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ABSTRAK

Najmah Faatihah Azizah (2100491) ""From Feed to Checkout: Pengaruh Attitude
Toward Social Media Influencer terhadap Purchase Intention Produk Lipstik
Revlon" di bawah bimbingan Dr. Heny Hendrayati, S.IP., M.M. dan Dr. Mokh.
Adib Sultan S.T., M.T.

Social media influencer saat ini menjadi bagian penting dalam pemasaran di era
modern. attitude toward influencer, menjadi salah satu faktor yang memengaruhi
bagaimana pesan promosi diterima dan direspons, termasuk dalam membentuk minat
pembelian. Penelitian ini bertujuan menganalisis pengaruh attitude toward social
media influencer terhadap purchase intention produk lipstik Revlon. Metode penelitian
yang digunakan adalah metode deskriptif dan verifikatif dengan pendekatan kuantitatif
melalui desain kausal. Data diperoleh dari 347 responden yang merupakan pengikut
akun Instagram @revlonid sekaligus pengguna aktif makeup, dipilih dengan teknik
purposive sampling. Analisis dilakukan menggunakan Structural Equation Modeling—
Partial Least Squares (SEM-PLS). Hasil penelitian menunjukkan attitude toward
social media influencer terbukti berpengaruh signifikan dalam meningkatkan minat
beli. Temuan ini sejalan dengan Theory of Planned Behavior yang menekankan peran
attitude dalam membentuk behavioral intention dan menegaskan peran strategis
influencer dalam meningkatkan minat beli konsumen terhadap produk lipstik Revlon.

Kata kunci: attitude toward influencer, purchase intention, social media, digital
marketing



ABSTRACT

Najmah Faatihah Azizah (2100491) "From Feed to Checkout: The Influence of
Attitude Toward Social Media Influencers on Purchase Intention of Revlon Lipstick
Products" under guidance of Dr. Heny Hendrayati, S.IP., M.M. and Dr. Mokh. Adib
Sultan S.T., M.T.

Social media influencers have become an essential part of modern marketing. Attitude
toward influencers is one of the key factors that influence how promotional messages
are received and responded to, including in shaping purchase intention. This study aims
to analyze the effect of attitude toward social media influencers on the purchase
intention of Revlon lipstick products. The research employed a descriptive and
verificative method with a quantitative approach through a causal design. Data were
collected from 347 respondents who are followers of the Instagram account @revionid
and active makeup users, selected using a purposive sampling technique. The analysis
was conducted using Structural Equation Modeling—Partial Least Squares (SEM-PLS).
The findings indicate that attitude toward social media influencers has a significant
effect on increasing purchase intention. This result is consistent with the Theory of
Planned Behavior, which emphasizes the role of attitude in shaping behavioral
intention, and highlights the strategic role of influencers in enhancing consumers’
purchase intention toward Revlon lipstick products.

Keywords: attitude toward influencer, purchase intention, social media, digital
marketing
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