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purchasing bebavior. This study aims to analyze the influence of influencer
credibility on impulsive purchase intention through the mediating roles of brand
attitude and product attractiveness among Wardah consumers in Sukabumi. This
research employs a quantitative approach with an explanatory research design.
Data were collected through questionnaires distributed to 161 respondents who
bad purchased Wardah products through TikTok Shop in Sukabumi. The
sampling technique used was purposive sampling, while data analysis was
conducted using Structural Equation Modeling (SEM) with AMOS software.
The results indicate that influencer credibility, represented by influencer
attractiveness and influencer trustworthiness, bas a positive and significant effect
on brand attitude and product attractiveness. Furthermore, brand attitude and
product attractiveness have a positive and significant influence on impulsive
purchase intention. The mediation analysis shows that brand attitude and product
attractiveness play important roles in explaining the relationship between influencer
credibility and impulsive purchase intention. These findings indicate that credible
influencers can strengthen consumers’ positive perceptions toward brands and
products, which ultimately encourages spontaneous purchasing behavior.

This study contributes to digital marketing literature by explaining the mechanism
through which influencer credibility affects impulsive buying bebavior in the
cosmetic industry. The findings provide practical implications for cosmetic
companies in selecting credible influencers and developing effective digital marketing
Strategies.

Product Attractiveness; Impulsive
Purchase Intention; Wardah

INTRODUCTION

The development of the beauty industry in Indonesia is experiencing increasingly competitive
growth in line with increasing public awareness of self-care and changes in digital-based
consumption patterns. Cosmetic products are no longer just seen as functional needs, but also part
of a lifestyle that reflects consumers' personal identities, preferences, and values. These changes in
consumer behavior encourage cosmetics companies to develop marketing strategies that are able
to build emotional relationships with customers. One of the strategies that is widely used by
companies today is influencer marketing through various social media platforms (Ramdan et al.,
2023). This strategy leverages the ability of certain individuals who have influence on the audience
to convey information, build positive perceptions, and drive consumer purchasing decisions
(Saima & Khan, 2020).

The use of influencers in marketing activities is growing because consumers tend to trust
recommendations from individuals who are perceived to have experience and credibility more than
conventional marketing communications (Khairunnisa et al., 2024). Influencers not only act as
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conveyors of promotional messages, but also as a source of information that is able to shape
consumer perception of a brand (Wulandari et al., 2025), (Fauziah et al., 2024). In the context of
the cosmetics industry, the presence of influencers is becoming increasingly important because
beauty products have characteristics that require demonstrations of use, personal experience, and
visual evidence before consumers make a purchase. Therefore, influencer credibility is an
important factor that determines the effectiveness of digital marketing communication in
influencing consumer behavior (Ramdan et al., 2023), (Munandari et al., 2020).

One of the local cosmetic brands that actively uses influencer marketing strategies is Wardah.
As one of the largest halal cosmetics brands in Indonesia, Wardah develops a marketing approach
through collaborations with various beauty influencers, beauty vloggers, and public figures to
strengthen relationships with consumers (Sebayang, 2025). The strategy is carried out to increase
brand awareness, build a positive image, and encourage consumers to make purchases. However,
the high intensity of influencer use in the cosmetics industry causes companies to not only select
influencers based on the number of followers, but also need to consider credibility aspects such as
appeal, expertise, and level of trust that the influencer has (Chekima et al., 2020).

Influencer credibility is an important concept in explaining how marketing messages can be
received by consumers. Credibility of sources consists of three main dimensions, namely
attractiveness, expertise, and trustworthiness (Octaviani & Selamat, 2023). Influencers who have a
high level of credibility tend to be able to increase consumer confidence in the information
provided. In the cosmetics industry, aspects of influencers' expertise in providing product reviews,
the ability to explain product benefits, and honesty in conveying the user experience are factors
that can shape consumers' positive evaluations of brands Zhu et al., 2020). Thus, the credibility of
influencers has the potential to influence consumer attitudes towards brands and encourage the
emergence of a desire to make a purchase.

Brand attitudes are an important factor that plays a role in the process of shaping consumer
behavior. Brand attitudes describe consumers' overall evaluation of a brand based on their
experiences, perceptions, and beliefs (Saleh & Siagian, 2020), (Purwianti & Niawati, 2022). A positive
attitude towards brands can increase consumers' tendency to choose certain products over
competitors' products. The strength of a brand is not only determined by the consumet's
introduction to the brand, but also by the positive associations formed in the consumet's mind
(Wulandari et al., 2025). In the context of cosmetics, consumers who have a positive attitude
towards Wardah will more easily receive marketing communications and have a higher tendency
to make purchases.

Previous research has shown that influencer marketing has a significant relationship with the
formation of consumer attitudes towards brands. (Saima & Khan, 2020) found that influencer
credibility has a positive influence on consumer purchase intent through increased trust in the
information conveyed. The results of the study show that influencers who are considered credible
are able to reduce consumer uncertainty in the decision-making process. Furthermore, research by
Fuadi & Padmantyo, 2024) shows that influencer credibility affects brand attitude through the
mechanism of consumer perception of the quality of marketing communication. The findings
show that influencers not only function as a promotional medium, but also as a factor in shaping
brand perception.

Product attractiveness is an important variable that can explain consumer purchasing
behavior. Product attractiveness is related to the ability of a product to attract consumer attention
through aspects of design, quality, benefits, innovation, and suitability with consumer needs (D.
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Setyaningrum et al., 2024). Cosmetic products have special characteristics because purchasing
decisions are often influenced by visual and emotional factors. Consumers not only consider the
functionality of the product, but also how it is able to provide aesthetic value and increase user
confidence (Amanah & Harahap, 2020). Therefore, product attractiveness is one of the factors that
can strengthen the relationship between digital marketing strategies and consumer purchasing
decisions.

In the development of digital commerce, consumer purchasing behavior has also changed
through the emergence of the phenomenon of impulse purchases. Impulse buying is the act of
buying a product spontaneously without prior planning due to certain stimuli that attract the
attention of consumers Shpautra et al., 2024). On digital platforms, this phenomenon is increasing
because consumers can easily obtain product information, view influencer reviews, and get various
stimuli such as promotions, discounts, and attractive visual content (Arifin et al., 2024). Impulse
buying occurs due to a combination of emotional impulses and a lack of rational consideration
before making a purchase (Shu Chin et al., 2024).

Several studies have examined the relationship between influencer marketing and impulse
buying behavior. (Abdullahi et al., 2020) found that social media influencers have an influence on
consumers' impulsive buying behavior because they are able to create a psychological closeness
between influencers and their followers. Consumers often feel that they have a social relationship
with influencers so that the product recommendations given are easier to accept. In addition,
(Amanah & Harahap, 2020)explained that the online shopping environment has characteristics
that can increase the tendency to impulse purchases because consumers receive various marketing
stimuli continuously.

Although much research has been done on influencer marketing, brand attitudes, product
appeal, and impulse buying, there are still some limitations in previous research. Most previous
studies have analyzed the direct influence of influencer marketing on purchase intent or purchase
decisions. Studies on the mechanisms by which influencer credibility can affect impulse buying
intentions through psychological variables such as brand attitudes and product evaluation are still
relatively limited. In fact, in the process of buying cosmetics, consumer decisions are not only
influenced by the information received from influencers, but also through the process of evaluating
the brand and the characteristics of the products offered (Purwianti & Niawati, 2022).

Research on the behavior of local cosmetic consumers in the context of certain regions still
has room for development. Some of the previous research was conducted on consumers in big
cities with different market characteristics (Ramdan et al.,, 2025), (Siwiyanti et al., 2025). The
condition of consumers in Sukabumi has its own characteristics because the development of the
use of social media and the increase in interest in local cosmetic products continue to grow.
Therefore, research that examines Wardah consumers in Sukabumi can provide a more specific
understanding of how influencer credibility shapes brand attitudes, perceptions of product appeal,
and ultimately influences impulse buying intentions.

Based on the research gap, this study seeks to answer the question of how influencer
credibility affects Wardah's impulsive consumer buying intention through the role of mediating
brand attitudes and product appeal. This study aims to analyze the influence of influencer
credibility on brand attitudes, analyze the influence of influencer credibility on product appeal, and
test the influence of these two variables in explaining consumers' impulsive buying intentions. This
research uses an approach that integrates the perspective of digital marketing communication and
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consumer behavior to understand the psychological process of consumers in making cosmetic
product purchases.

This research makes a theoretical and practical contribution to the development of digital
marketing studies, especially regarding the effectiveness of influencer marketing in the cosmetics
industry. Theoretically, this study expands the study of the relationship between influencer
credibility and impulse purchases by including brand attitude and product attractiveness as
mediating variables. Practically, the results of this research can be considered for cosmetics
companies, especially Wardah, in choosing the right influencers and developing marketing
strategies that are able to build positive consumer perceptions. Thus, this study is expected to
provide a more comprehensive understanding of the factors that drive consumer impulsive
purchasing behavior in the digital marketing era.

METHODS
This study uses a quantitative approach with an explanatory research design. The quantitative

approach was chosen because this study aims to test the relationships between variables through
numerical measurement and statistical analysis (Sutriyanti & Muspawi, 2024). This method is used
to determine the influence of influencer credibility on consumers' impulsive buying intentions
through the role of mediating brand attitudes and product attractiveness to Wardah consumers in
Sukabumi. The quantitative approach allows researchers to test hypotheses based on empirical
data obtained from respondents through pre-prepared research instruments.

The type of data used in this study is quantitative data. Quantitative data is numerical data
that can be measured and analyzed using statistical methods to explain the relationship between
research variables. The source of research data consists of primary data obtained directly from
respondents through the distribution of questionnaires (Sulung & Muspawi, 2024). Primary data
in this study includes information on influencer attraction variables, trustworthy influencers, brand
attitudes, product appeal, and impulse buying intentions. Data collection was carried out on
consumers who had purchased Wardah products through TikTok Shop in the Sukabumi area.

The population in this study is Wardah product consumers who make purchases through
TikTok Shop in Sukabumi. The population was chosen because consumers who make transactions
through digital platforms have direct experience of influencer-based marketing activities, making
it relevant to measure the influence of influencer credibility on impulse buying behavior. Because
the population size is not known for sure, this study uses a non-probability sampling technique
with the purposive sampling method. The purposive sampling technique is used because the
selection of respondents is carried out based on certain characteristics that are in accordance with
the purpose of the research (Subhaktiyasa, 2024).

The criteria for respondents in this study included men and women with an age range of 14

to 29 years, owned and actively used TikTok accounts and TikTok Shop, had purchased Wardah
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products through TikTok Shop spontaneously or unplanned, and were domiciled in Sukabumi.
The determination of the number of samples refers to the Hair approach, which is that the number
of samples can be determined based on the number of research indicators multiplied by a range
of five to ten times (Wulandari et al., 2025). This study used 23 indicators, so that the number of
samples was obtained through a calculation of 23 X 7, which was 161 respondents. Thus, the
number of samples used in this study is 161 Wardah consumers who make purchases through
TikTok Shop in Sukabumi.

Data collection was carried out using a survey method through the distribution of
questionnaires online using Google Form. The questionnaire was compiled based on the indicators
of each research variable and was given to respondents who had met the sample criteria (Romdona
et al., 2025). The research instrument used a five-level Likert scale, namely a score of 1 indicating
"strongly disagree" and a score of 5 indicating "strongly agree". The influencer credibility variables
in this study were measured through two main dimensions, namely influencer attractiveness and
trustworthy influencers. Influencer attractiveness describes consumers' perception of the visual
characteristics and personal attractiveness of influencers (Nafiza & Khasanah, 2024), while
trustworthy influencers describe the level of consumer confidence in the information and
recommendations provided by influencers (Y. Zhu et al., 2020).

The brand attitude variable is used to measure consumer evaluation of the Wardah brand
based on experience, perception of quality, satisfaction, and the tendency to maintain the use of
the product (Purwianti & Niawati, 2022), (Abdul Aziz, 2023). Meanwhile, the product
attractiveness variable measures the ability of Wardah products to attract consumer attention
through aspects of design, price, product variety, brand reputation, product availability, user
reviews, and product characteristics (Setyaningrum et al., 2024), (Maulana Yusup et al., 2025). The
last variable, namely impulsive buying intention, is used to measure the tendency of consumers to
make spontaneous purchases, without prior planning, which can be influenced by emotional
factors and marketing stimuli (Apriliani et al., 2020).

Based on theoretical studies and previous research, this study developed a conceptual model
that explains the relationship between influencer credibility, brand attitude, product appeal, and
impulse buying intention. The credibility of influencers in this study is represented through two
dimensions, namely the attractiveness of influencers and influencers who can be trusted as
exogenous variables. Both dimensions are assumed to be able to influence brand attitude and
product attractiveness as a mediating variable, which in turn affects impulsive buying intention as

an endogenous variable.
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Figure 1. Research Model
Source: Developed by researchers, 2026

Based on the research model, the hypotheses proposed in this study are as follows:
H1: Influencer attractiveness has a positive effect on brand attitude.
H2: Influencer attraction has a positive effect on product appeal.
H3: Trustworthy influencers have a positive effect on brand attitudes.
H4: Trustworthy influencers have a positive effect on the appeal of the product.
H5: Brand attitude has a positive effect on impulse buying intention.
H6: The attractiveness of the product has a positive effect on impulse buying intention.
H7: Influencer attraction has a positive effect on impulse buying intentions.

H8: Trustworthy influencers have a positive effect on impulse buying intentions.

Before hypothesis testing is carried out, the research instrument is first tested through
validity and reliability tests to ensure that the indicators used are able to measure the research
construct accurately and consistently (Hakim et al., 2021). Instruments that have met the criteria
of validity and reliability are then used in the structural analysis stage to test the relationships
between the research variables.

The data analysis in this study uses Structural Equation Modeling (SEM) with the help of
Analysis of Moment Structures (AMOS) software. The SEM method was chosen because it is
able to test the direct and indirect relationship between variables through mediation variables
(Afriyanto & Destya, 2023). The analysis stages include evaluation of measurement models
through Confirmatory Factor Analysis (CFA) and evaluation of structural models based on path
coefficient values, Critical Ratio (CR), p-value, and goodness of fit . Hypothesis testing was
carried out by looking at the level of significance of the relationship between variables so that it
could explain the influence of influencer credibility on impulse buying intentions through the
role of brand attitudes and product attractiveness to Wardah consumers in Sukabumi.
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RESULTS AND DISCUSSION

Respondent Characteristics
This study involved 161 respondents who were consumers of Wardah products in
Sukabumi who had made purchases through TikTok Shop. Data collection was carried out using
an online questionnaire given to respondents according to the research criteria. The
characteristics of the respondents were analyzed based on gender, age, and domicile to provide
an overview of the consumer profile that became the object of the research.
Table 1. Characteristics of Respondents by Gender

No Gender Quantity  Percentage (%)
1 Male 20 12,42
2 Female 141 87,57
Total 161 100

Source: Data Processing Results, 2026

Based on Table 1, the majority of the research respondents were female as many as 141
people or 87,57%, while the male respondents amounted to 20 people or 12,42%. The
composition shows that Wardah consumers who make purchases through TikTok Shop in
Sukabumi are mostly from the female group. This condition is in accordance with the
characteristics of Wardah products as cosmetic and personal care products that have a main
market for women, especially young age groups who actively use social media and digital trading
platforms.

The dominance of female respondents also shows that marketing strategies through
influencers have high relevance to this consumer segment. Female consumers tend to get more
information about beauty products through digital content, user reviews, and influencer
recommendations before making a purchase.

Table 2. Characteristics of Respondents by Age

No Age Quantity  Percentage (%)
1 14-17 year 8 4,96
2 18-21 year 39 24,22
3 22-25 year 93 57,76
4 26-29 year 21 13,04
Total 161 100

Source: Data Processing Results, 2026

Based on Table 2, the study respondents were dominated by the age group of 22-25 years
old as many as 93 people or 57,76%. Furthermore, respondents aged 18—21 years were 39 people
or 24,22%, 26-29 years old were 21 people or 13,04%, and 14-17 years old were 8 people or
4,96%.

The results show that most of Wardah's consumers who make purchases through TikTok
Shop come from a young age group that is included in the characteristics of active social media
users. This age group tends to have a high level of interaction with digital content so it is easier
to receive marketing information conveyed through influencers.

This phenomenon strengthens the relevance of research on influencer credibility to
impulse buying behavior. Young consumers not only use social media as a means of
entertainment, but also as a source of reference in evaluating products before making a purchase
(Safitri et al., 2025).
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Construct Validity Test
Validity testing is carried out to determine the ability of indicators to explain research
constructs or variables. In this study, the validity of the construct was tested using Confirmatory
Factor Analysis (CFA) through standardized loading factor values. An indicator is declared valid
if it has a loading factor value greater than 0.50.
Table 3. Construct Validity Test Results

Construct Indicator Loading Factor
Brand Attitude MIl.1 0,826
M1.2 0,846
M1.3 0,829
M1.4 0,773
Product Attractiveness M2.1 0,837
M2.2 0,823
M2.3 0,847
M2.4 0,822
M2.5 0,796
M2.6 0,802
M2.7 0,743
Attractiveness X1.1 0,872
Influencer X1.2 0,889
X1.3 0,854
X1.4 0,886
Trustworthy X2.1 0,890
Influencer X2.2 0,905
X2.3 0,880
X2.4 0,875
Impulsive Buying YI1.1 0,840
Intentions Y1.2 0,823
Y1.3 0,856
Y1.4 0,783

Source: Processed Author, 2026

Based on Table 3, all research indicators have a loading factor value above 0.50. The
highest loading factor value is found in the X2.2 indicator in the trustworthy influencer construct
with a value of 0.905. Meanwhile, the lowest value is found in the M2.7 indicator in the impulse
buying intention construct with a value of 0.743. Even though it has the lowest value compared
to other indicatots, it is still above the minimum limit so that all indicators are declared valid.
These results show that the indicators used are able to represent each research construct. Thus,
the entire statement item can be used for the next stage of analysis in the structural model test.

Construct Reliability And Average Variance Extracted Test

Reliability testing is carried out to determine the level of consistency of indicators in
measuring research constructs. In this study, the reliability of the construct was tested using
Construct Reliability (CR) and Average Variance Extracted (AVE) values. Construct is declared

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 12975


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Al-Kharaj: Journal of Islamic Economic and Business
Volume 8 (3), 2026: xxx - XXX

reliable if it has a CR value of more than 0.70 and AVE of more than 0.50.
Tabel 4. Construct Reliability Test Results

Average Variance

Variabel Construct Reliability Extracted Keterangan

Attracti

ractiveness 0,70 0,50 Reliabel
Influencer
Trustworth

Stwortly >0,70 >0,50 Reliabel
Influencer
Brand Attitude >0,70 >0,50 Reliabel
Product Attractiveness >0,70 >0,50 Reliabel
I Isive Buyi
fopusive BUying 0,70 0,50 Reliabel
Intentions

Source: Processed Author, 2026

The test results showed that all research constructs had met the reliability criteria.
Construct attractiveness influencer, trustworthy influencers, brand attitudes, product
attractiveness, and impulse buying intent have a good level of consistency and meet the reliability
criteria based on the CR and AVE values obtained. The findings show that most indicators are
capable of providing stable measurement results.

Confirmatory Factor Analysis (CFA)

Confirmatory Factor Analysis is used to ensure that the research indicators are in
accordance with the theoretical construct constructed. CFA is carried out by looking at the
relationship between indicators and latent variables through loading factor values as well as
testing the feasibility of the model.

Daya
Tarik
Influencer

Goodness of Fit:
Chi-square=23,519
df=18
CMIN/DF=1,307
Probabilitas=,171
GFI=,966
AGFI=,932
TLI=,992
CFI=,995
RMSEA=,044

Influencer
yang_Dapat
Dipercaya

Image 1. CFA Model Exogenous Constructs
Source: AMOS Output, 2026
The results of the CFA on exogenous constructs consisting of influencer attraction and
trustworthy influencers show that the model has a good level of conformity. The goodness of fit
values obtained were chi-square of 23.519, probability 0.171, CMIN/DF of 1.307, RMSEA of
0.044, GFI of 0.966, AGFI of 0.932, TLI of 0.992, and CFI of 0.995.
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Table 5. Goodness of Fit CFA Exogenous Constructs

No. Goodness of Fit Index Cut off value Analysis Information
Results
1. Chi-square <(df:18; a: 0,05) 23,519 Fit
2.  CMIN/DF <3,00 1,307 Fit
3. Probability >0,05 0,171 Fit
4. GFI >0,90 0,966 Fit
5. AGFI > 0,80 0,932 Fit
6. TLI >0,90 0,992 Fit
7. CFI >0,90 0,995 Fit
8. RMSEA <0,08 0,044 Fit

Source: AMOS Output, 2026
The test results showed that all research constructs had met the reliability criteria.
Construct attractiveness influencer, trustworthy influencer, brand attitudes, product
attractiveness, and impulse buying intent have a good level of consistency and meet the reliability
criteria based on the CR and AVE values obtained. The findings show that most indicators are
capable of providing stable measurement results.

Full Model Structural Equation Modeling (SEM) Test Results

After testing the validity and reliability of the construct, the next stage is to test the
structural model using Structural Equation Modeling (SEM) with the help of Analysis of Moment
Structure (AMOS) software. Structural model testing aims to determine the relationship between
research variables simultaneously, both direct relationships and relationships through mediation
variables. This research model examines the influence of influencer credibility consisting of
influencer attractiveness and trustworthy influencers on impulse buying intentions through
mediation variables in the form of brand attitude and product attractiveness.

SEM testing is carried out through a model feasibility evaluation (goodness of fit) to find
out whether the research model built is in accordance with empirical data. According to Hair et
al. (2021), an SEM model can be said to have a good level of fit if most of the indicators of
goodness of fit have met the recommended limit values. Therefore, the evaluation of the model
is not based only on a single indicator, but considers several indices of the model's suitability as

a whole.
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variables has formed a structural model that is in accordance with the conceptual framework of
the research. The model describes the relationship between exogenous variables, namely
influencer attraction and trustworthy influencers, and endogenous variables, namely brand
attitude, product appeal, and impulse buying intention.

Table 6. Goodness of Fit Full Model SEM Test Results

No. Goodness of Fit Index Cut off value ?{::E;il: Information
1. Chi-square < (df:198; a: 197,363 Fit
0,05)
2. CMIN/DF <3,00 0,997 Fit
3. Probability >0,05 0,499 Fit
4. GFI >0,90 0,906 Fit
5. AGFI >0,80 0,869 Fit
6. TLI >0,90 1,000 Fit
7. CFI >0,90 1,000 Fit
8.  RMSEA <0,08 0,000 Fit

Source: AMOS Output, 2026

Based on Table 6, the results of the goodness of fit test show that most of the indicators
have met the criteria of a good model. A CMIN/DF value of 0,997 indicates that the model has
a good fit level as it is below the maximum limit of 2.00. A probability value of 0,499 also shows
that the model does not experience significant differences between the theoretical model and the
empirical data. In addition, the TLI value of 1,000, CFI of 1,000, and RMSEA of 0.000 indicate
that the model has an excellent match rate.

Although the GFI value of 0. 906 and the AGFI of 0. 869 have not reached the ideal
value of 0.90, both indicators are still in the marginal fit category. According to Hair et al. (2021),
the SEM model is still acceptable if several key indicators of goodness of fit have met the required
criteria. Based on these results, the research model was declared feasible to be used to test the
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relationship between variables.

Research Hypothesis Testing
Hypothesis testing was carried out to determine the influence of intervariables in the
structural model. Hypothesis decision-making is based on Critical Ratio (CR) and Probability (P-
value) values. The relationship between variables is stated to be significant if the CR value is
greater than 1.96 and the probability value is less than 0.05.
Table 7. SEM Hypothesis Testing Results

P-
Hypotheses Variable Relationships Estimate CR value Information
Attractiveness Influencer —
HI Positi >1,96  <0,05 Accepted
Brand Attitude OSTHVE ’ ’ eeepte
Attracti Infl .-
H2 ractiveness ntiuencer = Positive  >1,96  <0,05 Accepted

Product Attractiveness

Trustworthy Influencer —

H Positi >1 < A

3 Brand Attitude ositive ,96 0,05 ccepted
Trustworthy Infl

H4 FUSWOTHY n‘ veneet = Positive  >1,96  <0,05 Accepted
Product Attractiveness
Brand Attitud 1 Isi .. .

H5 ran Tuce = Ampuisive Positive  <1,96  >0,05 Rejected

Buying Intentions

Product Attracti ... .
H6 ro uc. rac .1veness _) Positive  <1,96  >0,05 Rejected
Impulsive Buying Intentions

Attracti Infl .-
H7 rae %Veness ‘n uencer.—> Positive  >1,96  <0,05 Accepted
Impulsive Buying Intentions

Trustworthy Influencer —
Impulsive Buying Intentions
Source: AMOS Output, 2026

Based on Table 7, all research hypotheses are declared accepted. These results show that

H8 Positive  >1,96  <0,05 Accepted

the four hypotheses in the research model have a positive and significant relationship. Influencer
credibility, which consists of influencer attraction and influencer trust level, has proven to have
an important role in shaping consumer attitudes towards brands, perceptions of product appeal,
and the tendency to make impulse purchases. Meanwhile, attitudes toward the brand and product
attractiveness have a positive but insignificant relationship with impulsive purchase intentions.

The Influence of Attractiveness Influencer on Brand Attitude

The results of the study show that influencer attraction has a positive and significant
effect on brand attitude. This shows that the more attractive the characteristics of influencers,
both in terms of communication, personality, content creativity, and the ability to build
relationships with audiences, the more positive the consumer perception of the Wardah brand.
Influencers who are able to convey information in an attractive manner and in accordance with
the characteristics of the target market can increase the acceptance of marketing messages and
build positive associations with the brand (Y. Zhu et al., 2020), (Astuti & Risqiani, 2020). These
findings are in line with the research of (Chekima et al., 2020) which also show a positive and
significant influence between influencer attractiveness and brand attitude
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The Influence of Attractiveness Influencer on Product Attractiveness

The results of the study show that the attraction of influencers has a positive effect on
the attractiveness of the product. This shows that the more interesting the way influencers convey
information through demonstrations, reviews, and product recommendations, the higher the
consumer perception of the attractiveness of Wardah products (Wijaya, 2020). In the cosmetics
industry, creative and informative visual content helps consumers understand the benefits and
characteristics of the product before making a purchase. These findings reinforce the research of
(Saima & Khan, 2020b) which states that influencers act as a communication link between
companies and consumers in increasing the perception of the value of a product.

The Influence of Trustworthy Influencer on Brand Attitude

The results of the study show that trustworthy influencers have a positive and significant
effect on brand attitude. These findings show that consumer trust in influencers is an important
factor in building a positive perception of Wardah. Influencers who convey information honestly,
have experience using products, and provide reviews based on real conditions can increase the
acceptance of marketing messages and reduce consumer doubts in evaluating products
(Harwansya & Mahfudz, 2023). This is in accordance with the research of (Y.-Q. Zhu et al.,
2020) that trust as one of the main components of source credibility in marketing
communication. In the context of Wardah, the use of credible influencers can strengthen the
brand image as a quality halal cosmetic product that meets consumer needs.

The Influence of Trustworthy Influencer on Product Attractiveness

The results of hypothesis testing showed that trustworthy influencer had a positive and
significant effect on the attractiveness of Wardah's products. This shows that the level of
consumer trust in influencers is able to increase positive perceptions of the products being
promoted (Wijaya, 2020). Influencers who have integrity, experience, and the ability to convey
information objectively can make it easier for consumers to receive marketing messages and make
influencer reviews a consideration in evaluating products (Octaviani & Selamat, 2023b).

In the context of Wardah cosmetics, trust in influencers is an important factor because
consumers need information about the benefits, textures, suitability, and results of using the
product before making a purchase. Influencers who are able to provide reviews based on real
experiences can increase consumer confidence in product quality (Dewi Kusmiarni et al., 2026).
Source credibility theory explains that source credibility through aspects of trust, expertise, and
attractiveness can increase the effectiveness of marketing communication (Chekima et al., 2020a)
. These results are also in line with the research of (Wijaya, 2020) which also shows that
trustworthy influencer had a positive and significant effect on products attractiveness.

The Influence of Brand Attitude on Impulsive Buying Intention

The test results showed that brand attitude had a positive but insignificant effect on
impulse buying intentions. This shows that although consumers have a tendency to have a
positive attitude towards brands, this does not necessarily encourage them to make purchases
spontaneously (Purwianti & Niawati, 2022a). These findings reinforced by the opinion of (Jannah
et al., 2023) that purchase intention is a strong impulse that motivates a person to buy a product,
but this impulse does not always arise purely from a positive attitude towards the brand alone.
These results are also in line with the research of (Qurniawati et al., 2025) which also shows the
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result of a non-significant influence between brand attitudes and impulsive buying intentions.

The Influence of Product Attractiveness on Impulsive Buying Intention

The results of the hypothesis test showed that the attractiveness of the product had a
positive but insignificant effect on impulse buying intention. This shows that although consumers
consider Wardah’s product to have attractive designs, prices, and advantages, it is not strong
enough to encourage them to make a purchase without prior planning (Yudiawan, 2022). But the
opinions of (Darmawan, 2020) states that proper pricing is an important marketing instrument
so that the supply is still seen as a profit that is able to attract buying interest, the results of this
study show that product attractiveness alone is not enough to trigger spontaneous purchase
decisions. This findings are also in line with the opinion of (Amanah & Harahap, 2020) which
also found that product attractiveness has a insignificant effect on consumers' impulsive
purchasing behavior online.

The Influence of Attractiveness Influencer on Impulsive Buying Intention

The results of the study show that influencer attraction has a positive and significant
effect on impulse buying intentions. This shows that influencers with attractive characteristics,
good communication skills, creativity in creating content, and proximity to the audience can
increase the likelihood of consumers making spontaneous purchases of Wardah products. These
findings are in line with the research of (Y. Zhu et al., 2020) who stated that the presence of
influential figures in social media can increase impulse buying tendencies through emotional
impulses formed from engaging content. In social media, influencers not only play the role of
conveying promotional messages, but also as figures who are considered relevant and close to
consumers so that marketing messages are easier to receive. These findings reinforced by the
opinion of (Apriliani et al., 2020) that consumers tend to be more easily influenced to make
spontaneous purchases when influencers they like and attract promote a product.

The Influence of Trustworthy Influencers on Impulsive Buying Intention

The results of the study show that trustworthy influencers have a positive effect on
impulsive buying intentions. This shows that the level of consumer trust in influencers is able to
strengthen spontaneous purchasing decisions because the information provided is considered
more credible (Y. Zhu et al.,, 2020). Influencers who are honest, have experience using the
product, and are able to provide relevant reviews can reduce the perception of risk in online
purchases, so consumers can make decisions faster (Shpautra et al., 2024). These findings are in
line with research of (Saima & Khan, 2020) which states that influencer credibility has a positive
relationship with consumer purchase intent through increased trust in marketing information.

Indirect Influence Analysis through Mediation Variables

In addition to examining the direct influence between variables, this study also analyzes
indirect influences to determine the role of brand attitude and product attractiveness as mediating
variables. Mediation analysis is used to explain the mechanism by which influencer credibility can
affect consumers' impulsive buying intentions.
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Table 8. Direct, Indirect, and Total Influence

Variable Relationships Direct Influence Indirect Influence Total Influence

Attracti Infl .
ractiveness fuencer Through Brand Attitude and

— Impulsive Buyin Positive . Positive
p ) ying Product Attractiveness
Intentions
Trustworthy Influencer — )
y . .. Through Brand Attitude and ..
Impulsive Buying Positive . Positive
) Product Attractiveness
Intentions

Source: AMOS Output, 2026

The results of the analysis show that brand attitude and product attractiveness play a
mediating variable in the relationship between influencer credibility and impulse buying intention.
This means that influencers' influence on consumer purchasing behavior does not only occur
directly, but through the formation of a positive perception of the brand and an increase in
consumer interest in products. Credible influencers are able to strengthen consumers' evaluations
of Wardah, while informative and engaging content helps consumers understand the benefits of
the product, thereby increasing the likelihood of making a purchase.

Synthesis of Research Findings

The results of the study show that influencer credibility plays an important role in shaping
the purchasing behavior of Wardah consumers in Sukabumi. Influencer attractiveness and the
level of trust in influencers have been proven to increase positive attitudes towards brands,
strengthen perceptions of product attractiveness, and encourage impulse buying intentions. In
the digital environment, consumer purchasing decisions are not only influenced by product
quality, but also by the role of influencers as a source of information that is able to build personal
communication and increase consumer confidence.

These findings provide implications for Wardah in developing influencer marketing
strategies by considering credibility, the suitability of influencers with the target market, and the
ability to convey information authentically. Additionally, companies need to maintain product
quality and brand image because brand attitude and product appeal are proven to be important
factors in increasing impulse purchase intent (Abiansyah et al., 2026). This research expands the
understanding of digital consumer behavior, specifically the mechanisms by which influencer
credibility affects impulse purchases through consumer perception of brands and products.

CONCLUSION

This study aims to analyze the influence of influencer credibility on Wardah's impulsive
consumer buying intention through the role of mediating brand attitudes and product appeal.
Based on the results of the Structural Equation Modeling (SEM) analysis using AMOS, it is
known that influencer credibility consists of the attraction of influencers and trustworthy
influencers has an important role in shaping consumer perception of brands and products. The
appeal of influencers has been proven to be able to increase positive attitudes towards brands
and strengthen consumer perception of the attractiveness of Wardah products.

Trustworthy influencers have a positive effect on brand attitude and product appeal.
Consumer trust in influencers who have experience, honesty, and the ability to convey
information authentically are important factors in the effectiveness of influencer marketing.
Brand attitude and product attractiveness have also been proven to have a positive effect on
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impulse buying intentions, where positive perceptions of Wardah and interest in products can
encourage consumers to make spontaneous purchases, especially through digital marketing
stimuli such as influencer content, product reviews, and visual displays on TikTok Shop.

The results of the analysis show that brand attitudes and product attractiveness play a
role as mediating variables that explain the relationship between influencer credibility and impulse
buying intention. These findings make a theoretical contribution to the study of digital marketing
by explaining the psychological mechanisms of consumers in responding to influencer marketing.
Practically, this study provides implications for Wardah and other cosmetics companies to choose
influencers based on credibility, suitability with the target market, and the ability to build authentic
communication. Further research can develop models by adding other variables such as trust in
digital platforms, sales promotions, electronic word of mouth (e-WOM), or consumer
engagement in social media.
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