TABLE OF CONTENT

COVER
APPROVAL PAGE BY FINAL PAPER ADVISOR .......cccccooiiiiiieccee e, i
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE ............ iv
ABSTRACT .ottt sttt sttt bttt ne e Vi
ABSTRAK .ottt e e e e nr e e anae e e iii
PREFACE .. B oiies . 5 00 . o 0. S . . e e . ........................ vii
TABLE OF CONTENT ..ottt Xiii
LIST OFFIGURE...................cccooovteininiicenienricreneese s shbanasaadounaadoteasatin e eseenesres Xiii
LIST,OF TARIEERES.................cooeeeeennee . ST o cseeeo B eeeo . Xiv
LIST OF APPENDICES.........oo ottt XVi
CHAPTER | INTRODUCTION ..ottt 1
1.1 Background of the StUY ..........cceiiiiieiiiececcece e 1
1.2 Problem LimItation............ccccivviiiienieenneieessessesesenenesessessesssessessessessnsaes 13
1.3 Problem FOrmulation ..........cccoveiieieiieiie e 13
1.4 Objective of the RESEArch...........ccocvviiiiiii 15
1.5 Benefit 0f the ReSearch.........cuiiiiiieniiveensiiiisisieeee e sesseseens 16
L5 LaThetietiCalrBonehit. &5, 1. e Ny M A0 vt sethie desetl oo 16
1%6:2 PracticalFBeneit=... ¥ o i it 16

CHAPTER ILLITERATURE REVIEW AND HYPOTHESIS

DEVELOPMENT ..ottt e e e e sne e e snae e e nnnee e 18
2.1 PUrchase BENAVIOF ..........cccviieiicie e 18
2.1.1 Stages of Purchase BEhavior ... 19

2.1.2 Indicator of Purchase Behavior ...........ccccoovviiiniiiiiniiiecce, 21

2.2 INFIUBNCET ... e e 23
2.2.1 Influencer EXPEIIENCE........ccuiiiieieie et 24

2.2.2 Benefits of EXPErIeNCE. .......cccoviiiiiieie e 25

2.2.3 Indicator of Influencer EXPerience ........ccccocveveeiiveiiieiieesee e 28

Xii



23
2.4

2.5
2.6

2.2.4 Influencer TruStWOIhINESS ......cceeeeeeeeee et 29

2.2.5 Benefit of TruStwOorthingss..........cccoevveriiiiiniiieeese e 30
2.2.6 Indicator of Influencer Trustworthiness ...........ccoocvveveienesesennenn 32
2.2.7 Influencer AtraCtIVENESS ........ocveiveriieie st 33
2.2.8 Steps Of AMIaClIVENESS........ccviieieeieciese e 35
2.2.9 Indicator of Influencer AttraCtivenes..........ccoovvvvvivereieienenesennean 36
2.2.10 Influencer Content USEfUINESS.........ccoceieeiiiinienie e 37
2.2.11 The Importance of Content USefulness ...........cccceveveienciennnnnn 38
2.2.12 Indicator of Influencer Content Usefulness...........cccccevervrninnnnnn 43
2.2.13 Influencer Follower CONQrUENCE .........ccceevveeieeiieiieeie e 44
2.2.14 Types Follower CONGIUBNCE........cccoiviiiririsiieiee e 45
2.2.15 Indicator of Influencer Follower Congruence .............cc.ccovvennee. 46
Previous RESEAICN..........cccevviiieiiireisieseste st s seesee st sssese e sresessaeebesare s 47
Hypothesis DeVelOPMENT ..o 48

2.4.1 Relationship of Influencer Experience and Purchase Behaviour.... 48

2.4.2 Relationship of Influencer Trustworthiness and Purchase Behaviour

................................................................................................................... 49
2.4.3 Relationship of Influencer Attractiveness and Purchase Behaviour
................................................................................................................... 49
2.4.4 Relationship of Influencer Content Usefulness and Purchase
BenavIoUr Sy, . —— .. .. . W, Tl ottt .. ... 50
2.4.5 Relationship of Influencer-follower congruence moderates the
influence of influencer experience on purchase behavior.............c........... 51
2.4.6 Relationship of Influencer-follower congruence moderates the
influence of influencer Trustworthiness on purchase behavior................. 52
2.4.7 Relationship of Influencer-follower congruence moderates the
influence of influencer Attractiveness on purchase behavior ................... 53
2.4.8 Relationship of Influencer-follower congruence moderates the
influence of influencer Content Usefulness on purchase behavior............ 53
RESEArCh MOMEL ..o 56
Framework of ThinKiNg.........ccooviiiii s 56

Xiv



CHAPTER Il RESEARCH METHODOLOGY .......cooooiiiiiiiiiicicce, 57

3.1, RESEAIrCN DESIGN ...vvevieieeie ittt 57
3.2. Population And SamPIe.........coviiiiieiiie e 58
3.3 Data Collection Method...........cccoeiieriiiiriieiiseseee s 59
3.4. Operational Definition and Variable Measurement.............cccccoveveriernene. 61
3.5 Data Analysis Method ...........cccocoveiieiiiic e 63
CHAPTER IV RESEARCH RESULT AND DISCUSSION..........cccccevvveennen. 68
4.1 General View of Research ODBJECT .........ccccoviiiiiiiiiiiieiee e 68
4.1.1 Brief Overview of SKINtIfiC.........ccooceriieniiiiiiiiiice e 68

4.2 ReSearch RESUIT..........cccoiiiiiiiiieeee e 69
4.2.1 Test of Research INStrument ...........cccoveveieeieiin e 69
4.2.2 DeSCrIPtiVe STALISTICS ........cceiviriiiieieie e 71
4.2.3 Model Eligibility TeSt.......ccccvveiiiiiieieee e 86
4.2.4 Test of Adjusted R SQUAE.........ccoveiverieeieieeie e 87
425 Testof INNer MOdel ...........ooveiiie e 88
4216 HypOoWESISHIEST........... 7., [ SO, ........... S S 89

413~ IDISBLISSION...... (AN ... SRR ............... S S .. 94
4.3.1 Influence of Influencer Experience on Purchase Behavior .............. 94
4.3.2 Influence of Influencer Trustworthiness on Purchase Behavior....... 95
4.3.3 Influence of Influencer Attractiveness on Purchase Behavior.......... 96

4.3.4 Influence of Influencer Content Usefulness on Purchase Behavior. 97
4.3.5 Influencer-follower congruence moderates the influence of
influencer experience on purchase behavior............cccccovvviiieiic i, 98
4.3.6 Influencer-Follower Congruence moderates the Influence Of
Influencer Trustworthiness on Purchase Behavior...........c.ccccocevveiennenee. 99
4.3.7 Influencer-Follower Congruence moderates the Influence Of
Influencer Attractiveness On Purchase Behavior .............cccoceveiieniennnns 100
4.3.8 Influencer-follower congruence moderates the influence of influencer

experience on purchase behavior ... 100

XV



CHAPTER V CONCLUSION
5.1 Conclusion...........cc.cuuen.
5.2 Recommendation...........

REFERENCES

XVi



LIST OF FIGURE

Figure 1. 1 Skintific Official Store at TIKTOK ...........ccccovivieiiieiiiie e 7
Figure 1. 2 Influencer of SKintific at TIKTOK ........c.ccccevviiiiieiice e 9
Figure 2. 1ReSearch MOEl ...........ooviiiiiiiiie e 55
Figure 2. 2 Framework of Thinking .........cccooeieiiiiiiiiieeeeeee e 56
Figure 4. 1 Inner Model Testing Diagram..........cccccecvveeireiiesiieieese e, 90

Xii



LIST OF TABLE

Table 1.1 Top Best-Selling Skincare brands in E-Commerce (2022-2023)............. 7
Table 2. 1.Previous RESEAICN .........c.ccciiiiiieiieie e e 47
Table 3. 1 Operationalization of Research Brand Image Variable......................... 62
Table 3.2 LIKErt SCale.......ccooiiiiiiiiiisee s 63
Table 4. 1 Validity TeSE.....cceiieiiiieiieeie e 70
Table 4.2 Reliability TeSE........cccccoiiiiiie et e 71
Table 4. 3 Characteristics of Respondents by Gender...........ccccoevereniniiinienenn, 71
Table 4.4 Characteristics of Respondents by Age........cccuvviiniiinnininieeee, 72
Table 4.5 Variable X1 - QUESLION L.....cccoocviiieiiiciecre e 72
Table 4.6 Variable X1 - QUESLION 2.......c.ccviiiieiieiieieece et 73
Table 4.7 Variable X1 - QUESLION 3........ooiiiieiecie e e 73
Table 4.8 Variable X1 - QUESLION 4 ........coveiiieieiccecce e 74
Table 4.9 Variable X2 - QUESLION L......cccoviiiieiiiiececce e 74
Table 4.10 Variable X2 - QUESTION 2......oceeiieieeie e 75
Table 4.11 Variable X2 - QUESTION 3......ccoviiieiiiiececce e 75
Table 4.12 Variable X2 - QUESTION 4 ......ocveeiieieeie e 76
Table 4.13 Variable X3 - QUESLION L ......ccueieiiieieic e 76
Table 4.14 Variable X3 - QUESTION 2......ccviiiieicieceeie e 77
Table 4.15 Variable X3 - QUESTION 3 ......ccviiieiicieciecce e 77
Table 4.16 Variable X3 - QUESLION 4 .........covovieiiiiieie e 78
Table 4.17 Variable Xs - QUESTION L......ccoiiiieieiie e 78
Table 4.18 Variable X4 - QUESLION 2.......ooovviiiiiiiecie e 79
Table 4.19 Variable X4 - QUESLION 3.......ooiiiiii e 79
Table 4.20 Variable X4 - QUESTION 4 ......ocviiieie e 80
Table 4.21 Variable Z - QUESTION L......c.ccceiieieiie e 80
Table 4.22 Variable Z - QUESHION 2.......ccuvieiiieeiie et 81
Table 4.23 Variable Z - QUESTION 3.......ocuviiiiecie e 81
Table 4.24 Variable Z - QUESTION 4........ocviiieie et 82
Table 4.25 Variable Y - QUESTION 1 .....c.ccovviieieiiesiere e 82

Xiv



Table 4.26 Variable Y - QUESLION 2 .....c.oooiviiiieiieecrie e 83

Table 4.27 Variable Y - QUESLION 3 ........ooiiiiiiicieece et 83
Table 4.28 Variable Y - QUESLION 4 ........coovviiiieiieecie e 83
Table 4. 29 Descriptive StatiStiCS fOr.........ccoiiiiiiiiiiiiieeee e 84
Table 4. 30 Measurement Score of Descriptive StatistiCS...........ccccevvvevereerieenennn. 85
Table 4.31 Test Results of Collinearity StatisticsS (VIF) ......cccevvvieviviiiiicieee 87
Table 4.32 SRMR, Chi Square and RmS-Theta............cccvverenieiieniniece e 88
Table 4.33 MOEEIREINETIRENT S, Vi . NS, By s . S ......................... 88
Table 4.34 AdJuSted R SQUATE.........cceeieiieieeie ettt 89
Table 4.35. Result of HYPOtheSIS ........cceiiiiiiiiicce e 91

XV



LIST OF APPENDICES

Appendix A Kuesioner Penelitian ..o A-1
Appendix B Tabulation Of Pre-TeSt.........ccoviiiieiiiiiiiiseseieeese e B-1
Appendix C Output Of Validity TeSt........cccevieeiieiiiieieee e C-1
Appendix D Output Of Reliability TeSt........cccccveiveiiiiieieececcceee e D-1
Appendix E Data Sample ..o E-1
Appendix F Output Of SAMPIE ..o F-1
APPENTIX GTUMNITIN...cviiiiiic et G-1

XVi



