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Abstract
Fashion products currently face very tight competition, especially in Indonesia. Prospective buyers
will consider certain factors before making a purchase. Therefore, manufacturers must be smart to
survive today's competitive business environment. This research aims to identify the effects of
social media influencers, perceived price, and sales promotion on the intention of people in the
Special Capital Region of Jakarta to purchase Erigo products. The method used is a quantitative
explanatory study that clarifies the causal relationship among related variables. Using a purposive
sampling technique, 170 Erigo consumers living in Jakarta's Special Capital Region were selected
as respondents. Data analysis was performed using multiple regression. The results indicated that
social media influencers, perceived price, and sales promotions each positively and significantly
impact the intention to buy Erigo products. It is also shown that local products are not inferior to
similar products if producers focus on social media influencers, perceived price, and sales promo-

tion.
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INTRODUCTION

Fashion products are currently among the
most popular items for Indonesians. This is
evident from a survey conducted by Katadata in
2020, which indicates the transaction levels of
various product types in e-commerce in Indone-
sia during that year. According to this survey,
fashion products rank first among various other
product categories, with a proportion of 22%,
followed by other products such as health and
beauty (Dihni, 2021). Additionally, the enthusi-
asm for fashion products in Indonesia is re-
flected in several recent phenomena. Citayem
Fashion Week is an example of a fashion phe-
nomenon in Indonesia in 2022, where numer-
ous young individuals showcased their attire by
walking on the zebra crossing as if participating
in a real fashion week event. In response to the

public’s high enthusiasm for fashion products,
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many local companies, including Erigo, are
emerging. Erigo is a company engaged in the
fashion apparel retail industry, offering high
standards of quality and design to support indi-
viduals’ lifestyles and daily needs. Erigo prima-
rily focuses on clothing collections for men and
women who desire a cool, semi-formal, casual,
and comfortable appearance.

Fashion products face intense competition
in Indonesia. Erigo appears to be encountering
challenges in this competitive landscape against
its rivals. The intense competition is highlighted
by a survey by Populix (2022) which investi-
gates the ten fashion brands most frequently
purchased or worn by Indonesians. According
to the study, the market is still predominantly
dominated by foreign brands. Erigo is not in-
cluded in the top ten list, whereas its domestic

competitor, 3second, and foreign competitors,
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such as Uniglo and H&M, are present. Addi-
tional research by Blackbox and Toluna, titled
“Into the Light: Understanding Consumer
Change During Covid-19,” indicates significant
shifts in consumption patterns across many
countries, including Indonesia. The research
found a 91% increase in consumer interest in
using or purchasing products from local compa-
nies during the Covid-19 pandemic. However,
the growing public interest in local products
does not seem sufficient to surpass foreign
products, particularly in the fashion sector.
According to the earlier Populix survey, it is
evident that foreign brands continue to domi-
nate, and it seems that the Erigo brand remains
less competitive compared to its local competi-
tor, 3second. Erigo’s consumer interest is still
lower than that of 3second or other interna-
tional brands.

Before making a purchase, potential buy-
ers consider certain factors. Typically, they gather
information about the product based on per-
sonal experience or through sources such as
social media (Wibadi, 2023). Marketers must
recognize that consumer interest in purchasing
a product often emerges before a purchase
decision is made (Savitri, Suliyanto, & Setyanto,
2022; Ridwan, 2024). This context implies that
purchase intention should be considered by
marketers to attract consumer interest in spe-
cific brands, ultimately encouraging purchases.
To increase sales, Erigo should consider con-
sumers’ purchase intentions and the factors
that motivate them to buy. Erigo can then de-
vise future strategies to enhance sales. Under-
standing purchase intention requires marketers
to study the influencing factors. Previous stud-
ies indicate that buying interest can be influ-
enced by social media influencers. Research by
We Are Social (2024) shows that the number of

active social media users in Indonesia increases
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annually. This rise in social media usage has led
to the emergence of numerous social media
influencers (SMI).

An SMI is an individual who possesses
significant influence and presence on digital
platforms, such as social media, blogs, or online
video channels. Social media influencers are
described as having the ability to influence
consumer interest in a product. According to
Baker (2024), it is demonstrated that customers
are more likely to trust influencers (or individu-
als they admire) and those closest to them
rather than company promotions. A survey con-
ducted by Berger & the Keller Fay Group
(2016) found that influencers are perceived as
more credible, trustworthy, and knowledgeable.
Besides social media influencers, public buying
interest can be driven by other factors, such as
price. When deciding to purchase a product,
consumers are influenced by their perceptions
of price, product quality, promotion, and distri-
bution (the marketing mix) employed by the
company.

According to a survey conducted in 2021
by Asosiasi Penyelenggara Jasa Internet Indone-
sia (APJII) or the Association of Indonesian
Internet Service Providers (as cited in Tarmidi
& Mardhiyah, 2022), price is one of the most
critical factors when consumers purchase a prod-
uct. Sales promotion is also crucial for compa-
nies. To enhance the potential buying interest of
the public, Erigo provides sales promotions for
its products. Erigo frequently participates in
various fashion events in Indonesia, such as
Jackloth. Typically, Erigo offers sales promo-
tions during these events, with one of the most
notable being the “Buy 1 Get 3” promotion.
Populix, a research company, examined how
sales promotion campaigns affect consumer
shopping behavior amid economic uncertainty
in 2023. The survey results from Populix (2023)
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indicated that 67% of respondents felt very
enthusiastic about the sales promotion cam-
paign. According to Wirjosutatnto (2019), prod-
uct sales promotion campaigns contribute to
increasing consumer awareness about the exist-
ence and availability of a particular product.
Abdullah et al. (2021) demonstrated that
marketing messages and information dissemi-
nated on social media platforms such as Insta-
gram and Facebook by social media influencers
are perceived as more credible and trustworthy
compared to paid advertising through sponsor-
ship. This is related to familiarity, as consumers
are inclined to purchase products they recog-
nize through their favorite and popular social
media influencers on Instagram. Tarmidi &
Mardhiyah (2022) found that trust in influencers
and price have a positive and significant effect
on purchase intention variables. Handrimur-
tjahjo et al. (2022) indicated that consumer
attitudes toward influencers have a positive and
significant effect on purchase intention. Studies
by Patmawati & Miswanto (2022); Dalangin et
al. (2021); Saima & Khan (2020); Jamil et al.
(2023) also confirmed that social media in-
fluencers have a positive and significant effect
on purchase intention. In contrast, Nurhanda-
yani, Syarief, & Najib (2019); Lim & Kesuma-
hati (2022); Hermanda, Sumarwan, & Tinapril-
lia (2019) reported that the influence of social
media influencers on consumer purchasing in-
terest has not had a significant effect. Maulidia
et al. (2019) showed that price positively and
significantly impacts consumer purchasing in-
terest when considered simultaneously.
Research by Tan & Le (2023); Pratama &
Handoyo (2024); Annisa & Juwita (2023);
Wahyudianto (2020) also demonstrated a posi-
tive and significant effect between the price
perception variable and purchasing interest.
Conversely, Setiawan & Achyar (2021); Putri,

Sari, & Rafi’ah (2024); Sukma, Kristiadi, &
Nugroho (2024) found no significant effect be-
tween price perception and purchasing inten-
tion. On the other hand, Wahyudianto (2020)
identified a significant positive effect between
sales promotions and purchasing interest. Lim
& Kesumahati (2022); Pertiwi & Fahmi (2022)
also showed that digital promotions directly
and significantly affect purchasing interest.
However, Sukma, Kristiadi, & Nugroho (2024)
reported no significant influence between digi-
tal promotion and purchase intention.

Several studies have explored factors influ-
encing consumer purchasing interest, such as
social media influencers, price perceptions, and
sales promotions. However, the results vary.
Additionally, there is a research gap regarding
how Erigo can optimize the influence of these
three factors more effectively to compete in the
domestic market. Furthermore, previous stud-
ies have not thoroughly examined the impact of
fashion subcultures or local fashion styles on
purchasing interest, nor have they investigated
digital marketing strategies that could enhance
Erigo’s competitiveness in e-commerce. It is
crucial to study this gap further to design a
more appropriate strategy for addressing the
competitive challenges in the fashion industry.
Jakarta serves as a business hub, representing a
significant volume of buying and selling transac-
tions. It is recognized as a center of commerce,
reflecting a high level of trade activity. More-
over, Jakarta frequently hosts fashion events in
which Erigo participates. Consequently, it was
selected as the research location because it is
considered suitable for obtaining respondents
who meet the criteria. Based on the aforemen-
tioned explanation, this study analyzes how
social media influencers, perceived price, and
sales promotions impact the intention to pur-

chase Erigo products in Jakarta.
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Social Media Influencer

Wibadi (2023) explained that a social me-
dia influencer is an individual possessing a sub-
stantial number of followers or an audience on
social media, exerting a significant influence on
their followers, which may include artists, ce-
lebrities, bloggers, YouTubers, and similar fig-
ures. The study further discovered that their
popularity and the trust they garner from their
followers empower them to inspire and influ-
ence others through their actions, words, and
appearances, frequently motivating followers to
experiment with and purchase the products
they endorse. Weismueller et al. (2020) asserted
that the source credibility model and the source
attractiveness model are pertinent in identifying
the influence of social media influencers on
social media platforms. Shan et al. (2018) indi-
cated that trustworthiness and expertise are
indicators of the source credibility model and
also noted that the source attractiveness model
comprises three indicators, as delineated by
Ohanian (1990): similarity, familiarity, and lik-
ability.

Perceive Price

Kotler & Armstrong (2019) explain that
price can be defined as the cost consumers
must pay to acquire a product or the value
customers exchange to benefit from the owner-
ship or use of the product. In simpler terms,
price is the monetary amount charged for a
product or service (Pertiwi & Fahmi, 2022).
Furthermore, Dzulkharnain (2020) asserted that
price perception is a comprehensive representa-
tion of the information derived from a price
offered, which can be compared with consumer
experiences and expectations. Dzulkharnain
(2020) identified indicators of price perception,
including affordability, alignment of price with
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product quality, price competitiveness, and the
extent to which the price corresponds with the
benefits offered.

Sales Promotion

Sales promotion is a direct persuasion strat-
egy that employs various incentives to stimulate
customers to make immediate purchases and/or
increase the frequency of their purchases
(Yoebrilianti, 2018). According to Sudaryono
(2022), sales promotion serves several func-
tions, such as boosting sales within a specific
period and enhancing brand positioning. Con-
sistent implementation of sales promotions by a
company can lead to the product or brand
becoming ingrained in consumers’ minds over
time. Utomo et al. (2021) outlined various sales
promotion techniques, including the provision
of coupons and discounts, as well as offering
special discounts for purchasing certain items
in conjunction with other products. Yoebrilianti
(2018) evaluated the effectiveness and efficiency
of sales promotions using the AIDA model,
which encompasses Attention, Interest, Desire,
and Action.

Purchase Intention

Bakti & Alie (2020) concluded that con-
sumer buying interest is the desire that arises
before purchasing a service or product. Typi-
cally, consumers gather information about prod-
ucts based on personal experiences and infor-
mation from social media (Wibadi, 2023).
Marketers must comprehend that consumers
often exhibit interest in purchasing a desired
product before making a final decision (Savitri,
Suliyanto, & Setyanto, 2022). This factor must
be considered to enable marketers to effectively
attract consumer interest in a specific brand,

ultimately encouraging purchase. Widiani,
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Indiani, & Wahyuni (2019) identified purchase
interest through transactional, referential, pref-

erential, and exploratory interest indicators.

Hypothesis

Social media influencers are perceived to
possess the ability to motivate a large audience
to endorse a particular product or service. Sup-
porting this notion, prior research by Abdullah
et al. (2021) elucidates that social media
influencers have a significant impact on con-
sumers’ intentions to purchase fashion prod-
ucts. Tarmidi & Mardhiyah (2022) successfully
discovered that social media influencers exert a
positive and significant influence on the pur-
chase intentions of Billionaire’s Project’s cloth-
ing products.

H,: Social media influencers positively affect
the purchase intention variables for an
Erigo fashion product.

The second variable examined in this study
is the perceived price. A company’s pricing
strategy is crucial. Pertiwi and Fahmi (2022)
asserted that perceived price has a direct and
significant impact on the purchase intention of
fashion products in the marketplace. Wahyudian-
to (2020) indicated that the perceived price
variable positively and significantly influences
the purchase intention of products from
butuhbaju.com.

H2: Perceived price positively influences the
purchase intention variable on an Erigo
fashion product.

The third variable examined in this study is
sales promotion. Sales promotion is a direct per-
suasion strategy that employs various incentives
to encourage customers to make immediate pur-
chases and/or increase the quantity of their pur-
chases. Research conducted by Wahyudianto
(2020) indicates a partial and significant positive

influence of sales promotion variables on buying

interest at needbaju.com. Additionally, Adriana

(2021) reports that the sales promotion variable

significantly positively affects buying interest in

clothing at Matahari Mall, Solo.

H3: Sales promotion positively influences the
purchase intention variable on an Erigo

fashion product.

METHOD

This study employs a quantitative approach
and is classified as explanatory research. The
population consists of millennial and Genera-
tion Z consumers residing in the Special Capi-
tal Region of Jakarta. The sampling method
used is non-probability sampling, specifically
purposive sampling. According to Hair et al.
(2014), the number of representative samples is
determined by multiplying the number of indi-
cators by a figure between five and ten. The
criteria for respondents include Millennials/
Generation Z domiciled in Jakarta, consumers
familiar with Erigo products, consumers who
have seen a social media influencer collaborat-
ing with Erigo, and consumers who have ob-
served sales promotions offered by Erigo. There
were 170 respondents. Data collection was con-
ducted by distributing pre-designed question-
naires via Google Forms, which were then dis-
seminated through social media and direct mes-
sages to acquaintances. The data analysis method
includes tests for validity and reliability. Classi-
cal assumption testing involves normality,
multicollinearity, heteroscedasticity, and linear-
ity tests. This is followed by multiple linear
regression analysis and concludes with hypoth-
esis testing, which includes the coefficient of
determination test, t-test (partial test), and F-
test (simultaneous test).
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Table 1 Indicators and Items

Indicator Item Source
Trustworthiness I believe that I can rely on the social media influencers who (Shan, et al.,
collaborate with Erigo. 2018); (Surawi,
I believe that the social media influencers who collaborate with 2022)
Erigo are honest.
Expertise The social media influencers who collaborate with Erigo have
expertise in the fashion field.
The social media influencers collaborating with Erigo have a strong
knowledge of fashion.
Similarity I think the social media influencers collaborating with Erigo share
the same fashion interests/styles as mine.
Familiarity I often see social media influencers who collaborate with Erigo on
the internet.
Likability I like the behavior of the social media influencers who collaborate
with Erigo.
I like the professional attitude of the social media influencers
collaborating with Erigo.
Affordability Erigo's product prices are affordable (Dzulkharnain,
Price Competitiveness Erigo's product prices can compete with other brands. 2020)
Price-Quality Fit Erigo's product prices match the quality.
Price-Benefit Fit Erigo's product prices match the benefits obtained.
Attention The sales promotion conducted by Erigo grabbed my attention (Yoebrilianti,
towards the offered products. 2018)
Interest The sales promotion conducted by Erigo encouraged my interest in
the offered products.
Desire The sales promotion conducted by Erigo made me want to buy the
products offered.
Action The sales promotion conducted by Erigo ultimately made me buy
the products offered.
Transactional Intention I have the intention to buy Erigo products (Widiani, Indiani,
Referential Intention I have the intention to recommend Erigo products to people & Wahyuni,
around me. 2019); (Surawi,
Preferential Intention I intend to consider Erigo products to be my favorite fashion 2022)
product.
Explorative Intention I intend to seek more information about the products offered by
Erigo.
RESULTS of the Millennial or Generation Z demographic,

Based on the results of the distributed ques-
tionnaires, data on the characteristics of the in-
dividuals in the study sample were collected. The
study included 170 respondents who met the nec-
essary criteria. These criteria included being part

residing in Jakarta, being familiar with Erigo pro-
ducts, having seen a social media influencer col-
laborating with Erigo, and having encountered
sales promotions offered by Erigo. The charac-
teristics of the respondents examined in this study

Table 2 Respondents Based on Gender

Gender Frequency Percentage
Male 102 60%
Female 68 40%
Total 170 100%
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Table 3 Respondents Based on Age Range

Age Frequency Percentage
17-22 143 84%
23-30 27 16%
Total 170 100%

include gender, age, occupation, and monthly in-
come. Table 2 presents an overview of the respon-
dents based on gender.

Table 2 indicates a higher number of male
respondents compared to female respondents,
with 102 males constituting 60% of the total,
while 66 females comprise 40%. Table 3 subse-
quently provides a detailed overview of the age
distribution among the respondents.

Table 3 demonstrates that respondents aged
17 to 22 are significantly more prevalent than
those aged 23 to 30. There are 143 respondents
in the 17 to 22 age group, constituting 84% of
the total, whereas 27 respondents are within
the 23 to 30 age group, representing 16%.
Table 4 offers an overview of the respondents
categorized by their type of employment.

Table 4 indicates that most respondents
are students, as opposed to those engaged in

other types of employment. A total of 146

respondents are students, constituting 86% of
the overall sample, 16 private employees repre-
sent 9%, two civil servants comprise 1%, and
six self-employed individuals represent 4%.

Table 5 indicates that most respondents
have a monthly income of less than IDR
2.000.000, with 71 respondents in this category,
constituting 42% of the total. Furthermore, 48
respondents have a monthly income ranging
from IDR 2.000.000 to IDR 4.000.000, repre-
senting 28%. Additionally, 23 respondents earn
between IDR 4.000.000 and IDR 6.000.000,
accounting for 14%. Lastly, 28 respondents have
an income exceeding IDR 6.000.000, compris-
ing 16% of the total.

The data collected from the questionnaires,
completed by 170 respondents, will be sub-
jected to validity and reliability tests to evaluate
the data’s appropriateness. As stated by Ghozali
(2016), validity pertains to the degree to which

Table 4 Respondents Based on Type of Employment

Type of Work Frequency Percentage
Student 146 86%
Private Employee 16 9%
Public Servant 2 1%
Self-employed 6 4%

Total 170 100%

Table 5 Respondents Based on Monthly Income

Revenue Frequency Percentage
>IDR 2.000.000 71 42%
IDR 2.000.000-IDR 4.000.000 48 28%
IDR 4.000.000-IDR 6.000.000 23 14%
<IDR 6.000.000 28 16%
Total 170 100%
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Table 6 Item Analysis
Variables Item Item—to—Total Sig.
Correlation
X1 X1.1.1 0.596 0.000
X1.1.2 0.647 0.000
X1.2.1 0.731 0.000
X1.2.2 0.646 0.000
X1.3.1 0.683 0.000
X1.4.1 0.500 0.000
X1.5.1 0.714 0.000
X.1.5.2 0.632 0.000
X2 X2.1.1 0.748 0.000
X2.2.1 0.756 0.000
X2.3.1 0.786 0.000
X2.4.1 0.759 0.000
X3 X3.1.1 0.856 0.000
X3.2.1 0.845 0.000
X3.3.1 0.901 0.000
X3.4.1 0.843 0.000
Y1 Y1.1.1 0.830 0.000
Y1.2.1 0.820 0.000
Y1.3.1 0.846 0.000
Y1.4.1 0.848 0.000

a research instrument is precise and suitable. In
this research, the performance of each item is
evaluated based on the item analysis or the
item-to-total correlation (Steele & Edwards,
2008). Table 6 displays the item analysis.
Table 6 demonstrates the values of item-
to-total correlation that range from 0.5 to 0.901.
All items are coherent or valid, as their item-to-
total correlations are significant at a level of
0.05 (Steele & Edwards, 2008). The reliability
test evaluates the consistency of the question-
naire as an indicator of a variable. A variable is

deemed reliable if the alpha coefficient value

surpasses 0.6 (Ghozali, 2016). The results of
the reliability test are presented in Table 7.
Table 7 demonstrates that the Cronbach’s
alpha values for each variable exceed 0.6, indi-
cating that the variables of social media in-
fluencers (X1), perceived price (X2), sales pro-
motion (X3), and purchase intention (Y) are
deemed reliable. Conducting a classical assump-
tion test is essential for multiple linear regres-
sion analysis. There are five classical assump-
tion tests: normality, linearity, multicollinearity,
heteroscedasticity, and autocorrelation. How-
ever, this study employs only four tests, as the

Table 7 Reliability Test

Variables

Cronbach’s Alpha Value

Social Media
Influencer
Perceive Price
Sales Promotion
Purchase Intention

0.799

0.757
0.882
0.856
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Table 8 Normality Test
Unstandardized Residual
N 170
Mean 0.0000000
Normal Std Deviation 1.75080973
Parameters
Most Absolute 0.065
Extreme Positive 0.042
Differences Negative -0.065
Test Statistic 0.065
Asymp. Sig (2-Tailed) 0.077

autocorrelation test is pertinent to time series
data, which is not applicable in this context.
The normality test evaluates whether the data
follows a normal distribution (Ghozali, 2016),
and this study utilized the Kolmogorov-Smirnov
test method. The results of the normality test
are presented in Table 8.

Table 8 shows that the significance value is
0.077, greater than 0.05, indicating that the
data is normally distributed. This means the
research data can be used, as it meets multiple
linear regression testing requirements. Accord-
ing to Ghozali (2016), the multicollinearity test
checks for correlations among the independent
variables in the regression model. Multicol-
linearity can be assessed using the tolerance
value and the Variance Inflation Factor (VIF). If
the tolerance is greater than 0.10 or the VIF is

less than 10, multicollinearity is absent. The
results of the multicollinearity test are pre-
sented in Table 9.

The multicollinearity test results, as pre-
sented in Table 9, indicate that the tolerance
values for all independent variables exceed 0.1,
and the VIF values are below 10. Consequently,
these results suggest the absence of multicol-
linearity among the independent variables in
this study. Ghozali (2016) elucidated that the
heteroscedasticity test assesses whether there
are variations in the residual variance across
observations within the regression model. An
optimal regression model exhibits homoscedasti-
city. A significance level exceeding 0.05 indi-
cates the absence of heteroscedasticity. The
outcomes of the heteroscedasticity test are de-
tailed in Table 10.

Table 9 Multicollinearity Test

Collinearity Statistics

Variable Tolerance VIF
X1 0.576 1.737
X2 0.776 1.288
X3 0.615 1.626

Table 10 Heteroscedasticity Test

Variables Sig.
X1 0.377
X2 0.462
X3 0.566
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Table 11 Linearity Test
Variables Sig.
Social Media Influencer 0.000
Perceive Price 0.000
Sales Promotion 0.000

According to the results of the heterosce-
dasticity test presented in Table 10, the signifi-
cance values for all variables exceed 0.05. This
indicates that the three independent variables are
free from heteroscedasticity, signifying that the
data has passed the classical assumption tests and
is ready for multiple regression analysis. A lin-
earity test was conducted to evaluate whether the
relationship between the independent and depen-
dent variables is linear. This test employs the re-
sults from the test for linearity with a significance
threshold of 0.05. The results of the linearity test
are shown in Table 11.

The results of the linearity test, as pre-
sented in Table 11, indicate that the significance
values for each independent variable are below
0.05. This finding demonstrates that each inde-
pendent variable exhibits a linear relationship
with the dependent variable. Consequently, we
can conclude that the data have satisfied the
classical assumption tests, allowing us to pro-
ceed with multiple linear regression analysis.
This analysis is conducted to ascertain the ex-
tent to which the independent variables influ-
ence the dependent variable. In this study, the
independent variables are social media influenc-
ers (X1), perceived price (X2), and sales pro-

motion (X3), while the dependent variable is
purchase intention (Y). The analysis employs
multiple regression and is presented in Table
12.

This research utilizes multiple linear re-
gression models with a standardized regression
methodology. The selection of this model is
justified by the employment of interval data
measured on a Likert scale. The qualitative data
collected from respondents’ answers have been
transformed into standardized quantitative data.
The coefficient for the social media influencer
variable (X1) is positive, suggesting that an
increase in X1 results in an elevation of the
purchase intention variable (Y). The signifi-
cance value for the social media influencer
variable is 0.00, indicating a substantial impact
on purchase intention, as the sig.t value is less
than 0.05. Likewise, the coefficient for the
perceived price variable (X2) is positive, sug-
gesting that an increase in X2 is associated with
an increase in purchase intention (Y). The sig-
nificance value for the perceived price is 0.01,
signifying a significant influence on purchase
intention, given that this value is below 0.0S5.
The coefficient associated with the sales pro-
motion variable (X3) is positive, suggesting that

Table 12 Multiple Linear Regression Analysis

. Standardized .
Variables Coefficients Beta ! Sig.
Constant -3.717 0.00

X1 0.238 4.389 0.00
X2 0.152 3.263 0.01
X3 0.602 11.479 0.00
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Table 13 Coefficient of Determination

R R Square

Adjusted R Square

0.848

0.719

0.714

an increase in X3 leads to a higher purchase
intention (Y). The t-value for sales promotion is
0.00, indicating its significant impact on pur-
chase intention, as this t-value is less than 0.05.
The contributions of the social media influ-
encer (X1), perceived price (X2), and sales
promotion (X3) to the purchase intention vari-
able (Y) can be evaluated using the adjusted R2
value, as presented in Table 13.

According to Table 13, the adjusted R
square value is 0.714, indicating that the three
independent variables in this study account for
71.4% of the variance in the dependent vari-
able. The remaining 28.6% is influenced by
other variables not included in this research
model. Ghozali (2016) explained that the par-
tial test, or t-test, assesses the individual effect
of each independent variable on the dependent
variable. If the significance value is less than
0.05 and the t-count exceeds the t-table value,
the null hypothesis (HO) is rejected. Therefore,
these results suggest that each independent vari-
able significantly influences the dependent vari-
able. The results of the t-test are presented in
Table 14.

The t-test for the social media influencer
variable (X1) about the purchase intention vari-
able (Y) reveals a significance value of 0.00,
indicating a significant effect of X1 on Y. This
finding is further substantiated by the t-count

value of 4.389, which exceeds the t-table value
of 1.654. Therefore, it can be concluded that
the null hypothesis (HO) is rejected and the
alternative hypothesis (H1) is accepted, con-
firming that the social media influencer variable
has a significant impact on purchase intention.
Regarding the perceived price variable (X2),
the t-test reveals a significance value of 0.01,
indicating a substantial effect of X2 on Y. This
conclusion is further supported by the t-count
of 3.263, which surpasses the t-table value of
1.654. The null hypothesis (HO) is rejected, and
the alternative hypothesis (H2) is accepted,
indicating that the perceived price variable sig-
nificantly influences purchase intention. The t-
test for the sales promotion variable (X3) re-
veals a significance value of 0.00, demonstrat-
ing a significant effect of X3 on Y. The t-count
of 11.479 exceeds the t-table value of 1.654.
Therefore, HO is rejected, and H3 is accepted,
confirming that the sales promotion variable
significantly influences purchase intention. The
F-test evaluates whether the independent vari-
ables collectively affect the dependent variable
(Ghozali, 2016). If the F-count surpasses the F-
table value, it signifies that the independent
variables significantly influence the dependent
variable simultaneously. The results of the F-
test are presented in Table 15.

Table 14 T-Test Results (Partial Test)

Variable X Variable Y Sig. t
X1 Y 0.00
X2 Y 0.01
X3 Y 0.00
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Table 15 F Test Results (Simultaneous Test)

F

Sig.

141.853

0.000°

The analysis of Table 15 reveals that the F-
count value is 141.853, whereas the F-table value
is 2.66. Given that the F-count surpasses the F-
table, this suggests a significant simultaneous
impact of the social media influencer variable
(X1), perceived price (X2), and sales promotion
(X3) on the purchase intention variable (Y).

DISCUSSION

The results indicate that social media
influencers have a positive and significant im-
pact on the purchase intention for Erigo prod-
ucts. This suggests that collaboration with so-
cial media influencers can increase consumer
interest in the product. The findings of this
study are corroborated by prior research con-
ducted by Tarmidi & Mardhiyah (2022), which
successfully identified that social media influenc-
ers exert a positive and significant impact on
the purchase intentions of Billionaire’s Project’s
clothing products. Additionally, Dalangin et al.
(2021); Patmawati & Miswanto (2022) have
asserted that social media influencers affect
purchase intentions. Based on the findings from
the previously distributed questionnaires, it was
found that respondents generally agree with the
statement that social media influencers collabo-
rating with Erigo are frequently encountered
online. This suggests that increased visibility of
social media influencers correlates with height-
ened consumer interest in the product. How-
ever, it is important to note that 55% of respon-
dents expressed hesitation or disagreement with
the notion that these influencers share similar

fashion interests with them. This discrepancy
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could potentially reduce the effectiveness of
social media influencers in enhancing consumer
interest in Erigo products.

The findings from the regression analysis
revealed that perceived price has a positive and
significant impact on the purchase intention for
Erigo products. This indicates that the respon-
dents’ perception of price in this study signifi-
cantly affects their buying interest. These find-
ings are corroborated by prior research con-
ducted by Wahyudianto (2020), which examines
the influence of price perceptions and sales
promotions on buying interest at needbaju.com.
The research findings from 96 respondents in-
dicated that both price perception and sales
promotion positively and significantly affect
purchase interest. Levrini & Santos (2021);
Cavupodlu et al. (2021) stated that the price
variable influences purchase intention. Consid-
ering the results obtained from the question-
naires distributed earlier, consumers tend to
agree with the assertion that the product prices
set by Erigo are competitive with those of other
brands. Setting a competitive price compared to
other brands fosters a sense of desire or inter-
est in the Erigo product. However, it is impor-
tant to note that, according to the questionnaire
results, 20% of respondents expressed doubt or
disagreement with the statement that Erigo’s
pricing is affordable. This skepticism is likely
because the majority of respondents in this
study are students (85%) with limited income.

The results of the regression analysis indi-
cate that sales promotion has a positive and
significant impact on the purchase intention for
Erigo products. This finding suggests that Erigo’s
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sales promotion strategies can effectively stimu-
late and enhance consumer buying interest. The
study’s outcomes are corroborated by prior
research conducted by Yoebrilianti (2018), which
investigated the influence of sales promotion on
buying interest in fashion products, with lifestyle
serving as a moderating variable, based on the
Consumer Survey on Social Networks. The
findings suggest that sales promotion contrib-
utes to 50.3% of the influence on buying inter-
est, affirming its positive partial effect on con-
sumer purchasing interest via social networks.
Suryani & Syafarudin (2021); Rusmardiana et
al. (2020); Regina et al. (2021); Aji, Djawabhir,
& Rofiq (2019) have asserted that sales promo-
tion has a positive and significant impact on
customer purchase intention. Furthermore, in
the contemporary digital era, social media fa-
cilitates promotion, as evidenced by the re-
search of Martini, Suardhika, & Dewi (2022),
which indicates that promotion through social
media can persuade consumers to make pur-
chases. Based on the findings from the previ-
ously distributed questionnaires, consumers gen-
erally agree that the sales promotions provided
by Erigo stimulate interest in the products of-
fered. This indicates that Erigo implements sales
promotions capable of fostering consumer in-
terest. However, it is important to note that
46% of respondents expressed hesitation or
disagreement with the statement that Erigo’s
sales promotions ultimately led them to pur-
chase the products. This suggests that Erigo’s
sales promotion strategy requires enhancement

to achieve optimal effectiveness.

CONCLUSION

Social media influencers collaborating with

Erigo can enhance and increase consumer pur-

chasing interest. According to the survey re-
sults, Erigo consumers tend to place a higher
value on the attractiveness of a social media
influencer. This study focuses on the aspects of
familiarity and likability. It can be interpreted
that the more frequently an influencer is en-
countered on the internet or the better the
influencer’s branding is perceived by consum-
ers, the more their purchasing interest in Erigo
products will increase. However, it is important
to note that 55% of respondents in this study
still express doubt and disagreement regarding
the independence of dress style between con-
sumers and the influencer. The findings of this
study indicate that consumers’ perception of
Erigo products’ pricing can enhance their pur-
chasing interest. The survey results revealed
that Erigo’s price competitiveness received the
highest rating from consumers, suggesting that
they perceive Erigo’s pricing as competitive
with other brands. However, it is noteworthy
that 20% of respondents indicated that Erigo’s
product prices were not affordable. Addition-
ally, Erigo’s sales promotions have the potential
to attract consumer interest and increase the
likelihood of purchase. The variable is evalu-
ated using the AIDA model, which represents
Attention, Interest, Desire, and Action. Accord-
ing to the survey results, consumers perceive
that Erigo’s sales promotions will enhance their
interest in the products offered; in other words,
consumer interest is expected to increase. How-
ever, it is important to note that 46% of con-
sumers believe that Erigo’s sales promotions
are less effective in motivating them to pur-
chase the products offered, or, in other words,
less effective in encouraging them to take ac-
tion. Future researchers should expand this
study by incorporating additional variables that

may enhance consumer purchase intentions.
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