
viii 

 

ABSTRACT 

 Thiscc studycc examines thecc influencecc ofcc socialcc mediacc influencerscc on ccpurchase 

intentionscc forcc Erigo products,  cc considering thecc mediatingcc rolescc of affinity, ccbrand 

image, trust, cc and ccloyalty. Data were collected from 280 TikTok users in Indonesia 

throughcc a digital surveycc andcc analyzedcc usingcc Smartcc PLS 4.0. 

 Thecc findings reveal that homophily, social presence, and physical 

attractiveness of influencers significantly affect purchase intentions. Affinity, brand 

image, trust, and loyalty serve as partial mediators that strengthen the relationships 

among these variables. Homophily, orcc thecc similarity ccbetween ccinfluencers ccand cctheir 

audience, enhancescc affinity and trust, while social presence fosters strong emotional 

connections. Additionally, the physical attractiveness of influencers amplifies the 

appeal of marketing messages. 

 This study highlights the importance of emotional connections between 

consumers and influencers (affinity) in shaping purchasing behavior. Companies 

are advised to select influencerscc alignedcc withcc their ccbrand ccvalues and targetcc markets, 

focusing on building trust, creating a strong social presence, and increasing 

customer loyalty. 

 TikTok, with its rapidly growing user base, has become a strategic platform for 

influencer- based marketing. Its interactive characteristics allow brands like Erigo 

to effectively reach a wider audience. This research contributes cc to ccthe digital 

marketingcc literaturecc by uncovering thecc unique dynamics ofcc TikTok in ccinfluencer 

marketingcc strategies, particularly in Indonesia’s fashion industry. 
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