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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh Source Credibility
yang dimiliki oleh Social Media Influencer Anya Geraldine pada Sikap atas Iklan, 
Sikap atas Merk serta dampaknya pada Niat Beli produk shampoo Zinc Active 
Fresh .

Penelitian ini menggunakan pendekatan kuantitatif dengan metode purposive 
sampling dengan menyebarkan kuesioner kepada 104 responden yang memenuhi 
kriteria tertentu. Sample pada penelitian ini adalah mereka yang berusia 18 � 36
tahun, mengikuti akun Instagram Anya Geraldine, belum pernah menggunakan 
produk shampoo Zinc Active Fresh serta sudah melihat iklan produk Zinc Active 
Fresh pada unggahan konten Instagram Anya Geraldine. Penelitian ini 
menggunakan teknik analisis structural equation model ( SEM ) dengan 
menggunakan aplikasi smart PLS 3.0

Hasil penelitian ini menemukan bahwa Source Credibility yang dimiliki oleh
Anya Geraldine berpengaruh secara langsung terhadap Sikap atas Iklan dan Sikap 
atas Merk namun tidak berpengaruh pada Niat Beli produk shampoo Zinc Active 
Fresh. Selain itu, hasil penelitian ini menujukkan bahwa Sikap atas Iklan 
berpengaruh pada Sikap atas Merk dan Sikap atas Merk berpengaruh terhadap 
Niat Beli produk Zinc Active Fresh.

Kata Kunci : Social Media Influencer, Perilaku Konsumen, Attractiveness,
Trustworthiness, Expertise, Sikap atas Iklan, Sikap atas Merk, Niat Beli
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ABSTRACT

This research aims to examine the effect of Source Credibility of Social 
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the Brand and their impact on Purchase Intentions  Zinc Active Fresh shampoo.

This research uses a quantitative approach with purposive sampling method that 
spread questionnaires to 104 respondents who meet certain criteria. The samples 
in this study were those aged 18-36 years, had been follow Anya Geraldine 
Instagram account, had never made a purchase of  Zinc Active Fresh shampoo
and had been watching Zinc Active Fresh advertisement on Anya Geraldine 
Instagram Post. This research uses a structural equation model (SEM) analysis 
technique using a smart PLS 3.0 . application

The results of this reserach found that Anya Geraldine's Source Credibility had a 
direct effect on Attitudes towards the Ad and Attitudes towards the Brands but had 
no effect on Purchase Intentions for Zinc Active Fresh shampoo. In addition, the 
results of this study proved that Attitude toward the Ad has an effect on Attitude 
toward the Brands then Attitude toward the Brands has an effect on Purchase 
Intention of Zinc Active Fresh products.

Keywords: Social Media Influencer, Consumer Behaviour, Attractiveness,
Trustworthiness, Expertise, Attitude toward the Ad, Attitude toward the Brand, 
Purchase Intention
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