP2 | KP3 KP4 KP5 KA1 KA2 KA3 KA4 | KA5 | NB1 NB2 NB3 NB4 | NB5
5 4 5 5 5 4 5 5 5 5 4 4 4 5 4 5 5 4 3 3
4 4 4 5 5 b 5 4 4 5 4 5 4 4 5 5 5 4 4 5
5 5 5 5 5 5 5 3 5 5 5 5 5 5 5 1 2 2 1 2
5 5 5 5 5 5 5 5 5 5 3 4 3 5 5 5 5 5 5 5
3 5 5 5 5 5 5 5 5 4 4 5 4 5 5 5 4 5 5 4
4 4 5 5 5 4 5 5 4 5 4 5 5 4 5 4 5 4 5 5
5 5 5 5 5 5 5 4 4 3 3 4 3 3 5 3 4 4 3 3
4 4 3 4 5 4 3 4 4 3 4 4 4 4 4 3 3 3 3 3
5 5 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
3 4 4 4 4 4 4 4 4 4 3 3 3 4 4 5 4 4 2 4
4 5 4 4 4 5 4 4 4 4 4 4 4 4 5 4 4 4 2 4
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Nilai Mean, Min, dan Max

5,000 0798
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5000 o777
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5.000 0.893
5000 0636
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KP2 0742
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NB2 0767
NB3 0744
NB4 0817
NB5 0770
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Nilai R-Square

Niat Beli 0174 0.162

145



Nilai Discriminat Validity Fornell-Larcker

NB4 0.160 0.311 0277 0817
NBS 0.108 0.227 0.242 I 0.770
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Nilai Path Coefficient

Daya Tarik -> Niat Beli 0.053 0067 0.074 0.714 0475
Keahlian - > Niat Beli 0250 0252 0.097 2589 0.010
77 3969 0.000
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Struktur Awal Penelitian
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ABSTRACT

Purpose: The role of social media infleencers is growing in importance, due to their ability to
effectively influence. In addition, marketers have identified Instagram as the most impaortant social
media channel for influencer marketing, while the concept of credibility has always been significant
in the field of influencer marketing. While o few studies have recently focused on how social media
influencers influence consumer purchase behavior, research that specifically focuses on influencer
credibility and its impact on purchase behavior is still scarce. Therefore, the purpose of this study
is to investigate the impact of influencer credibility on the purchase intention of beauty products in
Sri Lanka.

Designimethodology/approach: Quantitative study was conducted using the survey method.
The sample consists of | 50 Instagram users between the ages of 18 and 34 who live in Colombao,
Sri Lanka. To empirically test the conceptual model, single and multiple regression analyses were
used.

Findings: Results suggest that there's o positive impact of credibility dimensions towards purchase
intention and the most impactful credibility foctor towards purchase intention is “trustworthiness™

Originality: This research contributed to the current debates about the credibility of social media
influencers. Furthermore, this study focuses on the impoct of Instagram influencer credibility
dirnensions, which is still scarce. So, the current paper fills a gap in the limited existing literature
on the credibility of social media influencers on purchase intention, with a focus on the beauty
industry in the 5r Lankan context.

Implications: The findings assist marketers and advertisers in the fashion industry in
understanding how influencer marketing affects consumer purchase intent. Additionally, this
provides important insights to influencers in order for them to be successful influencers.

Keywords: Social media influencers, Influencer Marketing, Instagram Influencers, Influencer
Credibility, Beauty Industry.
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INTRODUCTION

“The growth of Social Media has been rapid and massive over the years, and

billions of people worldwide use it on a daily basis for a variety of purposes. Along
with the increasing importance of social media, the role of “social media influencers’
15 becoming increasingly important, as discussions revolve around them and their
ability to effectively influence consumers; while endorsing many products and brands
marketers have identified Instagram as the most important social media channel for
influencer marketing, while the credibility concept has always played an important
role in the field of influencer marketing (Dwivedi et al., 2018).
The common idea about an influcncer among the general public 1s “A person with a
large follower basc on social media. An influencer can be seen as a person who
influences their andience behaviorur. Social media influencers are in specific niches
such as fashion, food, travel, fitness, etc. Brands are now increasingly using, fitness
zurus, food bloggers, beauty bloggers, and fashiomstas to create awareness and
promote their products among consumers. Primarily influencers create brand
awareness and brand visibility. Further brands can utilize influcncers to build brand
trust and authonty. If the particular influencer is a well know cxpert in that specific
area there’s a high tendency of people to fall for them and they start belicving. Another
benefit of having social media influencers as a platform in marketing is that the
business organization can directly interact with their potential customers and existing
customers at the same time, and also collect their feedback on their specific products
(Kolarova, 2018). Recent research states that Instagram has more than 1 billion users
worldwide (Emarketer, 2020). Among all the social media platforms, Instagram has
been identified as the most effective platform for influencer marketing. According to
the survey conducted by Mediakix (2021), 89% of marketers have stated Instagram
as the most important social media channel for influencer marketing. Further, youth
in the age group of 16-34 prefer Instagram as their favorite social media platform
(DataReportal, 2021). This may also a rcason that Instagram has been identified as
the most important social media channel for Instagram marketing because these youth
groups are mostly like to get in line with fashion trends and cxperiment with novel
fashion ideas. Therefore as mentioned above these Gen Z7s would be able to direct
towards a purchase intention through social media influencers. Influencer marketing
has now become a trend in Sri Lanka as well. There were approximately 1,290,900
users using Instagram in Sri Lanka by January 2021 (MNapoleanCat, 2021).
Considering the engagement level of some social media influencers it seems to be that
most of the social media users are enjoying and attracted to the content posted by
influencers. Therefore brands are enthusiastic about making social media influencers
involved in their marketing campaigns.

Past rescarch shows that with the emergence of Social Media, the way consumers
interact with brands completely changed (Rebelo, 2017). Due to the high popularity
of social media, scholars are now interested in exploring new ways in how social
media can be used in marketing campaigns and activities. Therefore a vast number of
research and scholarly articles can be found on topics such as online marketing, social

media, and celebrity endorsement (Kumar et al, 2020). Although celebrity
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endorsement was a hot topic a few years back, most previous studies investigated how
various characteristics of endorsers on traditional media platforms influenced
consumers’ purchase intentions {Costanzo & Goodnight, 2005; Kumar, 2011;
Premeaux, 2009; Ohanion, 1991; Spears et al., 2013).

On the other hand, while a few studies have recently focused on how consumer
purchase behavior is impacted by the social media influencers” influence on consumer
purchase behavior, research that specifically focuses on influencer credibility and its
impact on purchase behavior is still scarce (Abrew, 2019; Godey et al., 2016; Lim et
al., 2017; Lou & Yuan, 2019; Trvedi & Sama, 2020). A careful examination of the
literature reveals that vanous assessment indicators, such as the number of followers,
likes, comments, credibility, expertise, and congruence, have been used to evaluate
influencers (Choi & Rifon, 2012; Freberg et al., 2011; Jabr & Zheng, 2017; Lee &
Koo, 2012). However, aspects and features related to credibility dimensions of
influencers (i.e. attractiveness, trustworthiness, expertise) have not yet been
thoroughly investigated. Furthermore, the majority of previous studies on source
credibility focused on endorsers’ influcnce on consumers rather than social media
influcncers (c.g., Cunningham & Bright 2001 2; Dwivedi, Johnson, & McDonald 2001 3;
Guido & Peluso 2009; Lee & Koo 2015).

Furthermore, it is claimed that there 15 a lack of literature addressing the relationships
between fashion leadership and consumer purchase intention, particularly in the
fashion and beauty industrics (Lang & Armmstrong, 2018). Even rescarch on
influencers and purchasé intention in the fashion industry, particularly in emerging
markets, 1s limited. Despite the fact that influencer marketing has been widely
considered in the fashion industry in recent years (Chetiow, Benlafgih & Lebdaou,
2021). As a result, this is a growingly important arca for filling a gap in the literature.
Taking that importance into the consideration this study will focus on the fashion and
beauty industnes (Lang & Armstrong, 2018).

Furthermore, this study focuses on the credibility dimensions of social media
influencers, specifically Instagram Influencers. According to the open literature future
research should look into the relative importance of the three credibility dimensions
(attractiveness, trustworthiness, and expertise) the expertise and trustworthiness
dimensions of source credibility have been shown to produce different pattems of
results and to be of varying importance at times (AlFarraj et al., 2020). It has been
said that future research might manipulate these two dimensions separately. Therefore
this research focuses on three credibility dimensions separately to find their effect on
consumer purchase intention. As a result, the current study is intended to fill the
aforementioned gaps, and it has investigated the impact of social media influencers”
credibility on the purchase intention of beauty products.

The objectives of this study are as follows:

l: To identify the impact of social media influencers” credibility on the
purchase intention of beauty products in Sri Lanka.
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2: To identify the impact that social media influencers’ attractiveness has on
the purchase intention of beauty products in Sri Lanka.

3: To identify the impact that social media influencers’ trustworthiness has
on the purchase intention of beauty products in Sr1 Lanka.

4: To identify the impact that social media influencers” expertise has on the
purchase intention of beauty products in Sri Lanka.

5. To examine the most impactful credibility factor towards purchase
intention on beauty products in Sri Lanka.

LITERATURE REVIEW

Social Media

The number of social media users is growing and this shapes marketing trends
and strategies, therefore marketers started perceiving social media platforms as key
channels to communicate and interact with their consumers (Bianchi et al., 2017).
Social Media stresses the active engagement of consumers in the creation of all
published content {Alalwan, 2018). According to DataReportal {2021) there were 7.9
million social media users in Sri Lanka at the end of January 2021,  The number of
social media users in Sri Lanka increased by 1.5 million between 2020 -2021.
Therefore it can be clearly seen that social media usage is booming within the Sri
Lankan context as well.

Social Media Influencers

In the current growing digital world, we are witnessing the extreme growth
of these generations” new 1cons. These are the 1dols that are famous on social media
and who are better known as social media influencers (Ruz-Gomez, 2019).
According to many scholars influencers are considered “special individual™ who
has the ability to ereatc important content and have a high reputation in a speeific
area (Cha et al., 2010; Kim et al., 2017). This reputation can result from the level
of expertise of influencers in their specific field so that consumers trust them. In
contrast to celebnities, influencers come into the place as ordinary personalities
who re authentic and easy to approach (Chapple & Cownie 2017).

Influencer Marketing

Influencer marketing is a rapidly growing, content-oriented online based
activity with the idea that the general public will tend to buy products or services
recommended by these so-called influencers (Influencer Marketing Hub, 2021).
Consequently, influencer marketing can be identified as a form of marketing where
the brands invest in selected influencers to promote their content to both the
influencers” audience and the brands” target audience (Yodel 2017). Influencer
marketing 15 acquiring significance as it can especially reach young audiences with
personal, credible and engaging content.
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Instagram Influencers

Scholars have stated Instagram is the most used platform to follow brands
(Phua, Jin, & Kim, 2017). According to Influencer Marketing Hub (2021),
Instagram 1s currently identified as the most popular social media channel for
influencer marketing.

Even though there are a number of platforms to conduct influencer marketing
campaigns, the newest trend 15 to perform influencer activities through Instagram
(Enberg, 2018). With the enormous growth of sponsored posts, Instagram has
become the most eminent influencer marketing channel over the years (Bailis, 2019).
It can be seen that Instagram remains the platform of choice for most social media
influencers. Hootsuite (2021) has staled 93% of US. marketers plan (o use
Instagram for their influencer campaigns in 2021.

Influencer Credibility

“The perceived credibility of an influencer refers to whether an individual perceives
the influencers” recommendations as unbiased, believable, true, or facwal™ (Lepper,
1981, pp.326). Further, it is stated that for the persuasiveness of a message, the
credibility of a communicator or the message source is an important factor (Hovland
& Weiss 1931)

As per Ohanian (1990) source credibility theory explains that people are more likely
to convince when the source itself shows as a credible source. Source credibility
consists of three key components: expertise, trusiworthiness, and attractiveness
(Hovland et al..1953; Ohanian, 1991; Petty & Cacioppo, 1986; Sternthal et al.,
1978). If the consumers do not conside a message as  a credible one, they
become resistant to the attempts when convincing (Lee & Koo 2012) With
reference to the previous siudics it suggesis that perceived eredibility is one of the
key factors when people are selecting or following influencers (Nam & D" an, 2018).

After ngorous rescarch Ohaman (1990) came up with three constructs to measure
the influencer effectiveness by looking at the perceived expertise, trustworthiness
and attractiveness of the influencer, specifically in the advertisement course. For
a source to be credible 1t should encompass three requirements: attractivencss,
expertise, and trustworthiness,

Attractiveness

Attractiveness 15 whether the person is good-looking or not, in other words,
the physical attractiveness of the source. Patzer (1983, pp.229-241) stated that in most
rescarch, attractiveness is defined as “the degree to which a stimulus person’s
facial features are pleasing to observe.”  According to Ohaman (1990) briefly, the
attractiveness of an influencer 15 considered, when Instagram users perceive
them as elegant, classy, attractive, beautiful or sexy. Erdogan (1999, pp.299),
stated attractiveness is the “stereotype  of positive associalions (o a  person
and not only entails physical attractiveness but also other charactenstics such
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as personality and athletic ability”.  With  some evidence Joseph (1982)
revealed that  physically  attractive influencers’ impact on different dependent
measures, further attractive influencers and have the tendency of getting believed,
liked and preferred to create a positive impact on products than the unatiractive
ones. Also it s sald that attractive influencers usuvally have more influence over
consumers than less attractive ones (Kahle & Homer, 1985; Joscph, 1982).

Trustworthiness

Trustworthiness, addresses the whether the specific individual 15 believable
or not (Wiedmann & Von Mettenheim, 20207 It further claborates whether
he/she has been influenced by a third party or is this, their honest opinion. According
to Ohanian (1990) even whether the influencer is an expert or not, trustworthy
influencer is more persuasive. Further according to him trustworthiness 1s the
degree of confidence that consumers will have on  influencers’ intent to
convey the assertions they consider most valid (Ohanian, 1990).
Trustworthiness will address whether an influencer judges a brand objectively or
in a bias manner just on behalf of the financial or material rewards (Wicdmann
& von Mettenheim, 2020). Many studies that have been executed are those that
support the positive impact of trustworthiness on effectiveness of influencer
marketing {Chao et al., 2005).

Expertise

Expertise 1s presented as “authoritativeness” (MeCroskey, 1966),
"competence” (Whitehead, 1968), "expertness” (Applbaum & Anatol, 1972), or
"qualification" {Berlo et al.. 1969). In simple terms expertise 1s known as the source’s
level of knowledge and it also means the knowledge, experience and the problem
solving ability in a given area. McCracken (1989) has defined expertise as “the
perceived ability of the source to make valid assertions;” in other words expertise
means the communicator 1s qualified and capable of providing valid and accurate
information in a specific subject area (Hovland et al., 1953).

Consumer Purchase Intention

Many previous scholars have stated that purchase intention 1s an individual s
intention of purchasing a specific brand for him/herself after an assured evaluation
{Laroche & Sadokierski, 1994; Laroche et al, 1996; Mackenzie et al., 1986).
Purchase intention also refers to the likelihood that consumers plan or are willing
to buy in the future Huang et al., (2011). Now consumers usually log on to social
media and do a prior research in order to look for product information and feedback
from influencers before making a purchase, as the consumers are now relving
more on user -generated content especially on Instagram (Racherla & Friske,

2012).

Beauty Industry
Influencers are very commonly used for fashion products (Halvorsen et al.,
2013); these fashion influencers have a large follower-base on social media who

create content on fashion to convince consumers in their purchase decision.

108

156



IMPACT OF SOCIAL MEDIA INFLUENCERS' CREDIBILITY ON THE PURCHASE INTENTION:
REFEREMCE TO THE BEAUTY INDUSTRY

According to Forbes (2018) in relation to cosmetics and beauty products, 57% of
companies already work with influencers. Instagram is a great platform for the
influencers for their success and popularity, because of its filters and wide audience
reaching capacity. Since now that the demand in fashion industry 15 growing,
shoppers are becoming sensitive in fashion and pretty much nfluenced by fashion
trends when it comes to their purchase intention (Lang & Armstrong, 2018). These
trends are mostly taken forward by these fashion influencers and leaders (Park &
Kim, 2016).Generation Y and Z consumers will get more impacted by the
influencers i the fashion industry since they tend to consider them as close
ones (Pate &Adams, 2013).

Conceptual & Theoretical Framework

Social media influencers’ credibility and purchaseintention

According to O'Keefe (1990), source credibility is “A judgement made
by a perceiver concerning the believability of a communicator™ (0"Keefe, 1990).
Ohanian (1990} has stated that the positive features of a communicator influencing
the message receiver’s acceptance are also referred to as source credibility, It has
been found that purchase intention and brand attitude of consumers arc dependent
on the credibility of
communicator influencing the message receiver’s acceptance which are also referred
to as source credibility.

It has been found that purchase intention and brand attiude of consumers are
dependent on the credibility of endorser (Chakraborty & Bhat, 2018; Chin et al.,
2020; Djafarova & Rushworth, 2017).Also previous researches have demonstrated
endorsers’ characteristics (e.g., expertise, trustworthiness, and attractiveness) impact
positively on consumers’ purchase intentions (e.g., Lafferty, Goldsmith, & Newell
2002; Lee & Koo 2015). Also it is said that since consumers perceive the content
generated by influencers as more credible than the content provided by the sellers
(Jonas, 2010}, their willingness purchase intention might increase (Waldt,
Loggerenberg & Wehmeyer, 2009; Fan & Miao, 2012). Hence it is hypothesized that,
H1: There is a positive impact of social media influencers’ credibility on the
purchase intention of beauty products in Sri Lanka.

Social media influencers' attractiveness and purchase intention

On opinion  agreement and  liking, with no interaction, expertise
and physical attractiveness dimensions of the source were found to have
a significant main effect (Horai et al, 1974).  According to Maddux and
Rogers (1980) they found there 1s no main effect of physical attractiveness and no
interaction with source expertise on agreement with the advocated message.

When the source was physically attractive, Mills and Aronson (1965) discovered that
an overt desire to persuade (Representing low trustworthiness) increased the

effectiveness of a message, possibly because an expressed desire to influence could
clarify what the audience must do to ingratiate or identify with the source. When the
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source was unattractive, however, there was no impact of an obviously expressed
aim to influence, whereas the influencer who enjoys a high level of attractiveness is
more likely to affect their followers' buy intention {Van der Waldt et al., 2009),

Also Wang and Scheinbaum (2018) found out a that there 15 a strong correlation
to the social media influencers as they found the attractiveness as a key in
changing the consumer attitudes and matching the right endorsers to the rnght and
reliable brand. Recently, Taillon et al., (2020) found that social media influencers’
attractiveness and likability positively affected attitudes toward the influencers,
word-of-mouth behavior, and purchase intention. Henee it 1s hypothesized that,

H2: There 1s a positive impact of social media influencers’ attractiveness on

the purchase intention of beauty products in Sri Lanka

Social media influencers trustworthiness and purchase intention

Scholars  have identified that influencers” trustworthiness  is
considered when the Instagram users observe them as reliable, sound, honest, or
trustworthy (Ceyhan et al., 2018;0hanian, 1990; Munnukka et al., 2016).The extent
of trust and loyalty between the consumers and their influencers has been seen to
positively affect the sustainability of the relationships between the followers and the
influencers, the sales. and the brand (AlFaraj et al., 2021). Much literature
executed supports the positive impact of trustworthiness on effectiveness (Chao ot
al., 2005). Further Wang and Scheinbaum (2018) found that the trustworthiness of
the public figure is the issue most crucially investigated in the beauty industry. Hence
it 15 hypothesized that,
H3: There 15 a positive impact of social media influencers’
trustworthiness on the purchase intention of beauty products in Sni Lanka

Social media influencers’ expertise and purchase intention

Perceived expertise of celebrity endorsers’ has significantly explained intention to
purchase the products, regardless of whether the product is for own use or for
a gift giving (Ohanian, 1991). However mixed results were obtained by Moore,
Hausknecht, and Thamodaran (1986). It 1s said that expertise will not only
shape the level  of influencer eredibility perceived but also could shape the
purchasing behaviour and purchase intention (Schouten et al., 2019). Thus for the
considered study, it can be hypothesized that,
H4: There i1s a positive impact of social media influencers” expertise on
the purchase intention of beauty products in Sr1 Lanka

Most impactful credibility dimension

All three credibility dimensions, attractiveness, expertise and
trustworthiness are considered to be equally important to purchase intention and
affect involvement with the advertisement message. It's said as  that only
trustworthiness  has  a significant impact on attitude towards the brand and brand
beliefs. When it comes to the attitude toward the advertisement, the perceived
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attractiveness of the endorser 1s considered more important than the expertise and
trustworthiness (Pompitakpan, 2004).

Trustworthiness and expertise dimensions of source credibility may hold different
welghts. It has been said that a trustworthy communicator is more influential than
an untrustworthy one even if he or she 1s an expert or not (MeGinnies & Ward, 1980).
Overall, the expert and a trustworthy source rereveal the most opinmion change.
Studies seem to show that trustworthiness is more impactful than expertise.

But in contrast, some other studies have shown that trustworthiness as a single
dimension may mnot be enough or may be less important than the
expertise dimension. Hovland and Weiss (1951) and Kelman and Hovland (1953)
reveal that a source who profited from persuading the audicnce was judged as less
fair and tended to produce less attitude change, but the opinion change differences
occurred only when the disinterested source was an expert as well.

Within a samplc of people aged between 18 to 24 it has been found 50% of them
trust the post of the influcncers they follow (Statista, 2018). Further 40% of them
have more trust over the influencers over the brand promotions. This in conclusion,
confirms the crucial role of trustworthiness of social media influencers (Statista,
2018). Also Wang and Scheinbaum (2018) found that the trustworthiness of the
public figure is the most important issue most crucially investigated in the beauty
industry. Considering the statements of most of the scholars we hypothesize that
trustworthiness is the most impactful credibility factor towards purchase intention on
fashion products. Therefore, 1t can be hypothesized that,

H5: Trustworthiness is the most impactful credibility factor towards purchase
intention on beauty products in Sri Lanka

Source Credibiliry
Attractiveness
Trustworthiness
Purchase
Intention
Expertise
Independent Variable Dependent Variable

Figure 1: Conceptual Framework
Sowrce: (Chanion, 1991}
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In the context of celebrity endorsement, source credibility model was utihzed
as atri-component  dimension  consisting  of  expertise,  trustworthiness,
and attractiveness (Ohanian, 1990).

METHODOLOGY

The researcher has used positivism as the rescarch philosophy because this study
is based on research questions that are going to be tested and confirmed by relevant
hypotheses. Accordingly, this study has utilized the Deductive rescarch approach. A
quantitative study will be carried out under the research strategy, using the survey
method. An online questionnaire (Google Form) was circulated among the
participants to collect data relevant to the study. The time horizon for the study is
considered as single cross-sectional.

In order to conduet this study a quantitative approach will be employed as it 15 the
best-suited method for conducting a study of this nature. Primary data is the main
source to conduct this rescarch, by analyzing the major perceived credibility
dimensions of an influencer and their impact on purchase intention. But it 15 also
supported by secondary data colleeted through quantitative research. Moreover, the
study is based only on the behavior of active Instagram users in Sn Lanka, aged 18
years old or above, that follow one or more Influencers on Instagram or have some
kind of knowledge of influencers.

Aceording to DataReportal (2022) recent statistics, approximately there are 1.55Mn
Instagram users in Sri Lanka. Therefore for this study the population is identified as
individuals (Sr1 Lankans) who use Instagram as a social media platform. Since
Colombo district has the highest intemet usage penetration in Sri Lanka the sample
will be taken from the Colombe district. In this study sampling element is Instagram
users aged between 18 -34 years who are living in the Colombo district in Sri Lanka
because most of the Instagram users are from 18-34 age range (NapoleanCat, 2021)
(DataReportal .2022). As per the recent statistics reports from DataReporatal (2021)
approximately there are 1,550,000 Instagram users in Sri Lanka. Therefore the study
will be around 1,000,000 individuals. When determining sample size, Morgan Table
15 used for determine sample size (Krejeie & Morgan, 1970). According to Morgan
Table sample size for the study will be approximately 384. But, Comrey and Lee
(1992) define the efficiency of samples according to their sample size, whereas a
sample size of 100 people 1s considered poor, 200 is fair, 300 15 good, 500 s very
good and lastly, 1000 15 considered to be excellent. Regarding the principal
component analysis, Hair et al. (2005), recommend a sample size superior to 200
participants. Considering all this, the researcher has selected an adequate convenient
sample of size 150 considening the constraints and the limitations.
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Goodness of Measurement

Credibility dimensions (Attractiveness, Trustworthiness, expertise) have been tested
and established through literature through the time in different research in the past,
initially developed by Ohanion (1990) and further confirmed by Rebelo (2017),
Rachibini {2018).Therefore the researcher has decided to conduct the component
matrix analysis to measure the Uni-Dimensionality. With reference to the component
matrix it can be seen all the indicators well established without any negative values
which means no indicator will be disqualified. Therefore all of these indicators will
be carried forward for further analysis. Moreover, it can be concluded that Uni-
Dimensionality is established in all the indicators.
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Table 1: Component Matrix

Code Indicators Factor
value
ATT1 | I think influencer has a physical appearance that is elegant B09
ATT2 | I think the influencer has a physical appearance that 1s Si02
handsome / beautiful
ATT3 | I think the influencer has a physical appearance that 15 BA5
fashionable
ATT4 | I think the influencer has a physical appearance that is attractive BR2
ATTS | I thiok the influencer is very classy 803
TRU1 | Ithink the influencer when endorsing beauty products has a B84
sood knowledge
TRU2 | I think the influencer is sincere when endorsing beauty products 852
TRU3 | I think the influencer is honest when endorsing beauty products 500
TRU4 | I think the influencer can be trusted when endorsing beauty Bol
products
TRUS | Ithink the influencer become the main reference when 724
endorsing beauty products
EXP1 | Ithink the influencer has experience beauty products B39
EXP2 | Ithink the influencer has a good knowledge on beauty products 919
EXP3 | I think the influencer has qualifications/certifications on beauty 858
indusiry products
EXP4 | [ think the influencer has a skill in applying beauty B74
Products
EXPS | | think the influencer has an expertise on beauty products when 501
endorsing beauty products
Pl [ want to know about the beauty product after viewing content J70
uploaded by influencer.
pri2 I am interested to try the beauty product after viewing content RO
uploaded by the influencer
P13 I consider to buy the beauty product after viewing content 916
uploaded influencer.
Pl4 [ will have to have the beauty product after viewing content 862
uploaded by influencer.
P15 I get motivated to purchase after Influencer appearance in the B77
advertisement on the beauty products

Sowrce: Ohanion (1990} & further confirmed by Rebelo (2017), Rachibini {2018)
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Table 2: Validity and Reliability Tests

Validity Test Reliability Test

Variable KMO BTS CR AVE Cronbach’s No of items
Alpha Values
0.5=< 0.05= 0.7= 0.5= 0.7=
Attractiveness (.883 (0.000 (.986 0. 709 0917 3
Trustworthiness 0863 0000 0985  0.878 0.898 :
Expertise 0.863 0,000 (L9588 (0. 844 0.925 3
Purchase 0.885 0.000 0.979 0.746 n.4914 3
Intention

Source: Surver Results

According to Table 2 squared correlations of cach variable were lower than AVE
values of the relevant varable. Therefore, it can be concluded that all the varables
satisfied with discriminant validity and the study has been established with
discriminant validity.

Cronbach's alpha was used to cxamine the rehiability, and according to Table 02, the
Cronbach's alpha of all variables is greater than 0.7, indicating that the reliability has
been established in the study. Content validity, criterion-related vahdity, and construct
validity are the three categories of validity.. As shown in Table 02, all of the variables
studied have KMO values greater than 0.5, AVE values greater than 0.5, and CR
values greater than 0.7, All of the variables have significance values less than 0.05.
As a result, it is reasonable to conclude that the study's Convergent Validity is
established.

Table 3: Discriminant Validity Analysis

Purchase
Attractiveness Trustworthiness Expertise Intention
Attractiveness 0.709

Trustworthiness 0.202 0.878

Expertise 0215 0.694 0.844

Purchase 0.167 0.393 0.358 0.746
Intention

Sowrce: Survey Results

According to Table 3 all squared correlations of each variable were lower than AVE
values of the relevant vanable. Therefore, it can be concluded that all the vanables
satisfied with diseriminant validity and the study has been established with
diseriminant validity.

115

163



R.ASD.RATHNAYAKE, V.G.P. LAKSHIKA

FINDINGS
Data Preparation

For the current study, the researcher used the data preparation process, which
comprises checking, editing, coding, transformation, data cleaning, systematic data
adjustment, and finally the selection of a data analysis approach (Malhothra & Dash,
2010).

According to Malhotra et al., (2017) questionnaires with incomplete responses,
responses that show little varance and questionnaires answered by unqualified
participants should not be taken into further analysis. Therefore for the final analysis
the researcher took 145 respondents out of 150 respondents. It has been found that
there are no missing values of the data set and all 145 responses have been accurately
entered into the data set and could be used for further analysis. Further, it is important
that the data meet the basic assumptions underlying the statistical techniques to be
used before proceeding with the data analysis (Hair et al., 2014). Hence, the most
fundamental assumption in multivariate analysis. normality was tested.

Table 4: Normality Test

N Skewness Kurtosis
Variable Statistic Statistic | Std.error | Statistic Std.error
Attractiveness 145 -1.417 0.201 3.406 {.400
Trustworthiness
Expertise 145 -0.233 0.201 -0.456 0.400
Purchase
intention 145 -0.270 0.201 -0.345 0.400

Source: Survey Results

According to Table 4 Skewness and Kurtosis values range from -2 to +2 and the
recommended value range of Skewness and Kurtosis for normal distribution of data
15 +2 to -2 (Hair et al., 2014). As depicted in the Table 4.10, only Skewness values
are between of -2 to +2.  However, only Altractiveness  variable Kurtosis  value is
not between the recommended value ranges. But considering the majority it can
be concluded that data 1s normally distributed and qualified for the further studies
for the research.

Table 5: Correlation Analysis

Independent Dependent Pearson P Value
Variable Variable Correlation
Attractiveness Purchase Intention 0,409 0.000
Trustworthiness Purchase Intention 0.627 0.000
Expertise Purchase Intention 0.59% 0.000

Source: Survey Results
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According to Table 5 it indicates that there 1s a positive linear relationship between
dependent  variable and  independent  varniable dimensions  atiractiveness,
trustworthiness and expertise. When comparing all three dimensions the correlation
between trustworthiness and purchase intention is high.

DATA AMALYSIS AND FINDINGS
Demographic analysis

The researcher conducted a demographic analysis (gender, age, education level, work
situation and monthly income) to identify the general charactenstics of Instagram
users in the Colombo district in Sri Lanka who participated in the survey-

According to the demographic data analysis, the majority of respondents (92 in total)
are females, with 33 are male respondents. Percentage-wise there are 63.01% females
and 36.99% of males.

Most of the respondents are 25 years old. (40.41%) Minority of the respondents are
35 years old. (0.68%). This representation can be divided into two groups. 18-25 vears
Represent Gen 7, 26-35 years - Represent Millennials According o the survey data
most of the respondents fall under the category of Gen Z.

According to the analysis majority of the respondents are undergraduates which is
54.1% and it was followed by graduates which 1s 30.8% and postgraduates which is
14.4% respectively. Most of the respondents are full time workers which amounts
63.7% and 16.4% of respondents arc working students. Most of the respondents, as a
percentage 51.69% have Rs.25, 000, or below meome level.

Awareness on Instagram influencers

It has been found that all the respondents who use Instagram as a social media
platform, are aware on Instagram Influencers. 100% of the respondents have
responded positively on the awareness on Instagram Influencers. However only
64.8% respondents in the sample follow a beauty influencer on Instagram, while
35.2% of the respondents do not follow a beauty Influencer on Instagram.

Hypothesis testing

Social media influencers’ credibility on the purchase intention of beauty
products in Sri Lanka

In order to test the impact of Social media influencers” credibility on the purchase
intention simple linear regression analysis has been conducted. According to Table 6,
R2 value 15 0.417and it indicates approximately 41.7% of the dependent variable
which is purchase intention of beauty products is explained by the Influencer
Credibility. Therefore, it can be concluded that there can be other variables that would
explain the dependent varable.
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Table 6: Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 6463 417 413 69822

a. Predictors: (Constant), Credibility
Sowrce: Survey Data

The Analysis of Variance 1s a statistical analysis that tests the degree of differences
between two or more groups of an experiment and by that it indicates whether the
model is significant (Sckaran, 2016). According to Table 7 the significance level is
less than 0.05 (sig. value = 0.000) at 102.418 of F statistic. Therefore, it can be
concluded that the regression model is significant

Table 7: ANOVA?

Model Sum of dr Mcan ¥ Sig.
Squares Square
1 Regression 49.929 1 49.929 102.418 000
Residual ¢ 914 143 488
Total
119.642 144

a. Dependent Variable: P1
b. Predictors: (Constant), CR
Source: Survey Data

According to Table 8, the significance value of Influencer Credibility is 0.000 which
15 less than 0.05 and the B value of Influencer Credibility is 0.758 which is a positive
value. Therefore, it can be concluded that influencer Credibility has a significant
positive impact on purchase intention of beauty products im Sri Lanka. Hence,
hypothesis one (H1: There is a positive impact of social media influencers’ credibality
on the purchase intention of beauty products in S Lanka) has been confirmed by the
study.

Table 8: Coefficients?

Model Unstandardized Standardized T Sig.
Coellicients Coelficients
B Std. Beta
| (Constant) 670 263 2546 012
CR 758 075 646 10.120 000
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a. Dependent Vanable: Pl
Sowrce: Survey Data

Impact of influencer attractiveness towards purchase intention of beauty
products

The second sub objective of the study is to identify whether there is an impact
influencer attractiveness on purchase intention of beauty products,

Table 9: Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 4093 167 161 83476

a. Predictors: (Constant), ATT
Source: Survey Data

Table 9 shows, R2 value as 0.167 and it indicates approximately 16.7% of the
dependent variable which 1s purchase intention towards beauty products 1s explained
by the independent variable influencer attractiveness.

Table 10: ANOVA#R

Model Sum of df Mean F Sig.
Squares Square
1 Regression 19997 1 19.997 28.697 000"
Residual
) 99,646 143 597
Total
119.642 144

a. Dependent Variable: P1
b. Predictors: (Constant), ATT
Sowrce: Survey Data

Table 10 shows, the significance level s less than 0,035 (s1g. value = 0.000) at 28.697
of F statistic. Therefore, it can be concluded that the regression model 1s significant.

Table 11: Coefficients?

Unstandardized Standardized T  Sig.
Coefficients Cocfficients
B Std. Error  Beta
| (Constant) 1.351 365 3.701 000
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ATT 479 089 409 5.357 .000

a. Dependent Variable: Pl
Source: Survey Data

Table 11 shows, the significance value of influencer attractiveness 0.000 which is less
than 0.05 and the B value of influencer attractiveness is 0.479 which is a positive
value. Therefore, it can be concluded that Influencer Attractiveness has a significant
positive impact on purchase intention of beauty products. Hence, hypothesis two (H2:
There is a positive impact of social media influencers’ attractiveness on the purchase
intention of beauty products in Sri Lanka) has been confirmed by the study.

Impact of influencer trustworthiness towards purchase intention of
beauty products

The third sub objective of the study is to identify whether there is an impact influencer
trustworthiness on Purchase Intention of beauty products.

Table 12: Model Summary
Model R R Squarc Adjusted R Square  Std. Error of the
Estimate
1 627a 393 389 71254

a. Predictors: (Constant), TRU
Source: Survey Data

With refercnce to Table 12, R2 value 1s 0.3 and it indicates approximately 39.3% of
the dependent variable which 1s purchase intention towards beauty products is
explained by the dimension Influencer trustworthiness

Table 13: ANOVA?
Model Sum of Df Mean F Sig.
Squares Square
1 Regression 47.039 1 47.039 92.649  .000°
Residual 72 603 143 .508
Total 119.642 144

a. Dependent Variable: Pl
b. Predictors: (Constant), TRU
Source: Survey Data

With reference to Table 13, the significance level is less than 0.05 (sig. value = 0.000)
at 92.649 of F statistic. Therefore, it can be concluded that the regression model is
significant.
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Table 14: Coefficients®

Model Unstandardized Standardized T Sig.
CoefTicients Coelficients
B Std. Error  Beta
1 (Constant) 1.401 203 6.900 L0000
TRU 597 062 627 9625 000

a. Dependent Vanable: Pl
Source: Survey Data

With reference (o Table 14, the significance value of influencer attractiveness 0.000
which is less than 0.05 and the B value of influencer attractiveness is 0.597 which is
a positive value. Therefore, it can be concluded that influencer trusiworthiness has a
significant positive impact on purchase intention of beauty products Hence,
hypothesis three (H3: There 1s a positive impact of social media influencers’
trustworthiness on the purchase itention of beauty products in Sri Lanka) has been
confirmed by the study.

Impact of influencer expertise towards purchase intention of beauty
products

The fourth sub objective of the study is to identify whether there is an impact
influencer expertise on Purchase [ntention of beauty products.

Table 15: Model Summary

Model 14 R Square Adjusted R Square  Std. Error of the
Estimate
1 59%a 357 353 73342

a. Predictors: (Constant), EXP
Sowrce: Survey data

According to Table 15, R2 value 1s 0.357and 1t indicates approximately 35.7% of the
dependent variable which is the purchase intention of beauty products is explained by
the Influencer Expertise.

Table 16: ANOVA?

Model Sum of Df Mean F Sig.
Squares Square
1 Regression 42.721 1 42.721 79.421 0007
Residual  76.921 143 538
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Total 119.642 144

a. Dependent Variable: P1
b. Predictors: (Constant), EXP
Sowrce: Survey Data

According to Table 16, the sigmficance level is less than 0.05 (sig. value = 0.000) at
79.421 of F staustic. Therefore, it can be concluded that the regression model is
significant

Table 17: Coefficients®

Model Unstandardized Standardized T, Sig.
Coefficients Coefficients
B Std. Ermor  Beta
1 (Constant) 1523 205 7.420 000
EXP 554 062 598 8912 000

a. Dependent Variable: Pl
Saurce: Survey Data

According to Table 17, the significance value of influencer expertise 0.000 which 1s
less than 0.05 and the B value of influencer attractiveness 1s (.5354 which is a positive
value. Therefore, it can be concluded that influencer expertise has a significant
positive impact on purchase intention of beauty products. Hence, hypothesis four (H4:
There is a positive impact of social media mfluencers™ expertise on the purchase

intention of beauly products in 811 Lanka) has been conflirmed by the study.

Most impactful credibility factor towards purchase intention of beauty
products

The fifth sub objective of the study is to identify the most impactful credibility
purchase intention of beauty products. To find the salient factor affecting dependent
variable a multiple linear regression should be conducted.

Table 18: Model Summary

Model R R Square Adjusted R Square  Std. Error of the
Estimate
1 .653a 426 414 BHYTES

a. Predictors: (Constant), ATT, TRU, EXP
Sowrce: Survey Dara
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Table 18 reflects, adjusted R2 value is 0.414and it indicates approximately 41.4% of
the dependent variable which is purchase intention on beauty products is explained
by all the dimensions namely attractiveness, trustworthiness and the expertise. Since
B2 value 1s less than 50%, 1t can be concluded that there can be other vanables rather
than considering variables of the study that would explain the dependent variable
which 1s, purchase intention towards beauty products in Sri Lanka,

Model

a.Dependent Variable: P1
b. Predictors: { Constant), ATT, TRU, EXP

Residual
Total

68.663
119.642

Source: Survey Daia

Df

3

141
144

Table 19: ANOVAa
Sum of
Squares

Regression 50980

Mean
Square

16.993

487

34.896

Sig.

000"

Table 19 reflects, the significance level 15 less than 0.05 (sig. value = 0.000) at 34.896
of F statistic. Therefore, it can be concluded that the regression model is significant,
and a model can be built to wdentufy the most impactful credibility factor towards
purchase intention of beauty products in Sri Lanka.

Model Unstandardized
Coetlicients
B Std. Error
1 {Constant) 852 312
EXP 191 109
TRU 376 111
ATT
A6l 85
Dependent
Vanable: PI

Source-Survey Data

Table 20: Coefficients®

Standardized
Coclficients

Beta

206
394
136

T

2735
1.758
3.396
1.B78

Sig.

D07
081
D01
D62

Table 20 reflects, only the significance value of influencer attractivencss 15 less than
0.05 (sigmficance value is 0.000) which can be considered as the only variable that
has a significant impact towards the dependent variable purchase intention of beauty
products in S Lanka. Influencer attractiveness and expertise 15 higher than .05
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which means it does not have a significant impact towards the dependent variable
purchase intention of beauty products in Sri Lanka. Therefore, it can be concluded
that the most impactful credibility factor towards purchase intention of beauty
products in Sr1 Lanka s influencer trustworthiness.

According to the hypothesis five it has been hypothesized that trustworthiness 1s the
most impactful credibility factor towards purchase intention of beauty products in Sri
Lanka. This is aligned with the previous research literature and findings. Therefore it
can be concluded that hypothesis five 1s confirmed by the study (H5: Trustworthiness
is the most impactful credibility factor towards purchase intention on beauty

products).
DISCUSSIONS

According to the findings, there is a positive impact of social media
influencers’ credibility on the purchase intention of beauty products in Sri Lanka. As
studied previously (Sertoglu. Catli & Korkmaz, 2014) and by Rebelo (2018) recently,
this research also proves that the relationship between Instagram users’ perceived
credibility of an influencer and their purchase intention i1s verified and positive, which
predicts that higher levels of credibility develop higher levels of purchase intention.
It was found that, generally, sources with higher eredibility and their feedback were
evaluated more favorably. Further, it has been emphasized that higher source
credibility results in more persuasion in terms of both attitude and behavioral changes
(Pornpitakpan, 2004). In alignment with this it has been revealed that a highly credible
source usually led to more behavioral compliance than did a low-credibility one
(Criscr & Kassinove, 1973; Levine, Moss, Ramsey, & Fleishman, 1978; Tybout,
1978). Since purchase intention can be recognized as an attitude and behavioral
element that will further support the results of this research is true and accurate
regarding the positive relationship between the influencer credibility and the purchase
intention.

This study’s findings revealed that influencer attractiveness has a positive impact on
the purchase intention of beauty products in Sri Lanka. With reference to a study
conducted in Jordan, it has been found that Jordanian customers are more likely to
consider influencers with the physical attraction and experience of enjoyment of the
dermatology products as a credible source of information once they are in the process
of formulating their decision to buy such products (Tarhimi et al., 2019; Ohanian,
1990; Wang & Scheinbaum, 2018 Similarly in the Sri Lankan beauty industry context,
the researcher was able to find out that there’s a positive impact between influencer
attractiveness and the purchase intention. Further Lim et al. (2017) concluded that the
credibility of social media influencers was measured by their attractiveness, meaning
transfer and product match-up can improve the purchase intention. The same scholar
analyzed the impact of social media mfluencers” effectiveness mamly for their
attractiveness on purchase intention and found a positive effect.
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As per the findings, there is a posiive impact of social media influencers’
trustworthiness on the purchase intention of beauty products in Sri Lanka. It has been
proved that trustworthiness showed significant effects on the influencer’s credibility
and consumers’ purchase intention (Saima & Khan, 2020) The main findings of
previous studies have conveyed that likability, trustworthiness and familiarity have a
greater influence on purchase intention towards fashion products. This 1s perfectly
aligned with the current research findings.

Results in previous scholarly articles show that social media managers secking to
implement an influencer campaign should primarily pay attention to influencers’
trustworthiness, for success [rom the perspective of social influencers. (Wiedmann &
von Mettenheim, 2020) Virkkunen and Norhio (2019) as well as Abert et al. (2019)
have thus demonstrated that influencers have well recognized the importance of
trustworthiness.

Also the high importance of trustworthiness may actually be good news for social
media managers. As selflessness 1s a major driver of trustworthiness { Walster ct al.,
1966), social media managers should select influencers who act in a selfless way,
Suitable influencers should endorse a product because they are sincerely convinced
of its worth and not (merely) because they will be paid.

This result means that the best influencers mav be those to whom the contracting
brand must pay the least money, which represents considerable savings potential.
Today, influencer campaigns without financial remuneration are realistic (Mirschl &
Steinberg, 2018).

According to the findings, there 1s a positive impact of social media influencers’
expertise on the purchase intention of beauty products in 5r1 Lanka. The study of
Hughes et al. (2019) investigated the purchase intention and credibility in the UK
context. and the results showcased that for any sponsored post posted on the blog, the
blogger with better expertise would be the more effective one to raise the awareness
versus others, and this is demonstrated in the increase in purchasing rates.

When comparing a source high in expertise, to one low in expertise, it appears to lead
to positive attitudes toward the endorser and the advertisement (Braunsberger, 1996).
Celebrity endorsers’” perceived expertise has significantly explained subjects’
intention to purchase these products, regardless of whether the produet is for personal
use or for gift-giving (Ohanian, 1991). On the commercial believability rating,
commercials associated with the highly credible source were rated as more believable
and truthful than those associated with the low credibility source.

As investigated from the fifth hypothesis in the analysis part of the study, the most
impactful credibility dimension towards purchase intention is influencer
trustworthiness. This result is supported by Akar and Nasir (2015). They have found
that trustworthiness is the main dimension of credibility that explains purchase
intention. Also, this can be further explained by the finding of McGinnies and Ward
(1980) that a trustworthy communicator is more persuasive regardless of whether he
or she 15 an expert. Further, when it comes to cosmetics purchase intention, the
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attractiveness but more importantly the trustworthiness and expertise of the beauty
blogger strongly affect the most.

In contrast to the results of this study, the (general) findings of McGuire (1985)
indicated that expertise was the most important dimension of source credibility in a
general sense. Only trustworthiness had a significant impact on attitude toward the
brand and brand beliefs Nevertheless, other studies have tended to show that
trustworthiness alone may not be enough or may be less important than expertise. For
example, Hovland and Weiss (1951) and Kelman and Hovland (1953) found that a
source who profited from persuading the audience was judged as less fair and tended
to produce less attitude change, but the opinion change differences occurred only
when the disintcrested SOUTCE was an expert as well.

THEORETICAL AND PRACTICAL IMPLICATIONS

Research studies carried out to study social media influencers’ credibility are
rare and cannot be seen frequently in literature. It has been stated in the literature
below, Aspects and features related to influcncers’ credibility dimensions (i.c.
attractlivencss, trustworthiness, cxpertise) have not yet been well covered and give
opportunities for more research and investigation. Also, previous studies on source
credibility have investigated endorsers” influence on consumers but not on social
media influencers (e.g., Cunningham and Bright 2012; Dwivedi, Johnson, and
McDonald 2015; Guido and Peluso 2009; Lee and Koo 2015)

When we consider especially the fashion and beauty industry it”s said that there is a
lack of literature tackling the relationships between fashion leadership and
consumers’ purchase intention (Lang and Armstrong, 2018). Therefore, the present
study contributes to the literature as research conducted on social media influencers’

credibility on purchase intention with special reference to the beauty industry.

Further, studies on influencer credibility have been conducted with regard to a limited
set of countries in European and Asian countries which are also developed countries
(Silva et al., 2018; Verhoef et al., 2015). But when looking at the South Asian context,
especially in developing countries, researches on this topic are very limited. When
considering the S Lankan context as an influencer marketing approach is a novel
concept, rescarch studies are extremely rare in the Sn Lankan context, Therefore, the
present study would add its findings to the literature in the Sn Lankan context and
further in the South Asian context. This research provides wvaluable insights,
especially to digital marketers who're trying to provide better digital marketing
solutions for different brands. Because of the growing populanty of influencer
marketing brands are more interested in investing on influencer marketing, Even
though digital marketers currently use influencer marketing as a mode of advertising
and promotions, through this research findings they can select the most appropriate
influencer for beauty product campaigns.

126

174



IMPACT OF SOCIAL MEDIA INFLUENCERS' CREDIBILITY ON THE PURCHASE INTENTION:
REFEREMCE TO THE BEAUTY INDUSTRY

Moreover, identifying how influencers” perceived credibility is perceived by
consumers and its impact on purchase intention is of immense relevance and
significance for marketers to build their strategies over the Instagram platform. Since
the research findings are that the most impactful eredibility factor is influencer
trustworthiness, 1t's important to choose a trustworthy source for the influencer
marketing campaign to get the maximum benefit out of it. From the viewpoint of
influencers, for them to be successful influencers there are some important facts to be
noted. With the survey results it’s found that trustworthiness is the most impactful
credibility factor. Therefore to appear more trustworthy, influencers should always
communicate through two-sided messages [consisting of both positives and negatives
(Kamins et al., 1989)].

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

As of the limitation, a sample of the study 1s limited to a specific geographic
location which is the Colombo district in Sr1 Lanka, 1t 15 suggesied that future
researchers get a sample covering other districts of Sri Lanka to represent the entire
Sri Lankan population and more importantly to increase the sample size of the
study. Further, this research findings are limited to Sri Lanka, which has a different
culture, beliefs and values. Therefore this siudy can be conducted taking several
countrics with different cultural backgrounds. One of the most important factors of
rescarch 15 wvariables of the study. The present study has considercd only one
independent variable with three dimensions that impacts purchase intention. But
there could be other variables such as hkability, familiarity, similarity and. etc
Therefore, 1t 15 suggested to extend the study using more vanables.
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