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ABSTRACT 
 

This study was motivated by the development of social media, particularly TikTok, 

which has encouraged companies to utilize influencers as a digital marketing 

strategy while building a positive brand image to enhance consumers’ purchase 

decisions. This study aims to determine and analyze the effect of Keke Imanniar’s 

Influencer Credibility as a Brand ambassador on Purchase Decisions, the effect of 

Brand image on Purchase Decisions, and the simultaneous effect of Influencer 

Credibility and Brand image on the Purchase Decisions of J Glow products on the 

TikTok Platform. This study employed a quantitative method with descriptive and 

verificative approaches. The research sample consisted of 100 respondents selected 

using a non-probability sampling technique with purposive sampling. Data were 

collected through questionnaires using a Likert scale and analyzed using IBM SPSS 

Statistics version 23 through validity tests, reliability tests, classical assumption 

tests, multiple linear regression analysis, t-tests, F-tests, and the coefficient of 

determination. The results showed that all research instruments were valid and 

reliable. Partially, Influencer Credibility had a positive and significant effect on 

Purchase Decisions, while Brand image also had a positive and significant effect 

on Purchase Decisions. Simultaneously, Influencer Credibility and Brand image 

had a positive and significant effect on the Purchase Decisions of J Glow products 

on the TikTok Platform. The implications of this study indicate that J Glow should 

maintain and improve the credibility of its Brand ambassador and strengthen its 

Brand image through consistent and relevant marketing strategies capable of 

building consumer trust and sustainably improving purchase decisions. 

 

Keywords: Influencer Credibility, Brand image, Purchase Decision, TikTok, J Glow. 
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ABSTRAK 

 

Penelitian ini dilatarbelakangi oleh perkembangan media sosial, khususnya TikTok, 

yang mendorong perusahaan memanfaatkan influencer sebagai strategi pemasaran 

digital serta membangun brand image untuk meningkatkan keputusan pembelian 

konsumen. Penelitian ini bertujuan untuk mengetahui dan menganalisis Pengaruh 

Kredibilitas Influencer Keke Imanniar sebagai Brand ambassador terhadap 

Keputusan Pembelian, Pengaruh Brand image terhadap Keputusan Pembelian, serta 

Pengaruh Kredibilitas Influencer dan Brand image secara simultan terhadap 

Keputusan Pembelian produk J Glow pada Platform TikTok. Penelitian ini 

menggunakan metode kuantitatif dengan pendekatan deskriptif dan verifikattif. 

Sampel penelitian berjumlah 100 responden yang diperoleh menggunakan teknik 

non-probability sampling dengan metode purposive sampling. Data dikumpulkan 

melalui penyebaran kuesioner menggunakan skala Likert dan analisis 

menggunakan IBM SPSS Statistic versi 23 melalui uji validitas, uji realibilitas, uji 

asumsi klasik, analisis regresi linear berganda, uji t, uji F, dan koefisien determinasi. 

Hasil penelitian menunjukkan bahwa seluruh instrumen penelitian dinyatakan valid 

dan reliabel. Secara parsial, Kredibilitas Influencer berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian, sedangkan Brand image juga 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian. Secara simultan, 

Kredibilitas Influencer dan Brand image berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian produk J Gow ada Platform TikTok. Implikasi 

penelitian ini menunjukkan bahwa J Glow perlu mempertahankan dan 

meningkatkan kredibilitas Brand ambassador serta memperkuat Brand image 

melalui strategi pemasaran yang konsisten, relevan, dan mampu membangun 

kepercayaan konsumen untuk meningkatkan keputusan pembelian secara 

berkelanjutan. 

 

Kata Kunci: Kredibilitas Influencer, Brand image, Keputusan Pembelian, TikTok, 

J Glow. 
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