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Abstract
Social media is one of the tools of communication or information in the current digital age, making it much easier for
people to obtain information. The current healthy social media phenomenon is affecting people's consumption
significantly. The influencer has become a very effective and effective way of spotting a strong relationship between the
brand and its consumer. Leverage is viewed as highly effective in establishing strong relationships between brand and
consumer. The study was intended to identify the influence of variable consumer reviewers and influence diluted to
purchase mechanisms. The study is a quantitative study involving 400 respondents and using partial data analysis
techniques at least square (PLS). The results of the study stated that consumer reviews and influence each other influence
purchase and productivity.
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INTRODUCTION1
Challenges in the digital era have entered into
various fields such as politics, economy, socioculture, defense, security, and information
technology itself. The digital era was born with the
emergence of digital, internet networks,
especially computer information technology. The
new media of the digital era has the
characteristics of being able to be manipulated,
network, or internet. . The ability of this digital era
media makes it easier for people to receive
information faster. With internet media, mass
media have moved in droves. The more
sophisticated digital technology today makes big
changes to the world, and the birth of various
kinds of increasingly advanced digital technologies
has sprung up. Various groups have made it easier
to access information in many ways and can enjoy
the facilities of digital technology freely and in
control.
Social media is one of the communication or
information tools in the current digital era, making
it very easy for the public to get information such
as news that is happening, such as worship
schedules, Community Service activities,
mourning news, etc. For example, some people
make writings or statuses about a situation that

Correspondence address:.
Iqbal Muhammad Alghiffari
Email : alghiffary161294@gmail.com
Address : Fakultas Ilmu Sosial dan Ilmu Politik
Jl. H. Prof. Soedarto, SH. - Tembalang Semarang
50275 Universitas Diponegoro, Jawa Tengah

occurred at that time and uploaded or shared it on
several existing social media.
The phenomenon of social media influencers
that are currently rife has a great influence on
people's consumption patterns. A lifestyle that
pays more attention to prestige makes people
carried away by the current style that is
popularized by social media influencers.
According to [1], the amount of public
consumption of products promoted by social
media influencers is very influential on the growth
of the digital economy. This is supported by the
level of trust in social media as much as 51% in
2018. The trust built by social media influencers
with their followers causes consumers to increase
brand awareness. According to [2], Influencers
must not only be attractive but also must have
credibility and understanding regarding the
product of the brand being communicated.
According to [3], influencers have become a
very appropriate and effective way to build strong
relationships between brands and their
consumers. In a study conducted by [4],
influencers contribute to the relationship
between consumers and brands. Each influencer
has varying effectiveness, so according to [5] De
Veirman & Cauberghe, 2017, the selection of
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influencers who have a good fit with the brand is
a challenge that is not easy for brand owners.
In the theory proposed by [6] influencers tend
to get a higher level of trust on social media in
communicating relatively new products or brands.
Influencers in brand marketing communications
can be defined as sources who have “influence”,
namely someone
who
has knowledge,
understanding, and attraction and can have an
impact on others. The use of influencers is seen as
very effective in fostering a strong relationship
between Brands and Consumers [3]. Influencers
can pass on information and form trust in the
brand itself [7].
MATERIAL AND METHOD
This research uses quantitative research,
which is an approach to explaining the
relationship and interaction between variables
through hypothesis testing. The aim is to test the
truth of the theories so that the research results
can be generalized to the population. The
determination of research variables is based on
the results of pre-research observations and
literature studies. The escalation of purchase
intention is related to the high intensity of
influencers on social media, becoming a rational
reason for researching the determinant factors
that influence purchase intention.
Data Collection
This study aims to determine the variables
Consumer Review (X1) and influencer (X2) can be
the cause of the purchase intention (Y). The
population used is random. The sampling method
used is non-probability sampling through the
purposive sampling technique. The number of
samples used in this study was 400 respondents
using Google Form. Relationships and interactions
between variables were analyzed by making a
structural equation model (Structural Equation
Modeling/SEM) which was then tested
statistically using the partial least square
technique.
Variable Operational Definition
1. Consumer Review (X1)
The theory used states that [8] An assessment
of a product or company given by consumers
can be positive or negative, the assessment is
made according to the experience of the
person conducting the review, in addition to
the usual reviews accompanied by an
explanation of the advantages and
disadvantages of buying the product. . Online

consumer review is a form of electronic word
of mouth (e-WOM) where a product has
values and reviews that will affect a person's
willingness to buy a product.
2. Influencer (X1)
An influencer is someone who has a large
number of followers (followers) and has a
strong influence on followers such as
celebrities, public figures, YouTubers, and
others. Meanwhile, Influencer marketing is the
product of many content-based campaigns
that have marked the digital era to date.
Influencer marketing is a way of marketing
using influencers on social media such as
Instagram, Youtube, and other media. An
influencer
can
be
measured
by
trustworthiness, Power of Influence, the
influence of consumer reviews, Intention,
Argument Quality, and product comparative
advantage.
3. Purchase Intention (Y)
Purchase intention is a form of product
purchase intention that arises as an
encouragement.
Outer Model Evaluation
1) Convergent Validity Test
A convergent validity test was conducted twice,
with the results that all indicators of the content
marketing, influencer endorser, and purchase
intention variables attached to the second outer
model have met the requirements or are valid
by meeting the criteria for the loading score >=
0.7.
2) Discriminant Validity Test
The discriminant validity test is the second stage
of the outer model test. The discriminant validity
test, is assessed based on the cross-loading
value. The indicators used are said to be better
than other construct indicators if the value of
cross loading and latent variable correlations in
a construct is greater than that of other
constructs. The results of all indicators of
content marketing, influencer endorser, and
purchase intention variables have met the
requirements or are discriminantly valid.
3) Reliability Test
Variabel

Cronbach’s
Alpha

Composite
Reliability

Influencer

0,891

0,913

Average
Variance
Extracted (AVE)
0,567

Consumer
Review
Citra
Merek

0,916

0,93

0,57

0,881

0,918

0,737
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All research variables have Cronbach's Alpha
values > 0.6, composite reliability values > 0.7, and
AVE values > 0.5. In general, the reliability value is
less than 0.6 (0.8). It can be concluded that all
research variables are said to be good and have
passed the reliability test.
Hypothesis testing
The hypothesis test is said to meet the test
requirements if the statistical value is > 1.96 and
the p-value is acceptable. Relationships and
interactions between variables in this study were
analyzed using the Partial Least Square (PLS)
technique using a structural equation model
(SEM). Overall there are 7 hypotheses developed
with the results of the analysis as follows:

Figure 1. Structural Equation Model Hypothesis Testing

RESULTS AND DISCUSSION
Inner Model Evaluation
In the purchase intention variable (Y)
there is 1 (one) indicator with a value of <0.7,
namely Y.3 with an outer loading of 0.607.
Meanwhile, other indicators have a value of 0.7.
This means that an indicator with an outer loading
value of < 0.7 needs to be considered, by looking
at the results of the discriminant validity test.
This section contains the results of the analysis
and interpretation or discussion of the results of
the analysis. Describe in a structured, detailed,
complete, and concise manner, so that readers
can follow the flow of analysis and researchers'
thoughts [5]. The research results section should
be combined with the results of the analysis, not
separated between results and discussion.
Discussion
Influencers have a significant effect on
purchase intention with the results obtained,
namely the path coefficient (original sample) of
0.146 (positive) and a p-value of 0.001. Because
the p-value < (0.05) then H0 is rejected. The
results of the descriptive analysis of the Influencer
indicator have a significant meaning, meaning that
Influencers can affect increasing the Purchase

Intention value. The path coefficient value of
0.146 means that for every 1% increase in the
value of the influencer, it can affect increasing the
value of purchase intention (purchase intention)
by 14.60%. This proves that the more attractive an
influencer is, the more purchase intention can
increase and vice versa. It can be concluded that
influencers have an influence and are very
important to purchase intention.
Even now, the influence of Influencers on
Brand Image is very important because it is used
to provide relevant information to the target
market or potential consumers before they decide
to buy the product. Although still needed as a
comparison or balance.
Based on the results of the descriptive
analysis, it is known that the variable influencer
statements or reviews about products that are
related or become part of their lifestyle get a high
score. This also confirms that it is related to the
assessment of influencers made by a brand. The
result is the accumulation of influence from
influencers that can form brand equity, and in the
end create consumer loyalty to product brands,
clarity of information about products is important
in the eyes of consumers. This becomes important
because a product if it already has trustworthiness
and attractiveness can form the interest of
followers or consumers. Then, the formation of
pride or pride in this brand affects the purchase
intention of potential consumers. The results of
this study are the results of previous studies that
the collaboration carried out by influencers with a
company that has a promotional purpose about
the company can increase purchase intention.
CONCLUSION
Based on the results of statistical analysis and
discussion, it can be concluded as follows:
a. Consumer Review has a significant effect on the
purchase intention of a product.
b. Influencers have a significant effect on purchase
intention on a product.
Variable statements or reviews of influencers
about products that are related to or become part
of their lifestyle get high scores. This also confirms
that it is related to the influencer assessment
carried out by a brand. The result is the
accumulation of influence from influencers that
can form brand equity, and ultimately create
consumer loyalty to the product brand, clarity of
information about the product is important in the
eyes of consumers. This is important because a
product if it already has trust and attractiveness
can form the interest of followers or consumers.
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Then, the formation of pride or pride in this brand
affects the purchase intention of potential
consumers. The results of this study are in
accordance with the results of previous studies
that the collaboration carried out by influencers
with companies that have promotional objectives
about the company can increase buying interest.
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