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PENGARUH KREDIBILITAS NICEGUYMO DALAM LIVE STREAMING 

TERHADAP NIAT BELI PRODUK VELIXIR PADA GENERASI Z 

 

Danendra Antasari 

 

 

ABSTRAK 

 

Pemasaran digital mendorong perusahaan memanfaatkan live streaming 

sebagai saluran baru untuk memperkenalkan brand maupun produknya kepada 

khalayak, salah satunya melalui sosok live streamer yang memiliki kredibilitas 

tinggi seperti Niceguymo. Penelitian ini bertujuan untuk mengetahui seberapa besar 

pengaruh kredibilitas sumber Niceguymo terhadap niat beli produk Velixir pada 

kalangan Generasi Z. Terdapat dua variabel dalam penelitian ini, yaitu variabel X 

kredibilitas sumber (trustworthiness, expertise, dan attractiveness) dan variabel Y 

niat beli. Penelitian ini menggunakan metode kuantitatif dengan studi eksplanatif 

dan teknik survei melalui kuesioner daring, melibatkan 81 Generasi Z yang pernah 

menyaksikan live streaming Niceguymo membahas produk Velixir selama periode 

1 hingga 31 Mei 2026. Hasil penelitian menunjukkan bahwa trustworthiness dan 

attractiveness masing-masing memiliki pengaruh positif dan signifikan terhadap 

niat beli, dengan attractiveness sebagai dimensi paling dominan, sementara 

expertise tidak terbukti berpengaruh signifikan. Temuan penelitian ini 

menunjukkan bahwa ketiga dimensi kredibilitas sumber secara simultan 

berpengaruh signifikan terhadap niat beli sebesar 48,99 persen. Dengan demikian, 

dapat disimpulkan bahwa kredibilitas sumber pada komunikator entertainer tetap 

penting dalam mendorong niat beli, terutama melalui aspek kepercayaan dan daya 

tarik dibandingkan keahlian teknis. 

 

Kata kunci: Kredibilitas Sumber, Trustworthiness, Expertise, Attractiveness, Niat 

Beli 
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THE EFFECT OF NICEGUYMO'S CREDIBILITY IN LIVE STREAMING 

ON PURCHASE INTENTION OF VELIXIR PRODUCTS AMONG 

GENERATION Z 

 

Danendra Antasari 

 

 

ABSTRACT 

 

Digital marketing has driven companies to use live streaming as a new 

channel to introduce their brands and products to a wider audience, one of which 

is through a highly credible live streamer such as Niceguymo. This study aims to 

determine the extent of the influence of Niceguymo's source credibility on purchase 

intention toward Velixir products among Generation Z. There are two variables in 

this study, namely variable X source credibility (trustworthiness, expertise, and 

attractiveness) and variable Y purchase intention. This study uses a quantitative 

method with an explanatory design and a survey technique through an online 

questionnaire, involving 81 members of Generation Z who had watched 

Niceguymo's live streams discussing Velixir products during the period of 1 to 31 

May 2026. The results show that trustworthiness and attractiveness each have a 

positive and significant effect on purchase intention, with attractiveness as the most 

dominant dimension, while expertise shows no significant effect. The findings of 

this study indicate that the three dimensions of source credibility simultaneously 

have a significant effect on purchase intention of 48.99 percent. Thus, it can be 

concluded that source credibility remains important for entertainer-type 

communicators in driving purchase intention, particularly through trust and 

attractiveness rather than technical expertise. 

 

Keywords: Source Credibility, Trustworthiness, Expertise, Attractiveness, 

Purchase Intention 
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