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ABSTRACT  
 
Aims: This study aims to analyze the effect of advertising attributes from influencer’s 
endorsement content, such as credibility, infotainment, and irritation towards advertising value, 
which ultimately affect consumer purchase intentions on Instagram. 
Place and Duration of Study: This study was conducted in Indonesia, with no specific 
regional criteria in determining the respondents, from December 2022 to March 2023. 
Design/Methodology: This study uses a quantitative approach using a convenience sampling 
technique. The sampling method was conducted by distributing online questionnaires to 180 
respondents considered according to predetermined criteria: aged 16 & over and followers of 
influencers. This research was processed using PLS-SEM (SmartPLS) applications. 
Results: The empirical findings show that credibility and infotainment in influencer’s 
endorsement content significantly affect advertising value and consumer purchase intentions. 
However, the research results did not find a negative effect of irritation on advertising value. 
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1. INTRODUCTION  
 
The massive use of social media today is 
undeniably the influence of technological 
and information developments, as seen 
from today's people's dependence on 
social media to move their interactions to 
platforms such as Instagram, Twitter, 
Facebook, WhatsApp, and others. 
Research has proven that the number of 
active social media users in Indonesia 
has reached 191 million, which has 
increased by 12.35% compared to 2021, 
namely 170 million people [1]. Based on 
the trend, Indonesia's social media users 
continue to increase yearly, despite 
fluctuating growth from 2014 to 2022. 
 
Social media is not only part of the public 
space that contains only people's 
lifestyles but is also a tool from marketing 
to sales [2]. Social media is one of the 
communication channels chosen for 
implementing company marketing 
activities [3]. Seeing market is now full of 

competition, the success of a brand in 
selling its products cannot be separated 
from social media marketing activities 
which significantly impact product sales 
[4]. 
 
Marketers are now turning to social media 
to engage with potential prospects. 
Integrating social media into people's 
daily lives is an excellent opportunity for 
brands to connect with customers through 
social media platforms [5]. Especially 
Instagram, social media platform that 
continues to experience an increase in 
the number of active users every year [6], 
is dominated by the productive age group 
(18-34 years) who are active in interacting 
with one another, making the generation 
Millennials are known as the most 
consumptive generation compared to 
other generations as a result of using the 
internet [7]. That makes Instagram is a 
social media platform widely used by 
marketers to advertise and market their 
products. 



 

 

 
Several digital marketing channels are 
available and used by marketers, 
including influencer marketing [8]. 
Traditionally, companies have utilized the 
influence of celebrities on consumers for 
their former expertise, talent, credibility, 
and attractiveness to advertise a brand or 
product [9]. With the advancement of 
social media, celebrities continue to be a 
key element in advertising [10], and 
influencers are added to the list of 
influential online sources [11]. Compared 
to celebrities, social media influencers 
add value to advertising endorsements 
[12]. 
 
Influencers are social network users who 
have gained fame through social media, 
as indicated by their significant number of 
followers. Influencers are a non-celebrity 
people who actively represent themselves 
using technology to increase their 
popularity on Instagram [13]. Influencers 
create attractive profiles for the public 
where they share their interests and 
opinions and strongly impact their 
followers' decision-making [14]. Because 
of this high impact, marketers often 
sponsor influencers or collaborate with 
them to promote their brands, and several 
studies have corroborated the success of 
this type of support. 
 
Influencers, now are a modern 
phenomenon in collaboration with 
marketing agencies that have been going 
on for the past few years. They create 
new channels on social media for brands 
to connect with consumers directly on a 
daily life scale by promoting brands that 
have collaborated through their personal 
lives [15]. The rise of social media 
influencers significantly influences 
people's consumption patterns, especially 
among millennials. Dissemination of 
content by influencers from various social 
media platforms will increase the public's 
ability to obtain information, significantly 
affecting product sales [16].  
 
Regarding the phenomenon of using 
social media influencers in marketing 

activities in Indonesia, recently, there has 
been a "viral endorsement" generated by 
Instagram influencers. They promote a 
brand in the form of a product or food with 
each promotion's techniques and 
characteristics, then upload via the 
Instagram social media platform (feeds or 
instastory). The results of the promotional 
or endorsed uploads will later be seen by 
their followers, numbering in the 
thousands, hundreds, to millions. From 
there, the impact of their endorsement is 
defined as the power of an influencer that 
makes the products advertised by them 
sell well, thanks to the trust their followers 
have in these influencers. 
 
Fadil Jaidi is an Instagram influencer or 
also known as a celebrity. Fadil Jaidi is 
known as an influencer as well as a 
YouTuber. Fadil Jaidi became famous 
after his presented content always went 
viral on various social media [63]. Not 
only unique content but promotional 
content created by Fadil Jaidi also 
includes entertainment and uniqueness. 
This is where influencer Fadil Jaidi plays 
a role in contributing to the success of 
advertising a product and increasing 
product sales, following previous research 
by Herrando & De Hoyos [21], which is 
based on the Uses and Gratifications 
(U&G) Theory explaining user motivation 
and the reasons why they feel value in 
influencer advertising content. Based on 
U&G theory, psychological and behavioral 
functions are produced using mass 
communication and analyzing the use of 
information that motivates and satisfies 
users' needs. It was concluded from 
previous studies that entertainment, 
informativeness, and irritation are 
essential dimensions of U&G [64]. Users 
follow influencers on social media like 
Instagram voluntarily because they find 
the content they upload entertaining and 
valuable [21]. 
 
The findings in this study will help 
increase marketers' understanding of 
social media marketing in the context of 
utilizing influencers through U&G theory. 
 



 

 

2. LITERATURE REVIEW 
 . 
2.1 Uses and Gratifications Theory 

(U&G Theory)   
 
According to U&G theory, individuals are 
active audiences of the media. Therefore, 
their media usage behavior is driven by 
specific goals [17]. This theory helps 
clarify audience choices for specific media 
and understand the basic needs that drive 
them to use these media [18]. In applying 
U&G theory in social media, the audience 
is considered an active individual social 
media content to satisfy particular needs, 
including seeking information and 
entertainment [19]. Recent studies 
conclude that content created by social 
media influencers could satisfy consumer 
needs such as information and 
entertainment, further promoting the 
relationship between influencers and 
consumers [20]. Therefore, this theory 
explains why consumers perceive value in 
influencer advertising posts. Users on 
social media (for example) Instagram, 
tend to follow influencers voluntarily 
because they find their content 
entertaining and valuable [21]. 
 
2.2 Credibility 
 
Credibility, in this case, refers to the 
authenticity, integrity, and reliability of 
advertisements that customers believe 
[22]. Credibility is emphasized as an 
essential resource for consumers when 
evaluating advertising content. 
Consumers then assess the advertising 
message in the context of the media 
presented. Therefore, media reputation 
can increase or decrease the 
trustworthiness of advertising messages 
because advertising credibility is related 
to consumer perceptions of truth and 
trustworthiness [23]. In celebrity 
endorsements, source credibility is a 
construction consisting of three 
components: expertise, trustworthiness, 
and attractiveness. The source credibility 
model has been applied in previous 
studies in the context of traditional media 
forms. The attribute of source credibility 

positively influences consumer purchase 
intention. In this regard, this attribute will 
also positively influence consumer buying 
in the context of social media influencer 
marketing [24]. The above statement also 
supports the analysis results of Goldsmith 
et al. [25] that influencers with high 
credibility will be more efficient in 
influencing consumer attitudes than those 
with low credibility. 
 
2.3 Infotainment 
 
The term infotainment came as a 
reflection of the connection between 
information and entertainment that 
appears through advertisements. This 
refers to information that blends brand 
communication with entertainment 
product content [26]. According to Thussu 
[27] in his book, infotainment is part of the 
information that contains the types and 
features of a product in the market that 
quickly stimulate target consumer 
purchase intentions through social media. 
An advertisement containing entertaining 
and valuable information is called an 
infotainment advertisement [28]. If 
described separately, informativeness in 
an advertisement by Ducoffe [29] is 
defined as "the ability of advertising to 
deliver messages through different 
product or service alternatives to inform 
consumers so they get the most desired 
satisfaction." In addition, informativeness 
in advertising has an essential value for 
advertising effectiveness. On the other 
hand, entertainment in the context of 
advertising refers to the ability of 
advertising to satisfy consumer needs for 
escape, diversion, and aesthetic pleasure 
or emotional enjoyment, whereby the 
ability of advertising to entertaining can 
enhance the experience of channeling 
advertisements for consumers. The 
theory (U&G) explains the importance of 
informative content in social media 
advertising; the existing literature 
highlights the importance of informative 
advertising in consumer engagement with 
social media advertising. In addition, this 
theory also explains that consumers 
prefer entertaining content on social 



 

 

media because funny messages in 
advertisements will help attract 
consumers' attention [30]. 
 
2.4 Irritation 
 
Brief annoyance, dissatisfaction, and 
intolerance elicited in an advertisement 
are defined as irritation. Ad content can 
provide information that can distract, 
confuse, and even overwhelm ad 
recipients. Thus, in this situation, the 
consumer will likely feel displeased and 
react negatively to the annoying 
advertisement. Whenever advertising 
uses techniques that have a disruptive, 
offensive, insulting, and overly 
manipulative output, it tends to annoy 
consumers and make them assume they 
do not want it. In the same vein, while 
consumers are used to exposure to 
advertising in traditional media in 
exchange for receiving free content, the 
same is not valid in social media, where 
advertising is seen as an invasive 
distraction from consumers' online 
activities. Several studies have identified 
potential factors that can trigger 
advertising irritation, such as the 
advertised product, advertisements 
containing distractions, and the perceived 
loss of control over one's behavior. 
Meanwhile, other research focuses on 
characteristics of advertisements that can 
irritate, such as targeting inappropriate 
audiences, messages that seem 
manipulative, excessive ad placement, 
and forced exposure [23]. 
 
2.5 Advertising Value 
 
Haida & Rahim [32] describe a value as a 
behavior or state that is psychologically 
personal or socio-cultural preferable to 
the opposite end state. In advertising, 
value refers to the overall benefits a 
product or service offers in exchange for 
customer sacrifices to buy and use a 
product [33]. Advertising value is defined 

as a subjective evaluation of the relative 
value or function of advertising to 
consumers. Therefore, advertising value 
is used to measure the effectiveness of 
an advertisement. When advertised 
advertising messages are related to 
consumer needs, they will find advertising 
value. In addition, the value of advertising 
exchange between advertisers and 
consumers through content is when the 
ads work effectively. Therefore, 
advertising value can be shown as a 
representation and overall assessment of 
the value of advertisements that appear 
on social media [34]. 
 
2.6 Purchase Intention 
 
Purchase intention indicates the 
possibility that consumers will purchase 
products or services. It has been shown in 
previous research that an increase in 
purchase intention reflects an increase in 
purchase opportunity. If consumers have 
purchase intentions positively, brand 
involvement will encourage these 
purchases [35]. The customer's decision 
to purchase a product is highly dependent 
on the value of a product and 
recommendations shared by other 
consumers, such as on social media. Viral 
marketing, together with WOM (word-of-
mouth) created by users, will lead to 
automatic forwarding and 
recommendations by users who consider 
a product worthy of purchase [36]. A 
study investigates the determinants of 
online advertising value: informativeness, 
advertising, entertainment, and irritation. 
Therefore, it is found how the value of 
social media advertising influences online 
purchase intention. They show that 
advertising informativeness, 
entertainment, and credibility determine 
consumer perceptions of advertising 
value, ultimately influencing consumer 
purchase intentions [37]. 
 
2.7 Conceptual Framework

 
 



 

 

 
Fig. 1 Conceptual Framework 

 
2.8 Hypothesis Development 
 
Most previous studies have explained the 
effect of credibility on advertising value 
and concluded that credibility has a 
significant positive impact. Advertising 
credibility refers to the honesty, 
trustworthiness, and truthfulness of 
advertising content presented and 
perceived by consumers [38]. Many 
studies have studied and conceptualized 
credibility in many contexts, for example 
leading to spokesperson credibility [39]. In 
contrast, the current study focuses on the 
credibility of information related to 
advertised products [40]. The concept of 
advertising credibility has been referred to 
in various advertising literature as one of 
the essential elements of advertising 
value [30]. In this context, credibility refers 
to the extent to which advertising content 
is genuine and believable, directly related 
to advertising effectiveness [35]. The 
credibility of an advertisement can be 
ascertained by the consumer's evaluation 
of the trustworthiness of the 
advertisement [41]. Some of these 
opinions support the research of Dao et 
al. [42], which shows that credibility has a 
positive effect on the value perceived by 
consumers from social media advertising, 
which positively influences consumer 
purchase intentions online. Based on 
previous studies, credibility is an indicator 
that supports the good or bad of an 
influencer in advertising a product and will 
affect the value of an advertisement. 
 

H1: The credibility of Instagram 
influencer content positively affects 
advertising value. 
 

The majority of previous studies have 
explained the effect of infotainment on 
advertising value, such as by Antoniadis 
et al. [43], Arya & Kerti [44], Gaber et al. 
[30], Lin & Chen [45], Ying et al. [46], and 
Zha et al. [47] concluded that there is a 
positive influence of information and 
entertainment (infotainment) perceived in 
the value of an advertisement on the 
internet and social media. Informative and 
entertainment are integrated into one 
construct, namely infotainment. In this 
modern technology, information and 
entertainment values are usually 
intertwined [28]. The explanation is that 
the entertainment value of social media is 
an essential factor that directs consumers 
to consume, create, or even contribute to 
content related to a brand online. 
Consumers make information search a 
fundamental reason for them to use social 
media. In other words, the motivation to 
seek information explains why consumers 
consume content related to a brand. 
Therefore, fans of a product/brand have a 
more positive attitude towards infotaining 
ads, thus leading to higher ad values  
[48]. 

The results of research by Antoniadis et 
al. [43] suggest that entertainment and 
information have become important 
factors influencing advertising on social 
media, which have significant implications 
for marketers and advertising strategies 
related to content and creativity, 
especially those that focus on young 
consumers. On social media, advertising 
needs to focus on information and 
entertainment to increase the 
effectiveness of social media advertising 
on consumers, which will affect the ROI of 



 

 

promotional campaigns on social media. 
New trends in digital marketing and 
smartphone use will significantly assist in 
creating informative and entertaining 
messages in advertisements and 
sponsored posts on social media which 
also need to be tailored to target 
consumers. 
 

H2: Infotainment of Instagram 
Influencer content positively affects 
advertising value. 
 

Several previous studies have explained 
the effect of irritation on advertising value 
by Aktan et al. [23], Arya & Kerti [44], 
Aydın [48], Lin & Chen [44], and Rajesh et 
al. [22] which concluded that irritation has 
a negative influence on the value of 
advertising on social media. A study by 
Gaber et al. [30] concluded that consumer 
perceptions regarding the lack of irritation 
in the value of social media advertising 
would affect it positively. Meanwhile, a 
study conducted by Wei et al. [49] 
concluded that irritation positively impacts 
avoiding advertisements on social media. 

Irritation is a factor identified as a 
negative indicator of attitudes toward 
advertising [29]. In advertising, 
annoyance can lead to negative attitudes 
from consumers towards advertisements 
which will reduce the value of 
advertisements. Consumers may find the 
feeling of annoyance they feel from an 
advertisement disturbing during the 
process of watching an ad. Previous 
research illustrates that consumers 
criticize advertisements because there is 
disturbing content, and this will reduce the 
effectiveness of advertisements [50]. 

Put forward again in the research of 
Mirmehdi et al. [51], when consumers are 
distracted by some advertisements that 
are 'annoying,' 'deceptive,' and 
'confusing,' the ability of advertising will 
decrease. Concerning the online context, 
advertising can distract consumers and 
reduce the sense of 'having a positive 
experience.' Similarly, as on social media 
sites, advertisements can also provide 

very unimportant information, which can 
distract users from their goal orientation 
and create negative attitudes towards 
advertisements towards certain brands. 
Therefore, if the ad is appropriately 
designed and provides relevant 
information, the ad will not have a 
negative effect and can attract consumer 
attention.  
 

H3: Irritation of Instagram Influencer 
content negatively affects advertising 
value. 
 

The majority of previous studies have 
explained the effect of advertising value 
on purchase intention, by Brahim [52], Chi 
et al. [53], Dao et al. [41], Firat [54], Lee 
[55], and Martins et al. [34] that 
advertising value has a positive effect on 
consumer purchase intention. Advertising 
value is an important variable influenced 
by several indicators in the previous 
hypothesis: credibility and irritation. When 
consumer expectations are met, Value 
exchange will be profitable for advertisers. 
Effective advertising messages are 
possible communication exchanges 
between advertisers and consumers [47]. 
Since advertising value is a function of the 
subjective utility of advertising to 
consumers, consumers will tend to 
respond positively to the advertised 
brand. Therefore, consumers' perceived 
value of advertising can strengthen their 
intention to buy goods advertised online 
[41]. 

Purchase intention includes the possibility 
that consumers will be willing to buy a 
particular product and that purchase 
intention precedes actual buying 
behavior. Advertisers and researchers 
use purchase intention to evaluate 
consumer perceptions of products. It 
explained that consumer attitudes 
towards advertising and brands, eWOM, 
and brand awareness affect purchase 
intentions. It is proven that consumers' 
perceived value of advertising will 
positively affect online purchase 
intentions [36]. 
 



 

 

H4: The advertising value of 
Instagram Influencer content 
positively affects purchase intention. 

   
 
3. METHOD 
 
3.1 Measurements 
 
This study uses a survey research design 
method and a quantitative approach 
which is used to test the objective theory 
by examining the relationship between 
variables [56]. Data was conducted by 
distributing an online questionnaire to 
respondents considered according to 
predetermined criteria. The questionnaire 
used a 5-point likert scale (1 = strongly 
disagree and 5 = strongly agree). The 
measurement scale for each variable 
consists of 3 items developed by 
Herrando & De Hoyos [21]. To ensure the 
validity and reliability of the measurement 
scale, pilot testing was analyzed using 
IBM SPSS Statistics 29 for data 
processing. Validity measures the degree 
to which a measurement accurately 
represents what it should. Reliability is to 
measure the extent to which variable 
indicators are internally consistent based 
on how high the linkage of indicators is to 
one another [57]. 
 
3.2 Sampling and Data Collection 
 
The type of data used in this study is 
using primary data obtained through 
survey methods. Sampling used a 
convenience sampling technique, a 
quantitative research procedure to get the 
most readily available respondents. In this 
technique, the intended respondent must 
have the following criteria: over 16 years 
old, an Instagram user, and followers of 
Instagram Influencer (in this study, 
@fadiljaidi). There are no specific 
provisions to meet these criteria. The 
number of samples used in this study was 
180 respondents, according to the 
minimum sample size that depends on 
the model complexity factor and the 
characteristics of the primary 
measurement model [57]. 

 
3.3 Data Analysis 
 
The analysis technique used in this study 
was PLS-SEM which was analyzed using 
the statistical software SmartPLS. PLS-
SEM consists of two models, the 
measurement model (outer model) and 
the structural model (inner model), 
operating similarly. 
 
4. RESULT  
 
4.1 Respondent Characteristics 
 
A descriptive analysis of respondents 
classified by gender, age, education, 
occupation, and average income in a 
month can be seen in demographic data 
(Table 1). 

Based on Table 1, the respondents of this 
research were dominated by female 
respondents (73.9%), with an age range 
of 21-25 years, with a total of 137 
respondents (76.1%). In addition, the 
highest number of respondents with 
students was 114 respondents (63.4%). 
Most respondents have occupation as 
students, 124 respondents (68.9%), and 
had an average monthly income is IDR 
1,001,000 - IDR 2,500,000 with a total of 
64 respondents (35.6%). 
 
4.2 Measurement Model: Outer 
Model and Inner Model 
 
4.2.1 Convergent Validity 
 
Convergent Validity relates to the 
principle that indicators from a construct 
should be highly correlated. The 
convergent validity test with PLS software 
can be seen from the outer loading value 
for each construct indicator. To assess 
convergent validity, the outer loading 
value must be more than 0.5-0.6, which is 
sufficient. In contrast, if it is more than 
0.7, it is said to be high, and the average 
variance extracted value (AVE) and the 
communality value must be greater than 
0.5 [57]. 



 

 

Based on Table 2, the results of the 
output loading factor show that almost all 
constructs with reflexive indicators 
produce a loading factor > 0.70 and are 
said to be valid, and so they fulfill 
convergent validity. 

4.2.2 Discriminant Validity 
 
Discriminant Validity can be seen from the 
measurement of the cross-loading factor 
with the construct and the comparison of 
AVE roots with the correlation of latent 
variables. If the construct's correlation 
with the primary measurement (each 
indicator) is more significant than the 
other construct measures, then the latent 
construct predicts the indicator better than 
the other constructs.  
 
Based on Table 3, the cross-loading 
results show that the correlation value of 
the construct with the indicator is greater 
than the correlation value with the other 
constructs. It is concluded that all 
constructs except irritation have a good 
discriminant validity and can be declared 
valid. 
 
4.2.3 Composite Reliability 
 
Next, an analysis of the results of internal 
consistency is performed to measure the 
reliability of each latent variable using 
Cronbach's Alpha and Composite 
Reliability measurements. 
 
Based on Table 2, The highest 
Cronbach's alpha value is indicated by the 
purchase intention construct of 0.866, and 
the lowest Cronbach's alpha value is 
indicated by the infotainment construct of 

0.675. While the highest composite 
reliability value is purchase intention at 
0.918, and the lowest is infotainment at 
0.818. Because the output value of 
Cronbach's alpha in all constructs is 
above 0.70 according to general 
guidelines, it can be seen that this 
indicator meets Cronbach's alpha 
reliability test, and composite reliability 
meets the reliability test [57]. It can also 
be seen that the composite reliability 
value is much higher for all constructs 
compared to Cronbach's alpha value. 
 
4.3 Structural Equation Model 
Analysis 
 
Based on Table 4, the R-Square value of 
each effect between variables. The 
advertising value variable shows the R-
square effect of 0.537 or 53.7%, which 
the independent variables credibility, 
infotainment, and irritation can explain. 
Variables outside this study explain 
46.3%. Furthermore, it shows that the R-
square value indicated by the purchase 
intention variable is 0.554, meaning that 
the purchase intention variable is 
explained by the advertising value 
variable of 55.4%. Other variables outside 
this study can explain the purchase 
intention variable by 44.6%. Meanwhile, 
the Q-square shows a strong correlation 
between the independent and dependent 
variables. The Q2 value is declared good 
if the value is > 0. Based on Table 4, the 
Q² value for advertising value is 0.350, 
and the Q² value for purchase intention is 
0.432. Therefore, Q² > 0. It concluded that 
the validity of the predictive relevance of 
the fit model is vital. 

 
 
Table 1. Respondents’ Demographic Characteristics 
 
Category Item f % 
Gender Male 

Female 
Total 

47 
133 
180 

26,1 
73,9 
100 



 

 

Age 16 - 20 
21 - 25 
26 - 30 
>30 
Total 

38 
137 
4 
1 
180 

21,1 
76,1 
2,2 
0,6 
100 

Education Students 
Bachelor Degree 
Master’s Degree 
Total 

114 
65 
1 
180 

63,4 
36 
0,6 
100 

Occupation Students 
Private Employees 
BUMN 
Businessman 
Housewife 
Coach 
Total 

124 
23 
12 
18 
2 
1 
180 

68,9 
12,8 
6,7 
10 
1,1 
0,6 
100 

Monthly Income <IDR 1.000.000 
IDR 1.001.000 - 2.500.000 
IDR 2.501.000 - 5.000.000 
IDR 5.001.000 - 10.000.000 
>IDR 10.000.000 
Total 

43 
64 
42 
25 
6 
180 

23,9 
35,6 
23,3 
13,9 
3,3 
100 

Source: Primary data processed (2023) 
 
Table 2. Validity Convergent and Reliability Test Result 
 
Construct Item Scale Loadings Cronbach’s Alpha CR AVE 
Credibility CR1 

CR2 
CR3 

0.852 
0.826 
0.874 

0.809 0.887 0.724 

Infotainment IN1 
IN2 
IN3 

0.644 
0.832 
0.839 

0.675 0.818 0.603 

Irritation IR1 
IR2 
IR3 

0.872 
0.869 
0.846 

0.829 0.897 0.743 

Advertising Value AV1 
AV2 
AV3 

0.840 
0.824 
0.819 

0.770 0.867 0.685 

Purchase Intention PI1 
PI2 
PI3 

0.888 
0.875 
0.901 

0.866 0.918 0.789 

Source: Primary data processed (2023) 
 
Table 3. Cross-Loading Factor 
 
Construct Credibility Infotainment Irritation Advertising 

Value 
Purchase 
Intention 

CR1 
CR2 
CR3 

0.852 
0.826 
0.874 

0.517 
0.551 
0.535 

-0.382 
-0.412 
-0.405 

0.552 
0.535 
0.587 

0.485 
0.411 
0.508 



 

 

IN1 
IN2 
IN3 

0.433 
0.550 
0.479 

0.644 
0.832 
0.839 

-0.505 
-0.448 
-0.425 

0.338 
0.584 
0.559 

0.187 
0.482 
0.447 

IR1 
IR2 
IR3 

-0.382 
-0.452 
-0.374 

-0.480 
-0.547 
-0.440 

0.872 
0.869 
0.846 

-0.452 
-0.461 
-0.358 

-0.300 
-0.337 
-0.252 

AV1 
AV2 
AV3 

0.525 
0.535 
0.567 

0.551 
0.486 
0.588 

-0.415 
-0.394 
-0.423 

0.840 
0.824 
0.819 

0.554 
0.675 
0.613 

PI1 
PI2 
PI3 

0.505 
0.516 
0.447 

0.400 
0.461 
0.492 

-0.299 
-0.312 
-0.313 

0.670 
0.657 
0.656 

0.888 
0.875 
0.901 

*Notes: CR: Credibility, IN: Infotainment, IR: Irritation, AV: Advertising Value, PI: Purchase Intention. 
Source: Primary data processed (2023) 
 
Table 4. The Results Of R-Square And Q-Square 
 
Variable R-Square R-Square Adjusted Q-Square 
Advertising Value 0.537 0.529 0.350 
Purchase Intention 0.554 0.551 0.432 
Source: Primary data processed (2023) 
 
Table 5. Hypothesis Testing Result 
 
Variable Relation Hypothesis T Statistics P Value Conclusion 
Credibility  Advertising Value  H1 3.838 0.000 Supported 
Infotainment   Advertising Value H2 4.071 0.000 Supported 
Irritation  Advertising Value H3 1.614 0.107 Rejected 
Advertising Value  Purchase 
Intention 

H4 23.427 0.000 Supported 

Source: Primary data processed (2023) 
 
5. CONCLUSION & DISCUSSION 
 
This study aims to determine the effect of 
several attributes in advertising, such as 
credibility, infotainment, and irritation on 
advertising value (based on U&G theory), 
which ultimately affect consumer 
purchase intentions, especially in social 
media influencer marketing. Based on 
Table 5, credibility and infotainment 
positively affects advertising value, in 
which hypothesis H1 & H2 is supported. 
The result is in line with previous research 
by Taanika & Agarwal [58] that the better 
the level of credibility, the more significant 
the value of the advertisement will be. 
This finding is reinforced by research from 
Herrando & De Hoyos [21], which proves 
credibility affects the value of 
advertisements in influencer endorsement 
posts. When viewed based on the results 

of the respondents' answers, credibility is 
one of the essential attributes influencers 
have in advertising a product which will 
later affect the level of consumer trust so 
that it increases the intention to buy the 
product advertised by the influencer 
through Instagram posts. Related to the 
profile of the majority of respondents who 
are college students whom we consider to 
have the highest level of education, it is 
very suitable for those who prioritize the 
credibility of an influencer they want to 
follow on Instagram. Thus, this level of 
credibility becomes a benchmark for 
whether they will trust influencer Fadil 
Jaidi in providing information and reviews 
about a brand in content containing 
advertisements, influencing their 
purchase intention for the product.  
 



 

 

Furthermore, regarding infotainment, it is 
said that the more information and 
entertainment obtained from influencer 
content that contains advertisements, the 
better the value of the advertisement will 
be. The information contained in 
influencer advertising content will help 
consumers understand the product as a 
whole. Meanwhile, the entertainment in 
advertisements will make consumers feel 
happy when listening to content 
containing advertisements through their 
social media homepages. The results of 
this study agree with previous research 
conducted by Kim [59] that infotainment 
has a positive effect on advertising value. 
The average gender of the respondents, 
namely women, is following their habits of 
considering many things before buying 
something compared to men. Moreover, 
women are said to be easily influenced by 
social media in shopping. In some of 
these considerations, one of them is 
looking for product-related information in 
detail. Thus, women will be more 
confident in buying products advertised by 
informative influencers. Related to 
entertainment, according to Lubis [65], 
was found that women prefer social 
media to seek entertainment. So, it can 
be seen that the average influencer's 
social media followers who are 
entertaining and have funny characters 
consist of women. Taken together, it 
makes sense that women prefer social 
media influencer endorsement content 
that contains detailed and entertaining 
product information. 
 
However, the results do not support the 
negative effect of irritation on advertising 
value (H3). The table of hypothesis 
testing results shows that the irritation 
variable has a T-Value 1.614, P-Value: 
0.107. It means irritation does not 
significantly affect the value of the ad. 
This result aligns with previous research 
conducted by Pintado et al. [60], which 
did not find a significant relationship 
between irritation and advertising value 
regardless of whether consumers trust the 
influencer. According to Herrando & De 
Hoyos [21], irritation may lead to 

decreased advertising effectiveness, but 
Instagram differs. The intrinsic 
characteristics of Instagram could lead 
users to assume they will be exposed to 
advertisements; therefore, they deal with 
the problem of irritation in different ways. 
Then this is explained by the fact that 
influencer marketing generally tends to 
lead to the conformity of the advertised 
product, which increases the acceptance 
of the advertising content. That is, 
endorsement content matches the 
characteristics of influencers where 
Instagram users voluntarily follow them 
[36]. 
 
Moreover, the empirical findings allow us 
to conclude that users who perceive the 
value of advertising in influencer posts will 
show interest and may increase their 
purchase intention, supporting H4. The 
higher the value generated by influencer 
advertising content, the higher the 
consumer's purchase intention for the 
advertised product. The advertising value 
contained in an advertisement contains 
several attributes, such as credibility, 
infotainment, and irritation, which have 
positive and negative influences. That will 
increase consumers' intention to buy a 
product after seeing advertising content 
created by influencers. 
 
6. IMPLICATIONS 
 
This study raises some implications for 
theory and practice that adds insight and 
knowledge to enrich the literature related 
to social media marketing in the context of 
using influencers through U&G theory. 
Meanwhile, the managerial implications in 
this study are related to the practical 
benefits of research for marketing 
managers in utilizing marketing channels, 
mainly social media influencers. The 
results of the study show that purchase 
intention is influenced by advertising 
value. Advertising value is affected by 
credibility, infotainment, and irritation. 
Marketing managers will consider these 
factors when selecting influencer services 
to market a product. Credibility and 
infotainment factors relate to the value of 



 

 

advertising that influences purchase 
intention. Practically speaking, marketing 
managers will choose to work with 
influencers who have credibility to gain 
consumer trust. Furthermore, marketing 
managers will work closely with 
informative and entertaining influencers to 
attract consumer purchase intent. 
Meanwhile, in contrast to the credibility 
and infotainment factors, the irritation 
factor does not affect the advertising 
value. Marketing managers must avoid 
working with influencers who risk causing 
consumer irritation. 

7. LIMITATIONS 
 
This study has certain limitations. First, 
this research only focuses on followers of 

Instagram influencer Fadil Jaidi so the 
results can differ from followers of other 
Instagram influencers. Furthermore, it is 
hoped that future research will examine 
other influencers and social media 
platforms. Second, this study was 
dominated by respondents from 
Yogyakarta, Indonesia because the 
questionnaires were distributed randomly 
and not evenly distributed. Future 
research is expected to distribute 
questionnaires evenly throughout 
Indonesia. Third, this study has limitations 
in taking the number of samples, only 180 
respondents. This number needs to 
adequately represent the total number of 
Instagram followers of influencer Fadil 
Jaidi, 8.4 million. 

 

REFERENCES 
 
1. Mahdi, M. I. Pengguna Media Sosial 

di Indonesia Capai 191 Juta pada 
2022. DataIndonesia.id. 2022. 
Accessed 3 February 2023. 
Indonesian.  

2. Meifitri, M. Fenomena Influencer 
Sebagai Salah Satu Bentuk Cita-Cita 
Baru di Kalangan Generasi Zoomer. 
Komunikasiana Journal of 
Communication Studies. 
2020;2(2):69-82. Indonesian.  
DOI:http://dx.doi.org/10.24014/kjcs.v
2i2.11772  

3. Bilgin, Y. The Effect of Social Media 
Marketing Activities on Brand 
Awareness, Brand Image and Brand 
Loyalty. Business & Management 
Studies: An International Journal. 
2018;6(1):128-148.  
DOI:https://doi.org/10.15295/v6i1.22
9 

4. Aji, P. M., Nadhila, V., & Sanny, L. 
Effect of social media marketing on 
Instagram towards purchase 
intention: Evidence from Indonesia’s 
ready-to-drink tea industry. 
International Journal of Data and 
Network Science. 2020;4(2):91-104.  

DOI:https://doi.org/10.5267/j.ijdns.20
20.3.002 

5. Tafesse, W., & Wood, B. P. 
Followers’ engagement with 
instagram influencers: The role of 
influencers’ content and engagement 
strategy. Journal of Retailing and 
Consumer Services. 2021:1-9. 
DOI:https://doi.org/10.1016/j.jretcons
er.2020.102303 

6. Napoleon Cat. Retrieved from 
NapoleonCat. 2020. Accessed 3 
February 2023. Available: 
https://napoleoncat.com/stats/instagr
am-users-in-indonesia/2020/01/. 

7. Soebiakto, B. Alasan Generasi 
Milenial Lebih Konsumtif. CNN 
Indonesia. 2018. Indonesian. 
Available: 
https://www.cnnindonesia.com/gayah
idup/20180418215055-
282291845/alasangenerasi-milenial-
lebih-konsumtif 

8. Sudha, M., & Sheena, K. Impact of 
Influencers in Consumer Decision 
Process: the Fashion Industry. 
SCMS Journal of Indian 
Management. 2017:14-30.  
DOI:https://doi.org/10.19184/IJL.V1I1
.19146 



 

 

9. Vrontis, D., Makrides, A., Christofi, 
M., & Thrassou, A. Social media 
influencer marketing: A systematic 
review, integrative framework and 
future research agenda. International 
IJC. 2021;45(4):617-644.  
DOI:https://doi.org/10.1111/ijcs.1264
7 

10. Kusumasondjaja, S., & Tjiptono, F. 
Endorsement and visual complexity 
in food advertising on Instagram. 
Internet Research. 2019;29(4):659-
687.  
DOI:https://doi.org/10.1108/IntR-11-
2017-0459 

11. Bilro, R. G., Loureiro, S. M., & 
Santos, J. F. Masstige Strategies on 
Social Media: The Influence on 
Sentiments and Attitude Toward the 
Brand. International Journal of 
Consumer Studies. 2021;46(2):1113-
1126. 
DOI:https://doi.org/10.1111/ijcs.1274
7 

12. Schouten, A. P., Janssen, L., & 
Verspaget, M. Celebrity vs. 
Influencer endorsements in 
advertising: the role of identification, 
credibility, and Product-Endorser fit. 
International Journal of Advertising. 
2020;39(2):258-281. 
DOI:https://doi.org/10.1080/0265048
7.2019.1634898 

13. Marwick, A. E. Instafame: Luxury 
Selfies in the Attention Economy. 
Public Culture. 2015:137-160.  
DOI:https://doi.org/10.1215/0899236
3-2798379 

14. Van Reijmersdal, E., Rozendaal, E., 
Hudders, L., Vanwesenbeeck, I., 
Cauberghe, V., & van Berlo, Z. 
Effects of Disclosing Influencer 
Marketing in Videos: An Eye 
Tracking Study Among Children in 
Early Adolescence. Journal of 
Interactive Marketing. 2020;49(1):94-
106.  
DOI:https://doi.org/10.1016/j.intmar.2
019.09.001 

15. Anjani, S., & Irwansyah. Peranan 
Influencer dalam 
Mengkomunikasikan Pesan di Media 
Sosial Instagram. Polyglot: Jurnal 
Ilmiah. 2020;8(2):203-229. 
Indonesian.  
DOI:http://dx.doi.org/10.19166/pji.v16
i2.1929 

16. Maulana, I., br. Manulang, J. M., & 
Salsabila, O. Pengaruh Social Media 
Influencer Terhadap Perilaku 
Konsumtif di Era Ekonomi Digital. 
Majalah Ilmiah Bijak. 2020;17(1):28-
34. Indonesian.  
DOI:https://doi.org/10.31334/bijak.v1
7i1.823 

17. Ruggiero, T. E. Uses and 
Gratifications Theory in the 21st 
Century. Mass Communication & 
Society. 2000;3(1):3-37.  
DOI:https://doi.org/10.1207/S153278
25MCS0301_02 

18. Omar, B., & Dequan, W. Watch, 
Share or Create: The Influence of 
Personality Traits and User 
Motivation on TikTok Mobile Video 
Usage. International Journal of 
Interactive Mobile Technologies. 
2020:121-137. 

19. Buzeta, C., Pelsmacker, P. D., & 
Dens, N. Motivations to Use Different 
Social Media Types and Their Impact 
on Consumers' Online Brand-Related 
Activities (COBRAs). Journal of 
Interactive Marketing. 2020;52:79-98.  
DOI:https://doi.org/10.1016/j.intmar.2
020.04.004 

20. Ki, C.-W., & Kim, Y.-K. The 
Mechanism by Which Social Media 
Influencers Persuade Consumers: 
The Role of Consumers’ Desire to 
Mimic. Psychology and Marketing. 
2019;36(10):905-922.  
DOI:https://doi.org/10.1002/mar.2124
4 

21. Herrando, C., & De Hoyos, M. M. 
Influencer endorsement posts and 
their effects on advertising attitudes 
and purchase intentions. 



 

 

International Journal of Consumer 
Studies. 2022;46(6):2288-2299.  
DOI:https://doi.org/10.1111/ijcs.1278
5 

22. Rajesh, S., Raj, G., Dhuvandranand, 
S., & Kiran, D. R. Factors Influencing 
Customers’ Attitude Towards SMS 
Advertisement: Evidence from 
Mauritius. Studies in Business and 
Economics. 2019;14(2):141-159.  
DOI:https://doi.org/10.2478/sbe-
2019-0031 

23. Aktan, M., Aydogan, S., & Aysuna, 
C. Web Advertising Value and 
Students’ Attitude Towards Web 
Advertising. European Journal of 
Business and Management. 
2016;8(9):86-97. 

24. Saima, & Khan, M. A. Effect of Social 
Media Influencer Marketing on 
Consumers’ Purchase Intention and 
the Mediating Role of Credibility. 
Journal of Promotion Management. 
2020;27(4):503-523.  
DOI:https://doi.org/10.1080/1049649
1.2020.1851847 

25. Goldsmith, R. E., Lafferty, B. A., & 
Newell, S. J. The Impact of 
Corporate Credibility and Celebrity 
Credibility on Consumer Reaction to 
Advertisements and Brands. Journal 
of Advertising. 2013;29(3):43-54.  
DOI:https://doi.org/10.1080/0091336
7.2000.10673616 

26. Jain, P. Art of Advertising is 
Infotainment. International Journal of 
Research in Humanities, Arts and 
Literature. 2018;6(2):21-28.  

27. Thussu, D. K. News as 
Entertainment: The Rise of Global 
Infotainment. California: USA: SAGE 
Publications; 2007. 

28. Liu, C.-L., Sinkovics, R. R., 
Pezderka, N., & Haghirian, P. 
Determinants of Consumer 
Perceptions toward Mobile 
Advertising — A Comparison 
between Japan and Austria. Journal 

of Interactive Marketing. 
2012;26(1):21-32.  
DOI:https://doi.org/10.1016/j.intmar.2
011.07.002 

29. Ducoffe, R. H. Advertising Value and 
Advertising on The Web. Journal of 
Advertising Research. 
1996;36(5):21-35. 

30. Gaber, H. R., Wright, L. T., & Kooli, 
K. Consumer attitudes towards 
Instagram advertisements in Egypt: 
The role of the perceived advertising 
value and personalization. Cogent 
Business & Management. 
2019;6(1):1-13.  
DOI:https://doi.org/10.1080/2331197
5.2019.1618431 

31. Haida, A., & Rahim, H. L. Social 
Media Advertising Value: A Study on 
Consumer’s Perception. International 
Academic Research Journal of 
Business and Technology. 2015:1-8. 

32. Lin, T. T., & Bautista, J. R. Content-
related factors influence perceived 
value of location-based mobile 
advertising. Journal of Computer 
Information Systems. 
2018;60(2):184-193.  
DOI:https://doi.org/10.1080/0887441
7.2018.1432995 

33. Dehghani, M., Niaki, M. K., 
Ramezani, I., & Sali, R. Evaluating 
the Influence of Youtube Advertising 
for Attraction of Young Customers. 
Computers in Human Behavior. 
2016:165-172. 
DOI:https://doi.org/10.1016/j.chb.201
6.01.037 

34. Martins, J., Costa, C., Oliveira, T., 
Goncalves, R., & Branco, F. How 
smartphone advertising influences 
consumers' purchase intention. 
Journal of Business Research. 
2019;94:378-387.  
DOI:https://doi.org/10.1016/j.jbusres.
2017.12.047 

35. Dehghani, M., & Tumer, M. A 
Research on Effectiveness of 
Facebook Advertising on Enhancing 



 

 

Purchase Intention of Consumers. 
Computers in Human Behavior. 
2015:597-600.  
DOI:https://doi.org/10.1016/j.chb.201
5.03.051 

36. Lou, C., & Yuan, S. Influencer 
Marketing: How Message Value and 
Credibility Affect Consumer Trust of 
Branded Content on Social Media. 
Journal of Interactive Advertising. 
2019;19(1):58-73.  
DOI:https://doi.org/10.1080/1525201
9.2018.1533501 

37. MacKenzie, S. B., & Lutz, R. J. An 
Empirical Examination of the 
Structural Antecedents of Attitude 
toward the Ad in an Advertising 
Pretesting Context. Journal of 
Marketing. 1989;53(2):48-65.  
DOI:https://doi.org/10.2307/1251413 

38. Aronson, E., Turner, J. A., & 
Carlsmith, J. M. Communicator 
credibility and communication 
discrepancy as determinants of 
opinion change. The Journal of 
Abnormal and Social Psychology. 
1963;67(1):31–36.  
DOI:https://doi.org/10.1037/h004551
3 

39. Choi, S. M., & Rifon, N. Antecedents 
and Consequences of Web 
Advertising Credibility: A Study of 
Consumer Response to Banner Ads. 
Journal of Interactive Advertising. 
2002;3(1):12-24. 
DOI:https://doi.org/10.1080/1525201
9.2002.10722064 

40. Zimand-Sheiner, D., Ryan, T., Kip, S. 
M., & Lahav, T. Native Advertising 
Credibility Perceptions and Ethical 
Attitudes: An Exploratory Study 
Among Adolescents in The United 
States, Turkey and Israel. Journal of 
Business Research. 2020:608-619.  
DOI:https://doi.org/10.1016/j.jbusres.
2019.06.020 

41. Dao, W. V.-T., Le, A. N.-H., Cheng, 
J. M.-S., & Chen, D. C. Social Media 
Advertising Value: The Case of 

Transitional Economies in Southeast 
Asia. International Journal of 
Advertising. 2014;33(2):271-294.  
DOI:https://doi.org/10.2501/IJA-33-2-
271-294 

42. Antoniadis, I., Assimakopoulos, C., & 
Koukoulis, I. Attitudes of College 
Students Towards Online 
Advertisement in Social Networking 
Sites: A Structural Equation 
Modelling Approach. Int. J. Internet 
Marketing and Advertising. 
2019;13(2):137-154.  
DOI:https://doi.org/10.1504/IJIMA.20
19.099496 

43. Arya, M. P., & Kerti, Y. N. Advertising 
Value of Instagram Stories and The 
Effect On Millennial’s Attitude. 
RJOAS. 2020;3(99):29-39.  
DOI:https://doi/org/10.18551/rjoas.20
20-03.04 

44. Lin, H., & Chen, Z. Influence of SMS 
Advertising on Consumer Behavioral 
Intention. Journal of Organizational 
and End User Computing. 
2015;27(4):25-42.  
DOI:https://doi.org/10.4018/JOEUC.2
015100102 

45. Ying, N. S., Ikhsan, R. B., 
Fakhrorazi, A., Silitonga, K. A., 
Omar, R., Loke, W. K., & Lim, F. W. 
The Antecedents and Outcome of 
Perceived Social Media Advertising 
Value (PSMAV) On Smartphone: 
Evidence from Malaysian Consumer 
Perspective. Journal of Xi'an 
University of Architecture & 
Technology. 2020;12(3):3428-3436. 

46. Zha, X., Li, J., & Yan, Y. Advertising 
value and credibility transfer: attitude 
towards web advertising and online 
information acquisition. Behaviour & 
Information Technology. 
2015;34(5):520-532.  
DOI:https://doi.org/10.1080/0144929
X.2014.978380 

47. Ul Hassan, M., Fatima, S., Akram, 
A., Abbas, J., & Hasnain, A. 
Determinants of Consumer Attitude 



 

 

Towards Social-Networking Sites 
Advertisement: Testing the Mediating 
Role of Advertising Value. Middle-
East Journal of Scientific Research. 
2013;16(3):319-330.  
DOI:https://doi.org/10.5829/idosi.mej
sr.2013.16.03.11659 

48. Aydin, G. Attitudes towards Digital 
Advertisements: Testing Differences 
between Social Media Ads and 
Mobile Ads. International Journal of 
Research in Business Studies and 
Management. 2016:1-11. 

49. Wei, X., Ko, I., & An, N. An 
Exploratory Study for Perceived 
Advertising Value in the Relationship 
between Irritation and Advertising 
Avoidance on the Mobile Social 
Platforms. Proceedings of the 52nd 
Hawaii International Conference on 
System Sciences. 2019:370-379.  
DOI:https://doi.org/10.24251/HICSS.
2019.045 

50. Acikgoz, F., & Burnaz, S. The 
influence of ‘influencer marketing’ on 
YouTube Influencers. Int. J. Internet 
Marketing and Advertising. 
2021;15(2):201-219.  
DOI:https://doi.org/10.1504/IJIMA.20
21.114331 

51. Mirmehdi, S. M., A. S., & Dolatabadi, 
H. R. Structural equation modelling 
of customer attitudes towards social 
network advertising: a case of Iranian 
social networking site. Int. J. 
Business Excellence. 
2017;12(4):469-488.  
DOI:https://doi.org/10.1504/IJBEX.20
17.10005586 

52. Brahim, S. B. The Impact of Online 
Advertising on Tunisian Consumers’ 
Purchase Intention. Journal of 
Marketing Research & Case Studies. 
2016;2016:1-13.  
DOI:https://doi.org/10.5171/2016.357
783 

53. Chi, D. H., Yeh, D. H., & Tsai, Y. C. 
The Influences of Perceived Value 
on Consumer Purchase Intention: 

The Moderating Effect of Advertising 
Endorser. Journal of International 
Management Studies. 2011 

54. Firat, D. Youtube advertising value 
and its effects on purchase intention. 
Journal of Global Business Insights. 
2019;4(2):141-155.  
DOI:https://www.doi.org/10.5038/264
0-6489.4.2.1097 

55. Lee, J. K. The effects of team 
identification on consumer purchase 
intention in sports influencer 
marketing: The mediation effect of ad 
content value moderated by sports 
influencer credibility. Cogent 
Business & Management. 
2021;8(1):1-22.  
DOI:https://doi.org/10.1080/2331197
5.2021.1957073 

56. Creswell, J. W., & Creswell, J. 
Research Design: Qualitative, 
Quantitative, and Mixed Methods 
Approaches. 5th ed. London: Sage 
Publications, Inc; 2018 

57. Hair, J. F., Black, W., Babin, B., & 
Anderson, R. Multivariate Data 
Analysis. 8th ed. United Kingdom: 
Cengage; 2019 

58. Taanika Arora, & Agarwal, B. 
Empirical Study on Perceived Value 
and Attitude of Millennials Towards 
Social Media Advertising: A 
Structural Equation Modelling 
Approach. Vision. 2019;23(1):56-69.  
DOI:https://doi.org/10.1177/0972262
918821248 

59. Kim, M. Determinants of Young 
Consumers’ Attitude toward Mobile 
Advertising: The Role of Regulatory 
Focus. Journal of Promotion 
Management. 2019;26(2):1-21.  
DOI:https://doi.org/10.1080/1049649
1.2019.1699623 

60. Pintado, T., Sanchez, J., Carcelén, 
S., & Alameda, D. The Effects of 
Digital Media Advertising Content on 
Message Acceptance or Rejection: 
Brand Trust as a Moderating Factor. 



 

 

Journal of Internet Commerce. 
2017;16(4):364-384.  
DOI:https://doi.org/10.1080/1533286
1.2017.1396079 

61. Alalwan, A. A. Investigating The 
Impact Of Social Media Advertising 
Features on Customer Purchase 
Intention. International Journal of 
Information Management. 
2018;42:65-77.  
DOI:https://doi.org/10.1016/j.ijinfomgt
.2018.06.001 

62. Jamil, R. A., & Hassan, S. R. ul. 
Influence of celebrity endorsement 
on consumer purchase intention for 
existing products: a comparative 
study. Journal of Management Info. 
2014;1(4):1–8. 

DOI:https://doi.org/10.31580/jmi.v4i1.
18 

63. Marpaung, E. S. Mengenal 
Perjalanan Fadil Jaidi, Artis Cilik 
yang Sukses Menjadi Selebgram dan 
Youtuber. Suara USU. January 2022. 
Accessed 15 February 2023. 
Indonesian. 

64. Hongyan, L., & Zhankui, C. Effects of 
Mobile Text Advertising on 
Consumer Purchase Intention: A 
Moderated Mediation Analysis. Front. 
Psychol. 2017:1-14.  
DOI:https://doi.org/10.3389/fpsyg.20
17.01022 

65. Lubis, E. E. Potret Media Sosial dan 
Perempuan. Parallela. 2014:89-167. 
Indonesian.

 
 
 

 

 



 

 

APPENDIX 
 
The items used to measure the construct of this study were adapted from Alalwan (2018), 
Firat (2019), Herrando & De Hoyos (2022), and Jamil & Hassan (2014). The following is a 
description of the scale of the measurement items in this study. 
 
Table 6. Item Measurement Scale 
 
Construct Measurement Item Source 
Credibility [CR] [CR1] Influencer Fadil Jaidi’s 

endorsement content is trusted. 
Jamil & Hassan 
(2014) 

[CR2] Influencer Fadil Jaidi’s 
endorsement content is convincing. 
[CR3] Influencer Fadil Jaidi’s 
endorsement content is credible. 

Infotainment [IN] [IN1] Influencer Fadil Jaidi’s 
endorsement content is 
entertaining. 

Herrando & De Hoyos 
(2022) 

[IN2] Influencer Fadil Jaidi’s 
endorsement content is a good 
source of information. 
[IN3] Influencer Fadil Jaidi’s 
endorsement content is a good 
source of up to date product 
information. 

Irritation [IR] [IR1] Influencer Fadil Jaidi’s 
endorsement content is annoying. 

Herrando & De Hoyos 
(2022) 

[IR2] Influencer Fadil Jaidi’s 
endorsement content is irritating. 
[IR3] Influencer Fadil Jaidi’s 
endorsement content is disturbing. 

Firat (2019) 

Advertising Value [AV] [AV1] Influencer Fadil Jaidi’s 
endorsement content is useful. 

Herrando & De Hoyos 
(2022) 

[AV2] Influencer Fadil Jaidi’s 
endorsement content is important. 
[AV3] The impression of a 
brand/product/service becomes 
stronger after watching influencer 
Fadil Jaidi’s endorsement content. 

Firat (2019) 

Purchase Intention [PI] [PI1] I would buy the product being 
promoted by Fadil Jaidi. 

Herrando & De Hoyos 
(2022) 

[PI2] I would express my interest in 
the product being promoted by 
Fadil Jaidi. 
[PI3] I desire to buy products that 
are promoted on Fadil Jaidi’s 
content. 

Alalwan (2018) 

 
 


