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 Berikut tujuan dalam penelitian ini Untuk mengetahui apakah influencer 

experience memiliki pengaruh positif terhadap purchase behaviour pada produk 

skincare Somethinc. Untuk mengetahui apakah Influencer Trustworthiness 

memiliki pengaruh positif terhadap purchase behaviour pada produk skincare 

Somethinc. Untuk mengetahui apakah Influencer Attractiveness memiliki pengaruh 

positif terhadap purchase behaviour pada produk skincare Somethinc. Untuk 

mengetahui apakah Influencer Content usefulness memiliki pengaruh positif 

terhadap purchase behaviour pada produk skincare Somethinc. Untuk mengetahui 

apakah influencer-follower congruence dapat memoderasi pengaruh positif dari 

influencer experience terhadap purchase behaviour pada produk skincare 

Somethinc. Untuk mengetahui apakah influencer-follower congruence dapat 

memoderasi pengaruh positif dari Influencer Trustworthiness terhadap purchase 

behaviour pada produk skincare Somethinc. Untuk mengetahui apakah influencer-

follower congruence dapat memoderasi pengaruh positif dari Influencer 

Attractiveness terhadap purchase behaviour pada produk skincare Somethinc.  

Dalam penelitian ini, peneliti akan menggunakan metode penelitian kuantitatif. 

Dalam penelitian ini, peneliti akan menggunakan metode penelitian kuantitatif. 

Populasi dalam penelitian ini adalah konsumen Somethinc pada Shopee Live. 

Sampel dalam penelitian ini diambil dengan menggunakan teknik non probability 

sampling. Kesimpulan pada penelitian ini adalah influencer experience 

berpengaruh positif terhadap purchase behaviour. Influencer trustworthiness 

berpengaruh negatif terhadap purchase behaviour. Influencer attractiveness 

berpengaruh positif terhadap purchase behaviour. Influencer content usefulness 
berpengaruh positif Terhadap purchase behaviour. Influencer-follower congruence 

tidak mampu memoderasi pengaruh dari variabel influencer experience terhadap 

purchase behaviour. Influencer-follower congruence mampu memoderasi pengaruh 

dari variabel influencer trusworthiness terhadap purchase behaviour. Influencer-

follower congruence tidak mampu memoderasi pengaruh dari variabel influencer 

attractiveness terhadap purchase behaviour. Influencer-follower congruence tidak 

mampu memoderasi pengaruh dari variabel influencer content usefulness terhadap 

purchase behaviour. 
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The following aims of this research are to find out whether influencer experience 

has a positive influence on purchase behavior for Somehinc skincare products. To 

find out whether Influencer Trustworthiness has a positive influence on purchase 

behavior for Somehinc skincare products. To find out whether Influencer 

Attractiveness has a positive influence on purchase behavior for Somehinc skincare 

products. To find out whether Influencer Content usefulness has a positive 

influence on purchase behavior for Somehinc skincare products. To find out 

whether influencer-follower congruence can moderate the positive influence of 

influencer experience on purchase behavior for Somethinc skincare products. To 

find out whether influencer-follower congruence can moderate the positive 

influence of Influencer Trustworthiness on purchase behavior for Somethinc 

skincare products. To find out whether influencer-follower congruence can 

moderate the positive influence of Influencer Attractiveness on purchase behavior 

for Somethinc skincare products. In this research, researchers will use quantitative 

research methods. In this research, researchers will use quantitative research 

methods. The population in this research are Somehinc consumers on Shopee Live. 

The sample in this research was taken using non-probability sampling techniques. 

The conclusion of this research is that influencer experience has a positive effect 

on purchase behavior. Influencer trustworthiness has a negative effect on purchase 

behavior. Influencer attractiveness has a positive effect on purchase behavior. 

Influencer content usefulness has a positive effect on purchase behavior. Influencer-

follower congruence is unable to moderate the influence of the influencer 

experience variable on purchase behavior. Influencer-follower congruence is able 

to moderate the influence of the influencer trustworthiness variable on purchase 

behavior. Influencer-follower congruence is unable to moderate the influence of the 

influencer attractiveness variable on purchase behavior. Influencer-follower 

congruence is unable to moderate the influence of the influencer content usefulness 

variable on purchase behavior. 
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