International Journal of Science, Technology & Management ISSN: 2722 - 4015

The Influence Of Social Media Influencer Marketing (SMI1S) Mediated
By Credibility On The Purchase Intention Of Kawasaki Ninja
ZX-25RR Sport Motorcycles In Indonesia: A Pilot Study

Rizky Akbar Maulana®, Indrawati®*

1School of Economics and Business, Telkom University, Bandung, 40257, Indonesia
2School of Economics and Business, Telkom University, Bandung, 40257, Indonesia
“Corresponding Author:
Email: indrawati @telkomuniversity.ac.id

Abstract.

The rapid rise of social media has shifted marketing strategies toward influencer-driven promotions, particularly for high-
involvement products like sport motorcycles. This study explores how different traits of social media influencers affect
people’s intention to buy the Kawasaki Ninja ZX-25RR in Indonesia, with credibility playing a mediating role. The research
aims to examine the influence of Social Media Influencer Marketing (SMIs) on purchase intention, using credibility as an
intervening variable. The model includes three constructs: SMIs (trustworthiness, likability, expertise, and information
quality), credibility, and purchase intention. A pilot test was conducted with 30 respondents who were familiar with both the
product and the influencer, Harald Arkan. The instrument, consisting of 3 variables and 20 items, was analyzed using SPSS
software. The results showed that all items met the validity threshold (CITC > 0.3) and reliability standard (Cronbach ’s
Alpha > 0.7). Therefore, the instrument is considered valid and reliable for use in the main study.
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l. INTRODUCTION

The automotive sector in Indonesia is experiencing steady growth, with high-performance sport
motorcycles like the Kawasaki Ninja ZX-25RR capturing consumer interest due to their sleek aesthetics and
powerful capabilities. Despite scooters leading the overall market, sport bikes continue to attract a loyal and
expanding segment of enthusiasts [1]. The product’s popularity is further driven by digital marketing
strategies that leverage social media channels, such as YouTube, Facebook, and Instagram, and influencer
partnerships, including collaborations with Harald Arkan[2] Marketing involves creating meaningful value
and cultivating strong relationships with customers [3].

Influencer marketing through social media is especially effective in boosting brand visibility and
establishing consumer trust, both of which are key drivers of purchase intention [3]. Social media marketing
broadly refers to the use of open digital platforms to share information about a company’s products or
services to shape positive public perception [2]. The credibility of influencers comprised of perceived trust,
personal appeal, and expertise, significantly influences how followers respond and make purchasing choices
[4]. Additionally, the quality of information shared in influencer content can enhance brand image, although
the impact of likability remains inconsistent across studies[4]. This research, therefore, aims to examine how
these elements affect consumer purchase intentions for the Kawasaki Ninja ZX-25RR, with influencer
credibility serving as a mediating factor.

1. BASIC THEORY

2.1.Digital Marketing

Marketing is the process by which businesses generate and deliver value to customers while
fostering strong relationships aimed at achieving shared benefits [5]. It includes a wide range of activities,
institutions, and systems designed to develop, communicate, distribute, and exchange offerings that hold
value for consumers, clients, partners, and society. Marketing acts as a strategic tool that enables companies
to reach their organizational objectives [3]. From a managerial standpoint, marketing also entails
understanding, predicting, and effectively meeting customer demands [5]. To succeed in this, businesses
must focus on providing goods or services that align with consumer preferences, supported by personalized
service and adequate assistance [6].
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2.2.Source Credibility Theory

According to the Source Credibility theory, the degree to which an audience trusts an information
source influences how effectively the message is received. This theory emphasizes three main attributes:
likability, expertise, and trustworthiness. Research has shown that these traits are consistently important
across various cultural contexts [7], and they significantly impact both consumers' intent to purchase and
their engagement with advertisements. Likability contributes to establishing an emotional connection with
the audience. Collectively, these credibility components are vital in shaping buying decisions, making the
Source Credibility theory a valuable framework for analyzing the impact of marketing communication [8].

2.3.Social Media influencer Marketing (SMls)

Social Media Influencers (SMIs) are individuals who have built a strong reputation in particular
niches on social media platforms, gaining a substantial number of followers due to their expertise and unique
abilities [8], Typically, SMIs manage their own pages, channels, or communities where they share engaging
and trend driven content related to various products and brands. As noted by [9], influencers are not only
credible but also capable of shaping their followers’ attitudes and perceptions through personalized content.
Their role extends beyond simple promotion, they can influence purchasing behavior through factors such as
competence, authority, credibility, reputation, and their connection with the audience. Influencers engage
their followers through visual content like photos and videos, electronic word of mouth, and direct
interaction on social media platforms [10].

2.4.Credibility

In traditional theory, as introduced by [11] and supported by [12], credibility refers to the extent to
which an audience perceives an information source as both reliable and knowledgeable. Their research
shows that sources deemed credible have a greater impact on shaping audience attitudes and influencing
behavior than those considered less credible. Similarly, [4] defines credibility as the belief that a source is
trustworthy and competent, further confirming its significant role in affecting how audiences respond. Even
before the emergence of social media, credibility had been examined through three essential dimensions: the
trustworthiness of the source, the reliability of the message content, and the effectiveness of the
communication channel used to deliver the message [8].

2.5.Purchase Intention

Purchase intention refers to a person’s inclination or willingness to buy a product or use a service,
shaped by their knowledge, attitudes, and evaluations of the offering [13]. [14] Defined purchase intention it
reflects an individual's interest in acquiring a product or service, influenced by both internal factors, such as
prior experiences and perceptions, and external factors like promotional efforts and social influences. It is
considered a cognitive phase within the broader consumer decision-making process. In the context of digital
marketing, purchase intention can also be understood as the degree of consumer interest and readiness to buy
products promoted online, particularly through social media influencers or endorsers [14].

1. METHODS
3.1.Research Model

Fig 1. Research Model
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Figure 1, Shows there are 3 This study employs three main construct variables: Social Media
Influencers (SMIs), Credibility, and Purchase Intention. The SMI variable is comprised of four dimensions:
trustworthiness, likability, expertise, and information quality. Trustworthiness reflects the degree to which an
influencer is seen as honest and dependable in providing product-related information. Likability captures the
influencer’s charm and their ability to build an emotional connection with the audience. Expertise refers to
the influencer’s perceived knowledge and skill within a specific product domain, particularly sport
motorcycles. Information quality pertains to how clear, accurate, and relevant the influencer’s content is. The
second variable, credibility, serves as a mediating factor and is defined as the audience’s overall perception
of the influencer’s reliability and competence, which influences the persuasiveness of the message. The third
variable, purchase intention, denotes the consumer’s interest or likelihood to purchase the Kawasaki Ninja
ZX-25RR after engaging with influencer content, indicating a behavioral intention shaped by both perceived
influencer attributes and their credibility.

3.2.Research Instrument

To develop a suitable measurement instrument for this study, both validity and reliability evaluations
were conducted. The validity assessment began with a pilot study aimed at testing the appropriateness of the
instrument. Content validity refers to how well each item within the questionnaire represents the construct it
is intended to measure [9]. In this study, content validity was established by adapting measurement items
from previous research instruments that had been empirically validated. Furthermore, the visual and
structural clarity of the questionnaire often referred to as display validity was evaluated through feedback
from marketing experts. To ensure the questionnaire was easy to understand, a readability test was also
performed by assessing participants' comprehension of each item during the pilot test.

Table 1. Research Instruments

Variable Code Items
Social Media TW1 1 believe that Harald Arkan’s product recommendations
Influencer for the Kawasaki ZX-25RR can be trusted.
(SMIs) TW2 1 consider Harald Arkan’s review of the Kawasaki ZX-

25RR to reflect honesty in delivering information

TW3 | trust the information shared by Harald Arkan about the
Kawasaki ZX-25RR as a reliable source.

LK1 Harald Arkan’s personal style in promoting the Kawasaki
ZX-25RR increases the product’s appeal to me.

LK2 Harald Arkan makes me more interested in considering
the Kawasaki ZX-25RR through his way of presenting
recommendations.

LK3 Harald Arkan’s personal traits in promotion add value to
the Kawasaki ZX-25RR.

EP1 I feel that Harald Arkan’s explanation about the Kawasaki
ZX-25RR convinces me of the motorbike's advantages.

EP2 | believe Harald Arkan’s marketing skills for the
Kawasaki ZX-25RR enhance my confidence in the
product’s quality.

EP3 | think Harald Arkan demonstrates expertise in this
product category

IQ1  In my opinion, the information provided by Harald Arkan
about this product is accurate.

1IQ2 | feel that Harald Arkan can deliver information clearly.

IQ3 | feel that the content delivered by Harald Arkan about
this product matches what I’'m looking for.

CD1 The information presented by Harald Arkan is easy to

trust.
Credibility CD2 | consider the information from Harald Arkan to be highly
credible.
CD3  Harald Arkan’s explanation about the product is accurate.
Purchase PI1  There is a high probability that | would buy the Kawasaki
Intention ZX-25RR

P12 The Kawasaki ZX-25RR is one of the options I'm
considering purchasing.
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Variable Code Items
PI3 I feel the price of the Kawasaki ZX-25RR is still within
my financial capability.
P14 The Kawasaki ZX-25RR is something I’'m considering
buying in the future
PI5  Compared to its competitors, | prefer the Kawasaki ZX-
25RR.

Source: SPSS, processed by the author in 2025

Table 1, shows the research instrument includes several core variables: Trustworthiness, Likability,
Expertise, and Information Quality as independent variables; Credibility as a mediating variable; and
Purchase Intention as the dependent variable. Each construct is assessed through multiple statement items,
which are coded and structured systematically according to the specific dimensions being measured. This
instrument is intended to capture respondents' perceptions regarding the impact of Social Media Influencer
Marketing on influencer credibility and their intention to purchase. The data collected from this instrument
will be used for quantitative analysis to examine the relationships between variables within the proposed
research model.

AV RESULT AND DISCUSSION

A preliminary test was conducted on 30 selected respondents using an online gquestionnaire
distributed via Google Forms. All participants were aware of the Kawasaki Ninja ZX-25RR and recognized
Harald Arkan as the influencer promoting the product. The responses obtained were analyzed using SPSS
software. A measurement item is deemed valid if its Corrected Item Total Correlation (CITC) value exceeds
0.3 [9]. The results showed that all items in the seven constructs fulfilled this criterion. Additionally, a
reliability assessment was carried out using the Cronbach’s Alpha (CA) coefficient, where a value greater
than 0.7 indicates a reliable construct [15]. The analysis demonstrated that all constructs in this study
possessed strong reliability and were appropriate for continued use in the main research.

Table 2. Pilot Test Result

Variabel Items CITC CA

Trustworthiness TW1 0.766 0.916
TW2 0.925
TW3 0.807

Likability LK1 0.751 0.887
LK2 0.802
LK3 0.808

Expertise EP1 0.921 0.922
EP2 0.836
EP3 0.779

Information 101 0.827 0.903
Quality 1Q2 0.757
103 0.845

Creadibility CD1 0.619 0.767
CD2 0.739
CD3 0.569

Purchase PI1 0.586 0.899
Intention P12 0.731
P13 0.770
P14 0.847
P15 0.820

Source: SPSS, processed by the author in 2025

V. CONCLUSION

The results of the pilot test indicated that the measurement instrument, consisting of 3 variables and
20 question items, met the required validity and reliability standards. The results of the pilot test demonstrate
that the measurement instrument used in this study is both valid and reliable. All items across the seven
dimensions (Trustworthiness, Likability, Expertise, Information Quality, Credibility, and Purchase Intention)
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achieved Corrected Item Total Correlation (CITC) values above the minimum threshold of 0.3, indicating
strong item validity. Furthermore, each construct obtained a Cronbach’s Alpha (CA) value exceeding 0.7,
which confirms acceptable internal consistency and reliability. Notably, the constructs of Trustworthiness
(CA = 0.916), Expertise (CA = 0.922), and Information Quality (CA = 0.903) showed particularly high
reliability. Although some items in the Credibility and Purchase Intention constructs recorded lower CITC
values (e.g., CD3 = 0.569; PI1 = 0.586), they still met the minimum requirement, suggesting these items
remain appropriate for use.

REFERENCES

[1]  Asosiasi Industri Sepeda Motor Indonesia (2024) Statistic Distribution - AISI

[2] Prasetio A, Azmi M (2024) The role of engagement intention in mediating the relationship between brand
equity and engagement behavior moderated by social media context. International Journal of Data and
Network Science 8:1047-1058. https://doi.org/10.5267/j.ijdns.2023.12.003

[3] Utami FR, Ariyanti M, Millanyani H (2021) The effect of E-WOM on social media marketing on purchase
intention (Case study: Gallery Vinna). International Journal of Science, Technology & Management 2:1110-
1114

[4] Lou C, Yuan S (2019) Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of
Branded Content on  Social Media. Journal of Interactive  Advertising  19:58-73.
https://doi.org/10.1080/15252019.2018.1533501

[5] Martadikusumah TAA, Indrawati (2024) Digital Marketing Implementation by Culinary Micro Small Medium
Enterprises During Covid-19 (An Indonesia Case). Quality - Access to Success 25:229-235.
https://doi.org/10.47750/QAS/25.198.25

[6] Iskamto D, Wicaksono AE (2023) Computational architecture of digital marketing of Toyota Corporation.
Jurnal Penelitian Pendidikan IPA 9:1249-1253. https://doi.org/10.29303/jppipa.v9iSpeciallssue.7233

[71 Yuan S, Lou C (2020) How Social Media Influencers Foster Relationships with Followers: The Roles of Source
Credibility and Fairness in Parasocial Relationship and Product Interest. Journal of Interactive Advertising
20:133-147. https://doi.org/10.1080/15252019.2020.1769514

[8] Mabkhot H, Isa NM, Mabkhot A (2022) The Influence of the Credibility of Social Media Influencers SMIs on
the Consumers’ Purchase Intentions: Evidence from Saudi Arabia. Sustainability (Switzerland) 14..
https://doi.org/10.3390/s5u141912323

[91 Indrawati (2015) Metode Penelitian Manajemen Dan Bisnhis: Konvergensi Teknologi Komunikasi dan
Informasi. Refika Aditama

[10] Damayanti TA, Indrawati (2023) The Effect Of Social Media Quality, Social Media Quantity, Social Media
Credibility And E-Wom On Revisit Intention: Destination Brand Awareness And Destination Satisfaction As
Intervening Variables. Quality - Access to Success 24:87-97. https://doi.org/10.47750/QAS/24.196.12

[11] Hovland C, Janis I, Kelley H (1953) Communication and persuasion. Yale University Press, New Haven, GT

[12] Saima, Khan MA (2020) Effect of Social Media Influencer Marketing on Consumers’ Purchase Intention and
the  Mediating Role of Credibility. Journal of Promotion Management 27:503-523.
https://doi.org/10.1080/10496491.2020.1851847

[13] Nurlatifah F, Ariyanti M, Iskamto D (2025) The Effect of Social Media Marketing On Purchase Intention: The
Mediating Role of Brand Image and Brand Trust. Quality - Access to Success 26:443-450.
https://doi.org/10.47750/QAS/26.205.45

[14] Chen Y, Qin Z, Yan Y, Huang Y (2024) The Power of Influencers: How Does Influencer Marketing Shape
Consumers’ Purchase Intentions? Sustainability (Switzerland) 16:1-18. https://doi.org/10.3390/su16135471

[15] Hair JF, Hult GTM, Ringle CM, et al (2017) Mirror, mirror on the wall: a comparative evaluation of composite-

based structural equation modeling methods. J Acad Mark Sci 45:616-632. https://doi.org/10.1007/s11747-017-
0517-x

http://ijstm.inarah.co.id

790


http://ijstm.inarah.co.id/index.php/ijstm/about/submissions

