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RINGKASAN 
 

 

 

ADANTHI MAUDY ADWITYA PURNAWARMAN. Pengaruh Influencer 

Attributes terhadap Brand Image dan Purchase Intention Produk Parfum HMNS. 

Dimbimbing oleh UJANG SUMARWAN dan BUDI SUHARJO. 

 

Perkembangan media sosial yang pesat telah mendorong perubahan strategi 

pemasaran dari konvensional ke digital, salah satunya melalui pemanfaatan social 

media influencer. Influencer tidak hanya berperan sebagai penyampai informasi, 

tetapi juga sebagai pembentuk persepsi konsumen terhadap merek. Dalam industri 

parfum lokal yang semakin kompetitif, seperti HMNS, influencer digunakan 

sebagai strategi utama untuk membangun brand image dan mendorong purchase 

intention. Namun, efektivitas influencer dalam memengaruhi keputusan pembelian 

masih menjadi pertanyaan, khususnya apakah pengaruh tersebut terjadi secara 

langsung atau melalui brand image. 

Penelitian ini bertujuan untuk menganalisis pengaruh Influencer Attributes 

terhadap Brand Image dan Purchase Intention, serta menguji peran mediasi Brand 

Image. Penelitian menggunakan pendekatan kuantitatif melalui survei online 

kepada pengguna aktif Instagram yang mengenal HMNS. Analisis data dilakukan 

dengan metode SEM-PLS menggunakan SmartPLS. 

Hasil penelitian menunjukkan bahwa Influencer Attributes berpengaruh 

positif dan signifikan terhadap Brand Image dan Purchase Intention. Brand Image 

juga berpengaruh positif dan signifikan terhadap Purchase Intention, serta terbukti 

memediasi secara parsial hubungan antara Influencer Attributes dan Purchase 

Intention. Temuan ini menunjukkan bahwa pengaruh influencer tidak hanya 

langsung, tetapi juga melalui pembentukan citra merek. 

Selain itu, pengaruh Influencer Attributes terhadap Brand Image lebih kuat 

dibandingkan terhadap Purchase Intention, yang mengindikasikan bahwa peran 

utama influencer adalah membangun persepsi merek. Dalam perspektif Signaling 

Theory, influencer berperan sebagai signal sender yang membentuk persepsi awal 

konsumen, yang kemudian diperkuat melalui Brand Image. 

Implikasi manajerial dari penelitian ini menekankan pentingnya pemilihan 

influencer yang tidak hanya populer, tetapi juga memiliki kredibilitas, daya tarik, 

dan kesesuaian dengan identitas merek. Perusahaan perlu memfokuskan strategi 

pemasaran tidak hanya pada peningkatan awareness, tetapi juga pada pembangunan 

brand image yang kuat dan konsisten. Selain itu, pengembangan konten yang 

autentik, emosional, dan interaktif perlu ditingkatkan untuk memperkuat 

keterlibatan konsumen. Strategi pemasaran juga perlu diintegrasikan dengan 

pendekatan segmentasi, targeting, dan positioning (STP), serta bauran pemasaran 

(7P) guna meningkatkan efektivitas komunikasi dan daya saing merek di pasar. 

Kata kunci: Influencer Attributes, Brand Image, Purchase Intention, Influencer 

Marketing, Signaling Theory, HMNS. 
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SUMMARY 
 

ADANTHI MAUDY ADWITYA PURNAWARMAN. The Influencer of 

Influencer Attributes on Brand Image and Purchase Intention of HMNS Perfume 

Products. 

 

The rapid growth of social media has driven a shift in marketing strategies 

from conventional to digital approaches, one of which is the use of social media 

influencers. Influencers not only serve as information providers but also play a key 

role in shaping consumers’ perceptions of a brand. In the increasingly competitive 

local perfume industry, such as HMNS, influencers are utilized as a primary 

strategy to build brand image and stimulate purchase intention. However, the 

effectiveness of influencers in influencing purchase decisions remains a critical 

question, particularly whether their impact occurs directly or indirectly through 

brand image. 

This study aims to analyze the effect of Influencer Attributes on Brand 

Image and Purchase Intention, as well as to examine the mediating role of Brand 

Image. A quantitative approach was employed using an online survey targeting 

active Instagram users who are familiar with HMNS. Data were analyzed using 

Partial Least Squares Structural Equation Modeling (SEM-PLS) with SmartPLS. 

The results indicate that Influencer Attributes have a positive and significant 

effect on both Brand Image and Purchase Intention. Brand Image also has a 

positive and significant effect on Purchase Intention and partially mediates the 

relationship between Influencer Attributes and Purchase Intention. These findings 

suggest that the influence of influencers operates not only directly but also 

indirectly through the formation of brand image. 

Furthermore, the effect of Influencer Attributes on Brand Image is stronger 

than its direct effect on Purchase Intention, indicating that the primary role of 

influencers is to shape brand perceptions rather than directly drive purchase 

decisions. From a Signaling Theory perspective, influencers act as signal senders 

who create initial consumer perceptions, which are then reinforced through Brand 

Image. 

The managerial implications highlight the importance of selecting 

influencers who are not only popular but also possess credibility, attractiveness, and 

congruence with the brand identity. Companies should focus not only on increasing 

awareness but also on building a strong and consistent brand image. In addition, 

developing authentic, emotional, and interactive content is essential to enhance 

consumer engagement. Marketing strategies should be integrated with 

segmentation, targeting, and positioning (STP), as well as the extended marketing 

mix (7P), to improve communication effectiveness and strengthen competitive 

advantage. 

Keywords: Influencer Attributes, Brand Image, Purchase Intention, Influencer 

Marketing, Signaling Theory, HMNS. 
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