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PENGARUH SOCIAL MEDIA INFLUENCER (RADITYA DIKA)
TERHADAP PURCHASE INTENTION (BIBIT) MELALUI CORPORATE
REPUTATION, BRAND ATTITUDE, DAN PERCEIVED VALUE

TODOAN FALDY

ABSTRAK

Penelitiian ini memiliki tujuan untuk menganalisis pengaruh dari
social media influencer terhadap purchase intention melalui corporate
reputation, brand attitude dan perceived value. Penelitian ini dilakukan pada
pengguna Bibit yang merupakan generasi milenial. Tekhnik sampling yang
digunakan adalah stratified random sampling serta analisis data
menggunakan Smart PLS 3. Hasil dari analisis menunjukan bahwa social
media influencer memiliki pengaruh terhadap corporate reputation, brand
attitude dan perceived value. Hasil penelitian juga menunjukan bahwa
corporate reputation, brand attitude dan perceived value memiliki pengaruh
terhadap purchase intention. Hasil penelitian juga menunjukan bahwa social
media influencer memiliki pengaruh terhadap purchase intention melalui

corporate reputation dan perceived value.

Kata Kunci: milenial, investasi, social media influencer corporate

reputation, brand attitude, perceived value, purchase intention
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EFFECT OF SOCIAL MEDIA INFLUENCER (RADITYA DIKA) ON
PURCHASE INTENTION (BIBIT) THROUGH CORPORATE
REPUTATION, BRAND ATTITUDE, AND PERCEIVED VALUE

TODOAN FALDY

ABSTRACT

This study aims to analyze the influence of social media influencers
on purchase intention through corporate reputation, brand attitude and
perceived value. This research was conducted on Bibit users who are the
millennial generation. The sampling technique used is stratified random
sampling and data analysis using Smart PLS 3. The results of the analysis
show that social media influencers have an influence on corporate
reputation, brand attitude and perceived value. The results of the study also
show that corporate reputation, brand attitude and perceived value have an
influence on purchase intention. The results also show that social media
influencers have an influence on purchase intention through corporate

reputation and perceived value.

Keywords: millennials, investment, social media influencer corporate

reputation, brand attitude, perceived value, purchase intention
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