4/21/2026 23-30 Pelajar/Mahasisw

21:04:09 Ya Ya Ya Perempuan tahun N <Rp1.000.000
4/21/2026 17-22 Pelajar/Mahasisw | Rp1.000.000 -
21:05:28 Ya b Ya IS N tahun a Rp3.000.000
4/21/2026 v % v Perempuan 17-22 Pelajar/Mahasisw | Rp5.000.001 -
23:18:48 a 3 4 erempua tahun a Rp10.000.000
4/21/2026 17 -22 Pelajar/Mahasisw | Rp3.000.001 -
23:31:46 Ya Ya A& ey AR a Rp5.000.000
4/22/2026 Ya Va Ya Perembuan 23-30 Pelajar/Mahasisw | Rp1.000.000 -

9:43:46 pu tahun a Rp3.000.000
4/22/2026 17-22 Pelajar/Mahasisw

10-05:38 Ya Ya Ya Perempuan tahun N <Rp1.000.000
4/22/2026 17-22 Pelajar/Mahasisw | Rp3.000.001 -
11:00:37 Ya Ya Ya L — a RpS5.000.000
4/22/2026 % % % P 23-30 Pelajar/Mahasisw | Rp5.000.001 -
14:57:31 a 4 e erempuan tahun a Rp10.000.000
4/22/2026 . . 23-30 Pelajar/Mahasisw

15:01:35 Ya Ya Ya Laki-Laki A N <Rp1.000.000
4/22/2026 17-22 Pelajar/Mahasisw | Rp1.000.000 -
15:49:56 Ya ‘. Ya Perempuan | 1 a Rp3.000.000
4/22/2026 17-22 Pelajar/Mahasisw

16:10-24 Ya Ya Ya Perempuan tahun N <Rp1.000.000
4/22/2026 17-22 Pelajar/Mahasisw | Rp1.000.000 -
16:16:08 Ya Ya Ya Perempuan | in a Rp3.000.000
4/22/2026 . . 23-30 Pelajar/Mahasisw | Rp1.000.000 -
16:19:02 Ya Ya Ya Laki-Laki | " a Rp3.000.000
4/22/2026 17-22 Pelajar/Mahasisw

16:23:12 Ya Ya Ya Perempuan tahun N <Rp1.000.000
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4/22/2026 v % v P n 17-22 Pelajar/Mahasisw | Rp1.000.000 -
16:37:19 a a a erempua tahun a Rp3.000.000
4/22/2026 v v v 4 17-22 Pelajar/Mahasisw | Rp1.000.000 -
17:30:52 a 4 4 erempua tahun a Rp3.000.000
4/22/2026 17 -22 Pelajar/Mahasisw | Rp1.000.000 -
18:13:47 Ya a bG el tahun a Rp3.000.000
4/22/2026 . . 17 -22 . Rp3.000.001 -
18:58:00 Ya Ya Ya Laki-Laki {ahun Wiraswasta Rp5.000.000
4/22/2026 % v v Perempuan 17-22 Pelajar/Mahasisw | Rp3.000.001 -
19:00:23 a a L erempua tahun a Rp5.000.000
4/22/2026 17-22 Pelajar/Mahasisw
19:17:09 Ya Ya Ya Perempuan tahun N <Rp1.000.000
4/22/2026 % % % p 17-22 Pelajar/Mahasisw | Rp3.000.001 -
20:24:33 a - a crempuan tahun a Rp5.000.000
4/22/2026 % % % P 17-22 Pelajar/Mahasisw | Rp1.000.000 -
20:54:02 a 4 e erempuan tahun a Rp3.000.000
4/22/2026 . . 17-22 Pelajar/Mahasisw | Rp1.000.000 -
22:21:13 Ya i Ya Laki-Laki - a Rp3.000.000
4/23/2026 . . 17-22 Pelajar/Mahasisw | Rp1.000.000 -
8:41:33 Ya ‘. Ya p-lal tahun a Rp3.000.000
4/23/2026 23-30 Rp3.000.001 -
92426 Ya Ya Ya Perempuan tahun Karyawan Swasta RpS5.000.000
4/23/2026 23-30 Pelajar/Mahasisw
9-43:31 Ya Ya Ya Perempuan tahun N <Rp1.000.000
4/23/2026 17-22 Pelajar/Mahasisw
10-17:30 Ya Ya Ya Perempuan tahun N <Rp1.000.000
4/23/2026 . . 17-22 Pelajar/Mahasisw | Rp3.000.001 -
10:20:42 Ya Ya Ya Laki-Laki | 0 a Rp5.000.000
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Lampiran 4. Hasil Olah Data Smart PLS 3.0

Hasil Analisis Deskriptif

Indicators: | Indicator Correlations | Raw File

Copy to Clipboard

Na. Missing Mean Median Min Max Standard D.. Excess Kurt.. Skewness

a
IMS1 1 0 4.228 4.000 2.000 5.000 0.669 0.501 -0.597
IMS2 2 [} 4437 5.000 2.000 5.000 0.656 0.104 -0.855
IMS3 3 0 4.286 4.000 1.000 5.000 0.690 1.742 -0.895
IMS4 4l ] 4379 5.000 1.000 5.000 0.732 1.801 =1.179
IMS5 5 0 4442 5.000 2.000 5.000 0.657 0.728 -0.975
IMS6 6 0 4.257 4.000 1.000 5.000 0.761 2534 -1.204
IMS7 7 0 4.340 4.000 1.000 5.000 0.704 1.697 -1.01
IMS8 8 0 4374 4.000 2,000 5.000 0.718 0.789 -1.015
IMS9 9 0 4.364 4.000 2,000 5.000 0.660 0405 -0.764
IMS10 10 [ 4316 4.000 2,000 5.000 0.712 -0.132 -0.709
IMST1 11 0 4.296 4.000 1.000 5.000 0.714 1.369 -0.909
IMS12 12 o 4.233 4.000 1.000 5.000 0.747 0.959 -0.833
IM513 13 0 4.281 4.000 1.000 5.000 0.777 1514 -1.123
IMS14 14 ] 4.243 4.000 2.000 5.000 0.750 -0.276 -0.641
IM515 15 1) 4.189 4.000 1.000 5.000 0.787 1.669 -1.012
KRE1 16 0 4.340 4.000 2.000 5.000 0.697 1313 -1.012
KRE2 17 0 4.325 4.000 2.000 5.000 0.665 -0.242 -0.582
KRE3 18 0 4214 4.000 1.000 5.000 0.746 2.393 -1.078
KRE4 19 0 4.286 4.000 2,000 5.000 0.724 0392 -0.807
KRES 20 o 4.243 4.000 1.000 5.000 0.782 1.226 -1.010
KRE6 21 0 4.350 4.000 2,000 5.000 0.649 -0.116 -0.605 v
KRE7 22 0 4.325 4.000 2.000 5.000 0673 -0.281 -0.595
NBI1 23 0 3.956 4.000 1.000 5.000 0.947 0179 -0.742
NBI2 24 0 4.063 4.000 1.000 5.000 0.865 1.255 -0.984
NBI3 25 0 4.325 4.000 2.000 5.000 0.687 0.084 -0.708
NBI4 26 0 4.345 4.000 1.000 5.000 0732 1975 -1.166
NBI5 27 0 3.990 4.000 1.000 5.000 0.842 0509 -0.670
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Model Struktural

IM51 NBI1

IMS12 H‘_‘J 2.876 55.770 NBI2
22.065 1?.142””'4

IMS14 4—— 24831 2.166 12628——  NBI2

24.230

IMS15 25.295

INFLUEMCER
MEDIA SOSIAL

NIAT BELI

MBIS
15.514 2462

IMS3

KREDIBILITRAS

14815 24054 20604 21.174 27.564

KRE1 | | KREZ KRE4 KRE5¥KRE6

120




Outer Loadings

Matrix

‘ INFLUENCER MEDIA SO

IMS1
IMS13

IMS14
IMS15
IMS3
KRE1
KRE3

KRE5

NBI1
NBI2
NBI3
NBI5

oo

Discriminant Validity

Fornell-Larcker Criterion Cross Loadings Heterotrait-Monotrait Ratic 4% Heterotrait-Monotrait Ratio (HTMT)

e |

‘ INFLUENCER MEDIA SOSIAL KREDIBILITAS | NIAT BELI |

{INFLUENCE... 0.754
KREDIBILITAS 0.730 0772
NIAT BELI 0.461 0471 0.784
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Discriminant Validity

Fornell-Larcker Criterion Cro

INFLUENCE..  KRE

Discriminant Validity

PrIOCIPROHG | pelfomst | Rfomat |

Fornell-Larcker Criterion

' INFLUENCE.. KREDIBILIT..

INFLUENCE...
KREDIBILITAS 0.889
NIAT BELI 0.567 0.574
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Construct Reliability and Validity

Construct Reliability dan Validity

[E Matrix |i% Cronbach's Alpha % rho_A 1i% Composite Reliability }M Average Variance Extracted (AVE) ‘ Copy to Clipboard:  Excel Format R Format
Cronbach’s Alpha rho_A Composite Reliability Average Variance Extracted (AVE)
INFLUENCER MEDIA SOSIAL 0.810 0.811 0.868 0.569
KREDIBILITAS 0.830 0.833 0.880 0.595
NIAT BELI 0.789 0.811 0.864 0.615
R-Square
R Square
[Z] Matrix |13 RSquare i¥ R Square Adjusted Copy to Clipboard:  Excel Format R Format
R Square R Square Adjusted
|KREDIBILITAS 0532 0530
NIAT BELI 0.251 0.244
F-Square
f Square
o Matrix |12% fSquare Copy to Clipboard:  Excel Format R Format
INFLUENCER MEDIA SOSIAL ~ KREDIBILITAS NIAT BELI
INFLUENCER MEDIA SOSIAL 1.138 0.039
KREDIBILITAS 0.052
MNIAT BELI
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Path Coefficients

Uji Hipotesis

=] Mean, STDEV, T-Values, P-Values | [Z] Confidence Intervals | ] Confidence Intervals Bias Corrected :.j Samples Copy to Clipboard: | gxcel Format R Format
Original Sample (Q) Sample Mean (M)  Standard Deviation (STDEV) T Statistics (|O/STDEV]) P Values
INFLUENCER MEDIA SOSIAL - KREDIBILITAS 0.730 0.735 0.047 15514 0.000
INFLUENCER MEDIA SOSIAL -> NIAT BELI 0.251 0.262 0.116 2166 0.031
KREDIBILITAS -> NIAT BELI 0.287 0.296 0.117 2462 0.015
Uji Mediasi
Specific Indirect Effects
I ; .
|| Mean, STDEV, T-Values, P-Values |[=] Confidence Intervals ‘ [F Confidence Intervals Bias Corrected |[E Samples Copy to Clipboard:  Excel Format R Format
Original Sa.. Sample Me... Standard D.. T Statistics (... P Values
INFLUENCER MEDIA SOSIAL -> KREDIBILITAS -> NIAT BELI 0.210 0.216 0.085 2467 0.014
Total Effect
Total Effects
Copy to Clipboard:  Excel Format R Format

[=] Mean, STDEV, T-Values, P-Values || Confidence Intervals | [ Confidence Intervals Bias Corrected | =] Samples |

Original Sample (O)  Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV[) P Values

{ INFLUENCER MEDIA SOSIAL -> KREDIBILITAS 0730 0.735 0.047 15.514 0.000 |
INFLUENCER MEDIA SOSIAL -> NIAT BELI 0.461 0478 0.063 7.357 0.000
KREDIBILITAS -> NIAT BELI 0.287 0.296 0.117 2462 0.015
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1. Introduction

Recently, the world has become increasingly digitalized, which has affected marketing
and businesses; as a result, companies are racing to develop their digital systems to remain
competitive and survive [1]. The market has been highly distorted due to the effects
of the COVID-19 pandemic, and many companies have been affected. Many of them
have suffered because of their limited ability to adapt to unexpected challenges in the
marketplace. Somehow, several of them used strategies that are compatible with the new
changes in the world. The pandemic further accelerated that change, and it impacted
businesses marketing practices [2].

During the COVID-19 quarantine, businesses all over the world experienced fast
and dramatic changes as a result of the virus and its effects, Bemux M l!e lockdown at
home, more peopl d ding time on it lly social media.
The pandemic sparked a mei«m: rise of online purchases. Indeed, thebusiness market
had to accelerate its easier. In general, the crises.
that occurred because of covll}w have quickened the evolutionary process of online
shopping and digital marketing [3]. In recent decades, this change and the role of social
media marketing have been observed to be effective because everyone owns a phone or
laptop and has access to the intemet; this means that they can frequently access the social
media platforms that they like, and social media websites have worked hard to be crucial
marketing platforms. Social media platforms have been effective platforms for brand
owners to use in their advertising campaigns to increase the value of their brands [4].

Social media has its own significance in this digital era: it is the most popular mode
of communication in the world. It has made it easier for people to share their thoughts
and for brands to reach their customers. It works the same everywhere, including in Saudi
Arabia. Saudi Arabia has a huge number of social media users; today, more than 90% of
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nnmbms-udnuu-uundummnmmm»ddmmm
platforms in Saudi Arabia, b Everyone has their
wnpnbwmuwhmlmwnd‘mb.?ewhwlwlhhbwkmhnm
be interested in Twittcr, Snapchat, or and vice versa. In addition, there may be

‘who are active on more than five platforms, or just . There are a total of
17.9 million active users of social media in Saudi Arabia, and they spend up to 35 hon it
ndnhyllhnbmfmmmuwndhhd‘bdmzdhwd:y.md

mmwnmmmmlmu.mnm Saudi

Arabia, top
and August 2020, with an average fan base growth of 65%. The average time spent on
Snapchat during the Holy Month was 77 min per day among those in the United Arab
‘Emirates (UAE), Saudi Arabia, and Kuwait. Over 50% amepdekmver users have
increased their consumption of content in the past year [5]. Thus, Snapchat is an important
market in the Soudi region. A survey in Soudi Arabia, the UAE, and Egypt, indicates that
digitally result of d that small
ia (6]

F‘vllawhsm\’ll)-w soclal media usage exploded in Saudi Arabia. During COVID-
19, soxial networks cmpowered people stay in touch with their family and friends and also
to view shopping sites and buy and sell goods and services over the internet (7], Recently,
especially dring the COVID-19 pandemmi, online ads crtising emerged as & st m
on social media platforms. This
of infleners to advertie company brands throigh the inluencers” own ncul lndh
accounts. Thi number of
sometimes millions of them. An influencer’s main mk is to take advantage of this by
promoting a particular brand or service [8].

SMIs are people with a strong social media presence and the ability to influence their
followers' purchasing decisions [9]. Usually, influencers are celebrities with lange social
followings who endorse particular brands or products on their social media channels,
They are one of the most powerful marketing channels [10). SIS arc becoming more
and more important on social media. With so much cot , businesses need to find
new ways to stand out and show their value to potential customers. One way they can do
this is by partnering with SMls who have large followings on platforms such as YouTube,
Snapchat, or Instagram. Dmlg this gives businesses the opportunity fo connect with new
audiences through infl that highlight the features
of the businese’ products or sesvices, SMis are !!\u new marketing powerhouses, they have
unfettered access to a large audience and can leverage their personal brands to promote
products [11].

Influencers use social media platforms to deliver advertisements to people. Social
byday, of f

and they are gaining high popularity ial medi This results in the ability
h le’s mi na). divi mkvnmyuhmm
1o their field of expertise, such as technology, food, travel, gaming, and fashion.

can choose the best influencer that suits their target goals and who will have a background
related to the product or service that they will be advertising. These influencers usuall
have many followers on Instagram, and many of them are willing to promote brands for
free [13]. The idea is that if they, for example, wear a brand’s clothing, an endorsement will
cam them more followers or morc money. Most people do not have time or resources to
obtain these sponsorships, so they are turning ies that specialize i

them with SMis.

In general, influencers tend to be experts in social media advertising, as this is essen-
tially their job. The term “influencer” refers to individuals who engage their followers in
daily activities in order to build rapport [14]. Thus, influencing people’s perceptions is
casier than ever before. Companies that are engaged in social media marketing can achieve
their goals because influencers attract the attention of customers who are unfamiliar with

125

the company’s product. Infl [ effectiy
with the people wha follow them [4]. SMI mnkcﬂn; isa hn-gmwing industry that enables
marketers to reach more customers by buying access to influencer’s follower [15]. Mar-
keters can target new demographics, filter messages for specific audiences, and measure
the impact of advertisements more accurately. This type of marketing is also cheaper than
traditional advertising campaigns [16].

1f you want to be successful as a business, you must have a strong social media
Itisimportant to build a strong link with customers and to engage customers fo follow all
the actvities that you introduce or the services you provide. In Saudi Arabis, there s a huge
‘market for influencers because many of them are looking for new of to grow their
careers. Social media influencing offers a more creative way of marketing your business
because it is not fust about having a strong social media presence but also about being able to
promote your product in creative ways so you can connect with large audiences [17].

The latest technologies are now in use throughout the world, which has introduced
challenges to companics from all sectors, both in Saudi Arabia and globally. The appearance
of COVID-19 has also led to economic problems all over the world, as it has decreased
‘market supply and demand in general. Moving forward, social media marketing will play
an increasingly important role in the success of companies, as it will effectively help them
accomplish their company objectives and goals by offering their products or services ina
way that suits their customers’ tastes.

However, there have been some recent problems with this type of marketing strategy.

SMIs are not always honest their opini them [15]
To reduce these types of problems, companies s.hnuld take extra care when hiring SMls.
They should look for people who are p

reliable information on the product they endorse or

SMIs have been a popular marketing tool for many yun,bul in Saudi Arabia, they are
just starting to become a phenomenon, There are a few reasons for this recent change. One
key reason is that SMIs have been successful in garnering attention from their followers
and have bcm able to reach a wider audience. This has been partly due to the high market

and the popularity of social media in Saudi Arabia, which
allows peoplc to connect with these influencers at any time. Furthermore, the number of
Saudi Arabians using the internet has increased (from 32% in 2012 to 50% in 2017) leading
to mare people joining these networks and following SMs [19].

Tnfluencer for 1o specific tanget audiences
and generating responses from them, Marketers in Saudi Arabia are using influencers
in their campaigns because they have the power to reach a wide audience quickly and
effectively using the digital world. The most popular types of influencers in Saudi Arabia
are models, actors, athletes, and people who have large followings on platforms such
as YouTube or Snapchat [20]. SMIs in Saudi Arabia have been especially popular in the
past few yurs Influencers have been able 1o help companies grow their brands, develop

te IHarget audience [ 19] Recenly influencers
playeda p.mm\u role in durgmg customer
the products and services advertised by influencers [21].

SMIs have a tremendous lmparl on their followers because they are seen as more
credible than traditional [22). It has been in previous
studies that there is a significant posmve link between SMIs and the intention to buy,
since they play a critcal ol in consumer purchasing decisions (23] A:mdmg to Aggad
etal. [24], influencer content and affect
tions. People follow SMIs who they believe will deliver the comprehemw information
about products and services that they need to choose the brands that are suitable for them.

In contrast, some researchers have found that SMIs do not predict puvrhau- inten-
tion [4]. Hence, there is about the ¢
advertisements [25,26]. Credibility is the key ' success.
good relationships with their followers [17], as credibility can affect consumers’ purchase
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intentions in a positive or negative way. However, there is a lack of research regarding the
tmﬁh ‘nlluﬂms' (\mlml and the advertisements they use to attract more -ﬁu\lisﬂ

Soml exchange Ihoory [25] proposes a mpml u-m»mup hebv-un consumers and
companies, benefit exchange, Whenever th
companies provided, there is credibility in pmdun dehmynd qndlty pwd images, and
products that meet customers” behavior.

B«am past studies. )uve yleldd coxﬂu‘llng mlomnhn.h the pm\lmdy,mdd

affoct customer” purchase intention, There Is & ok oL EESR i mudhﬂng-lhanl
credibility of the influencer and their effect on customer behavior among customers in the
Eastern Province of Saudi Ar&h\ durlng Ihe COVID-I?M Thlsllﬂde is divided
into three parts: the i
meamdc 'l'hcscmnd panpmlsanovcrv-m of the literature. inally, the third part
used and the findings. The last part presents

ﬂw mncl\wns, limitations, and further research.

2. Literature Review
2.1. Purchase Intention (P}

In the marketing literature, purchase intention is defined as “an individual's conscious
plan to make an effort to purchase a brand” [29]. PLis the “total of cognitive, affective,
and behavioral toward adoption, purchase, and use of the product, services, ideas or
certain behaviors” [3]. Purchase intention refers to the intention of consumers to plan.
consciously or who seek to buy branded products [29]. Research on SMis alsa emphasized
the importance of attitude toward purchase intentions. In addition to offer insight on
how to increase followers on social media, the influencer can also offer advice on how to.
encourage followers to buy products they advertise for brands. SMis positively influence
purchase intentions among users of social media [4].

In the context of social media, this study predicts that SMIs and credibility effect
consumers” purchase intentions. Previous studies sus that attitudes tow .ml bul\d
awareness, adverts, and electronic word of mouth (e! are associated wi
to purchase [31]. It has been proven that the perception of value ph, s m szgt\l role in
predicting purchase intention, showing that for the s

likely top from sites th alue [32].
A customer’s online purchase intention is a measure of |lermllv\gnm to use internet
services, purchase goods and services, or simply compare pm-mmmakm. purchase.

It wseful for evaluating consumens’ behavior before they make s purchase and before
they ask for abouta pmdud [33]. There h. i
explore the impact of 2  purchase intenti

of these influences to change customer s as well [32,3+36]. According to [37], SMis
have an impact on purchase behavior among social media users.

22. Sacial Media Influencers SMis
SMls are people with many f and wh
lowers. Additionally, SMIs use their platforms to di tops i
their audiences. The combination of SMIs and digital marketing is pﬂwﬂful If conpanies
use tradxlxwul advertising methods,such as radio or TV, it will st them more than i they
fluenced more quickly by the influencers they
follow [35]. Shllsare thind parties that provi and
i f audiences [33]. Past studies demonstrate
that digitalinfluencers had a benelicial efect on purchase intentions [39,4].
be famous and i their surroundings, such as their
f¢iencks an foenly [41), However, i influencer is o fanovs person oe celebeity it many
followers on social media platforms. They are the type of people who always share their

for their fol-

sa1
i 3 i o tod dind

view Ppeople’s opinic issues or analyze trend: 5 B th
7 b Tadla e they,
panies are increasingly seeking; trusted by The
e i res i

esilasity, ind
foral

use SMIs to increase brand awareness and convert potential customers [43]. Influencer

mpc-—fmnd\m Hmﬂmmhmmmmmmkrypem
types of issues, comp “uheqluenwhen

seek out
mpmvi&rﬂkmiuvummh product they endorse or review in dtail. kn-uy,
\onhlﬂvllinhdr

m-mdnnm-u [44]. Paststudy e

[4.17.35),
o £ th
nnuwmbmm-s-um Il-e
extent of di Arabia’s findin

‘such, this research adds value 16 the marketing literature, Therefore, we believe that:
H1. SMIs ane pusiticely related to consumer purchase ftention.

2.3, Social Media Marketing
With the latest technological developments in this digital era and the increasing
number of communication firms, social media has become a crucial online tool with a
massive impact on our daily lives, especially for marketers. A new form of advertising
has appeared lately, and our understanding of what marketing is has changed [41]. SMls
has flourished thariks to the rise of social media. Social media influencer marketing has
fonized the way brand: . ly in lifestyle branding [45].
Thanks to the ability of social media to connect businesses with their target audiences
while maintaining a direct relationship with their customers, companies are increasingly
secking endorsement of their brands from digital influencers as part of their social media
marketing activities. Engaging key influencers to impact potential customers is a social
msdll marketing activity that ustomers,

P es seem more ile_increase th f marketing actions,
i [46}. In addition ication channel:
be used to create value for nganizational A
By into scope, culture, f gan
(s much dev ial media
marketing [17].
24. Credibility.

Technological advances have led to: variety of new forms of communication, frc
becoming

mlnmunm that hﬂm plwhlr is essential to their hnsand may even influence llmr
behaviour [47]. Credibs ion of a s credibility made by a
perceiver, ARUITERINIES T Rt as the quality of being trusted or being able to be
believed [4). Credibility can be explained as the level of reliability and trustworthiness of a
source, and it is usually authenticity and perceived expertise together with trustworthiness
that help predict good consequences through social media marketing [17]. Referring to the
trust lnd md!blliynliuedby mnumms, research indicates that they are able to influence
Ithas b that the credibility of the influ-
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encer is a key factor in achieving these influences [45]. Research has shown that credibility
plays an important role in celebrity endorsements [49]. Different research indicated that a
credible information can influence consumers” attitudes and behaviors [50,51]. Influencers
nowadays have a strong power with which they can change and influence people who
follow them by about their d daily routines. The credibility
of influencers affects customer purchase intention. In order to market the products via
social media, brands should consider customer preferences when designing strategies using
social platforms [52). Regarding marketing, influencers can also have a strong influence
on people’s purchase intentions toward the products or services that the influencer is
oting, According to Shuang [33] source credibility can also be considered the positive
attribute of a disseminator that impacts a recipient’s understanding of information. It has
been found that consumers’ purchase intentions and atitudes depend on the credibility of
155 that ¢ purchase intentions were
significantly influenced by social presence. Thus, itis believed that if consumers havea
positive evaluation of SMI’s credibility, they may be more generate purchase intentions for
the brand. Therefore, we believe that:

H2. SMIs are positively related to credibility.
H3. The credibility of influencers is linked to consumers’ purchase infentions.
H4. SMis and consiumer purchase intentions are mediated by credibility.

3. Research Framework

The literature indicates that SMls and credibility have an impact on consumers’ pur-
chase intentions. Social Exchange Theory SET [25] significantly contributes to understand-
ing the customers behavior. It valuable tothe curent resarch as it points 10 a recprocal

between ies. Benefit exchange gives the customers a

good product, good image, excell li on, trust, and
loyalty, and they will continue to buy the brand. It can be a possible reason for increasing
customers intention to purchase on social media during the COVID-19 pandemic. This
research proposes that there s ink between SMls and consumer purchase intention and
that customers perceive dibk
marketing sources). I this study, credibility is believed to mediate the bond between SMls
and consumers’ purchase intentions, as presented in Figure 1.

Social Medin Iafluencers
Fxpertise

Trustworthiness
Likability
Information Qulity
Enterunment Value

Figure 1. Research Framework.

4. Methodology
'nns smdy was a cross-sectional analysis |)u| used a survey method to collect data

i Saudi Arabia. Cr used often in research
to (olleﬂ data on the prevalence of, intentions, behavi iors, atitudes, knowledge, and

inions [56]. use to collect
quantitative data. The aim of the paper was to find out the influence of SMis and credibility
on consumers’ purchase intentions among customers during the COVID-19 pandemic in
Saudi Arabia. For this aim, i ith the theoretical of this research,
we used PLS-SEM tools to analyze the relationship between the variables mentioned.
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4.1. Data Collection and Sample 4.2. Measurements and Data Analysis Table 2. Cont.
According to the Saudi ArinaSmdMnthhmhul‘Lmnﬂhl e in Saudi ly, the items th structs i
Arabia are social media users. Based on ty ?“P* SMis in terms of . “expertise, likability trust. Ci The LeSdy SO (O Ch)
Saudi Arabia, ion of the Eastern P i5 [57). Ton ion quality, value”, which were op by n o]
pling errors, [58] specified the level of confidence and precision to be use for determining from [¢2-65]. Consumer d Likability (1) s i 060 08% 088
a sample size: 384 o uldbe sequired ol BRI i Y don 671 Th 6 £th = oy
Becun of the age e an ws th who o shownin Appendix A. i oo
and the difficulty and niq ly lected posited hyp Informati i
the lack of a sazplmg frame, in this sxudy, the appropriate nmpnng technique for data niq SSEM ly ation Quality (INF) zg :;g 0677 0863 0761
collection was a non-| ility convenience sam) procedure, which is consistent ENTL 0781
with past sludna that mvmuyle the behavior and the follower’ perception, which is 5. Findings T2 075
52,60} The items in the 51 Fmﬂaaflapnd'm Entertainment (ENT) ENTR 0798 0558 0834 0737
q\mhmnmlewemuledmlheAnbtlmgu@ ﬂu_deLuwwnblM gender, age, educa- ENT4 064
to feel ....nmnumy tional qualification, mm—dn:hlmudn-ppa.udm-uydwmmn use, as < 0851
the English language, they ha lated into the Arabic lan presented in Table | Credibility (C) = 0897 077 0910 0851
purposes. In order to achieve lh&, back-to-back mndamnw-nﬂludlm process was inTable1,and as the final ! 3 0882
employed in to[61]. Onli pleted and usable responses. Of these, 78.8% were male and 21,2% were female. In terms of ™ 0726
Fonmmthmmn,md-lwuwndumdudymmm'nnmuym their age, thosebetween 19.and wyuuo!dluknpmdyul'bdhwm re 0835
on social media platforms. The survey was conducted online between September and and 34.9% werc over 30. As for educati Purchase Intention (PT) PB 0874 0.697 0920 0.5%
October 2021, covering Snapchat, Instagram, WhatsApp, Twitter, and Facebook. as their highest education, lolkmndbydplovm (23.1%), and then postgraduate (26.3%). In :g :fz

questions were placed at the beginning of the survey 1o check whether they are following
influencers on Snapchat, Instagram, WhatsApp, Twitter, and Facebook and had experience
purchasing services or products after they were affected by the influencer’s sdvertisement
Ifall of ple

the remaining survey questions. No further access was allowed to unqualified participants,
and the participants were asked to share the questionnaire on their social networks in
order to create a snowball effect. In the end, 312 samples were collected to analyze the
demographics and basic characteristcs of the study sample, and the Pilpacigh ite coded
into SPSS version 26. Table 1 illustrates the

Table 1. A description of the respondents’ profiles.

Frequency Percentage
Gender:
Male u6

Female L 12
126y o 22

24 years
years 137 By
Above X years 109 9

Education quabfication:
Diplom 21
Undesgraduate 158 26
N ] %3
‘Most used social media app:
Saapchat " 45
Instagram B 186
WhatsApp 7 28
YouTube " 45
Twitter 2 157
TikTok 7 22
Al of them % s
Social media uswge:

Dady 20 29
iy B 48
Orce a month 7 22

terms of social media apps frequently used, 30.8% of the users were active, 22.8% of the
users were active on WhatsApp, 18.6% 16.7 on Twitter, 4.5%

and 4.5% on YouTube. Moreover, 92.9% of the respondents were daily users, 4.8% were
weekly users, and 2.2% were monthly users.

5.2. Measurement Model
We assessed the model using PLS-

determine the construct reli convergent validity, and discriminant validity. In mdﬂ
to assess the reliability of the indicators, the author first evaluated the item loadings on the
relevant construets, as shown in Table 2. Construct reliability was measured using composite
reliability (CR) and Cronbach's alpha (CA). The CA and CR values for all constructs were
more than 0.74, which showed construct reliability. Convergent validity shows “the extent to

vhich different fer to the I construct” [65]. As shown in Table 2,
all constructs met the thresholds, as the loading Villlll\ were above 0.628. For convergent
validity, we used average \'a rwk'e extracted MVE) as shown in T«bk 2, which was lound
to be greater than 0. ty {0%]. Dis
validity indicates “the extent to which the measure is adequately distinguishable from
related constructs within the nomological net” [65]. We used the square root of latent

constructs ty, [70]. Therefore,
i y firmed, as all values Table 3.
Table 2. Item Loadings, CR AVE, and CA-
Constructs Mems  Loadings  (AVE) (CR) (€A
EX1 0628
0728
Expertise (EX) EX3 0776 0357 0862 0801
EX4 0758
EXS 0825
T 0883
T2 0853
Trustworthiness (T) L] 0881 0769 0943 0925
T4 0865
75 0903
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e Expertie TEXT, iy ) Tndormaton Fmment (ENT),
Credibility (C), and Puschase Intention (P1).
Table 3. Assessment of discriminant validity using HTMT.
1 2 3 4 5 6 7
Credibility 0.678
Entertainment 0.383 0747
Expertise 0.585 0344 0746
Information
Quality 0.629 0418 05620 0823
Likability 0601 0453 0630 0503 0813
Purchase Intention ~ 0.6%0 0295 05 066 07 0835
Trustworthiness 059 o0z 0731 0.666 0640 0605 0877
Now TITvT,
5.3, Structural Model Assessment
mxuwasmndu the in SmartPLS 3 with
and 312 cases [71). The findings are illustrated in Table 4.
Table 4. Results of structural model assessment.
Paths Beta SE Value  p-Value Findings
Social Media Influencer —» Purchase Intention 0443 0.089 498 0.000 Supported
Credibility —+ Purchase Intention 037 0084 4460 0000 Supported
Social Media Influencer — Credibility 0709 007 10560 000 Supported
Social Media Influencer — Credibility — Purchase Intention 0267 0.065 4100 0.000 Supported

Table 4 confirms H1's contention that consumer purchase intentions are positively
influenced by SMis (3 = 0,443, = 4986, p < 0.000). Hence, H1 was supported. Credibility
tohave a significant with pu .

(B =076, = 4460, p < 0.000). Thus, H2 was accepted. Furthermore, H3 proposed that
social media influencer marketing positively affects credibility, and Table  shows that this
is also the case (8 = 0,709, t = 10560, p < 0.000). Therefore, H3 was supported. Finally, H4
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proposed that credibility has a mediating impact on the link between SMis and consumer 7.1. Implications of the Study Appendix A
purchase intention, and Table 4 also demonstrates this (B = 0.267, = 4100, p <0.000). Thus, Th dings h 2 ding the imp
Hé was accepted. SMI: s the Eastern R. of Saudi Arabla, Certah ly, Table A1. Measurement of the constructs.
& Discassion this study ged 1o pi discussed in the literatur revies in terms e prosy
variables. This study the social - — -
Anattempt was made in this study to determi ity i (et thiss & a mecorcrcal Tihink that i nflocneet s Exper
uencer

mmm::'::whw;ﬂf;ﬁhwdys"ndinsmhwindn-ﬂmwu- MMawmmwmummnmmm 1 think thet this fnfl bkmwlrdp-ble.
L s P Howelll P 8 I think that this influencer is Quali
trustworthy influencers and their ads are, as their ads sometimes advertise products that mhmrsmwm‘ " L, Bt s B i Staled
are ot of good quality, which resultsin customers ummm According to the dy extend: T feel that this influencer is Dependable.
study finding, influencers have the power to it body of on the impact of SMIs P by w8 I feel that this influencer is Honest.
This finding is consistent with studies conducted by [4,73]. Oudlbﬂny ph,pa vital role in the. Als and purchase T feel that this influencer is Reliable.
customer buying decisions. In the context of this study, the link between credibility and intention. mmwamnndummmn‘m-nmm Lol that By eifspeicer e Stucess:
purchase intention demonstrated a positive relationship (t = 4.460). SMls have a stronger fact this study provides new gl MR 1 ot thie iftences s Trustworthy aes
influence on the perceived credibility of products arkisiees (FS1OSSR)EN et eres tobusiness managers and marketers in Saudi Arabia. Understanding the influence of influencer This Edhuencer by Sheoble: -
there has been bility me RIECIN credibility on the link between SMis and consumers’ purchase intention, the findings This influencer is warm.
intentions (t = 4.100). These a [4:45]. can be used by practitioners to determine how to build Saudi customers’ confidence in This influencer is apy
They contribute to the body of knowledge by analyzing the interactions between SMis ia marketing at the same ¢ The information in social media is up to date.
and consumer purchase intention, as well as how credibility i increases the purchase in- businesses and customers. The information in social media is accurate.

tention, and it was the key in purc] i Aunnkof
social st athome, and their use of
media has been increased, and m p
time using those media. Due to I)\e COVID-19 pandemic, online -hopm behavior has
changed [74]. This study found that influencers phymhnpurlam role inatitude toward
purchase intentions and should be umful" i 'l' bran
impact of credibility on beh nd wnuM
their effort to more effectively manage their human brands and better identify the effective
social media to y the BPG Group and YouGov,
85% of millennials in Saudi Arabia follow at least one social media influencer [75). There
is no doubt that social media influencers can influence consumers and help shape their
perceptions of products and services. In Saudi Arabia, social media influencers in the
marketing industry are taking the lead and shining while doing $0, As indicated in the
findings, the credibility of influencers on social media playsa very important role in affect-
ing purchase intention. It has been found that marketing influencers have the power to
influence brands to some extent. Their content reflects what many marketers think but do
not say. Since marketing influcncers are spearheading change, itis important for managers
and business owners to monitor what they are saying. Consumer brand dynamics are
bemymnwby the growth of social media sites and Ilwpenu»ivapcvmnlﬂudmzl
[76]. This study h:
s.-udr Arabia and has shown that people’s buying behaviors uvaﬂ’ethdby influencers.

7. Conclusions

All the Th h tested the link between
social media influencer and purchase intentions and found that credibility plays a medi-
ating role between social media influencers and consumers’ purchase intentions. Social
media platforms play a vital role in affecting customers” behavior {77]. This is also true of
influencers, who can affect customer purchase intentions. In this research, the link between
customer purchases and SMls is clarified, and it is established that credibility plays an
important mediating role between SMIs and purchase intention. This study is applied
among customers who used online platforms in the Eastern Province of Saudi Arabia
during the COVID-19 pandemic. The reciprocal relationship between SMis and consumer
purchase intention reflects social exchange theory.

7.2. Limitations and Further Research
The data from this study were mllemd using a h@uﬂ\p&iﬂe from the m
Province of Saudi Arabia. The

Using Social Media platforms provides me witha lot of fun.
I have fun using Social Media platforms.

P P
Social Media platforms do not bore me.

expanded to include a wider range of e e wfmlc f Saudi “This influcncer provides believable information.

Arabia and to study the income level of resp to help am.l)zc their This influencer provides credible information.
dies could sidh ‘media app used by influ- This influencer provides accurate information. 171

encers, such as S«mpcha!,hhkhlh‘ppmmmlyﬁd This influencer midnlxliﬁ'uhk information.
Arabia. The possibility of cultural differences within a nation could also be considered, niliarity
which could help identify additional effects. For future research, we suggest expanding lnllnznce your purchase decision ro- acertain pl\-!uﬂ or gmm
this study in a way that enables researchers to verify social media influencer marketing Purcha€innlion Do you feel that Negat ty your 166l
effects and compare the model structures in more detail. For example, researchers can purchase decision? s i "
create subcategories based on the services/products associated with the influencers, classify Umlilely op P 0F SV it havé ba by delebeitivs,
influencer types, and conduct data classification based on the consumer’s demographic - "
information. Purthermore; past rescarch idicates that e matketing effect deperds b tuioveenli] e heppy oS i

the cultura background of acustomer (75,7, Therefor, e encourage the researchers o

investigate the marketing effects based on di L between
consumers and influencers (eg, American, European, and Asian).
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