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if supported by a lot of strong associations, A lot of strong brand associations are related that will create a brand image. The more
association is related, the stronger the brand image created by the brand, Brand image is a band of brand asseciation that is created
in the consumer’s mind [10]

3. Brand awareness
Brand awareness is the willingness of a customer 1o recognize, remember a brand as one of the particular producis [10].
Brand awareness is the consumer’s ability to identify the brand in a different condition, which is reflected by brand recognition
orecall performance, Brand awarencss is the brand's ability to occur in the consumer”s mind when the consumer is thinking of some

product and how casy the name oceurs [11] Metrics th d brand the
a brand, the caginess for the i ber a brand, the of toward product existence, how often the
waiches the adverti in media[11]

4. Brand trust
Brand trust is a process that is "thought out and carcfully designed,” and brand loyalty i formed. Brand trust is defined as
"the willingness of the average consumer to rely on the ability of the brand to perform its stated function” [12] Brand tnust is a
fundamental concept for brand relationships because, in addition to increasing brand loyalty, it strengthens and manages the
relationship between customer and business [13]Brand trust eorsisis of two dimensions trustworthiness and intentions.
Trustworthiness is about meefing promiscs and satisfying needs. The intentions are abowt the goodwill and attifudinal behavior
shown to the client when faced with a problem. The more available these features are the more trust for the brand [ 14]
5. Purchasing decision
The purchase decision is a process when a consumer is trying to identify a problem, looking for information about a product
or particular brand, and evaluate how good each altemative ean solve their problem, which is then leading to purchase decisions.
The purchase decision is a process that consists of several stages which consumers do before purchasing a product [15] Purchase
intention and the desire 1o purchase are two components of the purchase decision process. Ads which are shared on social media can
h attention and th heck the product or service, which could purchase imention. Cs quent]
social media can affect the pre-purchase stage and purchase intention of consumers [ 16]

6. Relationship Brand Trust, Influencer and Languages

High arousal language refers to language that is emotionally charged, such as "amazing” or "incredible.® The authors fownd
that high arousal language increases engagement with micro infleencers, but it ds with macro infl; This
is because high arousal language makes micro mfly appear more v, while it makes macro influencers appear less
trusiworthy.[17] From those research can be found that followers express more trust when micro influencers wse high arousal
language, and the negative effect of high arousal langwsage for macro influcncers is mitigated when the post has a more informative
than commercial goal or ifthey inclhede tnstworthiness cues in their posts, Overall, the stedy from Rizzo st 2022 [17] highlights the
imporiance of language in shaping consumer behavior and the need for marketers to carefully consider the language used by
influencers in their sponsored posts and suggests that businesses should focus on building trust with their audience by using
informative language and including trustworthiness cues in their posts.

CONCEPTUAL FRAMEWORK

This conceptual framework owtlines the effect of micro and macro Brand ambassadors in related to soft and hard selling
language with purchasing decisions on Piero. It consists of four key stages - deciding the digital Brand ambassadors to review the
Piero shoes, deciding the soft selling and hard selling langueage that will be used by the brand ambassadors on their instagram
account, compare the effect of the brand ambassadors related to the language with brand trust, brand awareness, brand image and
compare the effiect of the micro and macro brand ambassadors related to the soft and hard selling language with purchasing decision.
The comparnison will be used to give the business recommendation to Piero's company which type of the brand ambassador’s that
they should collaborate with
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Figure 1. Conceptual Framework

RESEARCH DESIGN
Rescarch designs are plans and procedures for research that span the decisions from broad assumptions to detailed methods of
data eollection and analysis [18]. Research secks to develop relevant, rue statements, ones that can serve to explain the situation of

concern or that deseribe the causal il ips of mterest. In itative studies, researchers advance the relationship among
wariahles and pose this m terms of questions or hypotheses.
This h quantitative methodology, focusing on the ¢ffect of the brand amb: dors related to soft and hard selli

language with brand trust, brand awareness, brand image and the purchasing decision of the Piero shoes. The Multi anova analysis
is used to compare the effect between those variable’s then the rescarch eontinues to the competitor analysis. The result of the
research is the business recommendation for Piero shoes.
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Figure 1. Research Design

DATA COLLECTION METHOD

The research made an experiment designed to i the impact of high | language ‘with micro
versus macre influencers, The study also explores the role of persuasion knowledge in this process. To conduct the study, the authors
recruited 339 participants from an online social media site. The participants were randomly assigned to onc of four conditions: micro
influencer with high arousal language, micro influencer with low arowsal language, macro influencer with high arousal language,
and macro influencer with low arousal language. They were then asked to view an Instagram post by the assigned influencer and
rate their engagement with the post. . For the data collection the author used primary and secondary data, for primary data we used
interviews and questionnaires and for y data we used books, articles and online journals

VARIABLES

To arswer the research question, this research necds to collect data on the following variables:

1. Macro brand Ambassador and micre brand ambassador

This varighle chosen by the author in order be divided into different groups and then will be compared, As in Micro KOL (Key
Opinton Leader) is Adityalogy with 50,900 i which is a musician also figare trusted for shoes review. Meanwhile
Macro KOL (Key Opinion Leader) is Ari Lesmana with 686.000 followers instagram which is musician as vocalist fourtwenty band
and figure who tend 1o receive instagram endorsement.

2. Soft and hard selling language

Each group is divided again into 2 groups, based on different styles of language, Therefore the total group is 4, and there are ; Micro
KOL (Key Opinion Leader) with soft language, Micro KOL (Key Opinion Leader) with hard language, Macro KOL (Key Opinion
Leader) with soft language and Macro KOL (Key Opinion Leader) with hard language.

Soft language criteria is write a positive shoes review but there are no superfluous words and include sentence questions with
followers. Hard language criteria is write a positive review with superfluous words such as “amazing or very good™ and also state
the shoe price.

3. The characteristies of the customers: age, gender, income, education and shoe preferences. These are the control variables.
These variables are goiten by asking the customers 1o provide demographic information and their opinions on different aspects of
shoes, such as style, comfort, quality, and price.
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4. Brand image

Dependent variables will be divided into 4 groups. These variables acquired by ask some guestions such as :
Does a local shoe brand need a Brand Ambassador?

Can you know the brand logo if it"s not listed?

Have you ever seen social media influencers wear shoes on?

5. Brand awaremess

Dependent variables will be divided into 4 groups. These variables acquired by ask some questions such as -
Do vou know a local shoe brand that KOL uses?

Howw often have you ever heard people talk about the shoe brand above®

‘When was the last time you saw people use Piero Shoes™

6. Brand trust

Dependent variables will be divided into 4 groups. These variables acquined by ask some questions such as -
Howw much do you trust with shoees reviewed by KOL?

How much do you really trust that Piero shoes are really suitable with reviews. by KOL on social media? For
those whio have already purchased, is Piero shoes quality suitable with the price?

7. Purchasing decision

Dependent variables will be divided into 4 groups. These variables acquired by ask some questions such as -
‘What possibilities would you recommend Picro shoes to friends & family?

‘What is the main reason you decide to buy Piero Shoes?

Do you really trust the KOL (Key Opinion Leader) review and decide to buy Piero shoes™

This research collects these variable’s data using surveys and (See the i)

DATA ANALYSIS METHOD

The firal data project used primary data to do the analysis. The primary data is given from the answer of the questionnaire,
The primary data is used o get the comparison effect of the micro and macro brand ambassadors related to the soft and hard selling
language with brand trust, brand awareness, brand image and the purchasing decision, This research uses MULTI ANOWVA analysis
for comparing the mean participants answer's of brand trust, brand awareness, brand image and purchasing decision of the four
groups afier the intervention to them.

RESULT
Table 1. result
Ouestions Micro KOL Micro KOL Macro KOL Maecro KOL
ADITYALOGY ADITYALDGY ARITLESMANA ARI LESMANA
Soft  Selling (%) | Hard Selling (%) | Soft Selling (%) | Hard Selling (%)
n=T6 n=§T n=8§ n=8§
Gender Male T1.1% Male 66.T% Male 89.8% Male 87.5%
Female 28.9% Female 33.3% Female 10.2% Female 12.5%
Age 15-20 thn : 9.7% 13-20 thn: 8% 15-20 thn - 3.4% 15-20 tha :9.1%
2126 thn: 43.4% 21-26 thn : 52. 21-26 thn.: 48.9% 21-26 thn :30.7%
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( LL!!J )
=

10 juta 26.3%

=10 juta 23.3%

27-32 thn : 30.3% 27-32 thn: 25.3% 27-32 thn: 28.4% 21732 thn: 23.9%
3340 thn: 15.8% 3340 thn : 8% 3340 thn - 14.8% 3340 thn :23.9%
=40 thn - 1.2% =40 thn -5.8% =40 thn : 4.5% =40 thn :12.5%
Oiccupation
-Student 14.5% 21.8% 26.1% 21.6%
-Employee 55.3% 552% 42% 50%
-Freelance 118% 9.3% 9.1% 14.8%
-Entrepreneur 14.5% 9.2% 6.8% 6.8%
Income per | <5 juta 23. 7% <3 jwa23i% =5 juta 62 5% =3 juta 50%
month 5-10 juta 50% 5-10 juta 53.5% 3-10 juta 27.3% 5-10 juta 33%

=10 juta 10.2%

=10 juta 17%

Platform use

when buy local

shoe

Website

Tokopedia 124% 356% 13.6% 1%

Shopes 3B2% 379% 43.1% 54.T%

InstagramShop | 26.3% 14.9% 40.9% 3T.2%

TiktokShop 11.8% 10.3% L1% (19
1.3% L1% L% %%

Have vou ever

bought  local

shoes?

Yes

Never 77.3% B3 1% 96.6% 89.8%
2.7% 14.9% 34% 10.2%

Where do vou

know about lecal

shee brands?

Friends family 333% 17% 25%

Digital ads 19.9% 33% 28.4%

Influencer 4. 1%

Offline ads 12.6% 5% 10.2%

Which one do
you like for these
shoe designs™
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design
design
design 3

b

25.3%
41.3%
313.3%

34.6%
6%
20.1%

16.1%
2.0%
31%

26.1%
38.6%
35.2%

What B your
main
consideration
when buying a
local shese
Irand?

~good quality
-used by
influencer
~discount promo

6%
14.7%
9.3%

T82%
12.6%
9.2%

63.6%
17%
19.3%

Do you think
local shoe brands.
need a Brand
Ambassador?

yes
o

932%
6.8%

93.1%
6.9%

B7.4%
12.6%

04.3%
5T%

Do you know
this  influencer
above?

Yes
No

676%
324%

T0.6%
29.4%

57.5%
42.5%

Do you follow
this  influencer
instagram
above?

Yes
o

30.3%
69. %

28T
T1.3%

23%
1. %

Do you know the
shoes that this
influencer
wearg?

Yes
No

36.8%
63 2%

59.1%
40.9%

Do you think this
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influencer is
suitable [
represent a local
brand?
yea 73 T% Ti6% 45.5% 45.5%
o 6.6% 23% 17% 13.6%
undecided 19.7% 1% IT5% 40.9%
How ofien do
you hear people
talk  about the 1=14.9%
local shoe brand I1=16.1%
above? I=34.%
{1 Never, 5 very 4=176%
often) 5=6.9%

When was  the
last time you saw
people wear the
local shoe brand
above?

{1 mever 3 very
often)

Have wvou ever | 1 =57.9%
bought this local | 2= 13.2%

shioe brand | 3=158%
above?

(I never, 5 very | 5=26%
often)

Do you think this
loscal shoe brand
above is suitable
with the price?

{1 unsuitable, 5

wvery suitshle)
Can vou know 1=31L8% 1 0
the brand's logo 2=102% e .
property? 3=8% I=18.4%
4=193% 4=23%
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s

{1 didnt know, 5 | 3=24% i=163% 5=30.T% 5=20.7%
very know)
Have vou ever T=200% T=30.7% 1=33%
seen 'mﬂmmcrs 2=174% 2=102% 2=14.8%
in social media 3=302% 3=273% 3=26.1%
wear the local cE= 17.4% 4=205% 4=20.5%
shoe Pbrand S=14% 5=114% 5=5T%
above?
(I mever, 5 very
often)
wil vou T=24% T=4.5%
recommend this 2=11% 2=102%
local shoe brand 3I=38.8% 3=352%
above o your 4 =234 4=1375%
Friends & S=28.2% 5=125%
family?
(1 mever, 5 will
highly
recommend |

T=16% 1=34%
How much do % 2=126% 2=4.8%
you wust  the 3I=36% 3=483% =32%
shoes  reviewed 4=291% = 4=37.5%
by this 5=279% 5=69% 5=9.1%
influencer?
{ 1 didnt trust, 3
very trust)
Do you  really
trust that the
Picro brand is [ 1=2.T% 1=12%
really  suitable | 2 2=4T%
with what | 3 I=314%
influencer said in 4=349%
social media? 5=179%
(I didn't trust, 5
very trust)

If wvou finally
decide o buy
Piern, what is
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VOur main
consideration
when buying
Piera?

1. Mever buy

2 Because  frust
with influencer
3. Trust that Piero
have a good
quality

4. Because
ever bowghe
Piero before

5 Because
Piero has been
established since
20 years ago
Afier seeing the
review by an
influencer,  do
you trust and
decide to buy
Piera?

1. Didn't  trust
and will mot buy
2. Quetly trust,
should e
directly

3. Undecided
4. Trust but not
directly buy 5.
Trust and
directly buy

1=126% 1=6.8%

I=48.8% I=T 3=48.0%
4=128% 4=16.4% 4=21.6%
5=133% 5=69% 5=5.7%

1=3.4%
2=13 6%
3=136% I=14.5%
4=424% d=61 4% 463 6%
5=17.6% 5=11% =%

Afier pleting a i ire, the author di d reliability test wse Cronbach with result showld abowve 0.6 and validity test
use Pearson should below 0.6, And the result from the relisbility test can be seen at Table 2.

Table 2. Relizhility Statistics

| Cronbach's Alpha | N of ltems. |
IED [ |

And the result from the validity questionnaire is 0.000 use Pearson,
From the two resulis above, the questionnaire in this rescarch is valid and reliable.

From a total 339 v espondents, which is d d by men i Micro Brand A soft selling with total
amount T1.1%, Also with Micro Brand Ambassador hard selling dominated by men with total amount &6, 7%, For Macro Brand
Ambassador soft selling and hard selling, also dominated with men with a total amount 89.8% and 87.5%.
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Ag can be geen at table | from each group, respondents dominated the age range 21 - 26 years old. The total amount from
Micro Bramd Ambassador soft selling is 43.4%, followed by Micro Brand Ambassador hard selling with total amount 52.9%, and
then Macro Brand Ambassador soft selling with total amownt 48.9%, followed by Macro Brand Ambassador hard selling with total
amount 30.7%.

Questionmaire respondents dominated with employees as can be seen at Table 1 Micro Brand Ambassador soft selling with
total amount 55.3% followed by Micro Brand Ambassador hard selling with total amount 552%. For Macro Brand Ambessador
soft selling the total amount is 42% and for hard selling is 50%. This could happen because employees have their own income so
they can buy things independently.

Almost all questionnaire respondents have ever bought local shoe brands == can be seen at Table 1. For Micro Brand
Ambassador soft selling the total amount is 77.3%, followed by Micro Brand Ambassador hard selling with total amount 85.1%.
And then for Macro Brand Ambassador soft selling total amownt is 96.6%, followed by Macro Brand Ambazsador with total amount
B9.8%. [t means that all questionnaire respondents have been familiar with shoe brands made in Indonesia.

Based on the results from Table 1, almest all questionnaire respondents think that local shoe brands need Brand
Ambassador. This thing can be seen from the data that Micro Brand Ambassador soft language with total amount 93.2%, followed
by Micro Brand Ambassador hard selling with total 93.1%. And then for Macro Brand Ambassador soft selling with a total amount
87.4% followed by Macro Brand Ambassador hard selling with total 94 3%,

BRAND AWARENESS ANALYSIS
In table | in the question section *Do you know the shoes worn by the influencer?”, there are quite significant differences
between the micro brand Ambassador group and the macro brand Ambassador group. For more details, see table 3 below

Table 3. brand awarencss

Ouestions Micra KOL Micra KOL Macro KOL Macro KOL
ADITYALOGY ADITYALOGY ARI LESMANA ARI LESMANA
Soft Selling (%) n=76 | Hard Selling (%) | Soft Selling (%) | Hard Selling (%)

n=§7 =88 n=8%

Do you know the

shoes that this

influencer

wears?
39.5% 36.8% 60.T% 59.1%

Yes 602% 632% 39.8% 40.9%

No

As can be seen in more detail at Table 3 respondents from Micro Brand Ambassador soft selling group with total amount
39.5% and Micro Brand Ambagsador hard selling with total amount 36.8% know the shoes brand that Micro KOL {Adityalogy)
wear. Meanwhile for Macro Brand Ambassador (An Lesmana), more respondents know the shoes brand that KOL wear, for Macro
Brand Ambassador soft selling total is 60.2% and for Macro Brand Ambassador hard selling with total amount 5% 1%.

Ascan be scen at Aditvalogy's Instag the brand amhb dor or infl has never womn the shoes used (Piero) in this
research. Adityalogy brand ambassadors ofien wear Compass and Parabellum shoes. Meanwhile, the macro brand ambassador, Ar
Lesmana, was a PIERC model arownd the beginning of 2023, so it is natural that participants still recognize the brand of shoes that
Ari Lesmana wears.

The question above reflects brand awareness, however 1o assess the effectiveness of Micro and Macro Brand Ambassadors
on brand awareness, we have to look at other questions as seen at table 4 and then analyze them statistically using SPSS 22,
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Table 4. Brand awareness

Ouiestiong Miers KOL Miera KOL Maero KOL Maera KOL
ADITYALDGY ADITYALDGY ARI LESMANA ARI LESMANA
Soft Selling (%) 0="6 | Hard Selling (%) | Soft Selling (%) | Hard Selling (%)

n=87 n=88% n=88%

Can vou know 1=213% 1=153%

the brand's logo 2=126%

properly? I=18.4%

(1 didn't know, 5 [ 4=20% 4=23%

wvery know) S=14% 5=20.7%

Have you ever 1=33%

seen influencers . 2=14.5%

in social media | 3=36% 3=27.3% 3=26.1%

wear the local [ 4=253% 4=20.5% 4=2005%

shoe brand | 5= 16% 5=5.T%

abowe?

{1 never, 5 verv

often)

How ofien  do
you hear people
talk aboui the
local shoe brand
above?

{1 Mever, 5 very
often)

When was the
last time vou saw
people wear the
local shoe brand
abowe?

{1 mever 5 very
often)
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From table 4 it is then processed using SPSS 22 with MULTI ANOVA, with the following results

Table 5. ANOVA TEST MICRO VS MACRO
MR rOMacis Seberapa senng kama

¥ apan terakhur dakhamu 3
——+ rrellihal ada orang yang \
memakal brand sepat ne 1 LLEIT] 7820 <: \

Iokal atan

et Lo ek =38 1 ] 103 Tis
nama
brandnya) |

Apakah kamu pernan

relihat ada inflecr =1 & ~,
‘social meta memakal 11858 1 11888 807 ] /]
wepah. prard (e

digtas?

in table 5 the results of the answers to questions that reflect the effectiveness of micro and macro KOL related 1o soft and hard
selling language on the brand awareness variable in table 4 are compared between the micro and macro brand Ambassador groups,
the results are - the two g that p igni ficant diff he macro and groups micro brand

and there are

“When was the last time you saw someone wearing a local shoe brand sbove?” with p= 0.006

"Have you ever seen any influencer on secial media wearing the local brand shoes above™ with p = 0.009

Table 6. Ancva Test Soft Selling Language Vs Hard Selling Language

scmand Sab#rapa s&ng kamu
mendengar orang-orang
membicarakan fentang orr 1 77 051 822
brand sapab lakal
diatas?
Kapan tarakhir k3l kamy
malinat ada orang yano - .
skl brand septts 85 | 1 259 are T8
Iokal diatas? |
‘Apakah kamu dapat |
manganall logo brand 1
senahs okal diatas
dengan bak? (Jika fidak
dicanbumian nama
brandnya)
Apakah kamu pemah
melihat 3da influencer &
social media memakal 5132 |
sepatu brand lokal
distas?

1 BOZ L) 554

1 5132 2947 o087

Meanwhile, in table 6 it can be seen that the results of the answers 1o questions. that reflect the effectiveness of micro and macro
KOL related 1o soft and hard selling langusge on the brand awareness variable between soft and hard selling as a whole do not have
a statistically significant difference.
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Table 7. ANOVA TEST Micro and soft selling, Micro and hard selling, macro and soft selling, macro and hard selling

TRCTOMACTo " Softhard  SEDEADA SENNG kKamu
mandengar orang-orang
marriic arakan tentang 1464 Il 1 404 a8 331
beand sepak lckal
diatas?

Kapan terakhir <ali kaniu
malinat 3ds orang yang
mETiakal orang sepan
lokal diatas?

Apakah kanu dagat
manganali loge brand
sepalulokal ciatas
dengan baik? (Jika sk e L)) 1 m 54 695
. kan nama

beandya)

Apakcah kamu penan
meiifat ada influrrcer di
social el mavakal 522 1 822 300 Saa
Sl biand ckal
diatay? \

2481 1 2am 1218 m

Meanwhile, in table 7 it can be scen that the resulis of the answers to questions that reflect the effectiveness of micro and macro
KOL related to soft and hard selling language on the brand awareness variable are compared between the four groups, it tums out
the resulis are not significantly different.

To see further explanation, you can see Figure 3, which reflects a comparison graph of the answers between the micro and macro
brand ambessador groups to the guestion "When was the last time you saw someone wearing the local shoe brand above™ with p=
0.006

Estimated Marginal Means of an terakhir kali kamu mellihat ada or:
e sepatu lokal diatas? Y &

24 “\

Estimated nhq:m Maans.
Y

O=micro 1=macro

Figure 3. Compare chart micre and macro ambassados related o soft and selling language
8097 "Corresponding Author: Tirta Mandira Hudhi Volume 06 Issue 12 December 2023

Available at: www.ijesrrong
Page No. $083-8114

130




International Journal of Current Science Research and Review
ISSN: 2581-8341

Volume (6 Issue 12 December 2023

DOT: 1047191 fijesrr/V-il 2-63, Impact Factor: 6.789

LICSRR @ 2023

From the picture, it can be seen that the micro growp with hard selling language is the growp with the most effective average (mean)
answers compared to the other three groups, Even the results from the micre group with soft selling language delivered were still
maore effective when compared to the results in the macro growp with soft or hard selling language delivered.

In Figure 4, vou can see a comparison graph of the results of answers related to brand awareness regarding "Have you ever seen any
influencer on social media wearing the local brand shoes above™ with p = 0,009

Estimated " af. di
social media memakal sepatu brand lokal distas?
- (30
E T=hand
=
E 1]
i AN
2 2,
"
=
& i \
g TR
.
N \\\.

o=micre f=macre

Figure 4. Compare chart micro and macro ambassador related to soft and selling langeage

From Figure 4, it can be secn that the average (mean) results in the micro brand ambassador group wsing soft selling language
achieved the most effective results when compared to the resulis of the other three groups. The average {mean) answer results for
the Micro brand ambassador growp using hard selling language were also still higher comgpared to the answer results for the macro
brand ambassador group, whether using soft selling or hard selling language.

Lesokimg ar the results in table 5 table 6 table 7 and figure 3 and figure 4 it can be concluded that micro brand ambessadors are still
significantly more effective for brand awarcncss when compared 1o macro brand ambassadors, whatever the language in this
research.

BRAND IMAGE ANALYSIS

Tahle 8. Brand imag: and relation to p ing di
Questions Micra KOL Miero KOL Macro KOL Macre KOL
ADITYALOGY ADITYALOGY ARI LESMANA ARI LESMANA
Soft Selling (%) 0=76

Hard Selling (%)
n=§7

Soft  Selling (%)
=88

Hard Selling (%)
u=8§

What = youwr main
consideration
when buying a local

shoe brand?

~goad quality 6% 78.2% 58% 63.6%
-used by influencer 14. 7% 12.6% 15.9% 1T%
-discount promes 9.3% 9.2% 25.1% 19.3%
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From the questions at table 8 submitted show the resulis that of the four groups the majority of questionnaire participants consider
that they buy shoes because the image of the guality of local shoes must be good first with results of 76% in the Micro brand
ambassador group with soft selling language, 78.2% in the micro group brand ambassador with hard selling language, 58% in the
macro brand ambassador and soft selling language growp, and 63.6% in the macro Kol group with hard selling language. Based on

the data above alone, this means that the majority of participants buy because a local brand must have good quality.

Table 9. Brand image and related to purchasing decision

Questions Micro KOL Micro KOL Maero KOL Macro KOL
ADITYALOGY ADITYALOGY ARI LESMANA ARILESMANA
Soft Selling (%) 1=76 | Hard Selling (%) 0=87 | Soft Selling (%) n=88 | Hard Selling (%)

n=88

Do you think this local | 1= 15.9% 1=4% 1=675 I =4.3%

shoe brand abowe is | 2=4.8% 2=12% 2=6T% 1=0%

suitable with the price? | 3= 36.5% 3=40% 3=121% 3=364%

{1 unsuitsble, 5 very |4=27% 4=289% 4=386%

suitable) 5=15.9% 5=113% 3=1356% 5=20.5%

If you finally decide 1o

buy

Piero, what 5 your

main

consideration  when

buying Pieno?

1. Mever buy

2Because irust with

influencer

3.Trust that Piero 1=66% 1=6.8%

have a good 2=10.5% =17

quality I=47.4% I=48.9%

4, Because ever | 4=21.1% 4=21.6%

bought Piero before =14.5% =%

5. Because Piero

hag been

established since

20 years ago

To be more effective in assessing brand image and purchasing decisions, you can look at the questions in table 9, which will then
be analyzed using MULTI ANOVA in SP3S 22,
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Table 10. Brand image and related to purchasing decision
L

BT U ECTS EITETTE

Source

Dependent \Ariabie

Type Il Sum
of Squanes df Mdear Square F Sig.

icromacTs

Bagi yang sudah pemah
membeli, apakah kualtas
brand sepaty kokal datas
sudah sesuai dengan
harganya?

Dari skala 1-5. jia anda
L miematuskan

16,090 1 18,8290 7.0 Lot

Intable 10, it can be seen that there i a statistically significant differenee (p =0.007) in the average answers between the two groups,
namely micro brand ambessadors and macro brand ambassadors, to the question *for those who have already purchased, is the
quality of the local shoes above appropriate for the price? 77 This question reflects the brand image, whether PIERO shoes which
are the object of research already have a brand image of good quality or not.
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Table 11. Brand image and related to purchasing decision

Tests of BetweenrSubjects Effects

Type Bl Sum
ol Squarel

‘softhand Biag yang sudah pemah
mambel
brand sepaty okal distas o

I

7081 000

Meanwhile, in table L1 it can be seen that there is a statistically significant difference (p=0.000) in the average answers between
the two groups, namely soft selling language and hard selling language o the question "for those who have already bought, is the

quality of the local shoes above appropriate for the price? 7
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Table 12. Brand image and related to purchasing decision

Tests of Between-Subjects EMects
Type M1 Sum
Source Dapandert ‘variable of Squares o Mean Square £ Sig
micromacrs * softhard  Bagi vang sudah pemah

mambab. apskcah buslkas

e ] 1 30995 1w 00

Then in tzble 12, when what is compared is the average answer to the question "for those who have already purchased, is the quality
of the local shoes above appropriate for the price? In the 4 groups, namely: micro brand amibassador s with soft selling language,
micro brand ambassadors with hard selling language, macro brand smbessadors with soft selling language, and macro brand
bassadors with hard selling I there was a statisti igni di . namely p=0.000
In Figure 5 we get the average results for answers to the question "For those who have already bought them, & the quality of the
Jocal shoes above appropriate for the price? which reflects the brand image that the Macro brand ambassador group with hard
selling language has a higher average answer than the answers of the other three groups. The answers with the lowest mean answers
were fiound in the macro brand ambassador group with hard selling delivery. This difference based on table 10, table 11 and 12 is
statistical ly significant.
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Estimated Mar ginal Means of yang siundah pernah membel, apakah kaltas
anun;: dlengan har

Semiers t-macro

Figure 5 Compare chart micro and macro ambassador related to soft and selling language with multi-anova on spss 22

Meanwhile, from Figure & which reflects the question of why they bought Piero shoes, and its relationship with brand image, the
results showed that between the four groups the average answer was between a scale of 3-3.4, which means scale 3 on the question
of what reasons ultimately made participants buy PIERO shoes. produces the answer "l bought because PIERO has good quality”.
Because the majorsty of answers to the 4 groups ranged from seale 3, in the end it did not produce a statistically significant difference,
or could be interpreted as having similar answers.

s for Figure 6 it is shown that the micro brand ambassador group with hard language delivery is higher than the other three groups,
however this difference is not statistically significant after checking through MULTI ANOVA, as attached intable 10, table 11 and
table 12.

mlﬂ'ﬂﬂmumm 1-5, jika anda akhirmya memeiskan
unituk membeli Sepatu Piero?

2= Saya derEn redew dincaphan sleh Brang
=
perCE yang

3 = Saya percaya bahwa Sepati Piero menilikl kualitas yang bagus
4 = Saya sudah membel Sepatu Piero sebelmimg jadi saya
3 mm.:nxmnxnmbgus i
S= lebif dari 20 tahun

2] = Dzt
= I=hard

x| o

—
§

B=micro 1=macro
Figure 6. Compare chart micro and macro ambassador related to soft and selling language with brand image and purchasing
decision using multi-anova on spss 22
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Based on the resulis of table 10, table 11, and table 12 and figure 5 which are the results of analysis using MULTI ANOWVA in SPS3
22, itcan be concluded in this research that brand image is more effectively displayed through macro brand ambeassador groups with
hard selling delivery when compared 1o groups others. This is in aceordance with the literature which states that one of the benefits
of Macro influencers is that they can increase the image representation of a product.

Meanwhile, based on Figure &, it can be concluded from this study that in all groups, the main reason participants will buy PIERO
shoes is because they believe in the good quality of Piero (scale 3. The answers between all of four groups also did not differ
significantly. (p = 0.05)

This result can happen because PIERD is already 22 years old in Indonesia, and has succeeded in building an image as a quality
local shoe brand,

BRAND TRUST ANALYSIS

The most effective question from the questionnaire to measure the Brand trust is

“How much do you trust the local shoe reviews above by the following influencers?™ and alse Do you really believe the Piero Brand
is what the influencer says on social media™

The result of the both questions are shown at the table 13

Tahble 13. Brand trust

Chuestions Miero KOL Micro KOL Macro KOL Macro KOL
ADITYALDGY ADITYALOGY ARI LESMANA ARI LESMANA
Soft Selling (%) 0=T6 | Hard Selling (%) [ Soft Selling (%) | Hard Selling (%)

n=R7 =K% u=8§

How much do 1=12% 1=46% 1=3.4%

you trust  the 2=58% 2=126% 1=6.8%

shoes  reviewed 3=36% 3=483% =3 1%

Ty this 4=19.1% 4=176% 4=37.5%

influencer? 5=179% 5=06.0% 5=0.1%

{ 1 didn’t trust, 5

very trust)

Do you really

trust that the

Piera brand is 1=12% 1=01%

really  suitable 2=4T% 2=021%

with what 3=314% I=46%

influencer said in 4=34.9% 4=276%

social media? 3=279% 5=8%

{1 didn't trust, 5

very trust)

To assess the comparison of the results of the answers ts questions in table 4.12, analysis then using MULTI ANOWVA in SPES 22
with the following results
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Table 14. Brand trust analysis with multi in SPSS 22

mitremacs Dari skala 1-5, seberapa
percayskah anda
mengenaireview sepaty 14151 4 18151 15987 ]
pilara oleh Besok Mitro
HOL diatas (Adivalogy?
Dari skala 1-5, apakah
anda benar-benar
peareays babwa brand
plero sesual dengan apa
yang dia (Adtyalogn)
haakan di madia sosial?

sofmard Diari shala 1-5, sebarapa
percayskah anda

@enai review sapaty 3xm 1 3238 21638 Qs

plern oleh sesck Miero
HOL diatas (Adialogy)?
Dan skala 1-5, apakah
anda benar-berar
pereays baki nrana
plero s+ sual dengan apa
8N die ANyl oga)
fatakar di media sostal? |

20,638 i 20830 F2035 ooa

3785 1 TS 1168 042

In table 14 the answers to questions reflecting brand trust were analyzed using multi anova in SPSS 22, When the results of the
answers from the two questions were compared between the MICRO amb dor and MACRO ambassador groups, it tumed out to
produce a statistically significant difference (p = 0.000), ile, when the two questions were pared between the SOFT
selling language and HARD selling language groups, it resulted in a significant difference, namely in the answer to the question
"How much do you trust the local shoe review above by the following influencer™ resulted in p=0.057 and the answer 1o the question
"D you really believe Brand Piero is what the influencer says on social media™ produces p=0.042.

Figures 7 and ¥ show in more detail the comparison of the average answers to the two previous questions between the four groups
as follows,

[Estimated Marginal Means of Darl skala 15, seberapa percayakah anda
mengenal review sepatu piero oleh sosok FOL i atas?

2] i

N =

Estimated Marginal Means
| 4

g

C=micra t=macre
Figure 7. Compare chart micro and macro ambassader related to soft and selling language with brand trust using multi-anova on
spas 22
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- et

>

324 ‘

. |

O=micre f=macro

Figure 8. Coﬂwr:&nn micra and macro ambassador related to soft and selling language with brand trust using multi-anova on
spss 22

—
1

Estimated Marginal Means

From figures 7 and &, it can be seen that the Micro brand ambassador group who delivered hard selling language had a higher
average answer than the other three groups. Meanwhile, the lowest average answer in both images was obtained by the Macro brand
ambassador group with soft selling delivery.

Giraphic figures 7 and & based on table 14 are statistically significantly different {p<{0.05). S0 it can be concluded from this research
(using multi ANOVA analysis in SPSS 22) that the micro brand ambassador group with hard sclling language delivery is more
effective in terms of increasing the brand trust among A . the most ineffective in i ing brand trust is the
MACRO brand ambassador group by using soft selling language.

In accordance with previous research literature states that micro influcncers who make a content with high arousal language are
more trusted by the public compared to macro influcncers who make the content with the same language. [17] Micro influencers are
believed to be more detailed when reviewing content, so the public assume they understand more than macro influencers, and of

course this makes brands more effective in using ing budgets. [17]. M hile, the reason why macro influencers are less
trusted is because the public thinks that it is clearly an endorsement. So they are less rusted by the public. The budget for macro
influcncers is also much more expensi pared to micro i [17

Micro-influencers have a better understanding of their followers™ preferences and needs. Micro influencers have invested time in
studying their audicnce, leaming about their interests and creating cortent that resonates with them. Those are the key points as
valuable pariners for brands [19]

PURCHASING DECISION and Brand Ambassador TRUST

The most effective question from the questionnaire to measure the purchasing decision related to the brand ambassador trust is
“Setelah melihat review influencer tersebut, apakah anda percaya dan memutuskan akan membeli sepatu piero? The result can
be seen at the table 15
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Table 15. Brand trust and related 1o Purchasing decision

Questions Micro KOL Miero KOL Maero KOL Maero KOL
ADITYALOGY ADITYALOGY ARI LESMANA ARI LESMANA
Soft Selling (%) =76 | Hard  Selling (%) | Soft Selling (%) | Hard Selling (%)

=87 =85 =83

After  seeing  the

review by an

influencer, do you

trust and

decide to buy Piero? | 1=353% 1=24% 1=11%

1Didn't trust and | 2= 132% 2=35% 2=11.6%

will niot by I=340% 3=13.6%

2. Quietly trust, 4=3513% 4=424% 4=h1.4%

should see directly | 5= 11.8% 5=176% 5=13%

3. Undecided 4.

Trust but  not

directly  buy 5.

Trust and directly

by

To find out the comparison of results between the four groups, data from the answers o these questions were analyzed using multi-
ANOWVA in SPSS 22, with the results in table 16 as follows

Tahle 16. Brand trist and related 1o Purchasing decision analysis using multi-anova on spas 23

Coari Skala 1-5, setelah
rraliat ravian Micro KO0
(Adityalogy! tersebut,
apakah anda perraya
dan memutuskan akan
mambieli Brand Sepai.
Piero?

e maio - softhard

1= Tidak percaya sama
sadali & fidak akan
bl

= Kurang peic
hasua melihat secanm
langsaing sebakirm
membalt

3= Ragu-raguibingung
4= Percaya tapi tidak
langsaung memball
5=Percaya & langsung
akan mambali

150 699

Apakah kamiu
sebeumNya 5
pemah memba!| s
brand |okal chatas?

2,748 1
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The mean results of the fowr groups' answers were not significantly different {p=0.699), and if the question variable was used, "Have
you previously bought the local brand shoes above™ it also twrned out not to be significantly different. However, 10 get an idea of
the answers of the four groups, vou can look at the graph in Figure 9
As can be seen at the graphic results in Figure 9, the micro brand ambassador group with hard selling language has an average
answer of 3.7, close to a seale of 4, (mamely Trost but not immediately buy). Meanwhile, in the Macro brand ambassador group with
soft selling language, the average answer on the scale was below 3435, which means they are doubifulfconfused. However, this
difference is not statistically significant {p=0.05) as shown in table 16
Estimated Marginal Means of Dari Skala 15, setelah melihat review HKOL tersebut,
apakah anda parcaya dan akan Brand Sepatu Piero?
1 =Tidak percays sama sekali & tidak akan membell
2= Kurang percaya, harus melihat ira sebelum
g ek
4 =Percays IT ti langsung membeli
5=Percaya & langsung akan membeli

-
o

/

i

Estim ate d Marginal Means
B
.

..
g

3

O=micro T=macro
Figure 9. Compare chart micro and macro ambassador related 1o soft and selling language with brand trust and purchasing
decision using multi-anova on spss 22
Looking at the results in table 16 and figure %, it can be concluded that micro brand ambassadors with hard selling language are
maore effective in convincing customers’ confidence in buying PIER() shoes compared 1o the other three groups, although the

difference in these results i not yet significant {p=0.05).

DISCUSSION
A study from Forbes found that 82% of consumers are more likely 1o purchase & product recommended by a micro influencer and
of course, the money line matters. Research from Forbes at 2023 also found that micro influencers saw 2223 higher conversions
per week than their macro counterparis on secial media platforms, [19] Influencer marketing is a form of marketing that involves
people that make creative content who have a large following on social media platforms like instagram, youtube or nkick. [20] A
digital brand ambassador, as known as i marketing, allows brands io reach the target audience through collaboration with
them. Those influencers can build a loyal and engaged sudience that trust their opinions and recommendations.
Based on the explanation from the article on Dash Hudson [21] it is explained that the following are the differences in objectives in
using macro and micro influencers Pros of using macro influencers ©
- Increase Reach
Macro-inflsencers have a higher reach than micro-influencers because they have a larger following. Because of this, their
conient iends to show up on explore pages, and is shared on feeds. As a result, their posts typically reach a larger audience
than micro-influzncer content. Working with macro-influencers is a better way to expand and increase the brand’s reach

i order to target new sudiences.
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- Key Opinion Leaders

Macro-influencers are key opinion leaders on social media that have the highest influence over consumer trends. If a
macro-influencer tells their audience about & must-have product, the odds of their sudience buying it are very high because
‘of their position on social media. Working with key opinion leaders gives the brand a sense of trustworthiness.

- Drive Quick Sales
Working with macro-influencers can help drive an increase in brand sales due to their imense influcnce on consumer

decisions. While this stands true for any type of produet, it’s especially effective for products that are available for a limited time
only. These can trigger “Fear OFf Missing Ouwt” trends. Pros of using micro nfluencers :

- Authentic Engagement
Micro-ingl tend to have authentic social ‘with their audience, meaning that their content resonates with
their foll The likes, shares, and that micro-influencers get are all from real accounts that
genuinely enjoy the content the influencer is sharing.
This authenticity drives sales because their followers trust them and are loyal to the influencer, which can often translate
o the brands the influencer uses and promotes.

- Higher ROI Potential
As mentioned, micro-influencers are much cheaper to work with than macro-inflsencers. Micro-influencers are focused on
higher content quality, building their parinership portfolio, and connecting with their community. They tend 1o be mterested
in building their presence rather than making money from partnerships. at this stage. This means working with a micro-
influencer comes at a lower cost which brings in the potential for higher influencer and creator ROL

- Reaching Target Audicnce
The people that follow i il follow them because they are genuinely interested in the content they
are posting, Micro-influencers provide very relevant content for their social media communities which in tum creates
higher engagements. Finding micro-influencers that work for your brand can bring lots of awareness 1o your business and
products. For example, ifa brand health and welless, finding a micro-i thatp 1y lifestyles
through excreise and healthy eating would be most cffective for reaching the target audience.

- Build Brand Ambassadors
Evidently, micro-influencers are working toward b ing macro-infl and brand are working
towards by i icro-infl o then become influencers. Working with brand ambassadors can be a really
great way to test out if using micro-influencers in vour marketing strategy s a good fit for the brand. Starting with brand
-ambassadors is also probably the most cost-effective option when working with influencers. Typically with brand
-ambassadors you can exchange a product for a discount code for a few picces of eontent per month,

CONCLUSION
Based on the result of questionnaire and the [ierature review, the conclusion of this rescarch are -

1. 1f the author compares Micro Brand ambessador and Macro Brand ambassador at Piero, whether the language is soft or
hard, Micro Brand ambassador & more effective at brand awareness, brand trust and related 1o the purchasing decisions
than Macro Erand ambassador.

2. Micro Brand with hard selling is the most effective ways to gain more trust and more awareness from
the customer compared with other growp

3. Macro Brand ambassador with hard selling language is more effective to represent the good brand image to the customer,
compared with other group

RECOMMENDATION for PIERD shoes
1. Te build Brand Awareness or Attention, Piero should wse Micro KOL (Key Opinion Leader ) with the hard selling language.
The tvpe of content such as wboxing shoes from Piero.
2. Te buld Interest, Piero should wse Macro KOL (Key Opinion Leader) with hard sefling language.
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3. Piero should use both Micro and Macro KOL (Key Opinion Leader) with a soft selling or hard selling style to influence

the purchase decision of customers.

RECOMMENDATION for FUTURE RESEARCH
The next rescarcher can collect the data with women KOL (Key Opinion Leader) for Micro and Macro for the fiture research,
becawse this research only wses Man Micro KOL (Key Opinton Leader) and Macro KOL (Key Opinion Leader).
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