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ABSTRAK

Penelitian ini menguji pengaruh perbedaan influencer-product congruence, type of
social media influencer dan social presence terhadap information credibility, trust dan
purchase intention pada konten iklan produk kecantikan di Instagram menggunakan
uji MANOVA dan ANOVA yang kemudian dilanjutkan dengan menggunakan uji
Macro PROCESS dengan aplikasi SPSS 26.0. Penelitian ini menggunakan desain
faktorial 2 (influencer-product congruence vs influencer-product incongruence) x 2
(micro-influencer vs macro-influencer) x 2 (visible social presence vs non-visible
social presence) dan mengumpulkan data dari 240 partisipan. Variabel terukur
information credibility (4 indikator), trust (4 indikator) dan purchase intention (5
indikator) diukur dengan masing-masing skala Likert 5 poin. Dalam penelitian ini pada
main effect  MANOVA dan ANOVA ditemukan bahwa influencer-product
congruence, type of social media influencer dan social presence yang berbeda
menghasilkan perbedaan signifikan terhadap information credibility, trust dan
purchase intention. Pada interaction effect ditemukan bahwa kombinasi antara
influencer-product congruence, micro-influencer dan visible social presence
menghasilkan perbedaan yang signifikan pada information credibility dan trust. Selain
itu, dengan menggunakan Macro PROCESS dalam penelitian ini terbukti bahwa
information credibility dan trust memediasi parsial pengaruh influencer-product
congruence, type of social media influencer dan social presence terhadap purchase
intention.

Kata kunci: influencer-product congruence, type of social media influencer, social
presence, information credibility, trust.
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ABSTRACT

This study examines the effect of differences in influencer-product congruence, type of
social media influencer and social presence on information credibility, trust and
purchase intention on beauty product advertising content on Instagram using
MANOVA and ANOV A tests, followed by using the Macro PROCESS test with the SPSS
26.0 application. This study used a factorial design of 2 (influencer-product
congruence vs influencer-product incongruence) x 2 (micro-influencer vs macro-
influencer) x 2 (visible social presence vs non-visible social presence) and collected
data from 240 participants. The measurable variables are information credibility (4
indicators), trust (4 indicators) and purchase intention (5 indicators) each with a 5-
point Likert scale. In this study, on the MANOVA and ANOVA main effects, it was found
that different influencer-product congruence, type of social media influencer and social
presence resulted in significant differences in information credibility, trust and
purchase intention. In the interaction effect, it was found that the combination of
influencer-product congruence, micro-influencer and visible social presence resulted
in a significant difference in information credibility and trust. In addition, by using
Macro PROCESS in this study, it was proven that information credibility and trust
partially mediated the influence of influencer-product congruence, type of social media
influencer and social presence on purchase intention.

Keywords: influencer-product congruence, type of social media influencer, social
presence, information credibility, trust.
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