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Abstract:

Social media is now part of people’s everyday lives. The digital era brought many
opportunities, but also many challenges and queries as to what the best way to promote
brands and products on social media is. Several businesses are now investing on
influencer marketing, The purpose of this study is to gain knowledge about how factors
of similarity, familiarity, expertise — in influencers have an impact on the purchasing
intention and how the perceived influence would affect.

The study relies on the analytical descriptive approach and questionnaires designed in
preparation from previous studies to collect information to achieve the goal, and they were
distributed to the main research sample consisting of (163) analysis and testing of
research hypotheses using a set of statistics using the SPSS statistical program.

The research concluded that perceived expertise, similarity and familiarity have affected
followers' intention to purchase the products that the influencers promote.

The results also showed that with perceived influence the followers' intention to purchase
the products that the influencers promote would be more affected.

Based on the results of the research, the researcher made recommendations to make

further use of influencer marketing
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13) 4l ey AR e il Gl (sSd ¢ igall Dl ST il (S 13 their followers, 2018)
Sl Cen eyl A pe dlag] ABe g caga o Of eapall (b cagin Lok dll cllgional) 2ag
G clandl sl Glags Ml ey gl Gemlial S (Chapple, 2017) L o

pglile s agDlol b duagdl) 5l Wb ok o W gigerdiny

21

—
| —
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Lae S aa ¢ gigall pa paibadll of adll o) Cllaa¥) ey GsS)lis agdl Osmliall (as Siiey
. (Kelman, 2016) (Cialdini, 1993) ~gilSslug ¢ agilgag ¢ agiltina (gulail

Gaaddll) daadil) Sleall A ) oo puinll ¢ yaall) Al ganll pailadl) & @l 4l glel re
i Agdliadly Luadall Auilall jeln e ala) USG5 o) bl Al (K oslal) L
GGLA:\AY\ d.o.abﬂ\ d:b.uj daia ‘:J:_ L\JAA.J.\ (R4 U‘i):’j‘d\ edfg Laie ;\SL’J\ ‘:A A8l 022 L'é_.}aaﬁ
Tagigay Sy 135399 Lilualy "Gole” ST gan oaddl) agile Jany Los cags dealdl)

Lay ey v adl e agady 4l jedy 3 gl ) ks olid) o) (Djafarova, 2017) oy
el G il snll (gt Sigall Sl o Gabail) o 83l ol cagy Ualil ST dBle iy
Al i) amg 13 adl e JAED e 5l N (el ¢ gl Dl ST aid) GIS1Y) L Sigall

gbiaging ags o o asall b cagiy Lad

22

—
| —



Byl Gyt o Bl Jie (AT clalhins Load Ll Sl i) A8laadll sl aal & 5,4l
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b Lo (385 Al piage diaall b SE Gl (e A S5

ol (1
Frequency Percent  Valid Percent Cumulative Percent
Valid <3 29 18.0 18.0 18.0
sl 132 82.0 82.0 100.0
Total 161 100.0 100.0

O %082 4t i Lag 132 syl oy o9 %18 4t i Lag pad 529 H5<3 1 ax e a

it 161 s Ll Zaell TaaY) asdd

Frequency Percent Valid Percent Cumulative Percent
Valid (918 4 2.5 2.5 2.5
18 - 25 84 52.2 52.2 54.7
26 - 30 43 26.7 26.7 81.4
31 =35 14 8.7 8.7 90.1
36 - 40 9 5.6 5.6 95.7
Gst Lagd0 7 4.3 4.3 100.0
Total 161 100.0 100.0
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Valid = 456l salgdll ¢j90 L 5 3.1 3.1 3.1
Ll salgd 15 9.3 9.3 12.4
lgia 3gaa 7 4.3 4.3 16.8
daals salgd 120 74.5 74.5 91.3
ble by 14 8.7 8.7 100.0
Total 161 100.0 100.0
5

coes Sl Banalal) ulalgdl) Ales (o ot Ll ol el o Joaall e sl

EINERY Jal ¢ill Bliaia Aladiil (4

¢S Laia¥) Jualsill Jilug addind §ya oS Bale

Frequency Percent Valid Percent Cumulative Percent
Valid Luaso 530 11 6.8 6.8 6.8
asdls &le2-9 148 91.9 91.9 08.8
3-1 o S 2 1.2 1.2 100.0
Lie gaud
Total 161 100.0 100.0
6 st
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Frequency Percent Valid Percent Cumulative Percent
Valid = . 142 88.2 88.2 88.2
Y 19 11.8 11.8 100.0

Total 161 100.0 100.0

il Adle oo ) e e Claglae e Gl el dualgil) Jluy ardins dusll 2)a dulle

Alxa

Taginilias asli (2l (puyigall 3o oS

Frequency Percent

Valid Percent Cumulative Percent

Valid 0 13 8.1 8.1
1-9 90 559 55.9

10-49 38  23.6 23.6
50-100 12 7.5 7.5

+100 8 5.0 5.0

Total 161 100.0 100.0

8.1
64.0
87.6
95.0

100.0
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Frequency Percent Valid Percent  Cumulative Percent

Valid 154 957 95.7 95.7
y 7 4.3 4.3 100.0
Total 161 100.0 100.0

= Lia¥) Jualgill allsn Goh e Baa Clatia o gt agl G disal) 3l 50 %95

bl Juadal) (influencer) Jigall dalial Lgaladinbs agdi duaia Jis) (f

Frequency Percent Valid Percent  Cumulative Percent

Valid Instagram 92 57.1 57.1 57.1
Facebook 51 31.7 31.7 88.8
YouTube 18 11.2 11.2 100.0

Total 161 100.0 100.0

Facebook adse 4y agaal Jumiall figall dailial Instagram daic (jgesiiion duall 3l (0 %57

Y11 dssYouTube adge 4 %31 Aoy
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Sig(2-tailed)
.080

442

.000

.038

AS Haall AV s N @l jledl lis) (3
:3$504) 4aY) a2 one sample T—test laal il

T iod Blall ad)

-1.760 <aglls @Al Jmidl (Influencer) izl
el il s LS Y dailly
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