BAB V
PENUTUP

5.1.Kesimpulan

Peneliti merangkum demografi 231 responden yang memiliki profil sebagai
berikut:

1)

2)

3)

Sebagian besar responden yang berpartisipasi dalam penelitian ini
merupakan generasi z yang berusia 11-26 tahun dengan persentase 72,3%
atau 167 responden dari keseluruhan responden. Sedangkan responden
generasi milenial (27-42 tahun) sebesar 56 responden atau 24,2%, dan
generasi X (43-58 tahun) sebanyak 8 responden atau 3,5% dari keseluruhan
total responden.

Rata-rata  responden dalam penelitian ini  berstatus sebagai
pelajar/mahasiswa dengan jumlah 104 responden atau 45% dari
keseluruhan total responden. Responden yang berstatus sebagai pekerja
swasta berjumlah 63 atau 27,3%, sebagai pengusaha/wiraswasta berjumlah
36 atau 15,6%, sebagai pegawai negeri sipil (PNS) sejumlah 26 atau
11,3% dan yang belum bekerja berjumlah 2 responden atau 0,9% dari total
keseluruhan responden.

Berdasarkan penghasilan tiap bulan, sebagian besar responden memiliki
penghasilan sebesar 1.000.000 - 2.500.000 dengan jumlah 75 responden
atau 32,5% dari keseluruhan responden dalam penelitian ini. Kemudian
responden yang memiliki penghasilan tiap bulan 2.500.001 - 3.000.000
berjumlah 46 responden atau 19,9%, responden yang memiliki
penghasilan tiap bulan 3.000.001 - 5.000.000 berjumlah 67 atau 29%, dan
responden yang memiliki penghasilan >5.000.000 berjumlah 43 atau

18,6% dari keseluruhan responden.

Berdasarkan hasil penelitian yang telah diperoleh peneliti, peneliti mendapati

kesimpulan bahwa:

1) Daya tarik selebgram tidak mempengaruhi niat beli secara signifikan.
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2)

3)

4)

5)

6)

7)
8)

9)

Keahlian selebgram mempengaruhi niat beli secara signifikan dan
positif.

Kepercayaan selebgram mempengaruhi niat beli secara signifikan dan
positif.

Daya tarik selebgram mempengaruhi citra merek secara signifikan dan
positif.

Keahlian selebgram mempengaruhi citra merek secara signifikan dan
positif.

Kepercayaan selebgram mempengaruhi citra merek secara signifikan
dan positif.

Citra merek mempengaruhi niat beli secara signifikan.

Citra merek memediasi secara signifikan dan positif pengaruh daya
tarik selebgram terhadap niat beli.

Citra merek memediasi secara signifikan dan positif pengaruh keahlian

selebgram terhadap niat beli.

10) Citra merek memediasi secara signifikan dan positif pengaruh

kepercayaan selebgram terhadap niat beli.

5.2.Implikasi Manajerial

Berdasarkan penelitian yang telah dilakukan, peneliti memperoleh

beberapa saran atau implikasi manajerial bagi merek thrift Byoams agar lebih

berkembang lagi kedepannya, sebagai berikut:

1)

Berdasarkan hasil uji hipotesis kedua, keahlian selebgram memiliki
pengaruh signifikan terhadap niat beli. Melihat nilai mean tertinggi
pada indikator variabel keahlian selebgram kelima mengenai
selebgram  yang  terampil  dalam  penyampaian  produk,
mengindikasikan bahwa responden tertarik dengan penyampaian atau
komunikasi yang dilakukan oleh selebgram dalam suatu konten.
Selebgram yang terampil dalam penyampaiannya ketika melakukan
promosi suatu produk akan meningkatkan niat beli oleh para audiens
yang melihat konten promosi tersebut. Maka dari itu, Byoams

diharapkan untuk menetapkan selebgram dengan kemampuan
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2)

3)

4)

komunikasi persuasif yang baik, dan Byoams perlu untuk selalu
melakukan pengarahan terhadap selebgram dalam membuat suatu
konten agar dapat menggiring calon konsumen untuk melakukan
pembelian.

Berdasarkan hasil uji hipotesis Kketiga, kepercayaan selebgram
berpengaruh secara signifikan dan positif terhadap niat beli.
Berdasarkan nilai mean tertinggi pada indikator variabel kepercayaan
selebgram ketig, hal ini didukung dengan banyaknya responden yang
beranggapan bahwa selebgram dengan integritas tinggi akan lebih
dipercaya dalam kejujurannya membuat suatu konten, sehingga
audiens merasa aman jika nantinya membeli produk yang
dipromosikan oleh selebgram tersebut. Maka dari itu, Byoams perlu
untuk melakukan riset secara mendalam terhadap selebgram-selebgram
yang akan dipakai untuk melakukan promosi sehingga nantinya
selebgram yang dipakai merupakan selebgram yang benar-benar
memiliki integritas tinggi, dan cocok untuk mempromosikan produk
fashion thrift Byoams.

Berdasarkan hasil dari pengujian hipotesis keempat, daya tarik
selebgram memiliki pengaruh yang signifikan terhadap citra merek.
Berdasarkan nilai mean indikator variabel daya tarik selebgram
keempat, hal ini didukung oleh banyaknya responden yang
beranggapan bahwa selebgram dengan penampilan elegan dan
menggunakan produk busana thrift Byoams yang tepat, akan
meningkatkan citra merek karena selebgram menjadi gambaran dari
merek Byoams itu sendiri. Semakin elegan penampilan dari selebgram
yang mempromosikan Byoams, maka semakin baik juga citra merek
Byoams di mata audiens. Maka dari itu, Byoams diperlukan untuk
memilih produk busana thrift yang baik, elegan, dan cocok dengan
selebgram yang digunakan dalam melakukan promosi.

Berdasarkan hasil dari pengujian hipotesis kelima, keahlian selebgram
berpengaruh signifikan dan positif terhadap citra merek. Berdasarkan

nilai mean pada indikator variabel keahlian selebgram ketiga, hal ini
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5)

6)

7)

menggambarkan bahwa selebgram yang memiliki kemampuan baik
dalam mempengaruhi para audiensnya cenderung akan meningkatkan
citra pada merek Byoams menjadi lebih baik lagi. Maka dari itu,
diperlukan bagi Byoams untuk memilih selebgram dengan
pengetahuan yang lengkap sehingga audiens melihat bahwa Byoams
merupakan merek yang baik dalam melakukan promosi, dan citra
merek Byoams akan meningkat.

Berdasarkan hasil pengujian hipotesis keenam, kepercayaan selebgram
berpengaruh signifikan terhadap citra merek. Melihat nilai mean pada
indikator  variabel kepercayaan selebgram ketiga, hal ini
menggambarkan bahwa selebgram yang melakukan promosi dengan
benar dan mampu membuat audiens percaya bahwa Byoams adalah
merek yang baik, akan meningkatkan citra merek dari Byoams itu
sendiri, karena audiens akan merasa percaya jika Byoams adalah
merek yang baik. Berdasarkan penjelasan, Byoams perlu untuk selalu
memperhatikan kredibilitas dari seorang selebgram yang digunakan
dalam melakukan promosi, sehingga calon konsumen merasa yakin
jika Byoams merupakan merek yang unik dan memiliki keunggulan
dibanding merek lainnya.

Berdasarkan hasil uji hipotesis ketujuh, citra merek berpengaruh
signifikan dan positif terhadap niat beli. Melihat dari nilai mean
tertinggi pada indikator variabel citra merek pertama bahwa Byoams
merupakan merek fashion thrift yang dapat dipercaya. Hal itu
menggambarkan bahwa Byoams sudah memiliki citra merek yang baik
dan terpercaya di mata konsumen, sehingga Byoams diperlukan
melakukan upaya untuk mempertahankan dan meningkatkan citra
merek Byoams sehingga semakin banyak calon konsumen yang ingin
melakukan pembelian terhadap produk fashion thrift di Byoams.
Berdasarkan hasil uji hipotesis kedelapan, citra merek memediasi
pengaruh daya tarik selebgram terhadap niat beli. Melihat nilai mean
pada indikator variabel daya tarik selebgram ketiga, dengan adanya

pengaruh dari citra merek yang dianggap memiliki kualitas dan citra
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yang baik, maka dapat mempengaruhi adanya anggapan bahwa
selebgram yang memiliki daya tirik tinggi akan dapat mempengaruhi
pola konsep berpikir calon konsumen untuk melakukan keputusan
pembelian. Dengan selalu menjaga reputasi yang dimiliki, konsumen
dapat semakin tertarik untuk melakukan pembelian di Byoams karena
menggunakan selebgram yang menarik.

8) Berdasarkan hasil uji hipotesis kesembilan, citra merek memediasi
pengaruh keahlian selebgram terhadap niat beli. Melihat nilai mean
indikator variabel keahlian selebgram kelima, maka dengan adanya
pengaruh dari citra merek yang dianggap memiliki citra yang baik,
dapat mempengaruhi adanya anggapan bahwa selebgram dengan
keahlian yang baik dalam mempengaruhi para audiens akan cenderung
meningkatkan niat beli oleh para calon konsumen. Keputusan
pembelian oleh para calon konsumen lebih mudah dipengaruhi melalui
kemampuan selebgram dalam melakukan komunikasi persuasif
sehingga secara tidak langsung dapat membujuk audiens untuk
membuat keputusan pembelian. Maka dari itu, perlu bagi Byoams
untuk menjaga citra merek yang dimiliki, agar konsumen semakin
yakin untuk melakukan pembelian.

9) Berdasarkan hasil uji hipotesis kesepuluh, citra merek memediasi
pengaruh kepercayaan selebgram terhadap niat beli. Melihat nilai mean
pada indikator variabel kepercayaan selebgram kelima, dengan adanya
pengaruh dari citra merek yang dianggap memiliki nilai yang baik,
maka dapat mempengaruhi adanya anggapan bahwa selebgram yang
memiliki rasa percaya tinggi dalam melakukan suatu promosi akan
cenderung meningkatkan niat beli oleh para calon konsumen. Maka
dari itu, perlu bagi Byoams untuk meningkatkan citra merek yang baik
sehingga selebgram yang digunakan juga ikut menggambarkan bahwa
Byoams merupakan merek yang baik dan nantinya dapat

meningkatkan niat pembelian.

Selain untuk Byoams, penelitian ini juga memiliki manfaat yang dapat

digunakan oleh konsumen untuk melakukan pembelanjaan kedepannya. Bagi
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konsumen, konsumen diharapkan untuk melakukan keterlibatan pelanggan dengan
memberi apresiasi ataupun review terhadap selebgram-selebgram yang digunakan
oleh Byoams, sehingga Byoams mengetahui selebgram seperti apa yang disukai
oleh pengikut ataupun pembeli produk Byoams. Penilaian ini sangat berguna bagi
Byoams kedepannya agar Byoams dapat menetapkan selebgram-selebgram yang
tepat untuk melakukan promosi, sehingga konsumen ataupun pelanggan dapat

tertarik dan menumbuhkan niat beli mereka.

Terakhir, bagi merek fashion thrift lainnya yang berada di industri yang
sama, peneliti memperoleh implikasi untuk menetapkan strategi yang baik dalam
menetapkan selebgram-selebgram yang terpercaya, memiliki daya tinggi, dan
memiliki keahlian promosi yang baik sehingga promosi yang dilakukan oleh

merek fashion thrift lainnya dapat berhasil dan meningkatkan pembelian mereka.

5.3.Keterbatasan Penelitian

Penelitian ini juga masih memiliki beberapa keterbatasan dan
kelemahan, seperti kerangka dan variabel penelitian yang sama atau
mereplikasi penelitian sebelumnya sehingga penelitian ini hanya
mengeksplorasi obyek, subyek, dan tempat penelitian yang berbeda dari
penelitian sebelumnya.

Tidak semua responden kenal dengan selebgram dari Byoams. Hal ini
mengakibatkan banyaknya responden yang tidak memiliki pengetahuan
yang cukup dalam menjawab kuesioner, karena tidak semua responden
mengenali ataupun mengetahui enam selebgram yang digunakan dalam
promosi produk-produk Byoams, sehingga adanya kemungkinan
responden untuk memilih jawaban berdasarkan pendapat mereka pribadi

bukan berdasarkan penilaian mereka terhadap selebgram tersebut.

5.4.Saran Penelitian
Berdasarkan keterbatasan penelitian yang telah dijabarkan
sebelumnya, peneliti menyarankan agar penelitian selanjutnya dapat

menambah pengaruh moderasi atau menambah variabel lainnya dalam
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penelitiannya sehingga penelitian dengan topik pengaruh kredibilitas
selebgram ini lebih tereksplorasi lagi. Terakhir, sebaiknya peneliti
selanjutnya menambahkan satu pertanyaan filter lagi untuk memastikan
apakah selebgram-selebgram yang digunakan untuk promosi suatu produk
sudah dikenali dan diketahui oleh responden atau belum, hal ini bertujuan
agar responden yang mengisi kuesioner benar-benar mengisi berdasarkan

pengalaman dan pengetahuan mereka pribadi.
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Kuesioner

A. Pertanyaan Filter
1) Apakah anda mengikuti Byoams di Instagram?
2) Apakah anda pernah melakukan pembelian terhadap produk Byoams
setidaknya sekali dalam waktu 3 bulan?

B. Profil Responden
1) Umur
a. 11-26 tahun (Generasi Z)
b. 27-42 tahun (Milenial)
c. 43-58 tahun (Gen X)
2) Status Pekerjaan
a. Pelajar/Mahasiswa
Pekerja Swasta
Pengusaha/Wiraswasta
Pegawai Negeri Sipil (PNS)
. Belum Bekerja
3) Penghasilan Tiap Bulan
a.1.000.000 — 2.500.000
b. 2.500.001 — 3.000.000
c. 3.000.001 - 5.000.000
d. >5.000.000

®oo0o

C. Daya Tarik Selebgram

Skala
No. Pertanyaan STS TS N S
1 Menurut saya selebgram yang ditampilkan
" | dalam kuesioner good looking
5 Menurut saya selebgram yang ditampilkan
" | terlihat berkelas
3 Menurut saya selebgram yang ditampilkan
" | berpenampilan menarik
4 Menurut saya selebgram yang ditampilkan
" | terlihat elegan
5 Menurut saya selebgram yang ditampilkan
" | terlihat anggun
D. Keahlian Selebgram
Skala
No. Pertanyaan STS TS N S

Menurut saya selebgram yang ditampilkan
1. | sangat menguasai produk yang
dipromosikan
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Menurut saya selebgram yang ditampilkan

2 berpengalaman dalam penyampaian produk
Menurut saya selebgram yang ditampilkan
3. | memiliki pengetahuan lengkap dalam
penyampaian produk
Menurut saya selebgram yang ditampilkan
4. | memiliki kualifikasi yang baik dalam
penyampaian produk
5 Menurut saya selebgram yang ditampilkan
" | terampil dalam penyampaian produk
E. Kepercayaan Selebgram
Skala
No. Pertanyaan STS TS N S
1 Menurut saya selebgram yang ditampilkan
" | merupakan orang yang dapat dipercaya
5 Menurut saya selebgram yang ditampilkan
" | merupakan orang yang dapat diandalkan
3 Menurut saya selebgram yang ditampilkan
" | merupakan orang yang berintegritas
Menurut saya selebgram yang ditampilkan
4, :
dapat melakukan promosi dengan benar
5 Menurut saya selebgram yang ditampilkan
" | melakukan promosi dengan jujur
F. Citra Merek
Skala
No. Pertanyaan STS TS N S
1 Menurut saya Byoams adalah merek thrift
" | yang dapat dipercaya
Menurut saya Byoams adalah salah satu
2. | merek yang terkenal di industri thrift
fashion
3 Saya dapat mengenali merek Byoams dari
" | competitor yang lain
4 Saya dapat dengan mudah mengenali
" | symbol atau logo Byoams
5 Menurut saya Byoams adalah merek yang
" | jujur
G. Niat Beli
Skala
No. Pertanyaan STS TS N S
1 Saya berencana akan melakukan pembelian

di Instagram Byoams
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Untuk pembelian produk fashion, saya
mempertimbangkan merek Byoams

Saya sangat tertarik melakukan pembelian
di Instagram Byoams

Pada masa yang akan datang, saya
mempertimbangkan untuk memilih merek
Byoams sebagai tempat pembelian produk

Ada kemungkinan kuat saya akan membeli
produk fashion di Instagram Byoams
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

Hail

Perkenalkan saya Mirra

Salva Anggawa Mulya, mahasiswa program studi Manajemen, Fakultas Bisnis

dan Ekenomika, Universitas Atma Jaya Yogyakarta. Saat ini sedang melakukan
penelitian untuk skripsi dengan judul "Pengaruh Kredibilitas Selebgram Sosial
Media pada Niat Pembelian Generasi Z dengan Citra Merek Sebagai Mediasi (Studi
Pada Merek Thrift Byoams)". Melalui judul tersebut, saya memohon

kesediaan saudara/I untuk mengisi kuesioner dalam jangka waktu kurang lebih 3-5
menit. Mohon dapat mengisi kuesioner ini dengan jujur dan objektif tanpa
dipengaruhi oleh faktor lainnya. Seluruh informasi yang dibagikan akan

digunakan hanya untuk kebutuhan penelitian dan bersifat confidensial. Terima
kasih atas kesediaan dan partisipasi anda dalam mengisi kuesioner ini

Jika anda memiliki pertanyaan terkait dengan penelitian ini, silahkan hubungi saya melalui:

Email hoo.co.id atau 200325481 @students.uajy.ac.id

Hormat saya, Mirra Salva

gpadriel245@gmail.com Ganti akun &

B3 Tidakdibagikan

* Menunjukkan pertanyaan yang wajio diis

E-mail *

Berikutnya Kosangkan formulir
Jangan pernah mengirimkan ssndi melalui Google F: ulir

Google Formulir

oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

- n [}
* Menunjukk
Pertanyaan Filter
Apakah anda mengikuti Byoams di Instagram? *
QO wa
QO Tidak
Kembali Berikutnya Kosongkan formulir
Jangan pernah mengirimkan sand| melalu srmulr
Konten Ini tidak dibuat atau didukung oleh Google. Laporkan Penyalahgunaan - Persyaratan Layanan - Kebijakar

Google Formulir
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti akun &
3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan Filter

Apakah anda pernah melakukan pembelian terhadap produk @Byoams
setidaknya sekali dalam waktu 3 bulan?

O wa

O Tidak

Kembali Berikutnya Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulir

Kenten ini tidak dibuat atau didukung oleh Goagle. L nyalahgunaan - Persyaratan Layanan - £ sbijakan

Google Formulir
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti akun &
£ Tidak dibagika

Menunjukkan pertanyaan yang waiib diisi

Profil Responden

Umur *
(O 11-261tahun (Generasi z)
O 27-42 tehun (Milenial)

() 43- 58 tahun (Gen X)

Status Pekerjaan *

(O Pelajar/Mahasiswa

(O Pekerja Swasta

() Pengusaha/Wiraswasta
O Pegawai Negeri Sipil (PNS)

(O Belum Bekerja

Penghasilan Tiap Bulan
() 1.000.000- 2 500.000

(O 2.500.001 -3.000.000

() 3.000.001-5.000.000

() >5.000000

Kemball Berikutnya Kosangkan formulir
ngan pernah mengirimkan sandi melalul Gaogle F

Kenten ini tidak dibuat atau didur. el le. Lgy

Google Formulir
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti ak

3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

ya Tarik Selebgram

Selebgram Byoams

( 7///1(){42

'35 .

Sangat Tidak Setuju Sangat Setuju

Menurut saya selebgram yang ditampilkan terlihat berkelas *
1 2 3 4 5

sangatTidskseny O O O O O sangatsetiu

Menurut saya yang dif menarik *
1 2 3 4 5

sangatidaksetiy O O O O O sangatsetuiy

Menurut saya selebgram yang ditampilkan terlihat elegan *
1 2 3 4 5

sangattidaksewy O O O O O sangat seuiu

Menurut saya selebgram yang ditampilkan terlihat anggun *
1 2 3 4 5

sangatTidaksety O O O O O sangatsetuiu

Kembali Berikutnya Kosongkan formulir

Jangan h mengirimkan sandi melalui Google Formulir

Konten ini tidak dibuat atau didukung oleh Google. La

kan Penvaishgunaan - Persyaratan Layanan - Kehijakan

Google Formulir
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti akun &

£ Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diis

Keahlian Selebgram

Selebgram Byoams

(/f////('f‘ﬁ( N 2%
'L & J
i |

= .

Menurut saya selebgram yang ditampilkan sangat menguasai produk yang
dipromosikan

Sangat Tidak Setuju Q 9, O O Sangat Setuju
Menurut saya seleb yang pi laman dalam penyampaian  *
produk

1 2 3 a 5

Sangat Tidak Setuju omEmE O O sangat Setuju

Menurut saya yang di i memiliki lengkap dalam *
penyampaian produk

1 2 3 a 5

sangattidksetiy O O O O O sangatsetu

Menurut saya yang memiliki yang baik dalam  *
penyampaian produk

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya yang terampil dalam produk *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Jangan pemah mengirimkan sandi melalul Google Formulir

Konten ini tidak dibuat atau didukung oleh Googl

kan Penyalahgunaan - Persyaratan

Privasi

inan - Kebijakan

Google Formulir

108



oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti akun &

£ Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diis

Kepercayaan Selebgram

Selebgram Byoams

(/f////('f‘ﬁ( N 2%
'L & J
i |

= .

Menurut saya selebgram yang ditampilkan merupakan orang yang dapat
dipercaya

1 2 3 4 5
Sangat Tidak Setuju O O/0 O Sangat Setuju
Menurut saya seleb yang p kan orang yang dapat *
diandalkan
1 2 3 4 5

Sangat Tidak Setuju omEmE O O sangat Setuju

Menurut saya yang di i orang yang gritas *
1 2 3 4 5

sangatTigeksety O O O O O sangatseiu

Menurut saya selebgram yang ditampilkan dapat melakukan promosi dengan ¥
benar

1 2 3 4 5

sangatTidaksetiy O O O O O sangatsetu

Menurut saya selebgram yang ditampilkan dapat melakukan promosi dengan ~~ *
jujur

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Jangan pemah mengirimkan sandi melalul Google Formulir

Konten ini tidak dibuat atau didukung oleh Googl

kan Penyalahgunaan - Persyaratan
Privas

inan - Kebijakan

Google Formulir
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi

(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti akun

£ Tidak dibagika

fenunjukkan pertanya

1 yang wajib diis

jtra Merek

Menurut saya Byoams adalah merek thrift yang dapat dipercaya *

sangatTidakseiy O O O O

O

Sangat Seluju

Menurut saya Byoams adalah salah satu merek yang terkenal di industri thrift

fashion
1 2 3 4

sangatigakseny O O O O

Saya dapat mengenali merek Byoams dari kompetitor yang lain *

sengatTidaksety @ QO O O

Saya dapat dengan mudah mengenali simbol atau logo Byoams *

gatidakseju @ O O C

Menurut saya Byoams adalah merek yang jujur

r -~
Sangat Tidak Setuju O 6} O O

Kembali Berikutnya

Jangan pemah mengirimkan sandi melalui Google Formuiir

Kenten ini tidak dibuat atau didukung oleh Goagle. L

Google Formulir
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oams

Pengaruh Kredibilitas Selebgram Sosial
Media pada Pembelian Generasi Z
dengan Citra Merek sebagai Mediasi
(Studi pada Merek Thrift Byoams)

gpadriel245@gmail.com Ganti akun ey
£ Tidak dibagika

fenunjukkan pertanyaan yang waiib diisi

Saya berencana akan melakukan pembelian di Instagram Byoams *

Sangat Tidak Setuju O O O O O sangat Setuju

Untuk pembelian produk fashion, saya mempertimbangkan merek Byoams *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya sangat tertarik melakukan pembelian di Instagram Byoams *
1 2 3 4 5

sangatTigaksewy 0 O O O O sangatseuiu

Pada masa yang akan datang,
Byoams sebagai tempat pembelian produk

aya mempertimbangkan untuk memilih merek

s
w
-
@

sangatTidaksewy @ O O (

Ada kemungkinan kuat ba
Byoams

2 3 4 8

sangatTigaksewy Q@ QO O O

Sangat Seluju

Kembali Kosengkan formulir

engirimkan sandi melalul Google Formuli,

Jangan pernah

Kenten ir

k ciibuat atau didukung oleh Google. Laporkan Penyalar

Google Formulir
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Apakah anda

Apakah anda
pernah melakukan
pembelian

Penghasilan Tiap

Timestamp E-Mail mengikuti Byoams terhadap produk Umur Status Pekerjaan B
. ( ulan
di Instagram? Byoams setidaknya
sekal idalam 3
bulan?
11 - 26
6/18/2024 tahun
21:30:38 franzescaofeliaa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
6/18/2024
21:32:23 elleonorabrenda@gmail.com lya Tidak
6/18/2024
21:33:50 assyifazzahra33@gmail.com Tidak
6/18/2024
21:34:15 fransiksusdianwicaksana@gmail.com lya Tidak
11 - 26
6/18/2024 tahun
21:34:17 letitiadiaaz02@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
6/18/2024
21:37:33 garyputraa24@gmail.com lya Tidak
11 - 26
6/18/2024 tahun
21:38:34 cendana.whangiii@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
43 - 58
6/18/2024 tahun (Gen
21:38:42 loeloekkroda@gmail.com lya lya X) Pekerja Swasta >5.000.000
27 - 42
6/18/2024 tahun
21:38:53 anggithaperwitha@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
11-26
6/18/2024 tahun Pegawai Negeri Sipil
21:43:24 fadheizka@gmail.com lya lya (Generasi Z) | (PNS) >5.000.000
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11-26

6/18/2024 tahun

21:46:38 Stephanniehanesda@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | >5.000.000
27 - 42

6/18/2024 tahun

21:47:10 livialourenciaO5@gmail.com lya lya (Milenial) Pelajar/Mahasiswa >5.000.000
11 - 26

6/18/2024 tahun

21:47:31 ajengsekaar@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

6/18/2024 tahun

21:48:11 vanessaveronicas26@yahoo.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

6/18/2024 tahun

21:48:11 ajengmadeline@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11- 26

6/18/2024 tahun

21:49:35 Michelleee.divaa@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

6/18/2024 tahun

21:51:19 magilhasani@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa >5.000.000
11 - 26

6/18/2024 tahun

21:54:13 aryacetta5@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
43 - 58

6/18/2024 tahun (Gen

21:57:12 huslifeli@gmail.com lya lya X) Pengusaha/Wiraswasta | >5.000.000
11 - 26

6/18/2024 tahun

22:01:47 nikittt@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
27 - 42

6/18/2024 tahun

22:04:10 garyputraa24@gmail.com lya lya (Milenial) Pekerja Swasta 1.000.000 - 2.500.000
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11-26

6/18/2024 tahun

22:15:59 aurelliad7@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa >5.000.000
11 - 26

6/18/2024 tahun

22:26:40 gregoriuscysss@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000

6/18/2024

22:32:52 Nandatrihatmojol7@gmail.com lya Tidak
11 - 26

6/18/2024 tahun

22:32:57 linnstacia@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
27 - 42

6/18/2024 tahun

22:34:51 Nandatrihatmojol7@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 1.000.000 - 2.500.000
11 - 26

6/18/2024 tahun

22:35:15 salsaaja78@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa >5.000.000
11 - 26

6/18/2024 tahun

22:39:01 fransiskusdianwicaksana@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | 2.500.001 - 3.000.000
11 - 26

6/18/2024 tahun

22:42:28 babuekmade89@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

6/18/2024

22:49:13 Daysonkaaro@gmail.com lya Tidak
11 - 26

6/18/2024 tahun

23:38:34 vaninamayrahungaputri@gmail.com lya lya (Generasi Z) | Belum Bekerja 2.500.001 - 3.000.000
11 - 26

6/18/2024 tahun

23:45:42 valentinemechelle@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

6/18/2024 11-26

23:50:57 satryaditya999@gmail.com lya lya tahun Pelajar/Mahasiswa 2.500.001 - 3.000.000
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(Generasi Z)

6/18/2024
23:52:43 brandonmlang9@gmail.com lya Tidak
11 - 26
6/18/2024 tahun
23:54:41 brandonmlang9@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
6/18/2024
23:55:48 valleriecoll@gmail.com lya Tidak
11 - 26
6/19/2024 tahun
0:07:10 sarahassegafl2@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa >5.000.000
11 - 26
6/19/2024 tahun
0:23:07 jessicaaldea52@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa >5.000.000
11 - 26
6/19/2024 tahun
0:28:54 200325531 @students.uajy.ac.id lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
6/19/2024
0:47:08 Daysonkaaro@gmail.com Tidak
11 - 26
6/19/2024 tahun
2:24:17 gagaalfalazzie@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26
6/19/2024 tahun
2:47:52 agustine.silva@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42
6/19/2024 tahun
2:49:14 budi.saputri@gmail.com lya lya (Milenial) Pekerja Swasta 2.500.001 - 3.000.000
11 - 26
6/19/2024 tahun
2:50:38 agustine.saputri@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
6/19/2024 43 - 58
6:04:54 poncowati.yuyuk@gmail.com lya lya tahun (Gen Pekerja Swasta >5.000.000

116




X)

11- 26

6/19/2024 tahun

8:05:48 farastasyam@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

6/19/2024 tahun

8:19:37 Shelmer14612@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

6/19/2024 tahun

8:42:37 pastimaria25@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
11 - 26

6/19/2024 tahun

11:30:48 Randyjgunawan@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000

6/19/2024

11:33:45 mohamadkadafi9@99@gmail.com lya Tidak

6/19/2024

14:40:11 decanioyustisia33@gmail.com lya Tidak
11 - 26

6/20/2024 tahun

19:19:45 alsyaviona329@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

6/21/2024 tahun

15:14:51 chrnnisa762@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

6/22/2024 tahun

8:10:08 evalbert20@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/4/2024 tahun

0:11:15 Anastasiadiona9@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/4/2024

0:14:04 kareimb55@gmail.com lya Tidak

7/4/2024 11- 26

0:20:03 Kerenimmaanuellawijayal4@gmail.com | lya lya tahun Pengusaha/Wiraswasta | >5.000.000
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mailto:kareim555@gmail.com

(Generasi Z)

11- 26

7/4/2024 tahun

1:24:54 gintingeigia@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/4/2024 tahun

2:33:11 vennyeffendis5@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/4/2024 tahun

7:11:44 Ciciliasetiabudi@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/4/2024 tahun

7:23:04 valentinemechelle@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/412024 tahun

7:49:10 nadhilahsarjana77@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/412024 tahun

9:18:45 shereen.anabel@gmail.com lya lya (Generasi Z) | Pekerja Swasta >5.000.000
11 - 26

7/412024 tahun

9:57:54 ichakarisa845@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11-26

7/4/2024 tahun

16:43:32 Franzescaofeliaa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa >5.000.000
11 - 26

7/4/2024 tahun

16:47:56 karissayokastyasari.111@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/4/2024 tahun

23:05:47 angeliachri@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/5/2024 11-26

16:08:16 Monalisa.oeil2@gmail.com lya lya tahun Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
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(Generasi Z)

11-26

7/5/2024 tahun

21:40:15 sintaauliia@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/5/2024 tahun

21:41:27 diandraputtrii@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/5/2024 tahun

21:42:24 arinariantii@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
27 - 42

7/5/2024 tahun

21:43:10 dianlestarii@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

71512024 tahun Pegawai Negeri Sipil

21:44:09 silviaolivianii@gmail.com lya lya (Milenial) (PNS) >5.000.000
27 - 42

7/5/2024 tahun

21:44:55 herlinaazmii@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
27 - 42

7/5/2024 tahun

21:45:45 tyalistia@gmail.com lya lya (Milenial) Pekerja Swasta >5.000.000
27 - 42

7/5/2024 tahun

21:46:31 nadiarinzaniii@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
27 -42

7/5/2024 tahun

21:47:19 hanitadamayantii@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/5/2024 tahun

21:49:16 salsabillakhairunisaa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/5/2024 11-26

22:19:43 naililhidayah@gmail.com lya lya tahun Pekerja Swasta 3.000.001 - 5.000.000
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(Generasi Z)

27 - 42

7/5/2024 tahun

22:20:20 dayudelinda@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun Pegawai Negeri Sipil

22:21:00 dwiyanti7z8 @gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
11 - 26

7/5/2024 tahun

22:21:45 farahdisyanazmi@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun

22:22:31 ameliaputri@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun

22:23:09 faidatunnajah34@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun

22:23:51 ikaadilah768@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun

22:24:32 alfinaeka55@gmail.com lya lya (Milenial) Pekerja Swasta >5.000.000
27 - 42

7/5/2024 tahun Pegawai Negeri Sipil

22:25:19 nisrinarahmatul890@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
11 - 26

7/5/2024 tahun

22:26:01 azzahroekaarindi23@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/5/2024 tahun

23:36:04 aauliaaraahmaaa@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000

7/5/2024 11-26

23:38:08 rayankhairina@gmail.com lya lya tahun Pelajar/Mahasiswa 1.000.000 - 2.500.000
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(Generasi Z)

27 -42

7/5/2024 tahun Pegawai Negeri Sipil

23:39:24 deviinkayyla@gmail.com lya lya (Milenial) (PNS) >5.000.000
11 - 26

7/5/2024 tahun

23:40:51 2nandaal@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun

23:42:03 abbyevren@gmail.com lya lya (Milenial) Pekerja Swasta 2.500.001 - 3.000.000
27 - 42

7/5/2024 tahun

23:43:11 mauzanovi2@gmail.com lya lya (Milenial) Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

7/5/2024 tahun

23:44:18 syifaaputri@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/5/2024 tahun

23:45:21 zanmir811l@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
27 - 42

71512024 tahun Pegawai Negeri Sipil

23:46:49 nazwamirna@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
27 - 42

7/5/2024 tahun

23:47:48 arielclaudia@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/6/2024 tahun

5:56:53 wulanindri510@gmail.com lya lya (Generasi Z) | Pekerja Swasta >5.000.000
11 - 26

7/6/2024 tahun

5:58:05 friscaputri435@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

716/2024 27 -42 Pegawai Negeri Sipil

5:59:12 ayulestarih17@gmail.com lya lya tahun (PNS) 3.000.001 - 5.000.000
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(Milenial)

11-26

7/6/2024 tahun

6:00:20 kameliaaisyah959@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

716/2024 tahun

6:09:47 giselmaff65@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

6:13:06 naurasyifa488@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/6/2024 tahun

6:14:35 rimafauziah@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

7/6/2024 tahun

6:16:16 renatazahra@gmail.com lya lya (Generasi Z) | Pekerja Swasta 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

6:17:27 ranisafitri21@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

6:18:48 rahmaraizatul@gmai.vom lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11-26

7/6/2024 tahun

7:45:58 Tiara@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

7:49:01 Nanda@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 -42

7/6/2024 tahun

7:50:27 Ratu@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000

7/6/2024 11-26

7:51:47 Winda@gmail.com lya lya tahun Pelajar/Mahasiswa 1.000.000 - 2.500.000
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(Generasi Z)

11-26

7/6/2024 tahun

7:53:06 Fitria@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

716/2024 tahun

9:10:58 lilianabila@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

9:12:23 rayaasiska@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/6/2024 tahun

9:28:16 balgis@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

9:30:37 eniutari@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

7/6/2024 tahun

9:31:46 trisha50@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
11 - 26

7/6/2024 tahun

9:31:54 cintyaa37@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11-26

7/6/2024 tahun Pegawai Negeri Sipil

9:34:10 salsabil77@gmail.com lya lya (Generasi Z) | (PNS) 3.000.001 - 5.000.000
27 -42

7/6/2024 tahun

9:35:41 lailaazhr@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/6/2024 tahun Pegawai Negeri Sipil

9:37:02 resa@gmail.com lya lya (Generasi Z) | (PNS) 2.500.001 - 3.000.000

7/6/2024 11-26

9:38:57 dea@gmail.com lya lya tahun Pengusaha/Wiraswasta | 2.500.001 - 3.000.000
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(Generasi Z)

11- 26

716/2024 tahun Pegawai Negeri Sipil

9:40:11 mulia@gmail.com lya lya (Generasi Z) | (PNS) 2.500.001 - 3.000.000
11 - 26

7/6/2024 tahun

9:41:14 zalfa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/6/2024 tahun

9:42:55 putrisalsa@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

7/6/2024 tahun

9:44:33 nisa77@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | 2.500.001 - 3.000.000
27 - 42

7/6/2024 tahun

10:01:04 zahraanisa419@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/6/2024 tahun

10:02:03 zefanyaput65@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/6/2024 tahun

10:03:57 ameliaputril9@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

7/6/2024 tahun

10:04:54 yolandayola87@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/6/2024 tahun

10:12:57 niynabiya@gmail.com lya lya (Milenial) Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

7/6/2024 tahun

10:15:18 loudiyasifa@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | >5.000.000

716/2024 11-26 Pegawai Negeri Sipil

10:16:41 cicaazahra@gmail.com lya lya tahun (PNS) 2.500.001 - 3.000.000
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(Generasi Z)

11- 26

7/6/2024 tahun

10:16:53 giranawh12@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/6/2024 tahun

10:17:53 nadiacahy90@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
11 - 26

7/6/2024 tahun

10:18:30 lovasya@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | >5.000.000
27 - 42

7/6/2024 tahun Pegawai Negeri Sipil

10:18:55 kaylaazah7@gmail.com lya lya (Milenial) (PNS) >5.000.000
11 - 26

71612024 tahun Pegawai Negeri Sipil

10:19:33 nananina@gmail.com lya lya (Generasi Z) | (PNS) 3.000.001 - 5.000.000
11 - 26

7/6/2024 tahun

10:20:14 levanyaanaser60@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
27 - 42

71612024 tahun Pegawai Negeri Sipil

10:32:00 sindysoi90@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
27 - 42

7/6/2024 tahun

10:40:10 anggelinawulan@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000

7712024

22:34:36 adeliaputrii@gmail.com Tidak

7712024

22:34:59 michellelele@gmail.com Tidak
11 - 26

7/8/2024 tahun

21:37:34 naiarch9@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/8/2024 endahhpurwa@gmail.com lya lya 27-42 Pekerja Swasta 3.000.001 - 5.000.000
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21:39:16 tahun
(Milenial)
11 - 26

7/8/2024 tahun

21:42:01 alifaamanda@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

7/8/2024 tahun

21:43:02 husnakamilah@gmail.com lya lya (Milenial) Pekerja Swasta 2.500.001 - 3.000.000
27 - 42

7/8/2024 tahun Pegawai Negeri Sipil

21:43:06 lilipfarista9@gmail.com lya lya (Milenial) (PNS) >5.000.000
11 - 26

7/8/2024 tahun

21:44:03 aisyahazka@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

21:44:48 ekydwiyuniaputri@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

71812024 tahun Pegawai Negeri Sipil

21:46:37 selinevangelista@gmail.com lya lya (Milenial) (PNS) 2.500.001 - 3.000.000
11 - 26

7/8/2024 tahun

21:46:52 adninania@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun Pegawai Negeri Sipil

21:47:33 yasminzaima@gmail.com lya lya (Generasi Z) | (PNS) 2.500.001 - 3.000.000
11 - 26

7/8/2024 tahun

21:48:33 daniellabelva@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

718/2024 tahun

21:49:34 ratnadwisaputri7 @gmail.com lya lya (Milenial) Pekerja Swasta 2.500.001 - 3.000.000

7/8/2024 vahiraazzahra@gmail.com lya lya 27-42 Pegawai Negeri Sipil 2.500.001 - 3.000.000
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21:50:36 tahun (PNS)
(Milenial)
11 - 26

7/8/2024 tahun

21:51:49 saskiadewi91l@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

7/8/2024 tahun

21:53:45 kiranafitri06 @gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:14:01 Salwasalsabila9@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:15:42 Meldasasasa@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
11 - 26

7/8/2024 tahun

22:17:06 Putrifadilahh18@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
11 - 26

718/2024 tahun

22:18:19 Rentydmyanti@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

7/8/2024 tahun

22:19:36 Haurazhafiral3@gmail.com lya lya (Milenial) Pekerja Swasta >5.000.000
11 - 26

7/8/2024 tahun

22:39:43 lindesynabila@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:44:44 shintaauliaal9@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

718/2024 tahun

22:48:42 diandra.puttrii@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000

7/8/2024 siskaaa@gmail.com lya lya 11-26 Pelajar/Mahasiswa 1.000.000 - 2.500.000
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22:48:49 tahun
(Generasi Z)
11 - 26

7/8/2024 tahun

22:49:52 arienarianti@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:50:45 aisyyahdiana@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/8/2024 tahun Pegawai Negeri Sipil

22:51:32 anesyatiara4@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
11 - 26

7/8/2024 tahun

22:52:29 tatalesa2@gmail.com lya lya (Generasi Z) | Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/8/2024 tahun

22:52:46 oliviasilvianal7@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

718/2024 tahun

22:53:22 gabbbiyé@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/8/2024 tahun

22:53:29 leylazhr@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:53:49 dianlesttariii@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/8/2024 tahun

22:54:23 nopiarari@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

718/2024 tahun Pegawai Negeri Sipil

22:54:32 reyraa737@gmail.com lya lya (Generasi Z) | (PNS) >5.000.000

7/8/2024 tyalistiiani@gmail.com lya lya 11-26 Pekerja Swasta >5.000.000
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22:54:33 tahun
(Generasi Z)
11 - 26

7/8/2024 tahun

22:55:20 herlinaazmii@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:56:43 nadiarinzaenii@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

22:57:48 hanitadamayantii@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/8/2024 tahun

22:58:33 rennywijayantii@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

23:01:13 nadindaamalia@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

718/2024 tahun

23:02:03 tamarayuliia@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/8/2024 tahun

23:02:58 carolinneadrea@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/8/2024 tahun

23:03:52 mariaangelina@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

7/8/2024 tahun Pegawai Negeri Sipil

23:05:02 vannnidwii@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
11 - 26

718/2024 tahun

23:19:46 heyranabila@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000

7/9/2024 ayuupratiwiiwi@gmail.com lya lya 11-26 Pelajar/Mahasiswa 1.000.000 - 2.500.000
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0:04:35 tahun
(Generasi Z)
27 - 42

7/9/12024 tahun

0:06:11 firamaharani68@gmail.com lya lya (Milenial) Pekerja Swasta 2.500.001 - 3.000.000
27 - 42

7/9/2024 tahun Pegawai Negeri Sipil

0:07:26 reynaimelda35@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
43 - 58

7/9/2024 tahun (Gen

0:08:33 mariaulllfah82@gmail.com lya lya X) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/9/2024 tahun

0:09:43 rmaazzahra@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
27 - 42

7/9/12024 tahun

0:11:34 mayaseptiani836@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
43 - 58

71912024 tahun (Gen Pegawai Negeri Sipil

0:13:18 mellsyahrir88@gmail.com lya lya X) (PNS) >5.000.000
27 - 42

7/9/2024 tahun

0:17:11 rifkamaula96 @gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/9/2024 tahun

0:18:00 indahfrmt@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
11 - 26

7/9/2024 tahun

0:19:13 dwiannsf@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
43 - 58

7/9/2024 tahun (Gen

0:19:22 mutianurrahmal28@gmail.com lya lya X) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000

7/9/2024 nurulfirda345@gmail.com lya lya 27-42 Pegawai Negeri Sipil >5.000.000
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0:20:06 tahun (PNS)
(Milenial)
11 - 26

7/9/12024 tahun

0:20:56 fernikasariputry@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
43 - 58

7/9/2024 tahun (Gen

0:21:08 kutsiyah@gmail.com lya lya X) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
27 - 42

7/9/2024 tahun

0:22:01 cindyalandraa@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | >5.000.000
11 - 26

7/9/2024 tahun

0:23:17 dindainans@gmal.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
27 - 42

71912024 tahun Pegawai Negeri Sipil

0:24:10 fadiantikaptr@gmail.com lya lya (Milenial) (PNS) 3.000.001 - 5.000.000
27 - 42

7/9/2024 tahun

0:25:05 nadiadamara@gmail.com lya lya (Milenial) Belum Bekerja 1.000.000 - 2.500.000
43 - 58

7/9/2024 tahun (Gen

0:26:08 fatimahazzahral4@gmail.com lya lya X) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
27 - 42

7/9/2024 tahun

0:27:03 adibaleafitri@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/9/2024 tahun

4:48:38 ayuhafifi4l@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/9/2024 tahun

4:50:10 nailakhoirin75@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/9/2024 nauramitha007 @gmail.com lya lya 11-26 Pekerja Swasta 2.500.001 - 3.000.000
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4:51:32 tahun
(Generasi Z)
11 - 26

7/9/12024 tahun

4:54:20 shezashakiral@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/9/2024 tahun

4:56:31 shafirafitri3é @gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/9/2024 tahun

4:59:34 susanawsm@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/9/2024 tahun

5:01:02 yuyunpuspital07@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/9/12024 tahun

5:03:16 shaumiayuuu@gmail.cpm lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/9/2024 tahun

5:05:19 cahyacntika401@gmail.com lya lya (Generasi Z) | Pekerja Swasta >5.000.000
11 - 26

7/9/2024 tahun

5:07:28 nailakhoirin619@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000

7/9/2024

22:59:04 anggitaperwita@gmail.com Tidak

7/9/12024

22:59:33 shellapong@yahoo.co.id Tidak

7/9/12024

23:00:03 cindyyll777@gmail.com Tidak

7/9/2024

23:00:42 monalisaoei0812@gmail.com Tidak

7/9/2024

23:01:17 catharinacrisantyeva@gmail.com Tidak
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7/10/2024

11:47:25 sintaauliia@gmail.com Tidak

7/10/2024

11:47:44 tyalistia@gmail.com Tidak

7/10/2024

11:48:07 andryardiansyah@gmail.com Tidak

7/10/2024

11:48:38 hussamkhairii@gmail.com Tidak

7/10/2024

11:48:52 rennypuspitaa@gmail.com Tidak
11 - 26

7/10/2024 tahun

11:53:25 2nandaal@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
27 - 42

7/10/2024 tahun

11:54:21 zanmir81ll@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
11 - 26

7/10/2024 tahun

11:54:44 Tiara@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/10/2024

11:54:52 aauliaaraahmaaa@gmail.com Tidak

7/10/2024

11:55:14 rayankhairin@gmail.com Tidak

7/10/2024

11:55:34 deviinkayy@gmail.com Tidak
11 - 26

7/10/2024 tahun

12:05:10 Putri@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

12:15:28 rerelayla@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/10/2024 11- 26

12:16:34 cintyaaaicha@gmail.com lya lya tahun Pekerja Swasta 2.500.001 - 3.000.000
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(Generasi Z)

11- 26

7/10/2024 tahun

12:17:26 loudiyaloura@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/10/2024 tahun

12:22:27 Nanda@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun Pegawai Negeri Sipil

12:29:44 haninasafana@gmail.com lya lya (Generasi Z) | (PNS) >5.000.000
11 - 26

7/10/2024 tahun

12:30:44 gqueenaaa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

12:33:05 Tursina@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

12:41:39 Gina@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000

7/10/2024

13:00:43 divajani@gmail.com Tidak
11 - 26

7/10/2024 tahun

13:09:02 keysaputri9s@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

13:11:57 Elsyaagila@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

13:15:20 vanimeitawanta02@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

13:17:03 citralestari@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
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11-26

7/10/2024 tahun

13:18:28 vitamarissa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11- 26

7/10/2024 tahun

13:21:20 destiaaprilial23@gmail.com lya lya (Generasi Z) | Pekerja Swasta 2.500.001 - 3.000.000
27 - 42

7/10/2024 tahun

13:23:48 novarahmawati354@gmail.com lya lya (Milenial) Pengusaha/Wiraswasta | 3.000.001 - 5.000.000
11 - 26

7/10/2024 tahun

13:26:09 regitanirisaaa58@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
27 - 42

7/10/2024 tahun

13:27:56 eka.sari0@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
11- 26

7/10/2024 tahun

13:30:14 syafikohdwi23@gmail.com lya lya (Generasi Z) | Pekerja Swasta 3.000.001 - 5.000.000

7/10/2024

14:08:19 michelleakunle@gmail.com lya

7/10/2024

14:08:45 savitriintan855@gmail.com lya

7/10/2024

18:19:01 amaraputripermata@gmail.com lya
27 -42

7/10/2024 tahun

19:16:16 elainewondering@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000
11 - 26

7/10/2024 tahun

19:18:49 arimbisaverino@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000

7/10/2024

19:19:25 mitzionthetop@yahoo.com lya Tidak

7/10/2024 stefanichristiana@gmail.com lya lya 27-42 Pekerja Swasta 3.000.001 - 5.000.000
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20:51:38 tahun
(Milenial)
27 - 42

7/10/2024 tahun

20:52:28 susansheren@gmail.com lya lya (Milenial) Pekerja Swasta 3.000.001 - 5.000.000

7/10/2024

20:53:45 babysabina@yahoo.com lya Tidak
11 - 26

7/10/2024 tahun

20:54:33 igaandrea@yahoo.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

7/10/2024 tahun

20:55:19 nisasafira@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
11 - 26

7/10/2024 tahun

20:55:48 floren223344@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000

7/10/2024

20:56:20 wenny05@yahoo.com lya Tidak
11 - 26

7/11/2024 tahun

18:39:49 ophiraputri@yahoo.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
11 - 26

7/11/2024 tahun

18:45:56 brigitafelly444@yahoo.com lya lya (Generasi Z) | Pelajar/Mahasiswa 2.500.001 - 3.000.000
11 - 26

7/11/2024 tahun

18:48:45 vijeonyahoo@yahoo.com lya lya (Generasi Z) | Pelajar/Mahasiswa 1.000.000 - 2.500.000
11 - 26

6/18/2024 tahun

21:30:38 franzescaofeliaa@gmail.com lya lya (Generasi Z) | Pelajar/Mahasiswa 3.000.001 - 5.000.000
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Correlations

DTS1 DTS2 DTS3 DTS4 DTS5 DTS TOTAL
DTS1 Pearson Correlation 1 .948™ .828™ .848™ .812" .952"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 30 30 30 30 30 30
DTS2 Pearson Correlation .948™ 1 .864" 874" 797" 961"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 30 30 30 30 30 30
DTS3 Pearson Correlation .828™ .864™ 1 .818™ 715" .900"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 3 3 3 30 30 30
DTS4 Pearson Correlation .848™ 874" 818" 1 .908™ .951"
Sig. (2-tailed) .000 .000 000 .000 .000
N L 30 30 30 30 30 30
DTS5 Pearson Correlation .812" 797" 715" .908™ 1 .907"
Sig. (2-tailed) .000 .000 .000 .000 .000
S /~ 30 30 30 30 30 30
DTS_TOTAL  Pearson Correlation 952" 961" .900™ 951" 907" 1
Sig. (2-tailed) 000 000 .000 .000 ~.000
N 30 30 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).
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Correlations

KHS1 KHS2 KHS3 KHS4 KHS5  KHS_TOTAL
KHS1 Pearson Correlation 1 a1 7e1” F3I6 753 L
Sig. (2-tailed) 000 000 000 000 000
N 30 30 30 0 30 n
KHS2 Pearson Correlation 818" 1 ars” 824" TFE6 835"
Sig. (2-tailed) 000 000 000 000 000
N 30 30 30 0 30 0
KHS3 Pearson Correlation 7e1” a5 1 an’” 809" 643"
Sig. (2-tailed) 000 000 000 000 000
N a0 a0 a0 0 30 a0
KHS4 Pearson Correlation 736" 824" an’” 1 arg” 832"
Sig. (2-tailed) 000 000 000 000 000
N 30 30 30 0 30 0
KHS5 Pearson Camelation 753" 766" 809" ara” 1 807
Sig. (2-tailed) 000 000 000 000 000
R\ a0 a0 30 a0 30 a0
KHS_TOTAL  Pearson Corelation 8ag” 835" 043" g3 807" 1
 Sig. (2ailed) 000 000 .000 000 000
N 30 30 30 0 30 0
Correlations
KPS KPS2 KPS3 KPS4 KPE5 | KPS_TOTAL
KPS Pearson Correlation 1 887" 8a0” 859" 8117 g417
 Sig, (2-tailed) o000 000 .000 o000 .000
Y 30 30 0 v 30 30
KPS2 Pearson Gorrslation 887 1 826 "™ ar0” 964"
Sig. (2-tailed) 000 ) 48 .000 .000 .ugﬁ__ .000
N 30 30 ki 30 30 30
KPS3 |\ PBaison Corrslation 890" 426" 1 81" sea” 857"
iSig. (2-tailed) 000 B 000 000 :UEU .000
N 0 a0 0 30 a0 30
KPS4 Pearson Correlation 859" am” 821" 1 ars’ 936
Sig. (2-tailed) .000 000 .000 000 .000
N 30 30 0 30 30 30
KPS5 Pearson Correlation 811" a0’ 894" a7s" 1 937
Sig. (2-tailed) .000 000 .000 .000 .000
N 3 30 0 30 30 30
KPS_TOTAL  Pearson Gorrelation g417 ag4” 857" 936 837" 1
Sig. (2-tailed) .000 000 .000 .000 000
N 30 30 0 30 30 30

** Correlation is significant atthe 0.01 level (2-tailed).
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Correlations

G Ch2 CM3 Chi4 CME CM_TOTAL

CM1 Pearson Correlation 1 662 726 761" 762" 858"
Sig. (2-tailed) .000 .000 .000 000 .000

N 30 30 29 29 30 30

c2 Pearson Correlation 662" 1 877 875 753 8317
Sig. (2-tailed) .000 .000 .000 000 .000

N 30 30 29 29 30 30

cM3 Pearson Correlation 726" 877 1 840" 606 818"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 29 29 249 29 29 29

Ch4 Pearson Correlation 761" 875 840" 1 788" 554"
Sig. (2-tailed) .000 .000 .000 .000 .000

N ____ﬁé-__-zg_ __29_ 29 29 29

CM5 Pearson Correlation 762" 753" 606 788" 1 845"
Sig. (Q;tailed—) .000 .000 000 000 .000

N 30 30 29 29 0 30

CM_TOTAL  Pearson Carrelation 858" kT o188 554" 845" 1

jSMz-tailed) .000 .000 .000 .UUU_i_.U&
N 30 30 29 29 30 30

** Correlation is significant at the 0.01 level (2-failed).

Correlations

NE1 NB2 NB3 NE4 NBS NE_TOTAL

ME1 Pearson Correlation 1 795" Bt an’” 684" 832"

_Sig_.(Z—t_aiIed] 000 .000 000 000 J __ 000

N a0 ki an a0 0 a0

NB2 | % Pearson Comelation 705" 4 788" 7547 684" | gos”

Sig. (2-tailed) 000 000 000 @0__ 000

N - a a0 Cap a0 ki a0

MB3 * Pearson Correlation 837" 788" 1 Fro” 707" 816"

Sig. (2-tailed) 000 000 oo 000 000

N a0 a0 a0 a0 0 a0

=T Pearson Correlation an’” 754" g7 1 787 a22”

Sig. (2-tailed) 000 000 .000 .000 .000

N 30030 0 30 0 30

MBS Pearson Correlation aa4” 6847 qo07 hET 1 244"

Sig. (2-tailed) 000 000 .000 000 .000

N 30 30 0 30 0 30

MNBE_TOTAL  Pearson Correlation a32” B9 Bl a22” 8447 1
Sig. (2-tailed) 000 000 .000 000 .000

N 30 30 0 30 0 30

** Correlation is significant atthe 0.01 level (2-tailed).
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Item-Total Statistics

Scale Corrected Squared Cronbach's
Scale Mean if Yariance if [tern-Total Multiple Alphaif ltem
[term Deleted [tem Deleted Correlation Correlation Deleted
0TS 108.0690 317.209 874 . 985
OTs2 108.1034 316.453 BE5 . 985
DTS3 108.9655 319.820 14 . 485
DTS4 1058.1034 320.382 8&0 . 485
DTS5 108.2069 320.854 76 . 986
KHS1 108.0345 321 677 .eos . 985
KHS2 108.1034 317.953 822 . 985
KHS3 1091379 317.695 _ .Bag . 485
KHS4 108.9655 320.748 883 . 485
KHS5 108.9310 321.924 .Bo4 . 985
KPS1 109_.11034 318.025 .BE6 L . 985
KP52 TDEI.UEBU 317.924 528 7 : 585
KP53 109.1034 317.525 402 _ 485
KP& _1%]000 317.214 912 1 985
KPS5 108.9655 320.249 048 . 985
cml 108.7931 330;313__ —_ 723 : | | 5986
cmM2 ~  108.9310 321.2: 4917 B B 485
Cl'u'lii_ | 1059.0345 322249 872 . 1 . 985
Ch4 1089.0690 3T 567 939 . 985
CME____ 108.7241 334.635_ . 820 .____ 486
MB1 . 108.9855 326.106 788 /8 485
ME2 N 1058.0000 > 32@ v Tﬂ ’ 4 985
ME3 108.0690 323281 836 . 985
E4 108.@65 327 453 .80z - . 985
MB& 108.8966 330.025 T87 . 4986

150



151



R Square

Matrix ‘1;3 R Square

1% RSquare Adjusted ‘

o s
‘ R Square | R Square Adjus... |
CITRA MEREK 0.922 0.921
MIAT BELI 0.0918 0916
f Square

Matrix Mlg f Square

Copy to Clipboard:
| CITRA MEREK | DAYA TARIK SE..  KEAHLIAN SEL... KEPERCAVAAN, NIAT BELI
CITRA MEREK 0008
DAYA TARIK SE... 0.100 0.045
KEAHLIAN SEL... 0218 0104
KEPERCAYAAN.. 0.187
MIATBELI

Y n:\‘MA JA)sa

MIAT BELI
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Path Coefficients

|=] Mean, STDEV, T-Values, P-Val...| =] Confidence Intervals | =] Confidence Intervals Bias Co...| =] Samples

Original Sampl... Sample Mean (... Standard Devia... T Statistics (|O/... P Values
CITRA MEREK -... 0.322 0.315 0.095 3.388 0.001
DAYA TARIK SE... 0.266 0.259 0.068 3.910 0.000
DAYA TARIK SE... 0.184 0.178 0.100 1.841 0.066
KEAHLIAM SEL... 0.330 0.335 0.072 4.607 0.000
KEAHLIAM SEL... 0.257 0.267 0.065 3.967 0.000
KEPERCAYAAN.., 0.393 0.395 0.091 4314 0.000
KEPERCAYAAN.., 0.224 0.227 0.112 2.006 0.045

Total Indirect Effects

|=] Mean, STDEV, T-Values, F"-‘u’al...I |=] Confidence Intervals i | Cenfidence Intervals Bias Co...| [ ] Samples

Onginal S5ampl... Sample Mean (... Standard Dewvia.. T Statistics (|O/... P Values

CITRA MEREK -...

DAYA TARIK SE...

DAYA TARIK SE... 0.086 0.081 0.031 2.744 0.006

KEAHLIAN SEL...

KEAHLIAN SEL... 0.106 0.105 0.040 2.678 0.008

KEPERCAYAAMN...

KEPERCAYAAN... 0.127 0.123 0.049 2.560 0.011

Construct Reliability and Validity

=] Matrix :1.‘,’_? Cronbach's Alpha | 1% rho A 3§ Composite Reliability |1# Awverage?
o |

Cronbach's Al... rho_& Composite Rel..  Average Varian...
CITRA MEREK 0.915 0.915 0.936 0.747
DAYA TARIK SE... 0.926 0.928 0.944 0.773
KEAHLIAM SEL... 0.911 0.912 0.934 0.738
KEPERCAYAAM.., 0.922 0.923 0.942 0.763
MIAT BELI 0.920 0.920 0.940 0.758
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Introduction

Gen Z controls almost the eatire populstion in dhe world wigh 2 tosl sumber of almost two billioa people worldwade. In Indoacsia.
based on data from the Central Stasistics Agency (BPS) from the kst population census in 2010, the number of Gen Z reached moce
than 6% nullion people. Of the popalation at that sime i the range of 237.6 million people, Gea Z bad the highest percentage of
30.™%.

The large ber of Gen Z population can bave a8 impact on the country’s ecomoany. Lame (2014) via the mashable com page
mrdd&n-mhu..&%oﬁbeppuhmiteﬂuedm mlmuumdmmwsm with a

S ber when compared 10 previous g yous., which d to $44 bellion. Meanwhile, basod ca the results of the
Nndsntonm&m\v'm((.l!\')mn in the second quaster of 2016 comducted m 11 cities ia Indonesia, 67% of wenage
consumers (15-19 years) bave ma mflaence on e d 10 take 2 jon 2ad as masy 2s 62% have an influence. on the decision
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lnbu_l,- ehcunmpmdmu. 'I'htrenlhs of this smudy revesl that cwrenily Gen Z is & potential target marker thas h.ujmrunknhlt

an | iy dect The purchise decision & the parchise value from for & pany, the i i
purchasing decisions, the penc w]uemﬂ.lhnmmwhulmlpwldcpmﬁﬂrdm pany. Purchase decisi
themselves ore more ind] d by ! purchie i ions than their snitud ds the prodect or service iself [Les,
Hous).
]nlm-ﬂd:cpmmn where purchase i ion i the mos mfleential foctor in perchasing decisi purch
P d as the d h izl in.:huru.ui:.- hase intention is also img fiox when they are
mrulda'uglldn'ﬂlu'ungpmm:\'l'u etal, h]l-l:.lruu.r.m are g 1y il it B P predictions of the
sctual purchase mself. According o M MMHM}mmmmh&mm“ﬂu:ﬁumﬂmm
pereeptions of the 1t Hﬂtbﬂhﬂwﬁfnﬁ.‘l‘hﬂ ks ion e effective ol for predictisg
the birying process.

Popovic (2006}, Chaed | 2009], med Cossaan isides | 2000 revesl tat the 4P markeiing siraegy shoald focus nol only on the marketing
nﬂivi:iﬂ,Mdm&mhﬂ\uh“mbﬂhﬂuu&m]ndﬂmmuﬂmﬂqmwmﬂ In
line wigh this statement, Kotler and Keller (2016) identify that several consumer ch and peychological fecwoes can
infleence consumer behavier. Cossamer choumowenistics e Swen based on culiural, secizl, and personal influences. These dhres
infbeences, together with peychological influcsees, con indlustce concmme s’ parchase sentioss (Chasg, 2011) Secing how
consumer characteristics and peychological factors can affect purchase mtenrioms, it is imporias w swdy the characer of Gen £
Turther and examine the relutioaship berween these chamoters and dheir purchsse imestion of o produc.

Ryan Jenking | 200 4 an expen on Millennisls & Genemation £ stmed ot the dadly life of most Gen £ canmot be separssed from the
e of social media through cellalar iechmalogy. Gen 7 mses social media and ofer siies 1w sirengthen bonds winh friends they already
ooy el tev dewedop pew friemdships with people they consider o be peers. In sddition 1o fendship reasoms, social mediz o alsoa
e (or idestity creation. Twitler and Instagram scem o be increasingly popealer mvesg Geeeraivon £ members with & percentage
dm&ﬂmilqﬂ:ulhhh-n_njw&lﬂ:whﬁuuﬂmimﬂﬂ:mL-lr-du-ulge&mre:n
puevides. Gem £ prefiers a cool peodect to just o cool oxperience md has enrepreseurial md tech clemiatics. Addi by,
uaﬁq?ﬂu-ﬁmMLWWMQHMMMIMWEWMMMMM'
page., Gen £ cusiomers respond o visual marketing 1actes.

Based on the previous deseription of Gies 2 chamaienstics, the use of social media in @ marketing strae gy for consume s who f2ll
amo the (hen £ category. namely the age of 1221 vears (KPPPA & BPS, 2015 can be the right choioe. cspecially social nemworks
bave u virsl effect (Miller & Lammas, 20010, where when the potestial con:uoser shapes owr ad posis or just “favoraes™ the ad will
immediately appear on the tins:lne and be eem by all his followers Beviews [reviews] from fese comeemers will also have an
impact om the parchase imtentions od cther potennal consuneers. A o FB or IG, the “like” banon is & mensure of the isserest of sooal
metwark users iowards the wploaded phote o status. This ‘like’ bimon is slse s form of vime| endorsement of & brand, prodwsct,
OFgREATIion, OT Zroup.

Proseotionsl activites, as pan of 8 marketing sirasegy whether through sociall medin or other medie reguire influeseers. Acconding
o Belch and Beleh (2004), an influescer is a speaker who delivers & message and'or demonsirates a prodect of service. The resules
of o 2016 survey condaried by Collecove hsul' 14,000 in e US Jexd et bt & third (3086} of cossaners mow
prefer preducis endorsed by indl uch as bloggess over celebrity influencers. 04 these, Gren £ has shee bvigest preferesce (shout
TP Lo rely on “peers” endorsements. Celebrity influencers will be abandoned by (een Z and replaced by influescers {megn, macro,
wicrn, nano) wheo are considered more ethenne, honest, and credible.

Marketisg acuvities thooegh social media with miluesces o endorsers ale seen os &0 appropriss: markeling sirmegy o Wrget
consumes in the Ges 7 caegory, bur the wee of social madis influcscers will b secessanly make (sen F coscamers make parchases
of these producis, because based on The servey eploaded om the hige: www. mrketingcbans.com' (200 %) page revealed that there
were Gien £ resposdents who stried that they were not isserested i influencers with great populanay. Geen £ actively sepports and
Tollows people they perceive as baving credibility, people with gessaime or authestic skills, proven alent, ineresiing perspectives, or
dmeuhukedmmnnarmanlh:pdmu ice beisg offered. This is b (ezn Z hiss o strosg fecus om the quality,
h iy, and unigy af the prodect of service that will be d

Based on e description gbove, the oredibiliny of social media imfluencers s influencers will be used as an mdependent varishle.
The inflesncer credibility varishle inchedzs three stribures which will then set as independest varishles in this study, those are
alraciveness, expertise, and rustworns These aitrik wre based on the fisdisgs of the source epadibility model which shows
that she et of the ge communicated by an mfluseer depends om consumers' penceptions of the
tustworthiness, and i of the infl {Amos et al, T00H).

The incossisiency of the results of previous stedies dat lied in diff K poulou e al. (2015 Djafareva and
Rushwerth (2017 Xim Fean Lim, e1al (20017); Renats Abres (2009 Holzwarth, et el 3006 (in Ahn and Bailenson, 2011k Lia T.

Maithew, et al. (2007 Roy et al. (3013); Linner, et al (2008); Zhao, et al. (2016, Sas (2012 Bomn & Johaseson (2017):;
Schidffman & Wisenblin (20015); Porepisipan (2004) is an interestiseg resemrch gap for ferther research on how e influssce of
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infleencer credibility ainbules om e purchase intemion of Gen £ comsemers. To overcome the research gap fousd, this study
included & medisting varisble, namely brand image 1o bridge the research gop. This i because brasd image i a basie requirement of
consumer behaviom] intentions (Hermas et al, 2006, supponed by previous resesrch which explaiss they brand image bas a
significem positive result on purchese inention of Chae ssd Liso (301 6); Lee, Shin, Park, & Kwaon (2010).

This research focused on cosmetie indusiry because Indosesian cosmetic indusy itself is o very prominest cosmetic indusiry markes
Because of its high population end abundest rew matenials (Rabayu, 2016 The cosmetic industry & even placed as one of the pricsiny
indestnies i oot as & driving force fior the Indonesian sconomy hased on Governmest Regulation Mumber 14 of 200 % concerning the
Master Plan for National ksdeonal Developmesa (RIFIN) from 2013 o 2033 (Rahaye, 2006). [n de first quaner of 201&, the
Indonesian cosmetic industry, which includes 2l products weed exiemally for cleaning, scentisg, changing appeamnie md'or
comectisg body odor, and saintaining the bady (BPOM, 2002) grew of a rate of ™5 9% (Temgo, 3002 B, e of June 2016,
from T commetic companies comps=tisg in the Indonesian market, bocal lwands were st the main sharcholder of the marka. MPs
of the marke is owned by impomed coemeties from imemational brands. while abowt 3% s owwmed by bocal brands
(U5 Commercial Service, 201 5). One of the imponed cosmetic products that dominate the Indonesian markei s a cosmeti prosdect
from South Korea. The growth of the Kore s commetic imdustny in Indosesia is quite rapid and hes cremed very tght competiton

Theory dat mderlies this reseanch is the Hiemrchy of Effect (HoE) model The Hisrarchy of Effects model wis first introdaced by
HRaoberi J. Lvidpe and Geery Soeiner (19611 whe explained dhar there are se eml menial sigges o consumess afier being exposed 1o
marketisg concrmamications for & product or service (Kotler, 2001 S6£) The Hicrardhy of Effecis model is used &5 an ssdicmor af
pawchase ntention because this model e hudes the siages of the proces of e anfleenoe of adversing on consumser atindes, suning
from the cognitive, affective o comative sisges in which there are sequeniial sisges of edvenising ther aflect the sotions of comsmmers
(Belch & Beleh, 2009) Given the constest duly beyvisg decikions and e multiude of choices in the marketplace, consunsers mvsi
cope with isfonmation overload. One of the most famous HoFE madels im parchasing decisions i amention. nvenest, desine, action or
what is knows as AIDA (Huner et al., 2003)

Literature Review
Theeretical and Concepiual Backgronnd
Coen .

Gieneration £ is defised as people bom after |95, the year when the comenialization of e mne et begen (Mowery & Simoss,
100, Linimg with digial echnology since they were bom, Gea £ developed different choracerisiics compared 1o previous
generstions. Gen F ionds 1o depenad om modem technology, thus, caling platforms ssch 65 social media, cnline games, and onlise
eduation and online comswesicmion are the most commonty usad media (Greydame sod Greydme:, 2002) Raised on social
metvweoris, their exisience & more connecied 1o the elesironic md digia] world {Segh and Daesgmed, 20161 Gen 2 consumes but alse
s it as & medium o provide or dissemingge information, s well as sccording 1o Berkup (2004)

Lnfuencer

Social meda infleencers have gained notwriety by successfully recruiting thems elves o8 expens o social media placforms (Thursday,
o b, JIOITE Influsmcers emhusisically shaning sel-genermel conlent om topics such as beauty, fimess, food, and fshion, these
{mosthy female] social medin users have gaimed o large following §Lin, Bruning ssd Swana, 2018). Barker (201%) staes that, “The
simples wuy o differentiate betwesn inflbsencers and celebrities is throwgh which clannels dey build their influence”. Comventional
celebrities womlly get their mfbecnce dorough selevision or radio (one-way commemication media). Meanwhile, influescers build
their influezce daough non-waditicnal media channcls, especially social media, such as blogs, vlegs (youtube), md Instagram.
Celebrities usually rend m gain followers becanse people sdmire deir tnlenrs snd enjoy their mescic or movies. Influsscers, om the
oty band, 1emd o gaim followess in a particulss nicke by crestisg content that is relevant so that niche. They iend to bave sxpertise
in & nicks of are very interested in a panicslar subject. In line with this, Groy Ceeppen (201%) defines socizl medis influsscers as
indepemdent social media experts whe have bl deir brond personality based on their relishilicy asd credibility as specialisis or
experts i creating and delivering suthentic messages 1o their followers snd they usually will mot meke advensemenis opealy, they
will stam by doisgg inernction or diskogpe: i@ their commeminy. [nflenosr marketing crestes b around o brand or peoduct using
worth of moeh.

Credibility

Consumers are more likely 1o evaluste brands and products more positively through endorsensenis by poople they cossider coadible
(Berghvia md Zhow 2016) According s Abdullab, e gl (2019), celebrity credibility is the perception of expenize relsed 1o e
message beimg communicaied and cas be in de form of a tnested or objective opinion from the soerce of the mesage. Findings from
Chapple and Cownie (2007} ased Djafarevn and Rushwend (2017} indicate that mfbeencer credibiliny pliys an g role in
infbeencing buyisg bebavior.

Chity, et &l (20014) regarding io “Iniegrmied Marketing Communicatioes™ sinies that, “Siudies on endorser annbutes show that
marketers whe use specific endorsers as spokespersons im marksting communication mesages we demified & credibiliny.” They
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also smied that the esdorser as a source of isfommaticn baving credibility if the esdorser is considered reliable, susrworthy, or can be
v in connection with the message conveyed. This sisemen s also i secondasce with advertising comtext which stated thar
endorser credibiliny & refiermed o mustworthines, snractiveness, md the level of expemi quired by the imfl {Amaos et al.,
2008 Hafarova and Rushwork, 201 7). Seversl researchers have used dis mode] in which the credibility of the endorser is waally
seem as @ fuseton of wustwonhiness, expentise, and aictiveness os de maim facors that determine how much influence it has
{LafSerty e al, 2003

ARl ees

Anractivendss i based on the influescer's fanilimnity, kiking, and clesencss o bis followess (Tl & Busler, 20001 When an sudience
or fiallowers believe that they shase cerinin iniestions, values o charactensties with an influencer, they sre more likely o ndopt what
the influescer belizves, their amiudes, md behsviors (Kelmas, 2006 ldentification comes from actusl and perceived similanry
{similaniry) or the extent ta which o person feels be has something in common with other people, as well os wishful idesi fieation,
which is the dzsive to be like ether people {Hoffner and Buckanan, 2005

Jhlﬁunmhnﬁm.mw determined by perceived similanty (Grove, 200 7 Compared o celebritics, imfluencens
are considered more d habde, soch s barving beag-listanee friends {1 afarevs and Besbonh, 200 7). Infleeneers
lmdm-ﬁrﬂdy-utmnrﬂhm-hrpﬂ-d it shows o comaim closemess, thus making followers see thens as peers (Erz and
Chnstensen, 2015 Gannon md Profhere, 2012}, The ability io comaent on isflusscer posts and possible ineractons can reinforce
the feelimg that eileencers mne siniler io thems e hees | followers or mediences) themselves (Schmady, 20071 Compared no more pogealer
infleence s, ‘micre-influzacers’ (with o small number of followers) may be moe skilled in & relacively small ficld md engoge more
with their sudienee, therefore, they may be perceived is mere look alike with seir followers {De Veimen er 2l 8l 20017, Grave,
2017, Uzemeergla mmed Kip (2014) previcwsly fomsd that the maim roasos for following Bloggers on Insmgram is a combination of
sdmucation on one hand and feelings of conncetiem with influescers on the oter. In addition o being “ordmary™ mdniduals,
inileencers are also perceived & approschable, ssd suthentic (Chapple med Cowmic, 201T) which can make people fecl more like
then

Experiise

Expertise can be dofined s an advemizing imileencer wio holds & professicmalisny the can persunds consuners 1o bay & prodec
{Gioldsmith, e all, 2000}, Climton, eral {200 show that the effectiveness of de endorser is infeenced by e recipient’s perception
of the endorsers expentise. Endorser exgeemise 15 chomcterized by the selection of expen or professional endorsers with specilic pad
validuied comgeiencics o influescers for cemam products o services. Reseasch conducted by Hassan & Jansl (20014) in Palosan
revenled that celebwiny expertise shoms o sipeificant impect on purchse inention. Influencers who ane eoessdened better and mone
Imeawlhedgeable have & posntive effiecr on cosceemers” punchme: nEentisis.

I s ot G e

Erdemn ased Swain (2004} claim dhat srustwonthingss is consistency in delivering what has been premised. Trustwonthiness refers m
the “honesty, megrity and mesworthiness of an mfbeencer™ (Endogan et al, 2001} Besearchers bave built a link from perceived
expertize o tustwoniiness (Erdem and Swait, 2004 ). Therefore, @ is estimated that mone oossemers pesceive that a celehnity
infheencer bas exp i lar field, the bigher level of cusioenes inesid so the imfleencer will be. Based on dhis, o imegrased
hﬂpﬁmmmmmhmﬂwmmkhq-ﬂmn.mﬂuwwuhmmmﬂwndrduhh]n
additon, the sucoess of celebriny influencers allows consumers (o e |ebarivies | Mlishrm et sl 200050
Whes s indluescer endorses & product, consumens are more likely o perceive the mfluencer i o ouly tnewonthy infleencer in
asscssing the positive charsctenistics of o product than when esing & celebrity infleencer (Zhu and Tan, 2007 Balog e al. (2008)
stated that thepe & an easier associatve relmionship bemeen products and infeencers.

Brasd Image
Kather {3007 sties that brand image is the perception ond belief made by consumers, sech o sssocimions ths occur i in coseumer
memory. s process of buyisg a prodocy, bomd image ofies b an initial ideration for Iefioare idering other

things, such as quality, price, snd besefits provided (Keller 2008 According w [Borne | 2018), brasd image represcnts the emotional
aspect thart idestifies the brand of & company of its products end hes o snoeng influesee on coscemer bayisg behavior. The emotionsl
aspect that influences consumer bebavior & in line wigh the explasation of Ches, Hsu sed Lee (2019) which sates that brand image
is a general p:ﬁepum.lldnm:{ﬂdlgmudslhﬂmdli&mcmmabﬂivur.h‘udwhwd&mmm
lramd evaluation and brand image in consumer v will be om i iderntion for decisims. Pranz

T =]

{ 2004 ) in bis research reveals that brand image is a central varable in increasing cement and Bﬂ:p-ﬂﬂiﬁ.

Shimp | 3003 ) revealed that the brand has an imporant strategic role as o diferentistor berween the products offered by the company
and it competiors. Promm de cossmmers point of view o brand is & guaraniss of product performsee consistency and provides any
benefits {im the form of image or prestige) that consumess are lookisg for when buying a pamicular product or brasd. Funermaore,
the hrand is a promise o consumers where by mentosisg the name, they hope the brasd will provide the best qualiy, comfon, e

21

160



Nugroho ot @l I fivevan I of B h i B & Sociel Sciowee JI03) (2023), 1852

eti. that are aken isto cosideration when % Mk pasch Giem # temads 1o buy something of choose o brud that fis their
self-image 1o meet the needs of being recognized im o commesity (Paskkan, 2016)

Parchase Intestion

hase i } dimg v Enged, Kollat, and Blackwell guoted frons Lin 2nd Lin (2007) & a process used wo evalaie consumer
i } Puschace mieniom is o consumer's temdency 1o take o cenain action and serves s an ingortan barometer for

prulm.lgcnniumbdm-m Meanwhile, sccording o Kotler {2004 ), parchase i ion is senething that arises after receiving &
stimulus froen e prodect he s2es which thes casses interest w y it and whimaely cosses o dsire to buy i order 10 have i

= T

Morwitz (2014) intenpeets purchase inbeniion as & widdy weed marketiog tool 10 estimaie the effectivencss of marketing strmegies,
which can be used vo predict sales asad markes shase. The desize w buy anses affer conmemers feel imerested and wam o buy e
product they see. There are rao ficions that esderlie consumer pupchis: imentioss {(Kotler 2008 ), namely the anitude of others and
foztors that canmet he mticipaned.

Hierarchy of Effeet {HsE) Theory

e well-known framework for decish i i “hierarchy of effects™ (HOE | model of Lavidge and Saeiner (1961}, The
medel imvolves perceph . and use of advenising, as well as other marketing commumication effors for
m#ﬂﬂhﬂnmnﬂwﬁchﬂhm&ﬂm and kmowledge abow a prod

developitg posirive of negative feclings towards o product and finally wisether 10 bay or reject e product (Kot er sed Bliemsel,
201 ). The hicwarchiy of effecs modd described by Hackley (2304), from vies s advemisemenis 1o docedisg, consuners always
Tollerw o very regalar precess flow. Consumer decision making in deciding smd consuming & pamicular product or brand beges wit
awaPerlcss of inirodes ton of the pradict, thes contimues with s undersmnding which o followed up with & kevel of prefenence amd
an TLSTRE it with presdecis from other competnors, until fisally consamer. decide to try. This model @ares tha e
m;umqmmmm“ﬁﬂnm According w Ray, ML {1973}, in his book ~The
jcations aned the Hierarchy Effcof” quoted by Bous'lin (2004: 114-1 161 explaie dit foom o review and compansen
&&MHWMMMHEWMMMMMmMsmdh
communication proces calegory, samely affectis o, cogaitive and conative behavior.ether w buy o reject the proden (Kotler and
Bilicmnel, 2000 ).
Coscepiual Framework of the Research

This sudy mvesigaies live maim consingis istirg of deee imlcpendent varables, ly amracn , expenise, and
trustworthiness (influencer eredibility) mmd coe depersdent variak] ely purchase intention. In additios, this swdy also add o
medisting vanahle (brand image). For more details. see Figure | below:

ATTRACTIVE _ - H1

Flgure 1= Ressarch F cek s Hypoth

The hypotheses of this sudy are:

h

Hl: There is & sigmificast infbeence berween the amactiveness of indl o |
H2: There is & sigmificen infbsence htmmﬁ:ﬂpﬂtmd]nﬁumumm
H3: There is & significes infbsence beraeen mrustwonkimess of influencers on perchase imeation
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H4: There is & significen inflesnce berwesn mimotivessss of inflesncers on brand image

H3#: There is & significant infleence berween expenise of influescers on brand image

Relation of Trustwonhy Anrbese of Influencer Credibility 1o Brazd Image

He: There is & signiflcen infleence berween rustwondy of influencers on brand image

HT: There is & significast infleence between bmnd image on purchase intention

Relation of Credibility Amribwtes { Atiractivessss, Expertise, and Trusmorthy) of

HA: Brand imsge medistes the relationship between the annsetivenss anribate of infleencer credibility and purchase intention
{Mookds, e el, 2000; Chi, 2006}

HY: Brand image medaies the relatosship betwersn the sxpentise annbote of influsseer credibility and porchase imestion (&ookda,
et al., HEN; Chi, MHHG

Hilk Brand image mediaies the relstionship betwess the imeswenthy annbure of influencer oredibiliny and perchase inestion
(ndvokds e el 2000; Chi, 2006}

Research And Methodology
s and Meghod

The populzvion in this study i Gen £ coscemers aged betwern [2-2] vewss (KPPPA & BPS, 3018) who ere consumers of Korean
cosmetic products, setively use social media, snd follow one or more beauty indlucscer secoums. Hecnibe dere are cerikim oriteria
for zedecting the sample. & non-probabilivy approach with pesposive sampling technique wis msed W seleol the samgle i this sudy,
In this ssdy, dhe numbes of indicators wsed in the research instum et was 42 5o that # pumber of samples wken was 42 « 5 = 210
samyrhes. This research wis condecisd on Seprember, 2021,

This research uses Souctuml Equation Modzl | SEM) ssalysic with Venance Based SEM appioach of bener inown s Pemal Least
Square (PLS) med the software used in dats analysis w test the hypothesis in s study Wapf LS 500

Mesvuremsnis

Al indicators used to measure the vanables i this stedy were adopied tom several previous studies. Methag (2011} saies tha the
endorser cpedibillity miode| consists of cupentise and rustwonbis: s ot souree charscienstics, os well a5 o ammctivenss mmode] tar
foveses on attractiveness characwers. The isflucscer credibilny andicaiors wiich is laer developed ine o credibiliny varable item in
this siudy was besed on the sdenific arscm of Ofanian ¢ 1%51) in W & Li (2006) AN indicators weed 1o measure e varighles in this
study were sdepted froem several previous siudies. Mesnwhile, the brasd image variablie wis meacered nsing three indicators referming
tivthe research of Lin, e s 2021K, namely funcioeal image, aifsctive image, and sepatation The purchase intennos vanshle was
e e Esiagg Sour indicaters sdoptad fiom rescanch by Kotler which was lmes tmnslaied by Besgomin Molan (30 4), consisting of
aiteniion, inierest, desire, action.

Amnalysis and Findings

Result

Based om the resalts of processing respondent dets, froan 210 Gen £ respondents who ane consumers of cosmelic products, active on
soinl media, md follow one or more beauty influencer sccounts, 22% of respondents ape male, and 78% of respondents are female.
Based om the gemder, it shows that the majority respondents whe are following the eritena are female. Based on domicile, 34 8% of
respomsdents are from Malang city, then 25.3% of respessdents are from other cities, 6.2% of regpeossdents are from Sidoarjo, and the
citber 4T oo respondents ore From Kedin [ shews that mee of regposdents in this reserch are from Malang. Based on the exgpenses
for cosmetics spending, 41.4% of respondesss bave eosmetic expendivares of = 300, (W0} per month, then 39 3% of respondents have
cosmetics expenditure of $00.00 1 1 million per month, then 12.4% of respomdens have cosmetic expesdimnes of | millisn o 1.5
il By peer meonth, 2.9% of regpossdents have coemetic expenditures of 1.5 million wo 2 million per meoath, and 38% of resposdents
bave cosmetic expendiveres of =} millis per month. 1 shows dat most respondesis bave i ding only of <31 per
m:-hAIuimmuuinh.rrmuI{ﬂhufnﬁpud:-shrtmmllm:dlmMmﬂuﬂyu&nﬂ_mﬂﬁ.ﬁhn‘mmﬂu
stabed that they use cosmeticbeauty products frons Korea, while the other 1.8% of respondents do not use cosmetic productsheaury
from Korea. The dats infoms tha 14.5% of respondents use Some by Me cosmetic products, 13.8% of respondests use commetic
products. Nacifle, |3.5% of resposdenis use Lanetge cosmetic prodects. 1 shows thai the majoniay of respondents use Sonse by Me
cosmetic products. 97 8% of resposdents sdwit tha they follow social media secomnts of beauty influsscers wha review the Korean
cosmetic prodects weed, while only 1.9% of respoadems who do not follow social media sccounts of beauty imfleencers whe reviewed
the Korean cosmetic prodects they use, them 0.5% of respossdents did mot answer. [t shows thal the respondents follow social media
accounis of beauty isflusears who review the Korean ooemetie prodects ssed. Most of respondents, i 158% of respondesis see
Tasys Farasyu's sccount, fellowed with 1 1.0%% of respondents see Tvea Kanna's sccoust, furthermane, 9.5% off pespomdents see Sarsh
Ayu's secoust. This shows that the majory of espondents see Tasva Famsyas account. Majenty of respondents, Le. T4.5% of
resposadenis wem on “um on sotification” feature on beauty influescer socommts they follow, thes 24.5% of respondents & not tum
cm S o notification” on beaury infleencer aecounts, the other 0.3% of respossdents do sot answer. Most of the respondents tum
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it the notification on Insmgram [44.5%), while respdents who sem it on poutube are Youtube, then 1900%% of respondemes do not
T it ol o socisl media plasforms, sad 6.2% of respondents do sed answer.

Tabde 12 Composite Relinhility, Cronbach’s Alpha, AVE

Varkshic Cemposite Rellabdity Crenbach's Alphs AVE
Aliractvescss 0914 GYTH 0679
Trustwerthisess T GETE] 631
Expertise [T a0 D606
Brand lmage sz s 0176
Purchase Istention 0938 0912 781

Source: Prigner Datn, 20|

Table 1 indicaies thes the scale, magnisede, md sististicsl concondases bave been gecepiod. The overage variasce exmacied {AVE)
value of all lren varisbles shows B scone of |8 T for Anractivensss varighle. 00431 for Trsrwonhiness vanable, 0606 for Expermice
vanizhle, 07 for Brasd bnsge varisbde, and 0.791 on Perchase |nistion vanable. Cronbach'’s alpka vabes for the relizbility critena
is qqaite bt Purchese [mentiom bas the highest cronbach alpha value. Sequentially. the valse of the Cronbach slpba coefficwen for
the five wariables ssed in this study ranged from 0835 10 00912, they were socepable.

Tabsle 2= Resuhs of Direct Effect Hypothesizes Testing

Exngensus Endegennes Fath Ceeflicient  SE F Value Result
Abtractivemess Brand Image 0.139 067 L(linis] Significant,
Accepcd
Expertie Brand lnwge 0442 (.0xd <IhINI] Significant,
Acceped
Trustwasrthy Brand Image 0.153 (0 7 <[LM2 Significant,
Accepied
AP v et s Purchsse [mtenticn .14z (067 .ofd Significant.
Acceped
Expertiee Purchese [mbention 0144 0 7? 0and Significant,
Accepied
Trustwasrthy Purchese [mtenticn 0.512 (00 <1001 Significant.
Apcepied
Hrand 'mage Purchese Tagention 0208 (k. Uil <(h0d11 Significant,
Accepied

Testing the divect efect bypotesis & used 1o test whether there is a direct effect of exogenous vamiables oo endogemoes varisbles.
The test criteria siste that if the povalus level of significance {alpha = %) den it & staied that dere is o significant effect of exegenous
varighles on endogesos: variables.

The effect of amotivessss on parchase imentis produces p-value of 00 Sa, it can be concluded thal saractivencss &s one of the
eredibility atributes of o sovial medin influsseer bas o < i o isflusee on te parchase intention of Gen £ consumers on endorsed
products so that hypothesis | (HI) & soeepiad. The effen of expenice on parchase intemion prodece p-value of <M1, An
infleencer wis is increasisgly considered an expen ina particulsr flzld will affect the purchase imestion of Gen £ consumers wwarnds
the endorsed prodect, so bypothesis 2 (H2) & secepied. The effert of rustwonty on perchase imlenion prodeces p-value of G014,
The maore instworthy an infleencer is, the more mfbeential it i on e purchase imestion of Gen 2 coscemers, so hypothesis 3 (H3)
is aeepiod. Hased on the iests listed in the inble ghove, it cam be seen tha the effect of aireciiveness oo brasd image produces a p-
value of GOHL S, it can be comeluded that the higher the aimeciivenss of an influsncer, the more influsntal it is on the brand image
of the endorsed prosdect, so hypothesis 2 {H4) is secepied. The influence of expemise on brand image produces & povalue of <IRHK.
This memes that dere is o sigmificant mfleence of expenise oo brand image, so bypothesis 3 (H2 ) is accepeed. The effiect of oust on
b imvage prodeces a p-value of 0012 This shows thar there is & sigifie o mdbeence between the rust verisbles on brand image,
=i it can ke concheded iFhypothesis 6 HS) & secepted. The effest of brand image on purchase imestion produces a p-valueof <0000
This memes that dere is o significant influesee of brand image on purchese iniestion, so hypothesis T (HT) s aocepled.
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‘Tabde 5 Resulss of Indirecs Effert Hyposbesizes Testing

Exogen Intervening Endogen Tndirect Cocllickent SE F Value
Alirsctivemess Brand Image Purchase Intention 0,037 ame 0049
Expertise Brand Image Purchase Imestion 0180 ams 0000
Trustwerthy Brand Image Purchase Imestion 0,062 ame 00z

Indirect effisct hypothesis testimg nims 1o sest whether there is an indirect effect of exogenous vanishles on endogenom vanables
through istervening vanables or soc. The tes eritena staie that if e povale: level of significance (alpha = 3% then @ is staied thar
there is a significant effest of exogesous vanables on endogenous vanables through inpervening variables.

Based on e tesis listed im the wbile above. it con be seen that e mflusses of aaractivenss on perchase imestion dheough. b
image prodeces povalue of 09, R can be concluded dwar b image fally mediares the ammctivensss variohle with the parchase
imentiem of Gien £ eonsumers. so bypotheciz 8 (HE) is aceepaed. The influence of expemise on parchace imtention throsgh brand
image prodeces povalue of (0N, Broed image fully mediates between the varishles of expentize and purchase imentis of (een 2
eonsumers, so hypothesis 9 (HY) is sccepied The effect of trustooniy on purchase imemion throsgh brasd mage produces p-value
of 152 It can be comcluded thar if brand image fully mediates berween the wusrworthines of an nflueseer md the purchass
wienitiom of Geen £ consumeers, then hypothesis 10 {H10) iz aceepaed.

Discussion
The Efecs af Aracsivenss v an dnfeeconr Craaholiny deribune ox O F Parchase Tateanion

In this swedy. @ is knows Sat anmootivers:s i @n anribuie of the cradibilicy of social medis mfluseers hos & direct influssee on the
parchase mtention of Cezn £ with p-value of (0H12 and dirert effect coefficient of 0,192 The resuls messs that changes in the value
of the social madis influcncer aitreciiveness variable thoosgh its five indicsbors, those ere; anrective, clesdy, besuriulbandsome,
clegant, and sexy have an imgact om the purchise intestion of Gen £ consumers, whese the higher the influencer’s anractivencss, the
Beiglver alsa the purchase imestion of the endorsed product.

These resulis are in line with the peearch of Soced & Blatin (2014) which revealed dar 5% of cusiomers said that endomsers neaded
phiyvsical mimotivemess in promoting cenmin bremds. Shisnp asd Andrews (3003) also show that the atractivessess of celebrites as
infleencers increases the power of brand image. Previously, Holrearth et al., 2006 {in Abn and Bailesson, 331 1] aleo revealed thas
the use of swrmctive isflusscers on websiles his been shows to result in fevorsble oofcamer stitudes and high perchace inentions
towards the product. Familisnty, the same liking, and the closesess of infleenters with dezir followers & an sttmction that makes
fies or Fedlerwers initate them | Till& Busler, 20007 When an sudience or followers believe that they share conain imentions, values,
or chamsetenstics with an isflusseer, they are more likely so sdopt what the influeseer belicves, their mnvsdes, and dheir behovior
(Kedoman, 3G

Based on the atrsctivensss varable memsmement model, it wis found thet the classy indicatorhas de larges loadisg value or 08240,
This shows that classy mdemors or mfluencers who are coesiderad clossy are the most dominan isdicstors in measuning the
aimactiveness vanahle. Classy alone secerding 1o the Memmm Websier detionary can be imerpreied i o person who is elegant,
stylish, has or reflecis high simsdards of personal behavior, and is very skilled and elegasa (higps:woaw. merriom-
websier.com/dictionaryclassy). Mesnwhile, the aireciivensss indicator which has de smalbest loading value, whichis 0,79, is sexy.
This shows that Gien & consumers prefier social media influemscers who e cosidersd classy, namely someose who is degant, stylih,
groceful with & good persomaliny, and bas skills compared 1o influencers who are comsidered w only have a sexy physical appesmmes

The Ejfers of Expertise @i an Iyfuescer Credibili Aroibare on Dee £ Purchase feseniion

Expemise as one of de credibility anribuies of social media infbeencers his o divect imfluesee on the parchase inemtion of Gen 2
consumers with & p-value of <0UMH and with a drect effiect coefficient of expenise om purchase mtennos of 0312 indicansg thaa
expertise his & pesitive and siguificant effect on intemtion. purchase, and make expenise i & credibility atribuie that has the most
infleence on perchase inleabion compared o the stiribuies of siractivessss md tust. The resulis is the spaly mesn thai the veriskle
value of social meda mfluencer expertse through s six indicators bas an impact on de paschase intemtion of Gen & cosdemers,
where the higher e credibilicy of aa mfluencer, the higher the parchase imenion of the endorsed prodect

Expertise, im shis study, proved 1o be the airbute of infleencer credibility that his the most positve sl siguifice effect on
consumers’ purchase intemtions. Acconding 1o Till & Busler (2000, this is becmese imfluencer experse is similar o endorser
gualifications, which directly affects the level of confidence o convises consumens to bay what is endorsed. In line with dhis
starement, pesearch comdecied by Woodside & Davesgeat (300 shows thet an expen salespemon induces o <ignificantly higher
mranbeer of cestomers 1o buy & certain brand companed 10 an unskilled salesperson. This research is the basis o subsegeent reseasch
conducted by Hossam & Jamil (20014) snd Khan (2018) in Pakistan, where the resuls reveal dat celebrity skills have o signidicant
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effect on purchis: imenticn. [nfluencers who are considered betier and more kmowladgeable bave & positive effect on consumers’
parchase inientions. Roy et al., 2013 in his jowmal wrowe the when & celebry isflusscer geis o high rating from comscemers for bis
expertise, then consumers will be easily persusded w prodece peeitive purchase mlentions.

Based om the skill varishl: measupensent model, it was Sousd thar tee 3031 mdicmor, samely “influsncers e experts in their felds™
las the largest boading value or (B4, This shows that expert indicaiors in cenain fields are the most dominas isdicators in measursg
the parchase intention variable. Based om this, it can be conchaded that in endorsizg influencers, marketers o pay oienion mmd
look for infleencers who haove specific shoills than are i line with the preduct 1o/ be promoted.

The Effecs af Trosrwerdy a5 on Sefuescer Creailin: drribune on (ee £ Parchase fanession

Trustwonkiness of an fleencer s an mmibme of credibiliy has & direct and sigmificant influence on Gen Ts purchase inenion
with a p-value of (052 and o direct effect coefficient of (U149 The resulis in the sudy mean that the value of the rustwonhiness of
socinl media inflsencers affects the perchase imestion of Gen £ consumers, where the more tnest is felt 1o a0 infheencer, the higher
the purchese imtestion of the endoreed product. This shows that there is an eociative relaoeshap between the product and the
inflsencer which is easior o build if the influencer has high oust from bis followers (Balog, e al.. MHIEL

Actording o Clinon et al (2008), mavy siudies suppon thas tic tusreonthiness of endorsers can affect the effectivensss of
advertisem oats. Meanwhile, corsumers gesenally bave the consideration thai celebnties are o reliohle source of communicarsos
information (Ceeddamnith et sl 2000). Pomgenskpen (30K has Sousd the the sustwonhines of & celebriny bas o sasrsaically
signiiiennt effect on poschace mtention. In ling with the reselis of researnch by Teosmakn, Tsiotsow, and Skomnibos (2006 ), ey fowsd
that eelebrity trustworkiness is the only celebrity characier that infleences purchise imtention. The tnemonhines of celebriny
endorseis also produces a positive relmionship io the purchase istention of cosmetic prodects which is in line with & Tollow -up sedy
ipom Chaswalit (2004), Wi et gl (2017) Tresrwonhiness refers o the bonesty, iniegnry, asd oustwontuness of an milue neer
| Mo & Dhigh, 2016) as o credible message source in markeisg (Hollensen & Schimmelpfennig. 2013). Studies conductad by
Wed & Wu (2003) show that there i a relitosship between endorser trustwonhiness and consumer behavioral imentioes. This is in
line with previces. resemrch which simes thal rustwonliness is an cmbssdiment miribune Sat underdies the credibility of the endorser
that isdlussces chasges in comsmmer amiudes | Suars, 20020

Based om the relinble vunable mensuremest model, o & found that the X2.2 indicator. which & “accoumable” (e infomsatien
eanveyed by the influeseer com be accoumed for) has the larpest loading value, which = (812, This shows tha the scoommuable
indicwior is the mesr reliable wdcacs. dominant in sy the inestwernthiness of & social media infleencer. Erdem and Swait
{ 20012 stoie that susrwonthiness is consistency by delivensg what bas been promsed. Truspsonhiness refers w the “hosesry, integriay
and mesrworthiness of e influencer™ (Erdogen ¢ al., 2000 ). Reseaschers haove built o sk from perceved expertise o nsrvonbiness
{Erdem and Swair, 3004 . Therefore, il i estmated thai the more consumers perceive that o celebrity infleencer has expertize in a
panicalar field, the higher the level of cesscaner trust i than influescer will be. Based on this, an msegrated brand promotion sosegy
cam be assecimed with cebebrity infleencers that consumers parceanve as bonest, tnetweathy md relinkle.

Based on the nesults of dee Goodness of fia Model, e R-sgoare ofthe parchase intenion varishle is 0702 or 70.2%. This can indicase
that the perchase imbeniion vanahle can be explaimed by the armctivencss, T, expertise, and brand image varizsbles of 702%, orin
witer words the comribation of the anmmenveness, inest, experiise, and brand image varables w the purchase imestion vanable is
TG, while the remaining 29.8% & the commbution of other fbctors not discussed @ this spady. Then the O-sgeare vanzble of
parchase imention is wonth 0693, This shows thm the airecriveness, wust, expertise, and brasd iage vansghles hove o srong
predictive power on the purchase intention sanahle.

The Effecs af Aamactve as an fnfsencer Credibiliny Anribare on Brawd fmage

Anmctiveness of influencers as one of the miribines of credibility has & direct and signidficant infleence on the brand image of the
endorsed prodect with a caleulmad povalue of 0020 and & direo coefTicien vabee of 00139, The resulis in this swedy mean dal e
value of the ammetivensss varishle of socinl meda influescers affect the brand image, where the higher the peresived anractivesess
of mn mfbeencer, the higher the brand image of the endorsed product.

Wamg & Scheinbaum (2017) revealed tha consumers’ perceptions of the amme tvensss and inestworthisess of infleencers lead 1o an
inzpense in atiludes iowands brands, brand credibility, and purchise imentions towards endorsed brnds, especially with the se or
e of mfluencers with global appeal who can be susted 1o increase brasd credibility. Celebriy endorsements, hased on celebriy
aimactiveness and experiise on susminabilicy, can bave o posilive Empact on cofsemer brmd meareness, especially m de luxury
secior, endorser appeal has been shown o merease brand vabee, leading 1o increased business performance and creating bromd equity
{Kang et al. al., 2019, Eres-Erdogm, er al. (2016} revealed thai physacally astractive infleencers, both celebriny and non-celsbriny,
bave & posiive impact o brand amiudes and parchase imteniions. Plysically amme tve people are more successful in chmging beliefs
and this will aiires coscmmers” miention o the product, and lead consumers o by the endorsed product.

Speed & Bharia (2001 4) derough dheir reseanch revealad that 33% of cusiomer s said dat physical ammeriveness is needed by celebrines
in promaoting cemain brassds. Shimp and Asdrews (201 3) also show that the anmeciveness of celebrities & mibeencers increases the
power of brand image.
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The Efecy of Expertiee as an Infirescer Crodibili deoidare on Brand Deagpe

Expertise o5 one of the credibility amnbures has a direct snd significsnt isflusnce om dee band image of the endorsed prodsct with &
p-value caloulation of <01 and & direct coefficient valse of 0442, |1 indicares dar the higher the perceived vabee of the social
media infleencer's expertise felt by the followers, the higher the bomd imege of the endorsed product. Based on the direct coefficient
value, expenise bevomes the idicaor varisble that hes the gresiea mfluesce when compared o the miractiveness and sustwonhines
of mn mibeencer.

Abdussalany & Fobeee | 301 T) show similar pesulis, where the anrivetes of celebriny anractiveness, celebrity experiise and populanty,
and trustwcribisess sigmificently coniribuie to bmnd equity with the sill minbme geiisg e highes score when compared e
populanity and musrwonkiness of influencers. Expenise com be defined as s advertising mfluencer who holds prefessionslism so &
o persibde cofeemers 1o by the product | Goldsmith, e al., 20000, Clinion, Gary ssd David (200) show that the effectiveness of
the emadorser is influenoed by the recipient's percepion of the endorser's expemse. Exdors o expemise is dhamonerized by the welscron
of expet or professionsl esdorsers with specidic and valideisd competencies & iedluseers of cemain products of services. These
speciflc competencies of cowse make influencers kave speeific followers as well. Compared w celebrities, influsseers are coamiderad
“micre emdersers’ | wish a small number of fellowers ) with relarvely Biile expertise in o partioalar Geld and more esgaged with their
audiemee {De Veaman e al., 200 7; e, 200 T

The Effecs of Frustwewahy us an iyfeesoer  readibiline Asribure ow Brond & age

Trusiwoniiness of mfluseens as one of the annbetes of coedibiling bas & direct and significant sibaence on the brasd image of the
endorsed product with & p-valee calculstion of 0.2 end & direct coefficiont value of 0,133 It isdicmes dhat the kigher the isdicator
tustworthiness of o social medis sflusscer perceived by bhis Tollowers, the higher the boand image of te endorsed product.

Based on the direct coefficient value, the wustworthiness of an isdlueseer is & credibilay mdicnior varable thar has the gremest
infleence when compared 1o the amractivences and expenise of an influeseer. In line with these feedegs, Abdecalam & Johnsen
{20007 ) shwrvw simnilar results, whoen: the snributes of celebrity Ineswonhiness <ignificamly costribese W brand syany.

Besed on the results of the Goodsess of fit Model, the R-square of @ brand image vanisble is 0367 or 36.7%. It indicaies that the
brnnd image vasiable can be explained by the amractiveness, \ncowonly, snd expenise waniable of 36 7%, of in ofer words e
comiribution of e airactivensss. e, and expemise variable 1o the brasd image variable i 50 7%, while the remaining 63 3% &
adberr coniributing faotors not discussad in this stedy. Thes dhe brond image vanable Qesquere i wonh 0338, I shows tho the
mitrmetiveness, sst, ond @3 pertice vanahles bave o siroeg predictive power on g brand image vanahle

The Effecs of Braxd fmape on Purchase fareanioa

Brand image, in this spady, is fomd o have & direct and sigmificent effec on parchase inletion of & product with the calcslaied p-
value <{1001 and the direct coefficient value of 0.808. This shows dat the higher the brand image indicaor of o prodect, the higher
the purchase imention of Gen £ consumers for the product. Chi, Yeh md Husse { 2008) in thedr siudy managed o verify i brand
image has a significant posinve effect on parchase imeilaos.

Bsed on the losding ficior vabee of each brand snage indicator, the 2 indicstor o affective image indicator has the largest value,
which is 0 2998 This shows thar the diversiny of brand image vanables com be repeeseniad by the 22 indicaior of 9.58% or in other
words, the contribstion of the 22 indicator in sesurisg the hrand imags veriable by 89 8% Affective image is an image fomsed by
an msessment of the brand, the exisence of differemisting fariors foen competiioes (heving its ows uniquensss or charee weristics),
and not dissppointing consumers (Lin et al, 20200 The indicator items from de affective image that are most considered imporant
by e respondents, amounting bo 43. 7% are cosmetic prodect brands tha are promaoted o bave good sales services. This shows thar
sales serviee is an imponant fector for Gen £ consumers o judge whether or not the image of o product brand is good.

EBrand image ploys an imporizs rode in the eompasy’s merketing and it & & ovpe of informatios for consumers thai hes an impac on
the company's overall image i well os de basis for consumer buying imemions. Cocmmers express brmd peoz iation and swereess
when they wast o by o presdect. Through this, consumers then conclude the quality of the produc which den stimulmes their buying
Eszhgvior | Sierra, Heiser, Willisms, & Taute, 20000, Chien-Hsiung Lin (3013) i o stedy that discussed the relatiedhip between brand
image on parchace inletion in the cviering oy in Chisa concbeded thet brand imege shows & very positive effiact on product
parchases considered im #e purchase inemtion. Brand image also showed & positive impact on recommnending friends 1o bay in
parchase inemion. Wang & Tsad (3004 ) whoe eonducted research on the relaticnship between brand image md purchase imsenbon
alse shownd o significam relmionship bevween brumad image. perceived quality, perceived vale:, o parchase imemion. This spedy
Tound that brand image did increase the purchise imvemtion of invesbors.

The R-square value of the purchese iniestion vanable is 0702 or M0.2%. h indicaies thai the purchase isenton vanable can be
expluined by the simctivenss, trustwondy, experiise, and brasd image vonables of 700.2%, while te pemaining 29.8% is the
coniribution of aer betors which are not dscussed in this spedy. Then, the (esquere of the parchase imestion vanable is (L893_h
shows that the emractivenss, rust, expeniss, and brand @nege vanables have o song predictive power on e paschace inbenlion
varishle.
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The Effecy of Iflsencer Anrocnveness on Prrchase Intessdon by Medtovion of Brand Desge

Anmctivenss his o siguifics imfluence on perchase imtention threegh brand iage. Meanwhile, based oo the coefficient of the
indirect effect of ammetiveness on paschase intention through brand image alse reveal that anme tveness has o positive snd significant
effect on parchase imtention through brand imnage. This shows that the betier the brand immage caused by de higher atiractveness
tends o incresse purchase imestion. Eren-Erdogm, et al. (2016) revealed thar physically ammcive imfluencers, both celebrity md
mo-cel iy, bave a positive impact on brand attivades and purchase imestioes. Physically miractive people are more seccessful in
chasggizgg belicf and this will mirect cossemers’ snention o the prodect, md lead consumers po by the prosduct beisg promaoisd.

Research oomdecied by Aldbar, et sl (2(30) showed that the wse of influencers as exdorsess had the highest influence on brmd imege.,
when compared o sales promotion asd peodect quality varinbles. Brasd image, in this study wis also foed 1o have o medisting role
in mcresing consumer purchas: imentions. In line with this reseanch, research condeciad by Mookda, eq al. (3020 revealed the resule
thar berasd loyaley fully medisies the relanosship between cach of the sace componesss of seppor. celebrity on consumer purchase
imention. Atractivesess is besed oo the influescer’s familiarity, liking, and closesess 1o his followers. That is. consumers imitme
their fivonise celebrinies (Till & Busler, 20005 which ¢ leed w0 feelings or amnudes in cosemers 1 mmilme their fovornte esdorsers.
The Effecy of inlvencer Experrise an Pavchase Inression by Medborkon of Bramd Decpe

The e resulis imdicase thai there is o pesitive influsnee between the experiise varisble on purchase meennos theough brand image.
Measwhile, de cocificient of indivect effect indicates that expenise has o positive and significes effecton purchase intention daough
oo mnage. 1t i dhat the better the brasd mage cpssed by the kigher expertize tends to increase dhe purchise intention.
Apcoeding o Till & Busler (2000), experrise has & positve infbsence on band oftimsdes and perchase msenions. This is because
infleencer expertise is similor o endorser gulifications. which drectly affeots the confidence level 10 comvinge cofcmme s o by
what is emdorsed. The posiive effect of wsing influencers o promote products acenndesg 1o ther expenise on consumer purchse
imenires bas also been revealed theough reseanch conducted by Arai, et al (2014} This research on how spons-relaed infleencers
affect consumers' parchase men s shows that the mflusseer endorses will be very effective if the consumer's ainssde 1owards the
bromd emdorsed by Homjj B is positive, becanse celebrities themsetves are considered a sinosg humas brand that can complement
i shifeg consumer mndes iowands smoeg peoduct brasds.

The Effecs of bglsencer Trusnoai Ty ox Parclere livearion by Mediaron of Brand fmage

The fest resulrs shows that there is a posinve infleence of nEmonky on peschase istention through brand image. Based om the
indirect effeet coetficien vabee, the results indicates tha trust has o positive and insignificant efect on parchase intenbon throesgh
o image. The bemer the brased image cosed by the Bigher trust tends w iscresse purchase intention.

The wusrwomhy atiribuie relaies o honesty and chjective searces of infomation {endersems ) {Chad and Rifon, 3011} Based on &
sarvey uploaded om the hops:wow. marketisgehars. com’ (20019) page, 7 wis revesled tha Gen Z sctively sepporns and foallows
people ey coscmider o have coadibility, people with genuine oo auhentie skills, proven mlent, perspective of imterest, or those who
nake direct Scion of aobom o e products or serviees offered. This is because Gien F s & srong focus on the gualicy, suthesaiciny,
and unigueness of ihe product or service Sat will be consumed. One of the effecise and profiisble woys w make customens more
optimisiic about a brand is wo increase must (Hekimi ex al., 200 1) 8 can be pealized by choosing infleencers who have criteria for
tustworthiness, imegrry, and o srong repemation |Shimg, 3003, Gray Geppert (2019) defines social media infleencers as
indepensdent social media expens who have built dheir brand personality on the basis of their relishility and credibility &= specialisis
of exXpens im creaning and delivenisg msthentic messages to their followers and they mmlly will not advertie blasndy, deey will sian
by doimg imseraction or dialogue in their community. [t mises the oust of the followers or audiesce.

Conclusion
The magority of respondents who are Gezn Z agree that the promotion of cosmenie prodects using influeseers on social media is oble

10 AFRC iEerest 1o pay anention o the promotion. The majority of respomdenis agree that the promotion of cosmetic products esing
infleencers o socisl media was sble to aromse the desire to know maore shour fe prodect

The varighl: miractivesess of social media influescers his a direct influence on the perchase imestion of Gen Z.

The expermise varishle: has o positive med significant effect on Gen 2's purchase imentios, and his varizsble of credibility has the most
infleence on Gen &5 parchase intertion. The varighle of the nesrworthizess of an infleencer credibility has & direct and sigmifican
infleence on Gen &5 parchase intemion. The anrectivensss & oo of saribees of influsseer credibility has a disect and significant
infleence on the brand image of the endorsed presdeci.

Influencer expertise i one of amnbutes of credibiliny has o direct and significant influence, and it is the vanable that bas the most
demninant isfluemce on e brand image of the endorsed product.

The tnesrworthines of influescers &s an mimbute of credibility bas o direct and sigmificom infleence o g brand image of de
endorsed prodect Brand image has & direct and sigmificas effect on purchase imention of o prodect.. Anmetvenss bas o posiive
and sigmidficent effect on purchase mtentics thromgh bromd image medianes Expemise has o sigmifican influence on parchase

3

167



Nugroho ot @l fremarienal Sosrmal of Research in Business & Sociad Seiemee I3) 023, 152

imention threegh brand image mediaton. Trusted imfluescers have & posicive and sigmificent effect on perchase intertion taough
beroeed Eiage.
Recommendarion for Fumree Research

L Fallowisg reseasches can expand knowledge abowt the commerse indusiry by usisg coemetss producis from other countnes,
oiher than Korea of more specifically discussing cosmetic preducts with cemain mgredients, for example with no animal
ingredienis.

iL Fallowing researches can add new theories asd use differesa approackes, so that research and discussion on this object can
CORTILE I grow.

i Fuallomwing researches are expecied 1o be ahle po add o even change e vanables m s siudy.

v Fallowisg researches can inerease the sember of resposdenis, expand te respondent ares s survey respondents disecily
1 emcoare more relioble nesposdenis <o s o mininize enos in research.
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