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Abstract—This research aims to study the impact of
influencers through social media which is focused on Influencer's
Credibility, Influencer's Attractiveness, Fit-Influencer-Product
Level and Meaning Transfer on the intention to buy online
through Consumer Attitudes towards Advertising and Consumer
Attitudes towards Brands. The method used for data analysis is
to use Structural Equation Modeling (SEM). The questionnaire
was collected from two hundred and sixty-five consumers who
had bought fashion products online. The results indicate that
online purchase intention can be directly influenced by consumer
attitudes towards brands and also consumer attitudes towards
advertising, while social media influencer marketing has no
direct effect on Online Purchase Intention. Companies can
improve consumer attitudes towards advertising through
Influencer Credibility, Influencer Attractiveness, and Meaning
Transfer. Consumer attitudes towards brands can be done
through increasing the credibility of influencer and also the
attitude of consumers towards advertising.
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I. INTRODUCTION

Social media has proven to be an interactive channel that
allows marketers to increase the presentation of audio-visual
products and services, by offering more attractive and more
sophisticated forms of digital advertising than traditional mass
media [1]. Based on Indonesian digital data in 2019, as many
as 56% of Indonesia's population actively uses social media
with the most widely used platforms are YouTube, WhatsApp,
Facebook, and Instagram.

The researchers argue that advertising through social media
has a more significant and effective role in building attitudes
towards brands and can influence buying intentions compared
to traditional advertising [2]. If advertising is considered a sales
tool and not an information channel, consumers feel threatened
and will turn to word of mouth as a credible source for their
purchasing decisions [3]. The form of word of mouth that

focuses on social media and done professionally, one of which
is through an influencer [4].

Influencers are people who have great potential to influence
others, in this case, the followers because of properties such as
the frequency of influencer communication itself or personal
persuasion [5]. Influencers are known for their expertise in
consumer awareness move to switch to the products or services
offered easily [3].

Social learning theory states that in promoting the product,
the intention of the individual to make a purchase is strongly
influenced by consumer attitudes and influences the
effectiveness of social media followers (source credibility,
source attractiveness, product compatibility, and transfer of
meaning) [6]. Endorser credibility can influence consumer
attitudes towards advertisements and attitudes toward products
offered, then attitudes will affect the purchase intention [7].
Empirical studies conducted by Tanjung and Hudransyah [8]
suggest that influencers can attract consumers to watch
advertisements, but consumers may not pay attention to the
brands being promoted because they focus on the influencers.
Although this strategy has good prospects, business people do
not understand how to choose the right influencers to market
their products and choose a target audience to start influencer
marketing [9,10].

Il. LITERATURE REVIEW

The credibility of influencers is considered as an important
factor that can influence consumer purchase intentions and
attitudes towards advertising [8]. In other studies, also stated
that Influencer's credibility can influence consumer attitudes
towards advertising [7,11,12]. Hypotheses can be formulated:

H1b: influencer's credibility has a positive effect on
consumer attitudes on advertising

Information presented by a credible source can influence
the trust, opinions, attitudes, and behavior of consumers
towards the brand [6]. Another study found that attitudes
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towards brands can be influenced by influencer's credibility [7,
13].

Hic: influencer's credibility has a positive effect on brand
attitude

Influencer attractiveness in advertising affects consumer
attitudes toward advertising and buying interest is high [8].
Another study finds influencer's attractiveness has an influence
on online purchase intention [14]. Another research also found
the influencer attractiveness has an influence on online
purchase intention [13]. Therefore, the hypothesis can be stated
as follows:

H2a: Influencer's attractiveness has a positive influence on
consumers' intention to buy online.

Influencers with a good physical appearance and/or non-
physical character of interest can support advertising and can
generate interest in the audience to listen to the ads [15].
Different studies found that attractiveness influencers have an
influence on the attitude toward the ad [13,16]. Therefore, the
following hypothesis has been developed:

H2b: The attractiveness of influencers has a positive effect
on consumer attitudes towards advertising

Influencers can enhance the brand value of the product
being advertised [15]. The attractiveness influencers have an
influence on the attitude towards the brand [17]. Another study
found that attractiveness influencers have an influence on
brand attitude [13]. Therefore, the following hypothesis can be
proposed:

H2c: Influencer's attractiveness has a positive effect on
consumer attitude on brands.

Influencer degree of fit-product is a model that shows that
influencers should be appropriate in support of the product, the
product uses can increase consumer interest towards such
goods [18]. Another study also found that the influencer-
product degree of fit has an influence on online purchase
intention [6,7]. Therefore, the hypothesis can be stated as
follows:

H3a: The influencer-product degree of fit has a positive
effect on online purchase intention.

One key to success in building effective marketing
conversions is to build a proper alignment between influencers
with the products it markets [6]. The influencer-product degree
of fit has an influence on the attitude toward the ad [7].
Different studies also found that the influencer-product degree
of fit has an influence on the attitude toward the ad [19].
Therefore, the following hypothesis is formed:

H3b: The influencer-product degree of fit has a positive
effect on the attitude towards the ad.

Consumers generally have a positive attitude towards
certain products or brands because consumers believe that the
product has a level that is considered as a level of positive
attributes [20]. The level of suitability of the product influencer
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has an influence on attitudes towards the brand [7]. In other
studies, also found that the level of influencer-product fit has
an influence on attitudes towards the brand [21]. Therefore, the
hypothesis can be stated as follows:

H3c: Influencer-product degree of fit has a positive effect
on the attitude towards the brand.

Placement of messages in advertising is one of the things
that affect consumer judgments and decisions of a product [21].
The variable meaning transfer had an influence on online
purchase intention [22,23]. Another research also found that
the meaning of transfer has an influence on online purchase
intention [6]. Therefore, the hypothesis can be stated as
follows:

H4a: The influence of meaning transfer has a positive effect
on online purchase intention.

The meaning transfer can be interpreted as meaning that
moves into an ad and link to a widely accepted symbol. In the
context of an influencer, a meaning to move from influencer
through advertising. Meaning transfer variables have an
influence on the attitude toward the ad [23]. Therefore, the
hypothesis can be stated as follows:

H4b: Meaning the transfer has a positive effect on the
attitude towards the ad.

Influencers can transfer a set of meanings that are relevant
to consumers through brand/product through endorsements
[24]. Information presented by trusted sources can influence
consumers' beliefs, opinions, and attitudes [25]. Transfer of
meaning has an influence on consumer attitudes on brands
[23]. Hypotheses that can be proposed are:

H4c: meaning the transfer has a positive effect on consumer
attitudes towards brands

The feelings and cognitions related to consumer advertising
are a significant driver of attitude toward the ad, which in turn
gives a great influence on brand-related cognition, attitude
toward the brand and purchase interest [16]. When consumers
are exposed to ads, the effect can be observed through the
reaction of consumers to provide a review of the brand to
others, and how consumer behavior itself against product [26].
Attitude toward the ad has an influence on attitude toward the
brand [7]. The hypothesis can be proposed as follows:

H5: Consumer attitudes towards advertising have a positive
effect on consumer attitudes on brands.

Advertising is an easy process to improve cognitive
consumers, with attention and motivation processes. This will
increase the positive attitude toward advertising and brand and
increase consumer buying interest [27]. Consumer attitudes
toward advertising have an influence on online purchase
intentions [7]. Different studies conducted [2] support the
results of previous studies that attitudes towards advertising
have an influence on online purchase intentions [2]. The
hypothesis can be formulated as follows:
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H6: Consumer attitudes towards advertising have a positive
effect on online purchase intentions.

Consumer attitudes toward the brand can be interpreted as
conveying what is expected by the consumer in order to meet
their needs. Therefore, consumer attitudes can stimulate the
desire or interest to buy a product [28]. Consumer attitudes
toward brands have an influence on consumer intentions to
make purchases online [7]. Another study by Sallam and
Algammash [26] obtained the same results which stated that
consumers' attitudes towards brands influence consumer's
intention to make online purchases [26]. Therefore, a
hypothesis can be proposed:

H7: Consumer attitudes towards brands have a positive
effect on online purchase intentions

I1l. METHODS

This research using hypothesis testing to answer parts of the
problem statement. All the measurement items of the constructs
were adapted from previous studies. A total of 265 respondents
who have valid data and can be analyzed. The method used for
data analysis is Structural Equation Modeling (SEM).

IV. RESULTS AND DISCUSSION

A. Results
TABLE I HYPOTHESIS RESULT
Hypothesis Coefficient T- P-Value [Conclusion
Statistic

Hla: Influencer Credibility — Online | -0.042 0.764 | 0.445 | Not
Purchase Intention Supported
H1b: Influencer Credibility — Attitude | 0.130 2,226 | 0,026 | Supported
towards the Ad
Hlc: Influencer Credibility — Attitude | 0.160 2,310 | 0,021 | Supported
toward the Brand
H2a: Influencer Attractiveness — | 0.092 1,256 | 0.210 | Not
Online Purchase Intention Supported
H2b: Influencer Attractiveness — | 0.267 2.866 | 0,004 | Supported
Attitude towards the Ad
H2C: Influencer Attractiveness — | -0.016 0.208 | 0.835 | Not
Attitude towards the Brand Supported
H3a: Influencer-Product Degree of Fit | -0.142 1,982 | 0,048 | Not
— Online Purchase Intention Supported
H3b: Influencer-Product Degree of Fit | 0.104 1.575 | 0.116 | Not
— Attitude towards the Ad Supported
H3c: Influencer-Product Degree of Fit | 0,037 0.584 | 0.560 | Not
— Attitude towards the Brand Supported
H4a: Meaning Transfer — Online | 0.099 1.249 | 0.212 | Not
Purchase Intention Supported
H4b: Meaning Transfer — Attitude | 0.304 3.386 | 0.001 | Supported
towards the Ad
H4c: Meaning Transfer — Attitude | 0.129 1.755 | 0.080 | Not
towards the Brand Supported
H5: Consumer Attitude towards Ad — | 0.507 7.476 | 0.000 | Supported
consumer Attitude towards on Brands
H6: Consumer attitude towards Ad — | 0.215 2.241 | 0.025 | Supported
Online Purchase Intention
H7: Consumer Attitude towards the | 0.445 4.160 | 0.000 | Supported
Brand — Online Purchase Intention

Source: processed data
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Table 1 shows that influencer's credibility has a significant
positive effect on consumer attitudes towards advertising and
also consumer attitudes toward brands (supporting H1b, H1c).
The attractiveness of influencer has a significant positive effect
on attitudes towards advertising (supporting H2b). The
meaning of transfer has a significant positive effect on
consumer attitudes towards advertising (supporting H4b).
Attitudes towards Advertising and attitudes towards brands
have a significant positive effect on online purchase intentions
(supporting H6, H7). The results also revealed that the effect of
attitude towards the brand is greater than the attitude towards
advertising on online purchase intentions

B. Discussion

The objectives of this study aims are to examine the
influence of social media Influencer marketing on Attitude
towards the Ad, Attitude towards the Brand and Online
Purchase Intention. Social media influencers consisting of
Influencer Credibility, Influencer Attractiveness, Influencer-
Product Degree of Fit and Meaning Transfer.

The results of hypothesis testing indicate the influencer's
credibility does not influence the intention to make purchases
online. The results of this study are consistent with research
conducted by Lim et al. [6] but do not support previous
research [7] which shows the influence of influencer's
credibility on consumers' intention to make online purchases.

The credibility of an influencer can influence consumer
attitudes towards advertising and also the brand. The results of
this study support previous research conducted by researchers
[12,13].

Influencer attractiveness has a significant effect on online
purchase intention. The results of this study are not by what
was done by Sinaga and Kusumawati [14], which states that
there is an influence between influencer attractiveness on
online purchase intention. However, the results of this study
support previous studies by Lim et al. [6] who stated that there
was no significant influence between influencer attractiveness
on online purchase intention.

The attractiveness of influencer has a significant effect on
online purchase intentions. The results of this study are not
following what was done by Sinaga and Kusumawati [14],
however, supporting previous research by Lim et al. [6].

Influencer-product degree of fit has a positive and
significant effect on online purchase intention. The results of
this study are the following research conducted by Lim et al.
[6]. The influencer-product degree of fit does not have a
significant effect on attitude towards the ad and attitude
towards the brand. The results of this study differ from studies
conducted by Choi and Rifon [19] where the influencer-
product degree of fit influences attitude towards the ad. The
results also differ from the results of research conducted by
Wijaya [21] where there is an influence between the influencer-
product degree of fit on attitude towards the brand.
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The meaning of transfer has no significant effect on online
purchase intention. The results of this study differ from
research conducted by Roy and Jain, Miller and Allen [22,23]
where there is an influence between meaning transfer to online
purchase intention.

The meaning of transfer has a significant effect on attitudes
towards advertising but does not affect attitudes towards
brands. The results of this study are consistent with research
conducted by Roy and Jain [22]. Related to attitudes towards
brands the results of this study differ from the results of
research conducted by Miller and Allen [23] where there is an
influence between the meaning of the transfer on attitudes
towards the brand.

Attitude towards the ad has a positive and significant effect
on attitude towards the brand. The results of this study are
consistent with research conducted by Gaied et al. [7].

Based on the results of hypothesis testing, it is known that
Online Purchase Intention is directly affected by Attitude
towards the Brand and Attitude towards Advertising. The
results of this study are consistent with research conducted by
Mukherjee and Banerjee [2] and also Salam and Algammash
[26].

V. CONCLUSION

Based on the conclusion, the research can be used as a
reference for business people who want to use influencer
marketing services on social media.

Businesses should pay attention to the factors that make
consumers interested in the product being marketed. Choosing
the appropriate influencers with the product to be marketed into
consideration is very important because it can influence the
influencers of consumer buying interest towards the product.
Besides, businesses need to choose influencers with good
credibility, popularity, and influencers who have the
information up to date, because influencer can influence
consumer attitudes toward advertising market. Furthermore,
influencers must also provide information correspond to reality
and do their duties with full responsibility and have the
experience of a marketed product, so that consumers will feel
attracted to the brand when the brand is marketed by
influencers. Although the credibility influencer only affects
consumer attitudes toward the brand, it is expected the
presence of the positive attitude of consumers will lead to an
interest in buying the products. But through credibility will
create consumer awareness of the product being marketed. For
further research, it is advisable to choose a figure influencer
that will be used as a role model in the study. Besides, further
research is recommended to seek other social media who want
to study, such as YouTube, Facebook, Twitter and so on.
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