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Abstract. This study examines the impact of influencer credibility and online 

promotion on purchase intention. The research employs a descriptive verification 

approach, describing and explaining the variables under study before concluding. 

In this study, purchase intention serves as the dependent variable, while influ-

encer credibility and online promotion function as independent variables. The 

study population consists of Blibli's Instagram followers, with a sample of 410 

user accounts selected through simple random sampling using a probability sam-

pling technique. Data analysis is conducted using Multiple Linear Regression 

with the assistance of SPSS 23.0 for Windows. The findings indicate that influ-

encer credibility has a positive and significant effect on purchase intention, online 

promotion also has a positive and significant impact on purchase intention, and 

both influencer credibility and online promotion have a positive and significant 

influence on purchase intention. 

Keywords: E-Commerce, Influencer Credibility, Online Promotion; Purchase 

Intention. 

1 Introduction 

The development of communication technology means that information can be ob-

tained quickly and easily. Nowadays, mobile phones have facilities in the form of the 

Internet, which is a communication channel between individuals [1]. Technological de-

velopments in terms of communication have made business competition increasingly 

fierce, thus requiring companies to innovate in formulating online marketing strategies 

[2]. Every company competes to market its products, which are closely related to con-

sumer behavior so that people can know about brand products [3, 4]. 

 

Consumer behavior is challenging for all companies to support products or services 

[5]. Consumer behavior uses research methods and procedures from psychology, soci-

ology, economics, and anthropology to increase customer satisfaction, which leads to 

customer loyalty [6, 7]. Consumer desires are very diverse and can change at any time, 

which is influenced by many factors influencing consumers in purchasing. Therefore, 

marketers must master and understand consumer behavior so that their marketing 
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strategies can run effectively and efficiently and meet targets. determined that the com-

pany can achieve it [8, 9]. 

One aspect that companies need to pay close attention to is the process of forming 

purchasing intentions carried out by consumers when consumers think about the goods 

or services to be purchased, starting from the price, model, shape, packaging, quality, 

function, or use of the goods [10-12]. Purchase intention is a consumer's intention to 

purchase a product or service [13].  

Purchase intention is an essential concept in business that has been discussed exten-

sively by academics and practitioners for the last 40 years [14-16]. The concept of pur-

chase intention was first studied in 1976 by Fishbein & Ajzen, who adopted the theory 

of reasoned action [17]. Purchase intention is a concept that reflects actual purchasing 

behavior [18]. Understanding what consumers want and creating purchase intention in 

consumers is an effective strategy for facing a dynamic business environment [19]. 

Purchase intention is still a problem that needs to be studied by academics and prac-

titioners to develop appropriate marketing strategies, such as product updates to in-

crease consumer interest in brands, thereby creating a highly competitive advantage 

[20, 21]. This occurs when other factors stimulate consumers to purchase based on their 

characteristics and decision-making processes [22]. The problem of purchase intention 

can be measured using several dimensions, including attention, interest, desire, and ac-

tion [23]. 

E-commerce in technological development has a reasonably large share, with the 

average global e-commerce adoption being 78.6%. Indonesia also has a significant im-

pact on the use of e-commerce services. Figure 1 shows that Indonesia is in first place 

with a percentage of e-commerce users of 88.1%, beating developed countries, namely 

England, which has a % of e-commerce users of 86.9%. The Philippines follows this 

with a % of e-commerce users of 86.2%, then Thailand, Malaysia, Germany, Ireland, 

South Korea, Italy, and Poland. The large percentage of e-commerce users has a huge 

impact, especially on business and marketing development, which creates an increas-

ingly high level of competition and results in the closure of several industries that can-

not compete. 

Figure 2 shows the average traffic trend that Blibli has had in the last 5 years. It can 

be seen that Shopee is in first place with an average of 62, followed by Tokopedia with 

an average of 26, Lazada with 18, and Bukalapak with 9, while Blibli is ranked last 

with a trend average of 3. 

Indications of purchase intention on Blibli can also be shown by total visits data 

based on search overview results conducted by Similarweb [24], which reflect consum-

ers' strong desire to buy and try products. Blibli is ranked 4th out of the five most pop-

ular e-commerce sites in Indonesia. Figure 3 total visits show that Shopee is ranked 

first in e-commerce, which is most often searched for by people, while Blibli is ranked 

4th with 81.23 million total visits, which is still relatively low if you look at the data on 

the percentage of e-commerce users in Indonesia which is so large. 
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Fig. 1. 10 countries with the highest percentage of e-commerce use in the world (April 2021). 
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Fig. 2. Average e-commerce traffic trend in 5 years. 

 

 

Fig. 3. Total visits. 
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Many companies use social media for their marketing strategies and apply it as a tool 

in promotional activities for goods or services [25]. Product marketing via social media 

can be done through influencers because this method is cheaper and more effective. An 

influencer is a person or figure on social media who has a large or significant number 

of followers, and what they convey can influence the behavior of their followers [26]. 

Several previous studies show that problems regarding purchase intention can be 

solved with influencer credibility and online promotion [27-29], which is a social and 

managerial process for individuals and groups to obtain their needs and desires by mak-

ing, offering and buying and selling [30]. Influencer credibility is a characteristic pos-

sessed by a person who can give rise to other people's trust in what they have said and 

done [31]. Influencer credibility influences the psychological condition of the influenc-

er's followers in receiving whatever information is provided [32]. With the encourage-

ment of influencers who have good credibility, they can impact consumers by increas-

ing an action that influences or even carries out a purchasing activity or purchase inten-

tion [33]. 

Online promotion can influence consumer perceptions, emotions, and experiences, 

such as patterns in influencing purchases [34]; consumers who agree with online pro-

motion tend to have purchase intention, so a company must be able to provide good 

online promotion. The better a company promotes its products online, the more it is 

known and trusted by consumers. This shows a significant positive relationship be-

tween online promotion and purchase intention [35]. 

2 Methods 

This research was conducted using a marketing management approach to analyze the 

influence of influencer credibility and online promotion on purchase intention among 

Blibli Instagram followers in Indonesia. There are research variables in this study, in-

cluding the dependent (endogenous) variable, namely purchase intention, which in-

cludes transactional interest, referential interest, preferential interest, and exploratory 

interest [36]. Furthermore, the research object as an independent (exogenous) variable 

is influencer credibility which includes expertness, trustworthiness, and attractiveness 

[37] as well as online promotion including promotion frequency, promotion quality, 

promotion quantity, promotion time, and accuracy or suitability of promotional objec-

tives [38]. The respondents in this research were Blibli Instagram followers in Indone-

sia. This research uses a cross-sectional study because data collection is only done once 

[39]. 

Based on the type of research, namely descriptive and verification research carried 

out through data collection in the field, the research method used is the explanatory 

method. Survey. The explanatory survey method was carried out through information-

gathering activities using a questionnaire to determine the opinions of some of the pop-

ulation studied regarding the research. 

The sampling technique used in this research is a probability sampling technique 

because each element of the research population has the same chance or probability of 

being selected as a sample. The simple random sampling method or simple random 
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sampling is the process of selecting sampling units so that each sampling unit in the 

population has an equal chance of being selected into the sample [40]. The sample from 

this research was 410 samples from the target population, namely Blibli Instagram fol-

lowers, with the help of SPSS 23.0 for Windows to test the hypothesis using the multi-

ple linear regression data analysis method. 

3 Results and Discussion 

Based on the results of data processing by researchers, the overall influencer credibility 

variable is based on three dimensions: expertness, trustworthiness, and attractiveness. 

The total expertness score is 6,261 with an ideal score of 8,610; the total score for the 

trustworthiness dimension is 5,979 with a perfect score of 8,610, and the total score for 

the attractiveness dimension is 5,725 with a total score of 8,610. So, the overall influ-

encer credibility score is 17,965, and the ideal score is 25,830. 

Based on the results of data processing carried out by researchers, the overall online 

promotion variable is based on five dimensions consisting of promotion frequency, pro-

motion quality, promotion quantity, promotion time, and accuracy or suitability of pro-

motional objectives. The total score for the promotion frequency dimension is 2,116 

with an ideal score of 2,870, the total promotion quality score is 3,807 with a perfect 

score of 5,740, the total promotion quantity score is 2,178 with an ideal score of 2,870, 

the total promotion time score is 2,137 with a perfect score of 2,870, and the total ac-

curacy or suitability of promotion objectives is 2,132 with an ideal score of 2,870. So, 

the total score for the online promotion variable is 12,370, with a perfect score of 

17,220. 

Based on the results of data processing by researchers, the overall purchase intention 

variable is based on four dimensions: transactional interest, referential interest, prefer-

ential interest, and exploratory interest. The total transactional interest score is 5,553 

with an ideal score of 8,610, the total referential interest score is 6,386 with a perfect 

score of 8,610, the total preferential interest score is 6,189 with a perfect score of 8,610, 

and the total exploratory interest score is 4,174 with an ideal score of 5,740. So, the 

total score for the purchase intention variable is 22,302, with a perfect score of 31,570. 

3.1 Normality Test 

The normality test is carried out to determine whether the data obtained from distrib-

uting the questionnaire is normally distributed so that the data can be used in a multiple 

linear regression model. A statistical test was carried out using SPSS 23.0 for Windows 

to find out this. The normality test can be seen through the graphic plots in Figure 4. 

Based on Figure 4, it can be seen that the data is distributed diagonally and follows the 

diagonal direction. Then, the regression results are obtained, namely that the population 

fulfills the standard distribution assumption. 



One-Sample Kolmogorov-Smirnov Test 
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Fig. 4. Normality test of influencer credibility and online promotion on purchase intention. 

Apart from that, to further strengthen the evidence that the research data is normally 

distributed, the researchers used the Kolmogorov-Smirnov test to carry out the normal-

ity test. The criteria that apply to the normality test are if the significance is <0.05, it 

indicates a significant difference or is not normally distributed; if the significance is 

>0.05, it suggests that there is no significant difference or is normally distributed. The 

results of the Kolmogorov-Smirnov test can be seen in Table 1. 

Table 1. Kolmogorov Smirnov Test. 

 Unstandardized 

Residual 

N  410 

Normal Parametersa,b Mean .0000000 

 Std. Deviation 5.66232475 

Most Extreme Differences Absolute .043 

 Positive .026 

 Negative -.043 

Test Statistic  .043 

Asymp. Sig. (2-tailed)  .065c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

Based on Table 1, it can be seen that the significance value of the research data normal-

ity test is 0.065, where this value is greater than 0.05, so it can be concluded that the 

research variable data is stated to have a normal distribution of data. 

3.2 Linearity Test 

The linearity test is carried out to determine the relationship between influencer credi-

bility variable and online promotion variable with purchase intention variable. If the 
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value of Sig. Deviation linearity > 0.05, there is a linear relationship between influencer 

credibility and online promotion variable with purchase intention variable. Meanwhile, 

if the value of Sig. Deviation from linearity < 0.05, there is no linear relationship be-

tween influencer credibility and online promotion variable with purchase intention var-

iable. The results of data processing can be seen in Table 2 and Table 3. 

Table 2. Linearity test of influencer credibility variable against purchase intention variable. 

ANOVA Table 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Purchase Be- (Combined) 8164.871 28 291.603 6.778 .000 

Intention * tween Linearity 6740.136 1 6740.136 156.667 .000 

Influencer Groups Deviation 

from Linearity 

1424.735 27 52.768 1.227 .204 

Within  16391.386 381 43.022   

Total  24556.256 409    

Table 2 shows the results of the linearity test, the Sig. Deviation from linearity is 0.204 

or greater than 0.05, so it can be concluded that there is a linear relationship between 

influencer credibility and purchase intention. 

Table 3. Linearity test of online promotion variable against purchase intention variable. 

ANOVA Table 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Purchase Be- (Combined) 11705.392 23 508.930 15.287 .000

Intention * tween 

Groups 
Linearity 11197.713 1 11197.71

3 

336.344 .000

Online 

Promotion Deviation 

from Linearity 

507.679 22 23.076 .693 .847

Total  24556.256 409    

Table 3 shows the results of the linearity test, the Sig. Deviation from linearity is 0.847 

or greater than 0.05, so it can be concluded that there is a linear relationship between 

online promotion and purchase intention. 

3.3 Heteroscedasticity Test 

The heteroscedasticity test aims to test whether there is inequality in the residuals from 

one observation to another in the regression model. If the variance of the residuals is 

constant, it is called homoscedasticity; if it is different, it is called heteroscedasticity. 

The basis for decision-making from the heteroscedasticity test is that if the Sig value is 

> 0.05, then it can be concluded that there is no heteroscedasticity problem. Still, 
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conversely, if the Sig value is <0.05, then it can be concluded that there is a heterosce-

dasticity problem, a good regression model shows homoscedasticity or not. Heterosce-

dasticity occurs [41]. The results of the heteroscedasticity test are shown in Figure 5. 

 

Fig. 5. Heteroscedasticity Test Scatterplot. 

The test result data in Figure 5 shows that the points are quite spread out both above 

and below the number 0 on the Y-axis. This means that the variables tested do not 

contain heteroscedasticity. To support this conclusion, it is necessary to carry out a 

heteroscedasticity statistical test, as in Table 4. 

Table 4. Heteroscedasticity Test (Glejser). 

 Coefficientsa    

Standardized 

Coefficients 

Unstandardized 

Coefficients 

Model B Std. Error Beta t Sig. 

1 (Constant) 5.699 1.517  3.756 .000 

Influencer Credibility -.006 .044 -.009 -.141 .888 

Online Promotion -.033 .055 -.040 -.598 .550 

a. Dependent Variable: ABS_RES 

From Table 4, it can be concluded that there is no heteroscedasticity in the variables, 

based on the significance value of influencer credibility variable of 0.888 or greater 

than 0.05 and online promotion variable of 0.550 or greater than 0.05. 

3.4 Multicollinearity Test 

The multicollinearity test aims to test whether, in the regression model, a correlation is 

found between the independent variables [42]. The results of this research's multicol-

linearity test can be seen in Table 5. 



 

 

 

online promotion, purchase intention will still be formed at 13.368. 

b. The regression value is 0.196. 
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Based on Table 5, it can be seen that the tolerance value for influencer credibility 

variable and online promotion variable is 0.557 or greater than 0.10. Meanwhile, the 

VIF values for influencer credibility variable and online promotion variable are 1.794 

or less than 10.00. So, it can be concluded that the influencer credibility variable and 

online promotion variable do not have symptoms of multicollinearity in the regression 

model. 

Table 5. Multicollinearity Test. 

Coefficientsa 

Collinearity Statistics 

Model Tolerance VIF 

1 Influencer Credibility .557 1.794 

Online Promotion .557 1.794 

a. Dependent Variable: Purchase Intention 

3.5 Multiple Linear Regression Analysis 

Multiple linear regression testing aims to measure how much influence the variables 

influencer credibility and online promotion have on purchase intention. The multiple 

linear regression equation model that will be formed in this research is shown in Table 

6. 

Table 6. Regression Coefficients. 

 Coefficientsa    

Standardized 

Coefficients 

Unstandardized 

Coefficients 

Model B Std. Error Beta t Sig. 

1 (Constant) 13.368 2.438  5.484 .000 

Influencer Credibility .196 .071 .134 2.759 .006 

Online Promotion 1.075 .089 .586 12.081 .000 

a. Dependent Variable: Purchase Intention 

Based on Table 6 Regression Coefficients, the coefficient values in the multiple linear 

regression equation can be seen. The equation values used are those in column B (co-

efficient). The standard multiple linear regression equation can produce the results: 

Promotion (1) Purchase Intention = 13.368 + 0.196 Influencer Credibility + 1.075 Online 

Equation (1) can be interpreted as follows: 

a. The constant of 13.368 states that without the influence variable credibility, 

 

c. The regression value is 1.075 (positive), meaning that if the online promotion 

variable increases by one unit, assuming the influencer credibility variable is 

in a constant state, then purchase intention will increase by 1.075. 
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3.6 Correlation Coefficient 

Correlation explains the level of closeness of the relationship between an independent 

and dependent variable in a multiple correlation system after controlling or controlling 

other independent variables. If the sig. If the f change value is <0.05, it is correlated, 

and if the sig. If the f value is >0.05, then it is not correlated. Table 7 shown a correlation 

coefficient interpretation. 

Table 7. Interpretation of Correlation Coefficient. 

Coefficient Interval Relationship Level 

0.00 – 0.199 Very Low 

0.20 – 0.399 Low 

0.40 – 0.599 Medium (Fairly Strong) 

0.60 – 0.799 Strong 

0.80 – 1,000 Very strong 

Based on the results of data processing with SPSS 23.0 for Windows, the results were 

obtained in Table 8. 

Table 8. Correlation Coefficient. 

Model Summary 

Ad- Change Statistics 

Model R 

R 

Squ

are 

justed 

R 

Square 

Std. Er-

ror of the 

Estimate 

R 

Square 

Change 

F 

Change 
df1 df2 

Sig. F 

Change 

1 .683a .466 .463 5.676 .466 177.578 2 407 .000 

a. Predictors: (Constant), Online Promotion, Influencer Credibility 

Table 8 shows that the sig. F change has a value of 0.000 < 0.05, which means that the 

influencer credibility and online promotion variables are simultaneously related to the 

purchase intention variable. To see the level of closeness of the relationship, look at the 

R-value or correlation coefficient value, which is 0.683, which means that the degree 

of relationship between the influencer credibility and online promotion variables and 

purchase intention has a strong correlation. 

3.7 Significance Test of Partial Influence (T-Test) 

The partial test (t test) is used to test whether or not there is an influence between the 

indicators of influencer credibility and online promotion on the purchase intention var-

iable. The guideline used is if the probability of significance is > 0.05, then there is no 

significant effect, or H0 is accepted and Ha is rejected. Suppose the probability of sig-

nificance is <0.05. In that case, there is a significant effect, or H0 is rejected and Ha is 

accepted, and this is also done using a comparison of t count with t table; if t count > t table, 

then there is a significant effect, or H0 is rejected, and Ha is accepted, and if t count ≤ t 

table then there is no significant effect, or H0 is accepted, and Ha is rejected. Simultaneous 

test results can be presented in Table 9. 
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Table 9. Correlation Coefficient. 

 Coefficientsa    

Standardized 

Coefficients 

Unstandardized 

Coefficients 

Model B Std. Error Beta t Sig. 

1 (Constant) 13.368 2.438  5.484 .000 

Influencer Credibility .196 .071 .134 2.759 .006 

Online Promotion 1.075 .089 .586 12.081 .000 

a. Dependent Variable: Purchase Intention 

The results of the partial test (t-test) in Table 9 can be explained as follows: 

a. t Test on Influencer Credibility 

It is known that the Sig value. for the influence of

b. 

 

t test on Online Promotion 

It is known that the Sig value. for the influence of 

3.8 Simultaneous Significance Test (F Test) 

The simultaneous test (F test) is used to test simultaneously (together) whether or not 

there is an influence of the independent variable on the dependent variable. The guide-

lines are that if the significance probability is > 0.05, there is no significant effect, or 

H0 is accepted and Ha is rejected. If the significance probability is <0.05, there is a 

significant effect, or H0 is rejected and Ha is accepted. Simultaneous test results can be 

seen in Table 10. 

Table 10. Simultaneous Significance Test Results (F Test). 

ANOVAa 

Model 
Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 11442.930 2 5721.465 177.578 .000b 

Residual 13113.326 407 32.219   

Total 24556.256 409    
a. Dependent Variable: Purchase Intention 

b. Predictors: (Constant), Online Promotion, Influencer Credibility 

The result data in Table 10 shows that the significance results for the influence of in-

fluencer credibility and online promotion simultaneously on purchase intention is 0.000 

< 0.05, and the calculated F value is 177.578 > F table 2.315. So, it can be concluded that 

H3 is accepted, which means that there is a simultaneous influence of influencer credi-

bility and online promotion on purchase intention. 

3.9 Testing the Total Coefficient of Determination 

The coefficient of determination determines how much influence the independent var-

iables have on the dependent variable. The Adjusted R square value determines the 
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coefficient of determination value [41]. To find out what percentage influence influ-

encer credibility and online promotion have on purchase intention among followers of 

the Blibli Instagram account, see Table 11. 

Table 11. Coefficient of Determination Test. 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .463 5.676.683a .466 

a. Predictors: (Constant), Online Promotion, Influencer Credibility 

Table 11 of the Coefficient of Determination Test shows that the adjusted R square 

value is 0.463 (0.463 × 100% = 46.3%). The research results show that influencer cred-

ibility and online promotion influence purchase intention by 0.463 or 46.3%. Mean-

while, the external influence that was not examined was (0.537) = 0.537 × 100% = 

53.7%, meaning that purchase intention was influenced by other variables not examined 

in this study by 0.537 or 53.7%. 

4 Conclusions 

The description of customer purchase intention can be seen from transactional interest, 

referential interest, preferential interest and exploratory interest which are in the quite 

good category. This shows that followers assess that Blibli has quite good purchase 

intention and influencer credibility and online promotion influence the purchase inten-

tion of Blibli Instagram followers. The referential interest dimension shows the highest 

percentage of assessments and the exploratory interest dimension shows the lowest per-

centage. 

The image of influencer credibility can be seen from its dimensions consisting of 

expertness, trustworthiness and attractiveness which are in the quite good category. 

This shows that Blibli's influencer credibility has received a fairly good assessment 

regarding the influencer's expertise in experience, knowledge and ability to provide ac-

curate information so that it can generate trust in consumers. The expertness dimension 

shows the highest percentage of assessments and the attractiveness dimension shows 

the lowest percentage of assessments. 

The description of online promotion can be seen from its dimensions which consist 

of promotion frequency, promotion quality, promotion quantity, promotion time and 

fairly good accuracy or suitability of promotional objectives. This shows that Blibli's 

online promotion has received a fairly good assessment regarding how well the adver-

tising promotion attracts consumers' attention and desire to buy. The promotion quality 

dimension shows the highest percentage of assessments and the promotion frequency 

dimension shows the lowest percentage of assessments. 

Based on the results of multiple linear regression analysis carried out in research on 

the Influence of Influencer Credibility and Online Promotion on Purchase Intention 

among Blibli Instagram Followers , the finding was that the Multiple Linear Regression 
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equation was that if there were no influencer credibility , online promotion variables , 

the value of purchase intention would remain the same, if the influencer credibility 

variable increases by one unit assuming the online promotion variable is in a constant 

state then purchase intention will increase, and if the online promotion variable in-

creases by one unit assuming the influencer credibility variable is in a constant state 

then purchase intention will increase. 

Based on the results of research regarding the Influence of Influencer Credibility and 

Online Promotion on Purchase Intention among Blibli E-Commerce Followers, the 

findings were: 

a. Partially, influencer credibility which consists of the dimensions of expert-

ness, trustworthiness and attractiveness on Blibli Instagram followers has a 

positive effect on purchase intention with the expertness dimension having the 

highest influence among the other dimensions. 

b. Partially, online promotion which consists of the dimension’s promotion fre-

quency, promotion quality, promotion quantity, promotion time and accuracy 

or suitability of promotional objectives for Instagram Blibli followers has a 

positive effect on purchase intention with the promotion quality dimension 

having the highest influence among the other dimensions. 

Simultaneously, based on the research results, it shows that together expertness, trust-

worthiness and attractiveness which are dimensions of influencer credibility and pro-

motion frequency, promotion quality, promotion quantity, promotion time and accu-

racy or suitability of promotional objectives which are dimensions of online promotion 

have an influence on the purchase intention of Blibli Instagram followers. 

4.1 Suggestions 

Purchase intention on Blibli Instagram Followers is categorized as quite good, but there 

are still several aspects that need to be improved based on the lowest response assess-

ment. The following are recommendations that the author can give regarding things that 

need to be improved to get better purchase intention. The exploratory interest dimen-

sion received the lowest response value. Explorative interest is a description of con-

sumer behavior who always looks for information about the product they are interested 

in and looks for information to support the positive properties of the product. Blibli 

managers must be able to involve customers' interest, so that customers have a high 

curiosity about Blibli so that customers can choose Blibli as e-commerce when shop-

ping. 

a. Blibli's sense of liking needs to be further improved and has a strong emotional 

bond with customers so that when customers like a good or service they can 

immediately buy it. 

b. Factors other than just well-known brands, Blibli needs to increase factors 

other than just well-known brands so that customers can buy goods or services 

not only from well-known brands. 

c. Interest in products, Blibli must be increased so that consumers feel interested 

in a product. 



increase purchasing interest among other people. 

brand so that customers have an interest in using Blibli as a place to shop. 

ease of shopping so that customers feel satisfied with Blibli. 

tisement provided by Blibli in order to increase customer interest. 

thing that needs to be done to support purchasing interest. 

can be trusted more by their followers. 

be better at providing advertising promotions to their followers. 

sessment from their followers. 

tive assessments of things in order to increase trust in their followers. 

       

d. Recommending products to other people, Blibli must provide good service and 

products so that customers can give good testimonials to other people so as to 

e. High motivation to recommend, Blibli customers already have high motiva-

tion to recommend products to others and this needs to be maintained in order 

to continue to increase new customers. 

f. Sacrifice to buy products, Blibli must be able to provide all conveniences to 

customers so that customers only need to make minimal sacrifices. 

g. Searching for information is very important, Blibli has been good at making 

customers feel that searching for information about a product is very important 

in determining buying interest. 

h. Interest in the brand, Blibli must be able to increase other factors besides the 

i. Feeling satisfied with the product, Blibli needs to provide good service and 

j. Buying a product when the advertisement is attractive, Blibli needs to use 

evaluation material to pay more attention to respondents' interest in an adver-

k. Blibli needs to pay attention to and improve their interest in seeking infor-

mation so that respondents feel they are looking for information about a prod-

uct when they need it because looking for information about a product is some-
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Influencer credibility among Blibli Instagram followers is categorized as quite good, 

but there are several aspects that need to be improved based on the lowest response 

assessment. The following are recommendations that the author can give regarding 

things that must be improved in order to obtain better influencer credibility perfor-

mance. The attractiveness dimension received the lowest response value, attractiveness 

is something that pleases and attracts the audience in terms of an influencer 's physical 

appearance. Blibli managers must make the right strategy regarding attractiveness 

which is generally depicted in a person's appearance to be looked at so that it will have 

an impact on the success of influencer credibility on Blibli. 

a. Expertise, Blibli influencers need to increase trust in their followers so that they 

b. Experience, Blibli influencers need to continue to increase their experience to 

c. Astuteness, Blibli influencers are quite skilled at providing advertising promo-

tions and Blibli influencers need to look after them so that they get a good as-

d. Trust, Blibli influencers need to increase and maintain trust so that their follow-

ers continue to have trust in Blibli influencers. 

e. Honesty in providing assessments, Blibli influencers must provide more objec-

f. Reliability in providing advertising, Blibli influencers need to maintain and im-

prove so that their followers feel that Blibli influencers can be relied on in 

providing promotions. 



g. Interest in influencers, Blibli influencers need to use this as evaluation material 

to increase their followers' interest in Blibli influencers. 

h. Classes that influencers have, Blibli influencers need to improve and maintain 

their class in order to increase their followers' assessment of Blibli influencers. 

i. Appearance, Blibli influencers need to improve their appearance because the 

influencer's attractiveness has a positive impact on the behavior of their follow-

ers. 
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Online promotion for Blibli Instagram followers is categorized as quite good, but 

there are several aspects that need to be improved based on the lowest response assess-

ment. The following are recommendations that the author can give regarding things that 

must be improved in order to obtain better online promotion performance. The promo-

tion frequency dimension obtained the lowest response value. Promotion frequency is 

a sales promotion carried out within a certain period of time through sales promotion 

media. Blibli managers must create the right strategy regarding consistency in using 

promotions so that it will have an impact on the success of online promotion at Blibli. 

a. Blibli's consistency in providing promotions, Blibli must be able to provide, 

develop and maintain promotions to customers so that customers receive in-

formation related to Blibli promotions consistently. 

b. Satisfaction with the promotions provided by Blibli, Blibli needs to pay atten-

tion to its customers' desires when shopping so that they can provide the right 

promotions so that customers feel satisfied with the promotions provided by 

Blibli. 

c. To create long-term memory, Blibli needs to provide promotions that are light 

and have characteristics that are not found in other e-commerce so that cus-

tomers can more easily remember the promotions given by Blibli, for example 

by providing slogans such as "Because you are No. 1”. 

d. Ability to provide promotions, Blibli has good capabilities in providing pro-

motions and must continue to be developed and maintained so that Blibli has 

good capabilities in providing promotions to specific followers with more fo-

cus. 

e. Responsibility in carrying out promotions, Blibli needs to increase its respon-

sibility in carrying out promotions and needs to be maintained in order to 

change the attitudes and behavior of buyers who previously did not know them 

so that they become buyers and still remember the product. 

f. With a high level of understanding in providing promotions, Blibli needs to 

improve further in communicating product benefits and as a tool to influence 

consumers in purchasing activities or using services according to their needs. 

The results of the research state that influencer credibility and online promotion have 

a positive influence on purchase intention, thus the author recommends that Blibli Com-

pany continue to maintain and make efforts to increase influencer credibility and online 

promotion again by paying attention to the experience, knowledge and ability of influ-

encers in providing relevant information. accurate and increase promotions related to 

product excellence to customers. 

In the research carried out this time there are still weaknesses, namely that the re-

search was carried out at one time (cross sectional) so that it allows for changes in 
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individual behavior from time to time, the variables used in this research do not repre-

sent all the factors that influence purchase intention. Therefore, in further research it is 

recommended to update theories regarding influencer credibility, online promotion, and 

purchase intention. 

References 

1. Art, G. Y. Mobile Phone: Sejarah, Tuntutan Kebutuhan Komunikasi, Hingga Prestise. 

ALHADHARAH (2017) doi:10.18592/alhadharah.v15i30.1222. 

2. Tahir, R. et al. Transformasi Bisnis di Era Digital: Teknologi Informasi dalam Mendukung 

Transformasi Bisnis di Era Digital. PT. Sonpedia Publishing Indonesia (2023). 

 P. & Armstrong, G. Principles of Marketing. 14th edn, Pearson (2012)

4. Peter, J. P. & Olson, J. C. Consumer Behavior and Marketing Strategy. McGraw-Hill/Irwin 

Series in Marketing (2002). 

5. Stankevich, A. Explaining the Consumer Decision-Making Process: Critical Literature Re-

view. J. Int. Bus. Res. Mark. (2017) doi:10.18775/jibrm.1849-8558.2015.26.3001. 

6. Mowen, J. C. & Minor, M. S. Consumer Behavior. Rev. Bus. Leg. Sci. (2017). 

7. Nuryakin, Md Saad, M. S. & Maulani, M. R. Purchase Intention Behavior of Halal Cosmet-

ics: Comparing Study Between Indonesia and Malaysia Millennial Generation. J. Islam. Ac-

count. Bus. Res. (2023) doi:10.1108/JIABR-06-2021-0177. 

8. Firmansyah, A. Consumer Behavior. Deepublish (n.d.). 

9. Nugraha, J. et al. Consumer Behavior Theory. 1st edn, Pt. Nasya Expanding Management 

(2021). 

10. Bharmawan, A. S. & Naufal, H. Manajemen Pemasaran Jasa: Strategi, Mengukur Kepuasan 

dan Loyalitas Pelanggan. Scopindo Media Pustaka (2022). 

11. Djuwadi, H. I. Indonesian Customer Satisfaction: Membedah Strategi Kepuasan Pelanggan 

Merek Pemenang ICSA. Elex Media Komputindo (2003). 

12. Lupiyoadi, R. Manajemen Pemasaran Jasa Berbasis Kompetensi. 3rd edn, Salemba Empat 

(2013). 

13. Simamora, B. Winning the Market with Effective and Profitable Marketing. Pt. Gramedia 

Pustaka Utama (2011). 

14. Moses, A., O, E. K. & Osunsan, O. Product Innovation, Price Level and Competitive Ad-

vantage: A Perception Assessment of Beer Products. J. Manag. Entrep. 6, (2018) 

doi:10.26905/jmdk.v6i1.2189. 

15. Saad, S. & Chan, T. J. Predictors of Consumers' Purchase Intention through Triple Bottom 

Line Corporate Social Responsibility Practices: A Study of the Branded Coffee Retailing 

Industry. J. Arts Soc. Sci. 3, 47–59 (2019). 

16. Shankar, V. et al. Mobile Shopper Marketing: Key Issues, Current Insights, and Future Re-

search Avenues. J. Interact. Mark. 34, 37–48 (2016) doi:10.1016/j.intmar.2016.03.002. 

17. Vahdati, H. & Mousavi Nejad, S. H. Brand Personality Toward Customer Purchase Inten-

tion: The Intermediate Role of Electronic Word-of-Mouth and Brand Equity. Asian Acad. 

Manag. J. 21, 1–26 (2016) doi:10.21315/aamj2016.21.2.1. 

18. Pandey, S. & Srivastava, S. Antecedents of Customer Purchase Intention. IOSR J. Bus. 

Manag. 18, 55–82 (2016) doi:10.9790/487X-1810035582. 

19. Pan, L.-Y. & Chen, K.-H. A Study on the Effect of Storytelling Marketing on Brand Image, 

Perceived Quality, and Purchase Intention in Ecotourism. Found. Environ. Prot. Res. 705–

712 (2019). 



20. Asif, M., Xuhui, W. & Ayyub, S. Determinant Factors Influencing Organic Food Purchase 

Intention and the Moderating Role of Awareness: A Comparative Analysis. Food Qual. Pre-

fer. 63, 144–150 (2018). 

21. Rana, J. & Paul, J. Consumer Behavior and Purchase Intention for Organic Food: A Review 

and Research Agenda. J. Retail. Consum. Serv. 38, 157–165 (2017) doi:10.1016/j.jretcon-

ser.2017.06.004. 

22. Kotler, P. Marketing Management: Millennium Edition. Pearson Prentice Hall (2000). 

23. Kotler, P. & Keller, K. L. Marketing Management. 14th edn, Prentice Hall (2012). 

24. Similarweb. Total Search Traffic. https://pro.similarweb.com/#/digitalsuite/websiteanaly-

sis/organic-overview/*/999/3m?websource=desktop&key=blibli.com,lazada.co.id,sho-

pee.co.id,tokopedia.com,bukalapak.com (2023). 

25. Astuti, D. & Renwarin, J. M. J. Emor Management Scientific Journal (Economics). 3, 42–

62 (2019). 

26. Hariyanti, N. T. & Wirapraja, A. The Influence of Influencer Marketing as a Modern Era 

Digital Marketing Strategy (A Literature Study). (2020). 

27. Astuti, R. L. M. B. & Santoso, H. P. The Influence of Online Promotions and Celebrity 

Endorsers on Consumer Purchase Interest in Fani House Online Bag Shop. Online Interact. 

5, 1–10 (2016). 

28. Purnama, I. The Influence of Online Promotions and Celebrity Endorsements on Consumer 

Purchase Interest. Youth Islam. Econ. 1, 14–20 (2020). 

29. Romadon, A. S., Ihtiara, F. A. & Azzahra, R. The Influence of Online Promotion and Brand 

Ambassadors on Interest in Purchasing Scarlett Whitening Products. Sci. J. Focusing Econ. 

Manag. Bus. Account. (EMBA) 2, 152–156 (2023) doi:10.34152/emba.v2i02.816. 

30. Kotler, P. Marketing Places. Simon and Schuster (2002). 

31. Hamouda, M. Understanding Social Media Advertising Effects on Consumers' Responses. 

J. Enterp. Inf. Manag. 31, 426–445 (2018) doi:10.1108/JEIM-07-2017-0101. 

32. Andrews, J. C. & Shimp, T. A. Advertising, Promotion, and Other Aspects of Integrated 

Marketing Communications. 10th edn, Cengage Learning (2017). 

33. Syafi'i, K. A. & Soepatini. The Influence of Influencer Credibility on Purchase Interest in 

the TikTok Shop Marketplace. (2023). 

34. Mahmood, R. & Khan, S. Impact of Service Marketing Mixes on Customer Perception: A 

Study on Eastern Bank Limited, Bangladesh. Eur. J. Bus. Manag. 6, 164–172 (2014). 

35. Nazish, S. & Rizvi, Z. Impact of Sales Promotion on Organizations' Profitability and Con-

sumer's Perception in Pakistan. Interdiscip. J. Contemp. Res. Bus. 3, 296–310 (2011). 

36. Priansa, D. J. Consumer Behavior. Alphabet (2017). 

37. La Ferle, C. & Choi, S. M. The Importance of Perceived Endorser Credibility in South Ko-

rean Advertising. J. Curr. Issues Res. Advert. 27, 67–81 (2005) 

doi:10.1080/10641734.2005.10505182. 

38. Kotler, P. & Keller, K. L. Marketing Management Ebook, Global Edition. Pearson Educa-

tion (2015). 

39. Siyoto, S. Basic Research Methodology. Media Publishing Literacy (2015). 

40. Malhotra, N. K. & Birks, D. S. Marketing Research: An Applied Approach. (2013). 

41. Ghozali, I. Multivariate Analysis Applications with the SPSS Program. 4th edn, Diponegoro 

University Publishing Agency (2006). 

42. Sugiyono. Quantitative, Qualitative, and R&D Research Methods. Alphabet (2017). 

558             G. Razati et al.

https://pro.similarweb.com/#/digitalsuite/websiteanalysis/organic-overview/*/999/3m?websource=desktop&key=blibli.com,lazada.co.id,shopee.co.id,tokopedia.com,bukalapak.com
https://pro.similarweb.com/#/digitalsuite/websiteanalysis/organic-overview/*/999/3m?websource=desktop&key=blibli.com,lazada.co.id,shopee.co.id,tokopedia.com,bukalapak.com
https://pro.similarweb.com/#/digitalsuite/websiteanalysis/organic-overview/*/999/3m?websource=desktop&key=blibli.com,lazada.co.id,shopee.co.id,tokopedia.com,bukalapak.com


          559The Influence of Influencer Credibility and Online Promotion …   

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

http://creativecommons.org/licenses/by-nc/4.0/

	The Influence of Influencer Credibility and Online Promotion Regarding Purchase Intention(Study of Blibli E-Commerce Instagram Followers in Indonesia)



