BAB V

PENUTUP

Pada bab ini, diuraikan kesimpulan dari hasil penelitian yang telah dijelaskan pada
Bab | hingga IV, implikasi manajerial yang berkaitan dengan hasil penelitian, serta
keterbatasan penelitian dan saran bagi peneliti selanjutnya pada masa mendatang.
5.1 Kesimpulan
Penelitian berjudul “Pengaruh Brand Ambassador terhadap Niat Pembelian
Konsumen dengan Mediasi Kualitas Konten dan Sikap Konsumen terhadap Postingan
Bersponsor (Studi pada Implora Cosmetics)” yang telah dilakukan mampu menghasilkan
kesimpulan sebagai berikut:
5.1.1 Kesimpulan Berdasarkan Analisis Profil Responden
Berdasarkan analisis profil responden, maka kesimpulan yang diperoleh
sebagai berikut:
a. Data yang berhasil dikumpulkan oleh peneliti sebanyak 190 responden.
Namun, hanya 181 responden yang dapat memenuhi seluruh batasan kriteria
yang telah ditentukan serta layak untuk diolah.
b. Responden Pria dalam penelitian ini berjumlah 14 orang, sedangkan
responden Wanita berjumlah 167 orang. Dapat disimpulkan bahwa mayoritas
responden dalam penelitian ini yaitu Wanita dengan presentase 92,27%.
c. Responden dengan status Pelajar/Mahasiswa berjumlah 134 orang, status
Bekerja berjumlah 42 orang, status Tidak Bekerja berjumlah 2 orang, dan
status Lainnya 3 berjumlah orang. Dapat disimpulkan bahwa mayoritas
responden dalam penelitian ini yaitu Pelajar/Mahasiswa dengan presentase

74,03%.
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Responden dengan pendapatan < Rp1.000.000 per bulan berjumlah 76 orang,
Rp1.000.001 — Rp3.000.000 per bulan berjumlah 61 orang, Rp3.000.001 —
Rp5.000.000 per bulan berjumlah 23 orang, dan > Rp5.000.001 berjumlah 21
orang. Dapat disimpulkan bahwa mayoritas responden dalam penelitian ini

yaitu dengan pendapatan < Rp1.000.000 per bulan dengan presentase 42,0%.

5.1.2 Kesimpulan Berdasarkan Analisis Data Penelitian

Berdasarkan analisis data penelitian dengan menggunakan metode SEM-

PLS pada software SmartPLS, maka kesimpulan yang diperoleh sebagai berikut:

a.

Keahlian yang dimiliki olen Brand Ambassador tidak memiliki hubungan
yang signifikan terhadap Niat Pembelian. Hal ini menunjukkan bahwa
keahlian atau keterampilan yang dimiliki Brand Ambassador tidak
mempengaruhi niat pembelian konsumen. Maka, hipotesis pertama (H1)
ditolak.

Kualitas Konten yang diberikan oleh Brand Ambassador berpengaruh positif
dan signifikan terhadap Niat Pembelian. Hal ini menunjukkan bahwa
tingginya kualitas konten yang diberikan oleh Brand Ambassador dapat
meningkatkan keinginan atau niat konsumen untuk melakukan pembelian
akan produk. Maka, hipotesis kedua bagian a (H2a) diterima.

Hasil pengujian mediasi pertama pada penelitian ini memiliki kesimpulan
bahwa Kualitas Konten yang diberikan oleh Brand Ambassador memiliki
pengaruh mediasi terhadap hubungan antara Tingkat Kepercayaan dan Niat
Pembelian. Hal ini menunjukkan bahwa kualitas konten yang diberikan oleh
Brand Ambassador mempengaruhi bagaimana tingkat kepercayaan

konsumen terhadap Brand Ambassador tersebut dapat meningkatkan niat
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mereka untuk membeli suatu produk. Konten yang berkualitas memperkuat
hubungan antara tingkat kepercayaan konsumen dan niat untuk membeli
suatu produk. Maka, hipotesis kedua bagian b (H2b) diterima.

Kesamaan antara Brand Ambassador dengan konsumen berpengaruh positif
dan signifikan terhadap Niat Pembelian. Hal ini menunjukkan bahwa
konsumen yang merasa memiliki kesamaan sikap atau perilaku dengan Brand
Ambassador meningkatkan niat pembelian akan produk. Maka, hipotesis
ketiga (H3) diterima.

Interaksi Parasosial antara Brand Ambassador dengan pengguna media sosial
berpengaruh positif dan signifikan terhadap Niat Pembelian. Hal ini
menunjukkan bahwa pengguna media sosial yang merasa terhubung dengan
Brand Ambassador melalui interaksi sosial meningkatkan niat pembelian
akan produk. Maka, hipotesis keempat (H4) diterima.

Sikap Konsumen terhadap Postingan Bersponsor yang disajikan oleh Brand
Ambassador berpengaruh positif dan signifikan terhadap Niat Pembelian. Hal
ini menunjukkan bahwa respon baik dari konsumen terhadap postingan
bersponsor yang disajikan oleh Brand Ambassador meningkatkan niat
pembelian akan produk. Maka, hipotesis kelima bagian a (H5a) diterima.
Hasil pengujian mediasi kedua pada penelitian ini memiliki kesimpulan
bahwa Sikap Konsumen terhadap Postingan Bersponsor yang disajikan oleh
Brand Ambassador memiliki pengaruh mediasi terhadap hubungan antara
Tingkat Kepercayaan dan Niat Pembelian. Hal ini menunjukkan bahwa
respon baik dari konsumen terhadap postingan bersponsor yang disajikan
oleh Brand Ambassador dapat memperkuat tingkat kepercayaan mereka

terhadap Brand Ambassador tersebut, sehingga meningkatkan niat pembelian
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mereka. Dalam hal ini, sikap konsumen terhadap postingan bersponsor
menjadi poin penting yang menjembatani hubungan antara tingkat
kepercayaan dan niat pembelian. Maka, hipotesis kelima bagian b (H5b)
diterima.

Hasil pengujian mediasi ketiga pada penelitian ini memiliki kesimpulan
bahwa Sikap Konsumen terhadap Postingan Bersponsor yang disajikan oleh
Brand Ambassador memiliki pengaruh mediasi terhadap hubungan antara
Keahlian dan Niat Pembelian. Hal ini menunjukkan bahwa respon baik
konsumen terhadap postingan bersponsor yang disajikan oleh Brand
Ambassador mempengaruhi bagaimana keahlian Brand Ambassador dapat
meningkatkan niat pembelian mereka. Maka, hipotesis kelima bagian ¢

(H5c) diterima.

5.2 Implikasi Manajerial

Berdasarkan hasil penelitian ini, maka implikasi manajerial yang dapat diberikan

sebagai berikut:

a.

Untuk lebih mendukung merek, perusahaan dapat merekrut Brand Ambassador
lainnya yang memiliki bidang keahlian sesuai dengan karakteristik merek tersebut.
Selain itu, perusahaan harus memastikan bahwa Brand Ambassador memiliki
reputasi yang baik dan dapat dipercaya oleh audience mereka. Perekrutan yang tepat
akan membantu memperkuat citra merek serta meningkatkan niat pembelian
konsumen akan produk tersebut.

Perusahaan dapat mendorong Brand Ambassador untuk aktif berinteraksi dengan
audience agar dapat menciptakan hubungan yang baik. Melalui interaksi yang aktif,

Brand Ambassador dapat membangun kepercayaan dan kedekatan dengan audience
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mereka, serta dapat meningkatkan niat pembelian produk perusahaan tersebut.

5.3 Keterbatasan Penelitian

Berdasarkan hasil penelitian yang telah dilakukan, peneliti sadar bahwa terdapat

beberapa hal yang menjadi keterbatasan penelitian, sebagai berikut:

a.

Variabel penelitian ini belum mencakup keseluruhan komponen dari Brand
Ambassador yang dapat diteliti.

Penelitian ini hanya terbatas pada satu Brand Ambassador saja, yaitu Lyodra
Ginting, sehingga hasil penelitian ini mungkin tidak mencerminkan pengaruh yang
sama jika Brand Ambassador yang berbeda juga digunakan.

Kriteria sampel yang diteliti terbatas pada responden yang berdomisili di Daerah
Istimewa Yogyakarta.

Kriteria sampel yang diteliti tertulis bahwa responden sudah pernah membeli produk
dalam 2 tahun terakhir, padahal dalam pernyataan kuesioner menyebutkan bahwa
responden memiliki niat untuk membeli produk, yang artinya belum pernah membeli

produk tersebut.

5.4 Saran

Berdasarkan hasil penelitian yang telah dilakukan, saran yang dapat diberikan

oleh peneliti untuk penelitian pada masa mendatang, sebagai berikut:

a.

Penelitian mendatang diharapkan untuk dapat menggali variabel lainnya yang lebih
rinci. Jangkauan variabel yang diteliti harus lebih luas agar mendapatkan
pemahaman yang lebih mendalam, misalnya Citra Merek, Daya Tarik yang dimiliki
oleh Brand Ambassador, dan Keputusan Pembelian.

Penelitian mendatang sebaiknya menggunakan beberapa Brand Ambassador agar
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tidak terbatas pada satu orang saja. Dengan demikian, kita dapat melihat apakah ada
persamaan ataupun perbedaan dalam pengaruh mereka terhadap niat pembelian
konsumen akan produk. Penelitian tersebut juga nantinya dapat mengevaluasi
pengaruh yang berbeda dari berbagai individu dengan karakteristik, popularitas, dan
gaya komunikasi yang berbeda.

Penelitian mendatang juga diharapkan dapat menjangkau demografi responden yang
lebih luas dan tidak terbatas pada satu daerah saja sehingga dapat mengevaluasi
bagaimana preferensi dan perilaku konsumen di berbagai lokasi. Hal ini akan
memberikan pemahaman yang lebih mendalam mengenai pengaruh Brand
Ambassador terhadap niat pembelian di berbagai segmen pasar dan budaya yang
berbeda.

Penelitian mendatang diharapkan lebih teliti dan konsisten dalam penentuan objek
dan sampel penelitian, sehingga seluruh komponen penelitian dapat relevan, akurat,

dan terhindar dari ambiguitas atau kesalahan.
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“Pengaruh Brand Ambassador terhadap Niat Pembelian Konsumen
dengan Mediasi Kualitas Konten dan Sikap Konsumen terhadap

Postingan Bersponsor (Studi Kasus pada Implora Cosmetics)”

A. Pertanyaan Filter
1. Apakah Anda berdomisili di Daerah Istimewa Yogyakarta?
a. Ya
b. Tidak

2. Apakah Anda pernah membeli produk Implora Cosmetics (makeup, skincare,
bodycare, haircare, dan lain-lain) selama 2 tahun terakhir?
a. Ya
b. Tidak

3. Apakah Anda merupakan pengikut dari akun Instagram Brand Ambassador dari
Implora Cosmetics, yaitu Lyodra Ginting (@lyodraofficial) ?
a. Ya
b. Tidak

B. Pertanyaan Demografi
1. Jenis Kelamin
a. Pria
b. Wanita

2. Status
a. Pelajar/Mahasiswa
b. Bekerja
c. Tidak Bekerja
d. Lainnya

3. Pendapatan (per bulan)
a. <Rpl.000.000
b. Rp1.000.001 - Rp3.000.000
c. Rp3.000.001 - Rp5.000.000
d. >Rp5.000.001
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4. Tingkat Kepercayaan

STS : Sangat Tidak Setuju
TS : Tidak Setuju
N - Netral
S - Setuju
SS : Sangat Setuju
Skala
No. Pertanyaan STS TS N STS S
1 Menurut  saya, Lyodra
Ginting dapat dipercaya.
Menurut  saya, Lyodra
2 Ginting  peduli  dengan
pengikutnya.
5. Keahlian
STS : Sangat Tidak Setuju
TS : Tidak Setuju
N : Netral
S - Setuju
SS : Sangat Setuju
Skala
No. Pertanyaan STS TS N STS S
Menurut  saya, Lyodra
Ginting  sesuai  dengan
1 : .
bidangnya, yaitu dalam
bidang Kecantikan.
Menurut  saya, Lyodra
2 Ginting sangat efisien dalam
pekerjaannya.
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6. Kualitas Konten

STS
TS
N

S
SS

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

No.

Pertanyaan

Skala

STS

TS

STS

SS

Menurut saya, konten serta
informasi yang disajikan oleh
Lyodra Ginting sangat akurat.

Menurut saya, konten serta
informasi yang disajikan oleh
Lyodra Ginting di akun
pribadinya dapat dipercaya.

Menurut saya, konten serta
informasi yang disajikan oleh
Lyodra Ginting selalu up to
date.

Menurut saya, konten serta
informasi yang disajikan oleh
Lyodra Ginting memiliki
kualitas yang tinggi.

7. Kesamaan

STS
TS
N

S
SS

- Sangat Tidak Setuju
- Tidak Setuju

- Netral

- Setuju

- Sangat Setuju

No.

Pertanyaan

Skala

STS

TS

SS

Menurut  saya, Lyodra
Ginting membagikan nilai-
nilai yang sama seperti yang
saya punya.

Menurut saya, saya memiliki
kebiasaan sehari-hari yang
sama dengan Lyodra Ginting.
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8.

Menurut saya, saya memiliki

3 kesamaan perilaku dengan
Lyodra Ginting.
Menurut  saya, Lyodra
4 Ginting memiliki pemikiran
serta ide yang sama dengan
saya.
Menurut  saya, Lyodra
5 Ginting bisa menjadi teman
baik saya.
Menurut  saya, Lyodra
Ginting memberikan
6 perhatian yang sama kepada

orang lain seperti yang
diberikan kepada saya.

Interaksi Parasosial
STS : Sangat Tidak Setuju
TS : Tidak Setuju
N : Netral
S : Setuju
SS : Sangat Setuju
Skala
No. Pertanyaan STS TS N STS ss
Saya selalu  menantikan
1 konten  Lyodra  Ginting
melalui akun Instagram nya.
Saat saya melihat konten atau
) postingan  dari Lyodra
Ginting, saya merasa menjadi
bagian dari temannya.
3 Saya merasa Lyodra Ginting
seperti teman lama saya.
Saya memiliki keinginan
4 untuk  bertemu  dengan
Lyodra Ginting.
Lyodra Ginting membuat
5 saya nyaman untuk

berinteraksi.
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Ketika Lyodra  Ginting
menilai suatu produk dari
Implora Cosmetics, itu dapat
membantu  saya  dalam
menilai suatu produk atau
merek tersebut.

9. Sikap Konsumen terhadap Postingan Bersponsor

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

No.

Pertanyaan

Skala

STS

TS

STS

SS

Menurut saya, konten dan
postingan bersponsor
mengenai  produk Implora
Cosmetics yang disajikan
oleh Lyodra Ginting
merupakan hal yang tidak
dibuat-buat.

Saya dapat  mengetahui
informasi mengenai produk
melalui postingan bersponsor
yang disajikan oleh Lyodra
Ginting.

Menurut saya, konten dan
postingan bersponsor
mengenai Implora Cosmetics
yang disajikan oleh Lyodra
Ginting merupakan informasi
yang akurat.
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10. Niat Pembelian

STS : Sangat Tidak Setuju
TS : Tidak Setuju
N : Netral
S : Setuju
SS : Sangat Setuju
Skala
No. Pertanyaan STS Ts N STS s
Saya akan membeli produk
1 Implora  Cosmetics yang
dipromosikan oleh Lyodra
Ginting.
Saya akan membeli produk
) Implora  Cosmetics  atas
rekomendasi dari Lyodra
Ginting.
Saya akan mengikuti akun
media sosial Implora
3 Cosmetics
(@imploracosmetics)  atas
rekomendasi dari Lyodra
Ginting.
Saya akan mengajak orang
4 terdekat saya untuk membeli
produk Implora Cosmetics.

100




101



Ti6/24, B:16 PM

Pengaruh Brand Ambassador terhadap Nial Pembelian Konsumen dengan Mediasi Kualitas Konlen dan Sikap Konsumen lerha.

Pengaruh Brand Ambassador terhadap Niat
Pembelian Konsumen dengan Mediasi Kualitas
Konten dan Sikap Konsumen terhadap
Postingan Bersponsor (Studi Kasus pada Implora
Cosmetics)

Haii semuanyaa! 2¢

Perkenalkan saya Rachel Indah Liliani, mahasiswi 51 Program Studi Manajemen,
Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Pada kesempatan ini,
saya sedang melakukan penelitian untuk penyusunan skripsi yang berjudul

"Pengaruh Brand Ambassador terhadap Niat Pembelian Konsumen dengan Mediasi
Kualitas Konten dan Sikap Konsumen terhadap Postingan Bersponsor (Studi Kasus
pada Implora Cosmeties)".

Adapun kriteria yang diperlukan untuk mengisi kuisioner ini, yaitu :

1. Berdomisili di Daerah Istimewa Yogyakarta

2. Pernah membeli produk Implora Cosmetics (makeup, skincare, bodycare. haircare, dan
lain-lain) selama 2 tahun terakhir

3. Pengikut akun Instagram Brand Ambassador dari Implora Cosmetics, yaitu Lyodra

Ginting (@dvedraofficial)

Waktu yang dibutuhkan untuk mengisi kuesioner ini adalah sekitar 3-5 menit. Dengan ini,
saya meminta kesediaan Anda agar dapat meluangkan waktu untuk mengisi kuesioner ini
dengan jujur. Seluruh jawaban yang telah Anda pilih dalam kuesioner ini akan saya
jaga kerahasiaannya.

Atas partisipasi dan kesediaannya. saya ucapkan terima kasih.” <+,

hitps:fdocs. google. comiforme/d/ 1 Cooyp-WEgaV Srwii 7V cdxei TshAKY LY r2UDZE Y UK mmed cledit
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706/24, 6:16 PM Pengaruh Brand Ambassador lerhadap Niat Pembelian Konsumen dengan Mediasi Kualitas Konten dan Sikap Konsumen terha...

1. Apakah Anda berdomisili di Daerah Istimewa Yogyakarta? *
Mark only one oval.

Q Ya
() Tidak

ora Cosmetics (makeup, skincare, bodycare, *

hitpe:/idocs. google comiformsid) 10xy p-WBqg VIraM7 Vedxei TshAKYLY r2UD2EYUKmmedcledit
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70624, 6:16 PM Pengaruh Brand Ambassador techadap Niat Py
5. Status*
Mark only one oval.

&5 Pelajar/Mahasiswa

() Bekerja
(__ Tidak Bekerja
() Lainnya

6. Pendapatan (per bulan) *
Mark only one oval.
() < Rp1.000.000
() Rp1.000.001 - Rp3.000.000
() Rp3.000.001 - Rp5.000.000
)= Rp5.000.001

| Kualitas Konten dan Sikap Konsumen terha. ..

Brand Ambassador dari Implora Cosmetics, vaitu Lyodra Ginting (@lyodraofficial)

Dimohon untuk menjawab semua pernyataan yang diajukan dengan memilih salah satu

Jawaban yang paling relevan dengan pendapat Anda. Kuesioner ini diukur menggunakan

Skala Likert, sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

W s Wi -

: Sangat Setuju

hitps:/idocs. google comMormsit) 10xy p-W8 Qg VarwM7 Vedxei TshAKYLY r2U02E YUK mmedcledit
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Tiarzd, 616 PM

7

8.

Pengarnuh Brand Ambassadar leshadap Mial Pembelian Kensumen dengan Mediasi Kualitas Konben dan Sikap Konsurmen berha..

Menurut saya, Lyodra Ginting dapat dipercaya. *

Samy || [ Sangat Setuju

Menurut saya, Lyodra Ginting peduli dengan pengikutnya. *

Sam () () > () () Sangat Setuju

Brand Ambassader dari Implora Cosmetics, vaitu Lyodra Ginting (@iyedraofficial)

Dimohon untuk menjawab semua pernyataan vang diajukan dengan memilih salah satu
jawaban vang paling relevan dengan pendapat Anda. Kuesioner ini diukur menggunakan
Skala Likert, sebagai berikut :

L o

: Sangat Tidak Setuju
: Tidak Setuju

* Netral

: Setuju

: Sangat Setuju

Menurut saya, Lyodra Ginting sesuai dengan bidangnya, vaitu dalam bidang Kecantikan. *

Sangat Setuju

hitpe-lidecs geagle comiformais 1 Oy p-Wigg VaraMTVedsei Teh AKYLY 202 EYUKmme dc e dit £13
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Tiar24, 6:16 PM Pengaruh Brand Ambassador lechadap Mial Pembelian Konsumen dengan Medi asi Kualitas Konben dan Sikap Konsumen barha. .

10,  Menurut saya, Lyodra Ginting sangat efisien dalam pekerjaannya. *

San, ) ) Sangat Setuju

Brand Ambassador dari Implora Cosmetics, vaitu Lyodra Ginting (@iyedraefficial)

Dimohon untuk menjawab semua pemyataan yang diajukan dengan memilih salah satu
jawaban yang paling relevan dengan pendapat Anda. Kuesioner ini dinkur menggunakan
Skala Likert, sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Betuju

: Sangat Semju

L

11, Menurut saya, konten serta informasi vang disajikan oleh Lyodea Ginting sangat =
akurat.

i 2 3 4 5

Samy (o 'L () Sangar Setuju

12, Menurut saya, konten serta informasi yang disajikan oleh Lyodra Ginting di akun
pribadinya dapat dipercaya.

Sany Sangat Setuju

hiltps:lidacs goaghe. comMorm s/ 1 0oy p W g VansMTVed el Tsh AKYLY -2UD2EY UK mime dcledit 513
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Tha24, 616 PM Penganuh Brand Ambassador lerhadap Nial Pembelian Konsumen dengan Mediasi Kualilas Konben dan Sikap Konsumen lerha...

13,  Menurut sava, konten serta informasi vang disajikan oleh Lyodra Ginting selalu up fo *
dte.

Sany Sangat Setuju

14, Menurut sava, konten serta informasi yang disajikan oleh Lyodra Ginting memiliki *
kualitas yang tinggi.

anly one oval.

1.2 3 4 &

San ) () () O () Sangat Seuju

Brand Ambassador dari Implora Cosmetics, vaitu Lyodra Ginting (@ {yodraofficial)

Dimohon untuk menjawab semua pernyataan yang diajukan dengan memilih salah satu
jawaban yang paling relevan dengan pendapat Anda. Kuesioner ini diukur menggunakan
Skala Likert. sebagai berikut :

: Bangat Tidak Setuju
¢ Tidak Setuju

: Metral

: Setuju

L e

: Sangat Setuju

15, Menurut sava, Lyodra Ginting membagikan nilai-nilai vang sama seperti yang sava *
plnya.

Sany Sangat Setuju

hiips:lidacs google comiformaid/ 10y - Wilgg VansMTVedse T AKYLY (U2 EY UK mmedciadt a3
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TiGr24, 616 PM

16.

Pengaruh Brand Ambassadar teshadap Niat Pembelian Konsumen dengan Mediasi Kualitas Konben dan Sikap Konsumen terha. .
Menurut saya, saya memiliki kebiasaan sehari-hari vang sama dengan Lyodra Ginting. *
Mark only one aval.

1 2 3 4 3

Sany () () () () () Sangat Setuju

hitipe:fidacs google eomiormeid 0oy pWiag VaniTVodse TehAKYLY EU2E Y UKremedcedit 713
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ThG24, 616 P Penganuh Brand Ambassador lerhadap Nial Pembelian Konsumen dengan Mediasi Kualilas Konben dan Sikap Konsumen berha. ..

=

20.  Menurut saya, Lyodra Ginting memberikan perhatian vang sama kepada orang lain
seperti yang diberikan kepada saya.

Sany Sangat Setuju

Brand Ambassador dari Implora Cosmetics, vaitu Lvodra Ginting {@iyodraofficial)

Dimohon untuk menjawab semua pernyataan yang diajukan dengan memilih salah satu
jawaban yang paling relevan dengan pendapat Anda. Kuesioner ini diukur menggunakan
Skala Likert. sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Metral

: Setuju

: Sangat Setuju

L P

21. Sayaselalu menantikan konten Lyodra Ginting melalui akun Instagramnya. *

1 2 3 4 5

Sang() () (0 () () sangat Senyu

22, Saat saya melihat konten atau postingan dari Lyodra Ginting, saya merasa menjadi *
bagian dari temantiva.

Sany Sangat Setuju

hitps:/idacs google eomiformaid/ 10y p-Wiag VanwlTVedie Teh AKYLY U2 EYUKmmedcdt a3
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24, 616 PM

23.

Pengaruh Brand Ambassadar leshadap Niat Pembelian Konsumen dengan Mediasi Kualitas Konben dan Sikap Konsumen terha...
Saya merasa Lyodra Ginting seperti teman lama saya. *
Mark only one oval.

1 2 3 4 5

Sany () () () () () Sangat Setuju

1 2 3 4 5

Sany () () ) (0 )

hitpa:/idacs google comMormaid/ 10y - Wilgg VansMTVicdsei TehARYLY rUICEY UKmmedcledt 213
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ThG24, 616 P Penganuh Brand Ambassador lerhadap Nial Pembelian Konsumen dengan Mediasi Kualilas Konben dan Sikap Konsumen berha. ..

Brand Ambassador dari Implora Cosmetics, vaitu Lyodra Ginting (@fyodraofficial)

Dimohon untuk menjawab semua pernyataan yang diajukan dengan memilih salah satu
jawaban yang paling relevan dengan pendapat Anda. Kuesioner ini diukur menggunakan
Skala Likert, sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

L P

27.  Menurut saya, konten dan postingan bersponsor mengenai produk Implora Cosmerics =
yang disajikan oleh Lyodra Ginting merupakan hal vang tidak dibuat-buat.

h'ark on'y one aval.

1 2 3 4 5

San () () ) () ( SangatSetuju

28.  Saya dapat mengetahui informasi mengenai produk melalui postingan bersponsor vang *
disajikan oleh Lyodra Ginting.

Marn o i
1 2.3 4 5
Sany Sangat Setuju
hitpe:idacs. qooghe comdformeia 1 Coyp-WEag VansMTVedxei TehAKYLY 2UIZE YUK mmedeledi 1013
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ThE24, B:16 PM Penganuh Brand Ambassador lerchadap Mial Pembelian Konsumen dengan Mediasi Kualitas Konben dan Sikap Konsumen lerha. ..

&

29, Menurut saya, konten dan postingan bersponsor mengenai Implora Cosmetics vang
disajikan oleh Lyodra Ginting merupakan informasi vang akurat.

San, Sangat Setuju

Brand Ambassador dari Implora Cosmetics, vaitu Lyodra Ginting (@fvodraofficial)

Dimohon untuk menjawab semua pernyataan yang diajukan dengan memilih salah satu
jawaban yang pahing relevan dengan pendapat Anda. Kuesioner ini diukur menggunakan
Skala Likert, sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

+ Metral

: Setuju

: Sangat Setuju

L o T

30.  Saya akan membeli produk Implora Cosmerics yang dipromosikan oleh Lyodra *
Ginting.

31.  Saya akan membeli produk Implora Cosmerics atas rekomendasi dari Lyodra Ginting. *

San, Sangat Setuju

hips:idocs. googhe. comiformaid! 1 Oy p-VadqgVaradTodxei TshAKYLY 22 EY UK mmedciadl 1113
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TiGr24, 616 P Penganuh Brand Ambassador lerhadap Mial Pembed an Konsumen dengan Mediasi Kualilas Konben dan Sikap Konsumen berha. ..

32, Saya akan mengikuti akun media sosial lmplora Cosmetics (([@imploracosmetics) atas  *
rekomendasi dari Lyodra Ginting.

Sany Sangat Setuju

33,  Sava akan mengajak orang terdekat saya untuk membeli produk Implota Cosmetics  *
yang dipromosikan oleh Lyodra Ginting.

anly one oval.
1072 3 4 .5

Sam O (O O O O Sangat Setuju

Apabila ada pertanyaan, silahkan menghubungi :
WharsApp : 082142292301
Email : rachelindaahi@gmail .com

Terima kasih sudah bersedia mengisi kuesioner ini!® <«

Salam hangat,
Rachel Indah Liham

This content iz neither created nor endorzed by Google.

Google Forms
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Timestamp

5/26/2024 15:46:52 Ya
5/26/202415:54:16 Ya
5/26/202416:02:50 Ya
5/26/202416:07:06 Ya
5/26/202416:13:21 Ya
5/26/2024 16:29:14 Ya
5/26/2024 16:44:28 Ya
5/26/202417:08:17 Ya
5/26/202417:44:33 Ya
5/26/202419:05:51 Ya
5/26/202419:30:47 Ya
5/26/2024 19:43:53 Ya
5/26/202419:45:23 Ya
5/26/2024 19:48:37 Ya
5/26/202419:50:00 Ya
5/26/202419:52:54 Ya
5/26/202419:57:38 Ya
5/26/2024 20:03:26 Ya
5/26/202420:17:06 Ya
5/26/202420:18:32 Ya
5/26/202420:18:47 Ya
5/26/2024 20:30:33 Ya
5/26/202420:42:44 Ya
5/26/2024 20:48:10 Ya
5/26/2024 20:50:03 Ya
5/26/202421:03:36 Ya
5/26/202421:12:05 Ya
5/26/202421:18:20 Ya
5/26/202421:23:27 Ya
5/26/2024 21:36:58 Ya
5/26/202421:39:01 Ya
5/26/2024 21:59:37 Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Apakah A Apakah A Apakah A Jenis Kela Status

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita

Pelajar/Mah < Rp1.000.0
Pelajar/Mah < Rp1.000.0
Pelajar/Mah < Rp1.000.0

Pelajar/Mah Rp1.000.00:

Pelajar/Mah < Rp1.000.0

Bekerja > Rp5.000.0
Bekerja  Rp3.000.00
Pelajar/Mah < Rp1.000.0
Bekerja > Rp5.000.0
Bekerja > Rp5.000.0
Pelajar/Mah Rp1.000.00:

Pelajar/Mah < Rp1.000.0
Pelajar/Mah < Rp1.000.0
Bekerja > Rp5.000.0

Pelajar/Mah Rp1.000.00:

Pelajar/Mah < Rp1.000.0
Pelajar/Mah < Rp1.000.0

Bekerja > Rp5.000.0
Lainnya > Rp5.000.0
Bekerja > Rp5.000.0
Bekerja Rp1.000.00:
Pelajar/Mah Rp1.000.00°
Bekerja > Rp5.000.0
Pelajar/Mah = Rp1.000.0
Bekerja Rp3.000.00:
Bekerja > Rp5.000.0
Pelajar/Mah Rp1.000.00:

Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Rp1.000.00:

Bekerja
Pelajar/Mah < Rp1.000.0
Pelajar/Mah < Rp1.000.0
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5/26/2024 22:31:31 Ya
5/26/2024 23:44:14 Ya
5/26/2024 23:44:24 Ya
5/26/2024 23:45:49 Ya
5/27/2024 0:26:09 Ya
5/27/2024 0:28:12 Ya
5/27/2024 0:30:39 Ya
5/27/2024 0:37:46 Ya
5/27/2024 9:25:36 Ya
5/27/202410:00:13 Ya
5/27/2024 10:22:06 Ya
5/27/202410:32:18 Ya
5/27/2024 15:50:58 Ya
5/27/2024 16:56:26 Ya
5/27/2024 17:39:53 Ya
5/27/2024 19:20:51 Ya
5/27/2024 19:55:20 Ya
5/27/2024 19:56:34 Ya
5/27/2024 20:00:16 Ya
5/27/2024 20:14:40 Ya
5/27/2024 20:19:19 Ya
5/27/2024 21:02:43 Ya
5/28/2024 6:08:52 Ya
5/28/2024 7:30:01 Ya
5/28/2024 7:46:27 Ya
5/28/2024 8:13:36 Ya
5/28/2024 8:14:39 Ya
5/28/2024 8:16:26 Ya
5/28/2024 8:32:59 Ya
5/28/2024 8:46:11 Ya
5/28/2024 8:55:25 Ya
5/28/2024 9:06:19 Ya
5/28/2024 9:07:47 Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Tidak
Ya

Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita

Bekerja
Pelajar/Mah < Rp1.000.0

Pelajar/Mah Rp3.000.00:
Pelajar/Mah Rp1.000.00:

Pelajar/Mah > Rp5.000.0
Pelajar/Mah > Rp5.000.0

Bekerja  Rp3.000.00:
Bekeja  Rp3.000.00:
Bekerja  Rp1.000.00:

Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:

Pelajar/Mah < Rp1.000.0
Pelajar/Mah < Rp1.000.0
Bekerja

Bekerja
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0

Pelajar/Mah Rp1.000.00:

Pelajar/Mah < Rp1.000.0

Pelajar/Mah Rp1.000.00:

Pelajar/Mah < Rp1.000.0

Bekerja  Rp3.000.00:
Tidak Bekerj Rp3.000.00:
Bekeja  Rp1.000.00:
Bekerja > Rp5.000.0
Bekerja  Rp3.000.00
Bekerja > Rp5.000.0
Bekerja > Rp5.000.0
Bekerja  Rp1.000.00:
Bekerja  Rp1.000.00

Pelajar/Mah Rp1.000.00:

Rp1.000.00:

Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Rp1.000.00:
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5/28/20249:28:40 Ya

5/28/20249:29:07 Ya

5/28/20249:31:10 Ya

5/28/20249:43:07 Ya
5/28/202410:25:04 Ya
5/28/202410:26:16 Ya
5/28/202410:26:28 Ya
5/28/202410:26:58 Ya
5/28/202410:28:34 Ya
5/28/202410:28:47 Ya
5/28/202410:29:00 Ya
5/28/202411:26:30 Ya
5/28/202411:27:24 Ya
5/28/202411:45:03 Ya
5/28/202413:23:58 Ya
5/28/2024 13:56:37 Ya
5/28/2024 13:56:38 Ya
5/28/2024 13:56:38 Ya
5/28/2024 13:57:39 Ya
5/28/202413:58:45 Ya
5/28/2024 14:04:03 Ya
5/28/2024 14:06:14 Ya
5/28/202414:21:00 Ya
5/28/2024 14:42:23 Ya
5/28/202415:18:45 Ya
5/28/2024 15:19:29 Ya
5/28/202416:10:42 Ya
5/28/202417:00:30 Ya
5/28/202417:30:24 Ya
5/28/202418:07:49 Ya
5/28/2024 18:35:58 Ya
5/28/202418:47:19 Ya
5/28/2024 18:52:26 Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Tidak

Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Pria

Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita

Bekerja Rp1.000.00:
Bekerja Rp1.000.00:
Pelajar/Mah Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah < Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah < Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp1.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah < Rp1.000.0
Pelajar/Mah Rp1.000.00:
Bekerja Rp3.000.00:
Bekerja Rp1.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp3.000.00:
Pelajar/Mah Rp1.000.00:

Bekerja  Rp1.000.00:
Bekerja  Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Lainnya  Rp1.000.00:
Pelajar/Mah < Rp1.000.0
Bekerja  Rp1.000.00:
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5/28/2024 19:10:03 Ya
5/28/2024 19:42:42 Ya
5/28/2024 19:58:35 Ya
5/28/2024 20:01:30 Ya
5/29/2024 1:55:34 Ya
5/29/2024 16:28:22 Ya
5/29/2024 16:38:16 Ya
5/29/2024 18:09:23 Ya
5/29/2024 18:50:01 Ya
5/30/2024 8:19:01 Ya
5/30/2024 9:34:31 Ya
5/30/2024 9:35:16 Ya
5/30/2024 10:51:30 Ya
5/30/2024 11:59:10 Ya
5/30/2024 12:17:45 Ya
5/30/2024 15:48:00 Ya
5/30/2024 16:58:43 Ya
5/30/2024 17:05:26 Ya
5/31/2024 9:36:46 Ya
5/31/2024 5:49:04 Ya
5/31/2024 98:53:13 Ya
5/31/2024 10:24:57 Ya
5/31/2024 12:12:26 Ya
5/31/202417:46:44 Ya
5/31/2024 19:37:56 Ya
6/1/2024 10:48:26 Ya
6/1/2024 14:54:53 Ya
6/1/2024 20:32:27 Ya
6/1/2024 22:42:09 Ya
6/2/2024 5:21:06 Ya
6/2/20249:49:43 Ya
6/3/2024 20:34:36 Ya
6/3/2024 21:02:52 Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita

Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp1.000.00:
Pelajar/Mah < Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Bekerja Rp3.000.00:
Bekerja Rp3.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp1.000.00:
Bekerja Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Bekerja Rp3.000.00:
Pelajar/Mah < Rp1.000.0
Pelajar/Mah Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp1.000.00:
Pelajar/Mah < Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp3.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah Rp1.000.00:
Tidak Bekerj Rp1.000.00:
Bekerja >Rp5.000.0
Pelajar/Mah Rp1.000.00:
Pelajar/Mah < Rp1.000.0
Pelajar/Mah Rp1.000.00:
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6/3/202423:43:20 Ya Ya Ya Wanita Pelajar/Mah Rp3.000.00:

6/4/2024 16:38:45 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/4/2024 16:40:40 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/4/202416:41:38 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/4/2024 16:46:33 Ya Ya Ya Wanita Pelajar/Mah < Rp1.000.0
6/4/202421:12:47 Ya Ya Ya Wanita Pelajar/Mah Rp1.000.00:
6/5/202411:29:06 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/5/2024 20:36:04 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/6/2024 12:59:26 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/6/202413:02:55 Ya Ya Ya Wanita Pelajar/Mah < Rp1.000.0
6/6/2024 14:39:52 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/6/202415:34:33 Ya Ya Ya Wanita Pelajar/Mah < Rp1.000.0
6/6/202419:29:12 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/9/2024 10:39:00 Ya Ya Ya Wanita Pelajar/Mah Rp1.000.00:
6/9/202410:43:27 Ya Ya Ya Wanita Pelajar/Mah < Rp1.000.0
6/9/2024 11:56:35 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/9/202412:09:04 Ya Ya Ya Wanita Pelajar/Mah <Rp1.000.0
6/9/202412:19:59 Ya Ya Tidak  Wanita Bekerja Rp3.000.00:
6/9/202412:25:39 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/9/202412:49:25 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/11/202414:21:21 Ya Ya Ya Wanita Pelajar/Mah Rp3.000.00:
6/12/202414:22:02 Ya Ya Ya Wanita  Pelajar/Mah Rp3.000.00:
6/12/202414:25:59 Ya Ya Ya Wanita Bekerja > Rp5.000.0
6/12/202414:27:21 Ya Ya Tidak Pria Bekerja > Rp5.000.0
6/12/2024 14:28:25 Ya Ya Ya Wanita Pelajar/Mah Rp1.000.00:
6/12/2024 14:56:49 Ya Ya Ya Wanita Bekerja > Rp5.000.0
6/12/2024 15:01:20 Ya Ya Ya Wanita Bekerja > Rp5.000.0
6/12/202417:12:55 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/12/202417:45:47 Ya Ya Ya Wanita Pelajar/Mah < Rp1.000.0
6/13/2024 0:25:14 Ya Ya Ya Wanita Pelajar/Mah = Rp1.000.0
6/13/2024 0:38:51 Ya Ya Ya Wanita Bekerja Rp3.000.00:
6/13/2024 5:08:51 Ya Ya Ya Wanita Bekerja > Rp5.000.0
6/13/2024 7:40:11 Ya Ya Ya Wanita Bekerja Rp1.000.00:
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6/13/2024 10:01:46 Ya

6/14/2024 5:28:24 Ya
6/14/2024 11:53:49 Ya

6/15/2024 9:39:50 Ya
6/15/2024 19:26:28 Ya
6/15/2024 19:28:20 Ya
6/15/2024 19:30:18 Ya
6/16/2024 19:20:12 Ya
6/17/2024 14:46:41 Ya
6/17/2024 15:06:33 Ya
6/17/2024 15:18:50 Ya
6/17/2024 15:58:26 Ya
6/17/2024 22:36:05 Ya
6/17/2024 23:05:23 Ya
6/19/2024 11:00:16 Ya
6/19/2024 20:34:21 Ya

6/20/20249:25:03 Ya
6/20/2024 13:44:39 Ya
6/20/2024 19:03:56 Ya
6/21/2024 10:26:53 Ya
6/22/2024 17:09:45 Ya
6/22/2024 17:39:05 Ya
6/22/2024 23:23:04 Ya
6/23/2024 15:17:13 Ya
6/24/2024 18:08:42 Ya
6/25/2024 20:21:04 Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Pria

Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita
Wanita

Pelajar/Mah < Rp1.000.0
Pelajar/Mah Rp1.000.00:
Pelajar/Mah > Rp5.000.0

Lainnya  <Rp1.000.0
Bekerja  Rp1.000.00:
Bekerja  Rp3.000.00:

Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah > Rp5.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Bekerja Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp3.000.00:
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah > Rp5.000.0
Pelajar/Mah = Rp1.000.0
Pelajar/Mah = Rp1.000.0
Bekerja Rp3.000.00:
Pelajar/Mah Rp1.000.00:
Pelajar/Mah Rp3.000.00:
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Model Struktural Awal
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Hasil Bootstrapping
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1PS2

IPS3

PS4

PS5

1PS6

+76.376
486475

KEAHLIAN

TINGKAT
KEPERCAYAAN

13912

3128

1738

KUALITAS
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ABSTRACT ARTICLE HISTORY
Research on digital influencers’ role in marketing strategies under ~ Received 10 May 2021
ongoing development. This study explores the role of digital influ-  Revised 1 January 2022
encer marketing on consumer purchase intention in fashion pro-  Accepted 2 February 2022
ducts. The goal is to investigate the direct and indirect relationships  weviworps

of trustworthiness, expertise, content quality, similarity, para-social  pigital influencers; social
interaction, and attitude towards sponsored posts on purchase  mediz; influencer marketing;
intention. A mixed-method approach was conducted combining  purchase intention; fashion
interviews with five digital influencers and a consumer-based sur-  industry

vey with a sample of 206 fashion consumers, among them 96.1%

were women and 51.5% were between 18 and 31 years old. Results

indicate that blog content quality and para-social interaction posi-

tively influence purchase intention in fashion brands. Additionally,

blog content quality plays a mediating role between trustworthi-

ness and purchase intention. Moreover, consumers’ attitude

towards sponsored posts influences directly and positively pur-

chase intention and mediates the relationship between trustworthi-

ness and purchase intention. Consumers’ attitude towards

sponsored posts was also found to mediate the relationship

between expertise and purchase intention. This study highlights

the digital influencers’ marketing characteristics, which affect the

fashion consumer purchase intention, enriching the research in this

area and providing recommendations for further investigation. The

results also highlight the importance of aligning communication

strategies of fashion brands with influencers’ lifestyle.

1. Introduction

As technology is continuously evolving, consumers have an increasing access to online
content, and therefore, they are more demanding and informed (Labrecque et al., 2013).
The growth of Web 2.0, which refers to a platform where users can collaboratively create
and modify content and applications, has provided consumers with opportunities to
produce their own content. Social media enables consumers to share globally their self-
created and cocreated content with others, while bringing them a sensation of empower-
ment at the same time. The strength and the amount of social connections in an individual’s
network can increase their capability to influence others (Labrecque et al., 2013).

CORRESPONDENCE TO Alvaro Dias @ alvaro.diasi@gmail.com e Iscte-iul, Avenida Das Forcas Armadas, Lisbon,
Portugal; Universidade Lusofona, ECEO/TRIE, Campo Grande, 376, Lisbon, Portugal
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Since consumers are likely to trust the individuals who develop closer proximity
with them. brands can use it as an advantage to create new ways of communication
where the digital influencer would transmit a message while creating a closer
relationship with customers. According to the two-step-flow theory, the opinion
leaders clarify the obtained media information and then diffuse it to others, enhan-
cing its influence (Church et al., 2020). Thus, mass media messages may not have
a direct impact on the audience. Digital influencers can be considered like offline
opinion leaders, as they can mediate dissemination of messages and influence digital
communities.

Considering that in recent years brands have been increasingly interested in
digital influencers, it is crucial to expand current knowledge about influencer
marketing. Therefore, drawing on the opinion leadership theory, this study explores
the role of digital influencers’ marketing characteristics on consumer purchase
intention in fashion products. More specifically, this study aims to examine the
direct and indirect relationships between the characteristics of the marketing con-
ducted by digital influencers, namely trustworthiness, expertise, content quality,
similarity, para-social interaction, as well as attitude towards sponsored posts on
purchase intention. The research i1s focused on the Portuguese fashion industry,
which strongly relies on digital influencers to promote and disseminate brand and
product information among consumers. The active use of social media leads brands
to take advantage of several platforms in order to promote their products. One of
the social media strategies adopted by brands 1s hiring digital influencers and using
their role of online opinion leaders where they disseminate messages and influence
digital communities.

By communicating brands® messages and promoting products among brands’
followers, digital influencers are expected to generate positive outcomes. However,
research on digital influencers is sull searce. Although there are some studies that
address the theme of digital influencers, there are several topics that need to be
further explored. Hence, it is fundamental to study the role of digital influencers on
purchase intention, by identifying key characteristics which go beyond the number
of followers as well as by exploring the relationships between digital influencers’
characteristics and purchase intention. Moreover, it is highly relevant to study the
effects of sponsored posts due to their increasing popularity regarding digital
influencers (Y. Hwang & Jeong, 2016).

The research question is: how can digital influencers impact consumers’ purchase
intention in fashion? Bearing in mind that the aim of this study is to assess the role
of digital influencers on consumers’ purchase intention in fashion industry, the
following objectives were defined: (1) verify which characteristics associated with
digital influencers have a positive impact on purchase intention of a recommended
fashion product; (i) verify if the attitude towards sponsored posts has a positive
impact on purchase intention of a recommended fashion product: (11) explore the
direct and indirect relationships between the variables associated with digital influ-
encers (trustworthiness, expertise, content quality, similarity, para-social interaction,
and attitude towards sponsored posts) and the purchase intention of
a recommended fashion product.
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2. Literature review
2.1. Digital influencers and opinion leadership

Previous research indicated that social media advertising, such as blogs, is more effective than
traditional digital media advertising, for instance, online magazines (Colliander & Dahlén,
2011). The growing use of social media has enlarged the effects of consumers” recommenda-
tions and experiences (De Veirman et al., 2017). In consequence, it has given consumers
a capacity to create their own content and gain visibility, which in turn led to the emergence
of the digital influencer (Khamis et al., 201 7). Digital influencers can be described as content
producers who have a great number of followers (De Veirman et al., 2017) and defined as “a
new type of independent third party endorser who shape audience attitudes through blogs,
tweets, and the use of other social media” (Freberg et al., 201 1, p. 90).

Digital influencers are also referred to as micro-celebrities (Khamis et al., 2017) and
mstafamous (Jin et al., 2019). Being instafamous is especially relevant as by posting
content on Instagram, digital influencers generate eWOM (Hur et al., 2021; Kong et al.,
2021; De Veirman et al., 2017) and spread fashion trends due to intrinsically visual nature
of this application (Casalo et al., 2020). In faet, as stated by De Veirman et al. (2017),
products and brands can be wvisually presented in photos and identified in captions.
Additionally. digital influencers can be perceived as trusted experts in one or several
areas. Therefore, brands have been developing partnerships with digital influencers in
order to promote their products and create a positive image among influencers’ high
number of followers (De Veirman et al., 201 7).

Digital influencers, as opinion leaders, can be very relevant sources of advice for other
consurners (Casalé et al., 2020), who fall in the concept of opinion leadership as they
influence and share information with the consumer (Bertrandias & Goldsmith, 2006).
Consumers’ need for uniqueness appears to be positively related to fashion opinion
leadership (Bertrandias & Goldsmith, 2006; Goldsmith & Clark. 2008). Opinion leaders
can choose original and new products, which are more likely to be appealing for
consumers. Consequently. the influence of fashion opinion leaders on consumers has
changed the idea of what the consumers would originally choose (Bertrandias &
Goldsmith, 2006) Moreover, this influence has also led consumers to consider opinion
leaders as sources of information and advice about fashion products (Goldsmith & Clark,
2008). Based on the opinion leadership theory, several dimensions emerge as antecedents
for influencing and sharing information.

2.2, Conceptual model and research hypotheses

Considering the assessment of the role of digital influencers on purchase intention in
fashion, key variables were identified. Fashion consumer purchase intention, the selected
dependent variable, is a common performance measure both for marketing and manage-
ment literature (Spears & Singh, 2004). For this study, we adapted the definition of purchase
intention proposed by Spears and Singh (2004) referring to the consumer’s personal
intention to purchase a fashion brand product. Past research described several character-
istics associated with digital influencers, for instance, their credibility (Schouten et al., 2020),
the PSI the audience develops with digital influencers (Hsu, 2013), and the similarity to
digital influencers perceived by the audience (Magno, 2017), which may have a positive
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Figure 1. Conceptual model.

impact on purchase intention. Moreover, sponsorship 1s very relevant for marketing com-
munication effectiveness (Lu et al., 2014). Digital influencers regularly share their recom-
mendations about products and brands through social media posts and many of them are
sponsored by brands (Stubb & Colliander, 2019; Wang et al., 2021). Consequently, con-
sumers” attitude towards sponsored posts may have a great role on purchase intention.

Therefore, for this study, according to the research, the most relevant variables
associated with digital influencers are trustworthiness, expertise, content quality, simi-
larity, PSI, and attitude towards sponsored posts (Figure 1). Considering the aim of this
study and the literature review, to demonstrate all the vanables and the relationships
between them, the following conceptual model was created.

2.2.1. Expertise and purchase intention

Expertise 15 a very relevant variable since it 15 the result of the communicator’s knowledge
and professional experience (Schouten et al., 2020) and it has been considered in several
celebrities and digital influencers studies (Esteban-Santos et al., 2018; Schouten et al.,
2020). Furthermore, Lim <t al. {(2017) found mfluencer expertise to be an important
variable influencing purchase intention. As such, consumers are more likely to take into
consideration the content conveved by influencers perceived as experts in their field
(Yadav et al., 2103). As stated by Chetiom et al. (2020) “expert 15 generally perceived as
highly qualified and therefore more likely to make assessments that are accurate and
valid” (p. 365). In addition, Ki and Kim (2019) confirmed that expertise can have
a positive impact on consumers’ attitudes, which through their desire to imitate digital
influencers may result in a great purchase intention. Therefore, we hypothesise:

Hi: Expertise positively influences the purchase intention of a recommended fashion
product.

2.2.2. Content quality and purchase infention

A social media marketing message is considered to be credible when its content is
accurate, authentic, and believable (Appelman & Sundar, 2016). Erkan and Ewvans
(2016) realised that eWOM information quality can be positively related to the
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information usefulness, which in turn can lead to the adoption of the eWOM informa-
tion as well as to purchase mtention. Esteban-Santos et al. (2018) also considered that
consumers” assessment of digital influencers’ credibility depends on the source credibility
and message credibility dimensions. In this context, Magno (2017) emphasised the
importance of the content quality. in this case, the content quality of blogs. His findings
revealed that when there is perception of high quality, it is likely to lead to a strong blog
engagement and to increase purchase intention of the recommended products.
Furthermore, Casalé et al. (2020) found the gquality, originality, and uniqueness of the
posts to be key factors in developing opimion leadership. Djafarova and Rushworth
(2017} also identified the attractiveness, the quality. and the composition of the images
as essential elements for the user's decision to follow a digital influencer. Considering
these studies, the following hypothesis can be proposed:

H:a Content quality positively imfluences the purchase intention of a recommended

fashion product.

Content quality also plays a mediating role in the consumer behavioural intentions.
For example, previous research recogniscd that the value of perceived quality influ-
ences the relationship between social influence and the user willingness to use ebooks
(Li et al., 2018). This influence was seen by Gao ct al. (2021) as a mediating factor in
the relationship between social media characteristics and the people’s fitness behaviour
intentions. The role of content quality on followers' behaviour depends not only on the
segment perceptions, as argued by Munsch (202]1) but also on digital service mmnova-
tion (Kim et al.. 2021). More specifically, Chetiour et al. (2020} recognised that
perceived credibility and trust omly influence purchase imtention indircetly. Also,
Jiménez-castillo and Sanchez-fernandez (2019} verified that consumers are more likely
to appreciate or recommend a brand that was recommended by influencers that they
find rehable. Lim et al. (2017) found no direct relationship between trustworthiness
and purchase intention, revealing that instead of credibility, “the main reason was
identified as social media influencers’ inadequate expertise knowledge about the
endorsed product” (p. 29). As such, we raisc also the following the mediation
hypothesis:

Hz: Comtent quality mediates the relationship between trustworthiness and purchase
mtention of a recommended fashion product.

2.2.3. Similarity and purchase intention

Lee and Watkins (2016) suggested that when people identify similarities between their
beliefs and the ones media personalities convey, they are more likely to continue a regular
interaction. As it was mentioned before, similanty, or homophily, refers to the simila-
rities between individuals, concemning beliefs, values, and other aspects (Eyal & Rubin,
2003). Considering the perception of similaritics between digital influencers and fol-
lowers, Lee and Watkins (2016) and Chia Lin Hsu (2013) confirmed that similarity can
greatly affect PSI, but they also mentioned that PSI between followers and digital
influencers can be developed though shared characteristics.
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Furthermore, online fashion communities can also be significant for eWOM, as
consumers share their values and feelings and interact with each other independently
of brand communications (Parrott et al., 2015). These authors examined brand advocacy
behaviour within online communities of luxury fashion brands. The selected commu-
nities were not enabled by any commercial organisation. Participants of that study
showed high levels of engagement and involvement as well as fondness for the brand.
In their opinion, luxury fashion accessories could improve their image, associating these
products with their self-concept.

Magno's (2017) study also showed that the similanty between the blogger and the
reader can positively influence engagement of blog readers, as well as the purchase
intention of the recommended products. Moreover, the study accomplished by Casalo
et al. (2020) indicated that the greater the congruence between digital influencers” content
and the consumers’ valucs, the greater the possibility to follow digital influencers’
suggestions. Hence. we hypothesise:

Hs: Similarity positively influences the purchase intention of a recommended fashion
product.

2.2.4. Para-social interaction and purchase intention

Luxury fashion brands can also benefit from social media, by communicating effec-
tively and creating long term relationships with eonsumers (Kim & Ko, 2012). Fashion
digital influencers’ recommendations can be considered credible and authentic.
Credibility may depend on digital influencers” trustworthiness and expertise, on the
level of para-social intcraction (PSI) developed with the digital influencer. but also on
the message credibility. The theory of PSI defines it as an illusory, one-sided face-to-
face relationship, for instance, between spectators and performers on radio and televi-
sion. Esteban-Santos et al. (2018) showed that digital imfluencers’ impact on consumer
behaviour can depend on consumers” assessment of digital influencers’ credibility. As
a consequence, it might be imperative that influencers share credible information in
order to increase their purchase intention regarding fashion products. Engagement
corresponds to the monthly sum of likes and comments on an influencers” Instagram
account.

By following digital influencers” channels, consumers can be exposed to their personal
life details, resulting in an apparent intimacy, developing the P51 by potentially consider-
ing the digital influencers as their friends (Colliander & Dahlén, 2011). Past research
showed that PSI may generate positive outcomes for brands. For instance, Labrecque
(2014) confirmed that PSI can lead to great loyalty intentions and willingness to share
information with the brand. Furthermore, P51 can positively influence brand perceptions
(Lee & Watkins, 2016), WOM intention (K. Hwang & Zhang, 2018), and purchase
mtention (Sokolova & Kefi, 2020). Thus:

Hs Para-social interaction positively influences the purchase intention of
a recommended fashion product.
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225 Attitude towards sponsored posis and purchase intention

Sponsored blogging is a relevant category of influencer marketing, as bloggers can help
create WOM about a brand through their sponsored posts (Hughes, Swaminathan, and
Brooks, 2019). highlighted that the hedonic value of a sponsored post’s content, which
refers to the pleasure, emotions, and entertainment acknowledged by a consumer
through reading the post, may lead to higher engagement.

Many digital influencers publish sponsored posts about products and brands (Stubb &
Colliander, 2019), but they need to disclose it. which may lead to negative perceptions of
source credibility (Y. Hwang & Jeong, 2016). However, when digital influencers add
a note stating that the opinions expressed are their own, the negative impact of sponsor-
ship disclosure on the source credibility perceptions and the attitude towards sponsored
messages dimimsh (Y. Hwang & Jeong, 2016). Furthermore, K. Hwang and Zhang (2018}
realised that PSI can lessen the negative impact of followers® persuasion awareness.
Consequently, it 15 crueial to study consumers’ attitude towards sponsored posts to
understand their impact on purchase intention. Consumers’ attitude towards sponsored
posis is deseribed as a psychological approach in relation to the credibility of a sponsored
post (Lu et al., 2014). According to these authors, if individuals trust a sponsored post
content of a specific fashion product, this means that the attitude is positive, which can
positively influence their purchase intention. Thercfore, the following hypothesis was
formulated:

Hss Attitude towards spomsored posts positively influences the purchase intention of
a recommended fashion product.

The following mediation hypotheses are also proposed:

Hsw: Attitude towards sponsored posts mediates the relationship between trustworthi-
ness mid the purchase mtention of a recommended _fnshr'r::r product.

Hse: Attitude towards sponsored posts mediates the relationship between expertise
and the purchase intention of a recommended fashion product.

3. Methodology
3.1. Research design

This study 1s based on an explorative research design since it aims to determine the direct
and mdirect relationships between variables. As such, a mixed method approach was
conducted combining an enline survey online with in-depth interviews, as described below.

3.2. Qualitative study

In-depth face-to-face interviews were selected to collect the data to assess the interviewees’
opinions and experiences. In this case, Portuguese digital influencers in the fashion and
fashion-related areas. The aim of this study is to provide the influencers’ perspective about
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the influence of the study variables on the purchase intention and to complement the
quantitative study described below. The individual interviews were composed of previously
defined open questions; however, the mterviewees were free to talk about their opinions.
The mterviewees were selected using Brinfer (2020) proposal to identify the digital influ-
encers in fashion and fashion-related areas that generated higher engagement on Instagram,
such as beauty and lifestyle. A total of 38 digital influencers were initially contacted by email
and Instagram Direct and invited to participate in this study. A total of 5 interviews were
accomplished between July and September 2020. On average, each interview took 74 mimn-
utes. The digital influencers who participated m this study were Ana Gomes, Anita da Costa,
Catarina Cabrera, Marganda Marques de Almeida, and Mana Guedes.

3.3. Quantitative study

The online survey was created on Google Forms platform and shared through social media
platforms, namely WhatsApp. Facebook, Facebook Messenger, and Instagram Direct.
People were invited to answer an anonymous questionnaire and they were informed
about its aim. The data was collected in Portugal and for this reason, the questionnaire
was translated into Portuguese. Answers were received between May and July 2020.

3.3.1. Sample

The target population refers to Portuguese consumers who follow or search for at
least onc digital influencer, particularly m a fashion area. Thus, it was also vital for
the investigation that the mterviewed consumers actively used social media. As the
total of the population was not possible to be analysed, a non-probabilistic sampling
method was used, as the sample was primarily selected by the researcher based on
the researcher’s accessibility. The snowhball sampling was also used, because some
participants were asked to share the questionnaire with their friends and acquain-
tances that could also belong to the target population.

Most respondents were female (96.1%) out of 206 answers. Regarding age, most
respondents belonged to the 18-24 age group (51.5%); followed by the 25-31 group
{27.2%); 9.7% of the respondents were under the age of 18; 3.4% of them belonged to the
32-39 age group; 3.4% corresponded to the 40-45 and 3.4% to the 46-52 age groups.
1.5% of the respondents were more than 52 years old.

3.3.2. Instrument

The questionnaire items were adapted from previous research. More specifically, it was
fundamental to adapt the items to blogs as well as to the fashion industry. Furthermore,
they were translated into Portuguese. The following Table | shows the constructs, the
adapted items as well as their sources. All the tems were measured using a five-point
Likert scale (1-Strongly disagree; 5-Strongly agree). The guestionnaire also included
some screening questions concerning the frequency of use of digital influencers’ blogs
and following of fashion digital influencers blogs.
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Table 1. Constructs and sources.

Constructs: Items Adapted from:

| find this digital influencer trustworthy. Sokolova and Kefi (2020)
Trustworthiness | yhink this digital influencer cares about his/ her followers.

| find this digital influencer expert in his/her domain. Sokolova and Kefi (2020)
Expertise | find this digital influencer efficient in his/her job.

The information provided by this digital influencer’s blog is accurate. Magno (2017)
The Information and suggestions published by this digital
Conteat Qualty influencer’s blog is reliable.
The content provided by this digital influencer's blog is updated.
This digital influencer provides high-quality information in the blog.
Similarity This digital influencer shares my values. Lee and Watkins (2016)
This digital influencer has a lot in common with me.
This digital influencer behaves like me.
This digital influencer has thoughts and ideas that are similar to
mine.
| think he/she could be a friend of mine.
This digital influencer treats people like | do.
PSI | look forward to watching this digital influencer on his/her blog.  Lee and Watkins (2016)
When I'm watching this digital influencer/reading hs/her posts,
| feel as if | am part of his/her group.
1 think this digital influencer is like an old friend.
| would like to meet this digital influencer in person.
This digital influencer makes me feel comfortable, as if | am with
friends.
When this digital influencer shows me how she/he feels about the
products/brands, it helps me make up my own mind about the

products/brands.
Attitude towards | think that sponsored posts made by this digital influencer tell the Lu, Chang, and Chang
Sponsored Posts  truth (2014)

| can learn the real product information from sponsored posts.
After reading/seeing a sponsored post, | have been accurately
informed about the product information.
Purchase Intention | would purchase the fashion products promoted by this digital Sokolova and Kefi (2020);

influencer in the future. Jiménez-castillo and
| would purchase a brand based on the advice | am given by this Sanchez-fernandez
digital influencer. (2019)

| would follow brand recommendations from this digital influencer.

| would encourage peopie close to me to buy the fashion products
promoted by this digital influencer.

Table 2. Influencers description.

Influencer Starting Year Digital medium
Ana Gomes 2010 Blog, Facebook, Instagram
Anita da Costa 2014 Blog, Instagram
Catarina Cabrera 2018 Blog, Facebook, Instagram, Linkedin, Pintrest
Margarida Marques de Almeida 2009 Blog, Facebook, Instagram
Maria Guedes 2009 Blog, Facebook, Instagram, Pintrest
5. Results

5.1. Qualitative study

The majority of the interviewees started their activities by creating a blog. The description
of the starting year and main digital medium are presented in Table 2.
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Regarding sponsored posis, all the mierviewed digital influencers said that i
order to accepl a paid parinership with a brand, first they need to identify
themselves with it. Moreover, Anita da Costa and Margarida  Marques  de
Almeida emphasised that the product or service must be fully or at least partially
part of their lives, to see the point in promoting it. Catarina Cabrera added that
she only considers aceepting a parinership 1if it is a product that she really uses
and if 1t 15 based on her principles and after that, it depends on the budgei
Marganida Marques de Almeida also mentioned that if she had 1o promote
a product which she does not identify herself with, 1t would distort her job and
it would not be positive both for the influencer and for the brand. In relation to
the promotion process, Maria Guedes stated that it occurs in a natural way and it
involves posting content about her relationship with the product. Margarida
Marques de Almeida added that brands contact her, so that she can evaluate
her interest in the product or service. If all her requirements are met,
a parinership is initated.

Concemning what characterises a good digital influencer, according to all the
interviewed participants, the number of followers 1s not what matters most. Anila
da Costa mentioned that the number of followers 15 frequently related to fame and
not necessarly to the quality of a job. Ana Gomes also said that a digital influencer
can have many followers but does not necessarily interact with them or convey any
message. Yel, interactivity 15 an advantageous tool that digital influencers possess in
relation to other forms of advertising. Margarida Marques de Almeida supported this
point of view by mentioning that the most important 15 to connect with the audience
as well as to be consistent with what is communicated. According to Catarina
Cabrera, the most important characteristic of digital influencers is to be genuine
and show what distingumishes them from others. For Maria Guedes, a good influencer
15 someone with a peculiar tasie and lifestyle. In this influencer’ opimon, digiial
mfluencers with less followers are more effective in thewr jobs due to their niche
positioning and authentieity.

Regarding the followers purchasing the product, most of the interviewees feel that
they motivate their followers to search for more information about a product or
brand and that in the end they are convinced to buy it. Ana Gomes mentioned that
she wvsually receives photos from her followers showing that they bought the
product. Furthermore, Maria Guedes regularly has this kind of feedback from the
brands, adding that the displayed products that are in her markets and the products
that she uses daily have a higher demand. Margarida Marques de Almeida also
shares this poini of view, emphasising that when the communication 1s consistent
and it 15 part of the influencer’s lifestyle, it will create interest among the audience.
Catarina Cabrera highlighted that she likes what she uses or does and if her
followers identify themselves with the product or service, this way thev can also
buy and enjoy it. Anita da Costa also added that, in regard to the brands, she gives
the product a story, making it part of her life and in relation to her followers, she
offers daily inspiration on several topics.
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5.2. Quantitative study

The data obtained from the gquestionnaire was analysed uwsing SmartPLS3 software
(Ringle et al., 2015). A total of 345 responses were collected, but only 206 respondents
declared 1o follow fashion digital influencers. Structural Equation Modelling (SEM) by
means of SmartPLS 3 (Ringle et al., 2015) was used to test the conceptual model.

Firstly, the reliability and the wvalidity of the measurement model were exam-
ined. The reliability, convergent validity, internal consistency reliability, and dis-
criminant validity of the constructs were analysed to evaluate the quality of the
measurement model (Hair et al., 2017). The results indicated that the standardised
factor loadings of all items are higher than 0.7, p < 0.001 (with a minimum value
of 0.735 and a maximum value of 0.91). The internal consistency reliability was
also tested, since all the construets’ Cronbach alphas and composite reliability
{(CR) values are higher than the recommended value of 0.7 (Hair et al., 2017)
(Table 3). The constructs also showed convergent validity: (1) the factor loadings
of all the items on their corresponding constructs are positive and significant; (i1)
the CR walues are greater than 0.70; (ii1) the average wvariance extracted (AVE)
values for all constructs are above 0,30 (Bagozzi & Yi, 1988), as shown in Table 3.
Additionally, two methods were considered in order to evaluate the discriminant
validity: (i) the Fornell and Larcker (1981) eriterion was used, confirming that the
square rool of AVE is greater than its highest correlation with any construet, (ii)
the heterotrait-monotrait ratio (HTMT) criterion was used (Hair et al, 2017). All
HTMT wvalues are lower than the reference value of 0.85 (Hair et al., 2017),
supporting the diseriminant validity.

The collinearity was also tested (Hair et al., 201 7). The VIF values ranged from 1.00 o
2.13. As the values are lower than the reference critical value of 5 (Hair et al., 2017), no
collinearity was found.

Table 3. Composite reliability, average variance extracted, correlations, and discriminant validity
checks.

Latent Variables a CR AVE 1 I 3 4 5 [ 7

(1) attitude towards sponsored posts 0.857 0913 0.777 0.881 0.703 0.575 0.576 0.672 0.466 0.579
(2} Content quality 0.820 0.882 0.652 0.594 0.807 0.800 0.503 0.546 0.481 0.754
{3) Expertise 0.652 0.852 0.742 0.436 0.585 0.861 0.489 0.376 0.435 0.799
(4} Para-social interaction 0.903 0.926 0.675 0.508 0.439 0.377 0.822 0.642 0.729 0.549
{5) Purchase intention 0.89 0.928 0.763 0.598 0.469 0.288 0.589 0.873 0.479 0.410
{6} Strmilarity 0.B97 0.921 0.660 O.416 0415 0.340 0.659 0.438 0.812 0.598
{7} Trstworthiness 0.689 0.865 0.762 0.450 0.569 0.335 0.434 0.326 0.465 0.873

Hote: Bolded numbers correspond to the square roots of AVE. Below the diagonal values are the correlations between the
constructs. Above the diagonal values are the HTMT ratios.

Table 4. Structural model assessment.

Path Path coefficient Standard errors  f statistics  p values
Expertise— Purchase intention -0.082 0.069 1.192 0.234
Content quality—~ Purchase intention 0.158 0.072 2,205 0.028
Similarity— Purchase intention 0.031 0.079 0.400 0.690
Para-social interaction— Purchase intention 0.370 0.068 5.450 0.000
Attitude towards sponsored posts— Purchase intention 0.366 0.090 4,052 0.000
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Table 5. Bootstrap results for indirect effects.

Indirect effect Estimate  Standard errors  fstatistics  pwvalues

Trustworthiness— Contemt guality— Purchase intention 0.057 0.023 2.055 0.040

Trustworthiness— Attitude towards sponsored posts— 0.111 0,04 1.716 0.007
Purchase intention

Expertise—= Attitude towards sponsored posts— 0.100 0,030 3.362 0.001

Purchase intention

The structural model was evaluated by means of the sign, magnitude, and significance
of the structural path coefficients; the magnitude of R? value for each endogenous
variable as a measure of the model’s predictive accuracy; and the Stone Stone-Geisser’s
@ values as a measure of the model’s predictive relevance (Hair et al., 2017). The R?
coefficient of the three endogenous variables of content quality, attinde towards spon-
sored posts, and purchase intention show values of 43.4%, 25.6%, and 48.2%, respectively.
Consequently, these values are above the reference value of 10 (Falk & Miller, 1992).
The )F values i regard to all endogenous variables are 0.274, 0.188. and 0.348, respec-
tvely. As these values are higher than zero, the predictive relevance of the model was
confirmed. Bootstrapping with 5000 subsamples was accomplished in order to assess the
significance of the parameter estimates (Hair et al., 2017).

In regard to this research hypotheses, the results demonstrated that expertise does not
significantly influence purchase intention (5 = —0.082; p = 0.234). Hence, these results do
not support H1. In contrast, content quality has a significantly positive relationship with
purchase intention (f = 0.158; p < 0.05). Considering this result, H2a is validated. The
relationship between similarity and purchase intention is not significant (f = 0.031;
p = 0.690) and thus the results do not support H3. As shown in Table 4, para-social
interaction has a significantly positive effect on purchase intention (f = 0.370; p < 0.001).
Therefore, this result supports H4. Moreover, attitude towards sponsored posts has
a significantly positive influence on purchase intention (f = 0.366: p < 0.001).
Consequently, this result provides support for H3a.

A bootstrapping procedure was conducted to test the significance of the indirect
effects through the mediators, as recommended by Hair et al. (2017) to assess mediation
hypotheses. The results regarding the mediation effects are shown in Table 5. The
indirect effect of trustworthiness on purchase intention through the mediator of content
quality is significant (§ = 0.057; p < 0.05). Thus, this result supports the mediation
hypothesis H2b. Additionally, the indirect effects of trustworthiness on purchase inten-
tion and of expertise on purchase intention through the mediator of attitude towards
sponsored posts are significant (f = 0.111; p < 0.01) and (f = 0.100; p < 0.01), respectively.
Accordingly, the mediation hypotheses H3b and H3c are supported.

6. Discussion

Regarding the results of the quantitative study, the characteristics associated with
digital influencers were particularly emphasised as they may have a direct and
a positive impact on the purchase imtention of a recommended fashion product
Consequently, the study found a significant positive relationship between content
quality and purchase intention as well as between PSI and purchase intention.
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Hence, the content quality posted by digital mfluencers in social media has
a significant and positive relationship with purchase intention in fashion. If consu-
mers believe that the content provided by a digital influencer is accurate, reliable, and
updated, it can generate purchase intention of a recommended fashion product. This
result aligns with the findings of Magno (2017) and Duong and Sung (2021), who
showed that the blogger’s content quality can positively impact the purchase intention
of the products suggested by the blogger. They also reinforce the research carried out
by Erkan and Evans (2016), who indicated that the guality of eWOM information in
social media appears to be a key factor in influencing consumers” purchase mniention.
In addition, the quantitative study results indicate that content quality mediates the
relationship between trustworthiness and purchase intention, reinforcing the impor-
tance of providing authentic content. Accordingly. digital imfluencers” trusiworthiness
indirectly influences consumers® purchase intention in fashion.

Furthermore, para-social interaction (PSI) between digital influencers and their fol-
lowers positively mfluences purchase intention of a recommended fashion product. More
specifically, this result suggests that consumers’ purchase intention of a recommended
fashion product is likely to occur if followers regard digital influencers as their close
fiends and 1f they feel they are part of their group. The resulis of this study are consistent
with findings of past research, for example, K. Hwang and Zhang (2018) as well as Lee
and Waikins (2016). According to Lee and Watkins (2016) study, PSI between YouTube
vloggers and their viewers can positively influence the purchase intention in luxury
fashion. Accordingly, Sokolova and Kefi's (2020) study demonstrated that PSI between
digital influencers and their followers can have a positive effect on purchase intention in
beauty and fashion, sugeesting that consumers who are attached or even addicted to
a digital influencer may show a great purchase intention.

Contrarily to the study conducted by Chin Lung Hsu et al. (2013), who showed that
trustworthiness can positively impact purchase intention, in this study this vanable was
not found 1w have a sigmiicant influence. The mediating effect shows that trustworthiness
is not a sufficient condition since it needs to be combined with content quality to
influence the purchase intention. In the same way, the direct relationship between
experiise and purchase iniention was not stanstically supporied and hence this study
does not remnforee the study of K1 and Kim (2019). This result can indicate that despite
fashion digital influencers being sometimes perceived as experts in this area, this char-
acteristic is not sufficient to influence purchase mtention of a recommended fashion
product. Instead, it must be combined with a positive attitude of the consumer i1n relation
o sponsored posis.

Unlike the findings of the research conducted by Magno (2017), who confirmed that
similarity can have a significant and positive effect on purchase intention, in this study
the direct relationship between similarity and purchase intention did not find statistical
support. As such, consumers may identify themselves with a digital influencer’s values
and behaviours, however, this characieristic may not directly lead to purchase miention
of a recommended fashion product.

In relation to the attitude towards sponsored posts, a significant positive relation-
ship between this variable and purchase intention was verified. In other words, when
consumers have a posilive atitude towards a digital influencer’s sponsored posts,
believing that those posts are truthful and accurate, consumers are likely to develop
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a purchase intention regarding recommended fashion products. This result corrobo-
rates the findings of the siudy accomplished by Lu et al. (2014), who indicated that
when consumers have a positive aititude towards sponsored recommendation posts,
it can lead to purchase intention. Moreover, Y. Hwang and Jeong (2016) realised that
sponsorship disclosure can have a negative impact on the source credibility and
message attitudes. Nevertheless, when digital influencers add a note mentioning that
the opinions expressed are their own, the negative impact can decrease, as consumers
believe that the posis are honest. Therefore, the previous studies also mention the
imporiance of providing honest sponsored content. Additionally, the quantitative
study resulis show that attitude towards sponsored posts mediates the relationship
between trustworthiness and purchase intention as well as between expertise and
purchase ntention. In other words, atiitude iowards sponsored posis coniributes o
the explanation of the effecis of trustworthiness as well as the effecis of expertise on
the purchase intention of a recommended fashion product.

To complement the discussion of quantitative results, it 1s also important to highlight
several topics that were mentioned in the interviews and that are relevant according to digital
influencers. For instance, in the opinion of interviewed digital influencers, the number of
followers does not imply that they do an effective job and thus the most important
characteristics refer to the connection between digital influencers and their audience, the
consisteney with what 1s communicated, transparency, and creativity. This perspective aligns
with previous research (e.g. Kato, 2021) and suggests that to be effective in their job, it is
fundamental for the digital influencers o create a connection with followers based on
consistency, ransparency as well as creativity. Furthermore, all the interviewees mentioned
that they interact with their followers through comments and messages. Only one inter-
viewee stated that her interaction with followers 1s restricted, to protect her personal life,
emphasising that her job s to inspire consumers and not make them feel that they are part of
her life. Previous research highlights the importance of the ahignment of the fashion brand
and a specific ifestyle to improve consumption intention (Jeong & Ko, 2021).

7. Conclusions
7.1. Theoretical contributions

Past research on digital influencers is scarce since the theme 15 recent. Although
previous research emphasises the importance and interest in digital influencers,
a broad investigation is necessary (Jiménez-castillo & Sanchez-fernandez, 2019). This
study addresses this research gap, by assessing the role of digial influencers on
purchase intention n fashion indusiry. One of the main contnibutions refers to the
digital influencers’ characteristics, which were found to impact purchase intention
significanily and positively.

Another relevant contribution is related to the mediating roles of content quality and
artitude towards sponsored posts. Hence, this study broadens existing literature by evaluat-
ing the indirect relationships between trustworthiness and purchase intention through
content quality and attitude towards sponsored posts. Also, between experiise and purchase
mtention through attitude towards sponsored posts. Furthermore, the interviews with
digital influencers contributed to understanding their opinions regarding the most
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unportant characteristics that define quality of their job. In the interviews they also under-
lined the connection with their followers, transparency, consistency, and creativity. They
also mentioned that they need to identify themselves with the brand or product in order to
accept a partnership. All these findings contribute to shedding light on influencer market-
ing, enriching the investigation about the role of digital influencers on purchase intention.

7.2. Managerial implications

This study can mspire changes in social media marketing and eWOM strategies, when
resorting to digital influencers. Accordingly, fashion brands can select the most suitable
digital influencers based on the level of PSI established between the digital influencer and
the target audience. This choice can also be based on the content quality provided by
digital influeneers. Thus, this study provides significant digital influencers characteristics
that go bevond the number of followers. In fact, according to the interviewed digital
influencers, the number of followers is not the most important and it does not result in
true influence. In addition, when developing partnerships with digital influencers, fash-
ion brands can benefit from the creative content generated by digital influencers whose
lifestyle 1s aligned with the product posinoning.

7.3. Limitations and future research

Due to a lack of resources, the main imitation of this study was the use of a non-probability
sample, namely the convenience sample, which implies that the results obtained cannot be
statistically generalised to the population. Additonally, 1t 1s not possible to ensure that
respondenis fully understand the questions throwgh an online questionnaire. Moreover,
only the Poriuguese respondents who follow or search for fashion digital influencers were
considered, and they were maimnly female. Hence, 1t 15 suggested that future research uses
larger samples to represent the population more accurately,

Regarding future research, more studies on digital influencers are necessary. For
instance, a further investigation of the relationships between characteristics of digital
influencers and purchase intention 15 suggested. Considering the results of this study,
future research may have to particularly assess the direct effects of trustworthiness,
expertise, and similarity on purchase intention by exploring moderating effects, since
previous research managed to establish these connections. Furthermore, there was no
relationship found between similarity and purchase intention, suggesting that future
research should examine factors that would influence purchase intention. Finally, as this
study focused on fashion industry, future research might investigate the variables that
were used in this study to verify if they influence purchase intention in other industries.
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