The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu
Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENTS
L0101 T PO PT TP UUR TR i
RAtITICAtION SHEEL ..o i
DeClaration SNEEL..........coviiiiiiiie e i
PIEIACE ..ot v
Table OF CONENES......ciiiiiie e Vi
List Of Table. ... Xi
LISt Of FIQUIE. ..o e e Xii
LiSt OF APPENIX ....iiiiiiiiiiiieiiet et Xiil
ST T ST Xiv
AADSTFACT ... XV
CHAPTER | INTRODUCTION .....oooiiiiiiiiieseese et 1
1.1, BaCKQrOUNG ......oviiieiiecece sttt sttt 1
1.2. Problem StatemeNt ........cccveveivie e 10
1.3. Research QUESLIONS. .. ...t e e 13
1.4. Research ODJECtIVES. ... ...ouvieiii e e 13
1.5. The Benefits 0f Research............cooviiiiiii e s 14
1.6. The Scope of the ReSEarch.............oooiviiiiiiiii e 15

1.7. The Research Writing Systematics.............cocoviiiiiiiiiiiiiii i 16



Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA
CHAPTER Il LITERATURE REVIEW.. ... 18
2.1. Social Learning TREOIY ........coviveiieiiiiiienese e e 18

2.2. Key Concepts in Social Learning Theory...............cocoviiiiiineeenn. 19

2.3. Evolution of Socialization AgentS...........cevvviiriiiiiiiiieie e 20
2.4. Social Media Influencers and Social Learning Theory .........cccccevevevennene 21
2.5. Source Credibility TheOrY .......ccoveiiieiece e 22
2.6. Source Attractiveness Model...........ccooveiiiiiinineicee 23
2.7. Product MatCh Up .......coiiiiiiiiccece ettt s 24
2.8. Meaning Transfer TREOIY........cccvieieiiiiesieer s 25
2.9. Purchase Intention as an OULCOME ...........ccoeveirieinieiineinieeseese s 26
2.10. HYPOLNESIS ...ttt st en e e ae e e 28
2.10.1. Source Credibility and Purchase Intention............ccccccoevevennen. 28
2.10.2. Source Attractiveness and Purchase Intention ..............c....... 29

2.10.3. Product Match-Up and Purchase Intention.......................... 30

2.10.4. Meaning Transfer and Purchase Intention......................... 32
2.11. ReSEArch MOGEL ........cooiiiiiiiei e e ae e 33
CHAPTER 11l RESEARCH METHODS ..o 37
3.1. RESEAICN DESION ...cviiiieiicie ettt 37
3.2. Data Collection Method ... 37
3.2.1. Target POPUIatioN .........cccve i 40
3.2.2. Sampling TeChNIQUE ........coviieeie e 40
3.2.3. SamMPling SIzZe......coniiiiiiie e 45
3.2.4. Research INStrUMENES .........cooiriririeeeces e 40

The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu

Vi



The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu
Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

3.3. Definition and Measurement [eM...........ccoviiiiieieieicce e 38
3.3.1. Source Credibility ........ccccoiiiiiieieeeece 40
3.3.2. S0UICe AIaCTIVENESS.......ccviiiriiiieriereieiee e 40
3.3.3. Product Match Up.......ooeiii e 45
3.3.4. Meaning Transfer........cccoe e 40
3.3.5. Purchase INtention...........ccoeirieiniiineiieesesee e 40
3.4, INSEIUMENT TESE.....etiiieee e e 39
341, Validity TeSE....oceeeieieieieiee e 40
3.4.2. Reliability TeST......coviieiiiciserere e 40

3.4.3. Classical Assumption Test..........ccooeviviviiiiiieiiiiiennn 4B

3.4.4. NOrMAlIty TEST...cveiiieieieieerr e 40
3.4.5. Multicollinearity TeST.........covuriririieieieeee e 40
3.4.6. HeteroscedastiCity TSt ........ccuvvrerererieieieie e 40
3.5. Data AnalysisS Method...........cccooiiiieiiiie e 39
3.5.1. DeSCriptive STatiStICS.........ccvriririeriiieiieieieiee e 40
3.6. HYPOLNESIS TESE ...t 39
3.6.1. Multiple Regression Analysis.........cccoeeiiiniiiiinineneeeeas 40
3.6.2. R-SQUAred (R2) .....ccveviiiiiieeeieese e 40
36.3. T-TSE et 40

vii



Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

CHAPTER IV RESULTS AND DISCUSSION.......c.cooiiiiiiiiieiieeenie e 50
4.1, Data DesCription.........ccooiiiiiii i 50
4.1.1. Data Collection and ProCessing ........cccevvevereerreseaieeseseernesennns 50

4.2 Demographic of RESPONUENTS ........cccveiviiicieieie e 50
4.2.1 Age-based profile .......ccoiiiii 51

4.2.2 Gender-based profile..........ccccoiviiiiiic 51

4.2.3 Last Education based profile.........c..cccooeviiiviiiiiiiicin e, 52

4.3 QUESHIONNAITE RESUIT ......ccvviiviiiiece e 52
4.3.1 Variable Source Credibility ..........cccocvvvviviiiiiiiiiceccce e, 53

4.3.2 Variable Source AttraCtivVeness...........ccoovrvvirreireiinenincnsenenens 54

4.3.3 Variable Meaning Transfer........ccccccoovviiiiisicii e, 56

4.3.4 Variable Product Match Up ..o, 57

4.3.5 Purchase INtention..........cccoeovreiieiininsceeeseee e 58

4.4 Data ANAIYSIS ..ot 61
4.4.1 Validity TESL.....ociiiiiiieiieieeeee e 61

4.4.2 Realibility TeSt.....cciiiiiiiiie e 63

4.5 Classical ASSUMPLION TESE .....ooveveieieiriiisie e 64
4.5.1 NOIMAITLY TES ....eiuiieiieiiieiieieieie e 64

4.5.2 MUItICOINEANTtY TESt......eiveeiieieiesiisie e 65

4.5.3 HeteroscedastiCity TeST.......cciviriiirirenieieeeee et 66

4.6 Multiple Linear Regression Analysis ReSUILS ..........ccceevevevveievvsienieennn 67
4.7 HyPONESIS TESTING .....eiviriiitiriiieieeeeee e 68
A.7.1 R-SQUAIET .....ooviiiiiiiiiieeie et 69

O T 1= 69

The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu



Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

CHAPTER V CONCLUSION ... ..ooiiiiiieee e 76
5.1, CONCIUSION. ...ttt et e 76
5.2. Managerial Implication............o.oviiiiririiiiet et et 77
5.3 LImMitation. ......oee e 79
5.4, FULUIE SCOPC. ..t ettt ettt et e e s et 81

(R L] =] =] 0T TP 83

The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu



The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu
Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADIAT MADA LIST OF TABLE
Table 1.1. Mustika Ratu Financial Highlights.............c.cccooeiiiiiieci e 11
Table 4.1. Respondent Profile Based 0N AQE........cccvevvevieiieie e 61
Table 4.2. Respondent Profile Based 0n GeNder..........ccccovvevveieieene e 61
Table 4.3. Respondent Profile Based on Last Education ............cccccccvevevveiieennenn, 62
Table 4.4. Frequency of Credibility Source Variable.............cccocevvvviviieiieiecnnn, 63
Table 4.5. Frequency of Attractiveness Source Variable ..........c.ccccccoveeeiveieennenn, 64
Table 4.6. Frequency of Meaning Transfer Variable ............ccccccovveviviieiieincnen, 66
Table 4.7. Frequency of Product Match Up Variable ...........ccccocoovvevviciicinennen, 67
Table 4.8. Frequency of Purchase Intention Variable ..............ccccovevviieieeiecnen, 68
Table 4.9. KMO and Bartlett’s TeSt.....cc.cvvivieriiiieieeie e 71
Table 4.10. COMMUNAITIES. ......ccociiiiiiieriee s 72
Table 4.11. Reliability TeSt ......ccviiiieecece e 73
Table 4.12. NOrmality TeSt.......cov i 75
Table 4.13. Multicollinearity TeSt.......cccvoiiiieiiicceece e 75
Table 4.14. HeteroscedastiCity TESt......ccvcvvviieiecicieece e 76
Table 4.15. Multiple Linear Regression Analysis Results ............cccccevveiveiincnnen, 77
Table 4.16. R-SUAIE ........c.coieieieie ettt 79
TabIE 4.17. T-TESE ... 80

10



The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu
Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

LIST OF FIGURES

Figure 1.1. Favorite local brand ... 12
Figure 1.2. Social Media CONENT..........cccooiiiiiiieiee e 13
Figure 1.3. Social Media CONENT...........ccooiiiiiiieiee e 15
Figure 1.4. Social Media USAJE ......coververieriiriieiieiieieie et 16
Figure 1.5. How Social Media is Reshaping the Beauty Industry.............c.c.o.... 18
Figure 1.6. Social Media CONTENT...........ccooiiiiiiieiee e 20
Figure 1.7. Social Media CONTENT..........cccoiiiiiiiieiee e 21
Figure 1.8. Social Media CONtENL..........cccoeiiiiieiieic e 21

Figure 2.1. ReSearch MOUEL...........ccviiiiieiecee et 43



The Impact of Social Media Influencer on Purchase Intention: in the Case of Mustika Ratu
Rizkya Samara Dewi, Widya Paramita, S.E., M.Sc., Ph.D.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS

GADIAT MADA LIST OF APPENDIX
APPENAIX 1. STALISTICS ... 91
Appendix 2. Anti-Image MatriCeS.........ccoiiiiieiiiciere e 92
Appendix 3. HeterosCedastiCity TESE........cccveiiriiiiiiiereres e 93
Appendix 4. Multiple Regression Analysis............cocoiiiiiiinieieiene e 94

Appendix 5. Normal P-Plot & Scatterplot of Regression Standardized Residual. 95

Appendix 6. Research QUESTIONNAITE ..........ccovieieiiiiriieresee e 96



