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ABSTRACT
This study examines the effects of influencer credibility and online customer reviews on purchase intention
through the mediating role of brand trust in social commerce. A quantitative approach was employed using
survey data collected from 200 respondents in Batam, Indonesia, who actively engage in social commerce
and have experience with influencer-based purchases and online reviews. The data were analyzed using
Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings indicate that both influencer
credibility and online customer reviews significantly influence brand trust, with online customer reviews
exerting a stronger effect. Brand trust, in turn, has a significant positive impact on purchase intention and
serves as a key mediating mechanism between the independent variables and purchase intention. Although
influencer credibility and online customer reviews also directly affect purchase intention, their indirect
effects through brand trust are stronger. These results suggest that trust plays a crucial role in converting
digital engagement into purchase intention. The study contributes to the social commerce literature and
provides practical implications for marketers seeking to develop credible and trust-oriented digital

marketing strategies.
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INTRODUCTION

The rapid growth of digital technology and
social media has significantly transformed
consumer behavior, particularly through the
emergence of social commerce as a dominant
platform for transactions. In Indonesia, internet
penetration reached approximately 79.5% in 2024,
equivalent to more than 221 million users,
indicating a substantial shift toward digital-based
consumption patterns . This transformation is also
evident in urban areas such as Batam, a rapidly
growing industrial and trade city with a population
exceeding 1.29 million people in 2025
(Afifatuzzahra & Hikmah, 2025) . As a strategic
economic hub located near Singapore and
Malaysia, Batam experiences strong exposure to
digitalization and cross-border commerce, making
it a highly relevant context for studying consumer
behavior in social commerce environments.

Empirical data further show that the
adoption of digital platforms in Batam is
increasing significantly. The number of active
social media users in Batam has reached more than
1.15 million individuals, indicating a highly
connected and digitally engaged population (Sari
& Husda, 2024). In addition, the growth of e-
commerce and digital marketing activities among
local businesses is substantial, with around 80% of
UMKM in Batam already utilizing digital

platforms for selling and promotion (Desyanti &
Tipa, 2025) . This rapid digital adoption suggests
that consumers in Batam are frequently exposed to
influencer marketing and online customer reviews
as part of their purchasing process. However,
despite this high level of exposure, previous
research in Batam indicates that social media does
not always have a significant direct impact on
purchasing decisions, revealing a gap between
digital engagement and actual consumer behavior .

This phenomenon highlights a critical
issue: although consumers in Batam actively
interact with influencer content and online reviews,
their purchase intention does not always align with
the information received. One possible explanation
lies in the increasing skepticism toward digital
content, driven by the rise of paid endorsements,
fake reviews, and overly promotional messages. In
such conditions, consumers tend to be more
cautious and rely on deeper psychological factors
before making purchase decisions. This suggests
that external stimuli such as influencer credibility
and online customer reviews alone are insufficient
to directly drive purchase intention without the
presence of trust.

This study is grounded in Signaling
Theory, which explains how individuals rely on
observable signals to reduce information
asymmetry and uncertainty when evaluating
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products, services, or brands. According to
signaling theory, information senders communicate
signals that can be interpreted by receivers to
assess quality, credibility, and trustworthiness
under conditions of imperfect information. Signals
influence decision-making because they shape the
receiver’s perception regarding the value and
reliability of the offering. In digital and online
environments, where consumers often lack direct
experience with products and sellers, signaling
mechanisms become particularly important in
reducing perceived risk and facilitating purchasing
decisions (Arroyo-Revilla et al., 2025; Henriquez-
Salman, 2025). Recent studies have further
demonstrated that signals such as reputation
indicators, reviews, endorsements, and credibility
cues play a crucial role in shaping trust and
behavioral intentions in online platforms. Cheng et
al. (2024) Cheng et al. (2024) argued that high-
guality signals help consumers evaluate service
guality and mitigate information asymmetry,
thereby increasing trust and transaction
willingness.  Similarly, Yang et al. (2025)
emphasized that signals provide meaningful
information that influences how receivers interpret
quality, capability, and strategic value under
uncertain conditions. Therefore, in the context of
social commerce, influencer credibility and online
customer reviews can be viewed as important
signals that help consumers evaluate brand
reliability, develop brand trust, and ultimately
strengthen purchase intention.

In this context, brand trust becomes a
crucial mediating variable that explains how digital
marketing factors influence consumer behavior.
Trust plays an essential role in reducing perceived
risk and uncertainty, particularly in online
environments where consumers cannot physically
verify product quality. Without sufficient trust,
even highly credible influencers or positive
reviews may fail to translate into actual purchase
intention. Therefore, understanding the role of
brand trust is essential in explaining the gap
between high digital exposure and relatively
cautious purchasing behavior observed among
consumers in Batam.

Despite the growing importance of social
commerce, several research gaps remain. First,
previous studies have predominantly examined the
direct effects of influencer credibility and online
customer reviews on consumer behavior, while
limited attention has been given to the mediating
role of brand trust. Second, empirical findings
regarding the effectiveness of influencer marketing
and online reviews remain inconsistent across
different contexts, suggesting the need for further
investigation. Third, most prior studies have been
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conducted in broader e-commerce settings, with
limited evidence from emerging urban markets
such as Batam, Indonesia.

To address these gaps, this study proposes
an integrated model that examines the direct and
indirect relationships among influencer credibility,
online customer reviews, brand trust, and purchase
intention. The novelty of this study lies in three
aspects. First, it explicitly investigates brand trust
as a mediating mechanism linking digital
marketing signals to purchase intention. Second, it
integrates influencer credibility and online
customer reviews within a single conceptual
framework based on Signaling Theory. Third, it
extends the empirical evidence on social commerce
behavior by focusing on Batam, an emerging
digital market characterized by rapid social
commerce adoption. Therefore, this study
contributes to both the theoretical development of
consumer behavior literature and the practical
understanding of trust-building strategies in digital
marketing environments.

LITERATURE REVIEW
2.1 Purchase Intention in Social Commerce

Purchase intention is widely recognized as
a key predictor of actual consumer behavior,
reflecting an individual’s willingness and
likelihood to purchase a product or service (Vigolo
et al., 2025). In the context of social commerce,
purchase intention is shaped not only by traditional
marketing factors but also by interactive digital
environments, social influence, and user-generated
content (Liu et al., 2025). Social media platforms
have transformed the purchasing process by
enabling consumers to access information, interact
with brands, and rely on peer opinions before
making decisions. Prior research suggests that both
utilitarian and hedonic values, as well as emotional
responses,  significantly  influence  purchase
intention in online environments (Zavichi &
Aparicio, 2025). Therefore, understanding the
antecedents of purchase intention is crucial for
explaining consumer behavior in social commerce
settings.
2.2 Influencer Credibility

Influencer credibility refers to the degree
to which consumers perceive an influencer as
trustworthy, knowledgeable, and reliable in
delivering product-related information (Baudier et
al., 2023). Rooted in the source credibility theory,
influencer credibility consists of key dimensions
such as  expertise, trustworthiness, and
attractiveness. Influencers act as opinion leaders
who shape consumer attitudes and behaviors
through persuasive communication (Alam et al.,
2024).
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Empirical studies demonstrate that credible
influencers significantly enhance consumers’
perceptions of  brands, particularly by
strengthening brand image and trust. For instance,
Koch et al., (2025) found that influencer credibility
positively affects brand trust and indirectly
influences purchase intention through brand-
related perceptions . In social commerce, where
consumers are exposed to a high volume of
promotional content, credibility becomes a critical
factor in  determining whether influencer
recommendations are accepted or rejected. Thus,
influencer credibility is expected to directly and
indirectly influence purchase intention through the
formation of brand trust.

2.3 Online Customer Reviews

Online  Customer Reviews (OCR)
represent a form of electronic word-of-mouth (e-
WOM), where consumers share their experiences,
evaluations, and opinions regarding products or
services. These reviews serve as an important
source of information that reduces uncertainty and
helps consumers make informed decisions.

Previous studies highlight that OCR
significantly influences consumer perceptions,
attitudes, and behavioral intentions. Koch et al.,
(2025) emphasize that online reviews provide
valuable insights into product performance and
play a crucial role in shaping consumer evaluations
and acceptance . Moreover, online reviews are
often perceived as more credible than firm-
generated content because they originate from
actual users. In social commerce environments,
consumers heavily rely on reviews to validate
product quality and reduce perceived risk, making
OCR a strong determinant of both brand trust and
purchase intention (Ding et al., 2024).

2.4 Brand Trust

Brand trust refers to the confidence
consumers have in a brand’s reliability, integrity,
and ability to deliver its promised value
(Hanaysha, 2022; Jun & Yi, 2020). It is a
fundamental construct in marketing literature,
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particularly in online and social commerce
contexts where perceived risk is relatively high.

Trust plays a mediating role in
transforming marketing stimuli into consumer
behavior. Chen & Cheng, (2020) demonstrates that
brand trust significantly influences purchase
intention by linking perceived value to consumer
decision-making . When consumers trust a brand,
they are more likely to develop positive attitudes
and intentions toward purchasing its products
(Ebrahim, 2020). In addition, trust reduces
uncertainty and perceived risk, which are common
barriers in online purchasing environments.
Therefore, brand trust is expected to act as a
central mechanism through which influencer
credibility and online customer reviews influence
purchase intention (Atulkar, 2020).

2.5 The Mediating Role of Brand Trust

In social commerce, consumers are often
influenced by external stimuli such as influencers
and online reviews. However, these factors do not
directly translate into purchase behavior unless
they foster trust toward the brand. Brand trust
serves as a psychological bridge that connects
marketing inputs to behavioral outcomes (Khan et
al., 2020).

Prior research supports the mediating role
of trust in digital marketing contexts. Influencer
credibility  enhances brand  trust,  which
subsequently increases purchase intention, while
online customer reviews contribute to trust
formation by providing reliable and authentic
information. Additionally, perceived value and
interaction mechanisms further strengthen trust and
influence consumer decisions, especially in digital
environments where both cognitive and emotional
factors interact (Jun & Yi, 2020).

Thus, brand trust is not merely an outcome
variable but a key mediating construct that
explains how and why influencer credibility and
online customer reviews affect purchase intention.

2.6 Theoretical Framework

Figure 1. The study’s theoretical framework

[ Influencer Credibility

Online Customer
Reviews

H1: Influencer Credibility positively affects Brand
Trust.

Purchase Intention ]

H2: Online Customer Reviews positively affects
Brand Trust.
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H3: Influencer Credibility positively affects
Purchase Intention.

H4: Online Customer Review positively affects
Purchase Intention.

H5: Brand Trust positively affects Purchase
Intention.

H6: Brand Trust mediates the relationship between
Influencer Credibility and Purchase Intention.

H7: Brand Trust mediates the relationship between
Online Customer Review and Purchase Intention.

RESEARCH METHODS

This study employs a quantitative research
approach using a survey method to examine the
relationships among Influencer Credibility, Online
Customer Reviews, Brand Trust, and Purchase
Intention in the context of social commerce. The
research adopts a causal (explanatory) design
aimed at testing the proposed hypotheses and
analyzing both direct and indirect effects among
variables. The data were analyzed using Structural
Equation Modeling based on Partial Least Squares
(SEM-PLS), which is suitable for predictive
analysis and complex models involving mediation
effects. The population of this study consists of
social media users in Batam who have experience
purchasing products through social commerce
platforms. Because the exact population size is
unknown, purposive sampling was employed to
ensure that respondents possessed relevant
experience related to the research variables.
Purposive sampling is considered appropriate for
studies that require participants with specific
knowledge and behavioral experience regarding
the investigated phenomenon.

To ensure the quality and relevance of the
data, respondents were required to meet several
criteria. First, they had to be at least 18 years old,
ensuring that they were capable of making
independent purchasing decisions. Second, they
had to actively use social media platforms for
shopping-related activities, such as searching for
product information, interacting with sellers, or
purchasing products through social commerce
platforms. Third, respondents must have been
exposed to influencer marketing content within the
last six months, including product endorsements,
reviews, or promotional campaigns conducted by
social media influencers. Fourth, respondents must
have experience reading and utilizing online
customer reviews before making purchasing
decisions.  Finally, respondents must have
completed at least one online purchase through a
social commerce platform during the previous six
months.

These criteria were established to ensure
that respondents had sufficient experience with
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influencer marketing, online customer reviews, and
social commerce transactions, thereby enabling
them to provide informed evaluations regarding
brand trust and purchase intention. Selecting
respondents who directly experienced these
activities enhances the validity of the collected
data and improves the accuracy of the analysis.

A total of 200 wvalid responses were
collected and used for analysis. The sample size
meets the minimum requirements for SEM-PLS
analysis, ensuring adequate statistical power for
hypothesis testing (Basile et al., 2024).

Primary data were collected through a

structured questionnaire distributed online. The
questionnaire was designed using a Likert scale
ranging from 1 (strongly disagree) to 5 (strongly
agree) (Munawar et al., 2022). The online
distribution method was chosen to efficiently reach
respondents who are active in digital and social
commerce environments.
The questionnaire consisted of two main sections:
demographic profile of respondents (e.g., gender,
age, occupation, income, and social media usage
behavior) and measurement items related to the
research variables

Influencer  Credibility (X1)  was
conceptualized as the extent to which consumers
perceive  an influencer as  trustworthy,
knowledgeable, and attractive in delivering
product-related information. This construct was
measured using multiple indicators capturing key
dimensions such as expertise, trustworthiness, and
attractiveness, including perceptions that the
influencer  possesses  sufficient  knowledge,
provides reliable and honest information, and
demonstrates an engaging personality. The concept
is grounded in source credibility theory, which
posits that credible communicators are more
persuasive and effective in shaping attitudes and
behavioral intentions. Recent studies confirm that
influencer credibility significantly enhances brand
perception and trust, ultimately influencing
purchase intention in digital marketing contexts
(Baudier et al., 2023).

Online Customer Reviews (X2) were
defined as consumers’ perceptions of the
credibility, usefulness, and valence of user-
generated reviews in online platforms. This
construct was measured through six indicators
reflecting three dimensions: review credibility,
review usefulness, and review valence. The
credibility dimension captures whether consumers
perceive reviews as trustworthy and reliable, while
usefulness reflects the extent to which reviews help
consumers evaluate products and make informed
decisions. Review valence represents the influence
of positive feedback and product ratings on
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consumer perceptions. Prior research indicates that
online reviews reduce information asymmetry and
serve as a critical determinant of trust and purchase
intention in social commerce environments (Riedel
etal., 2025).

Brand Trust (Z) refers to consumers’
confidence in a brand’s reliability, honesty, and
consistency in delivering its promises. This
construct was measured using four indicators
representing two main dimensions: reliability and
integrity. Reliability reflects the belief that a brand
consistently performs as expected, while integrity
captures the perception that the brand is honest and
committed to its customers. In online environments
characterized by uncertainty and perceived risk,
trust plays a fundamental role in shaping consumer
behavior. Empirical evidence demonstrates that
brand trust significantly influences purchase
intention and mediates the relationship between
marketing stimuli and consumer decisions (Chen &
Cheng, 2020).

Purchase Intention (Y) was defined as the
likelihood and willingness of consumers to
purchase products in a social commerce context.
This construct was measured through four
indicators reflecting purchase likelihood and
willingness to buy, including intentions to purchase
products recommended by influencers,
consideration of products found online, and the
tendency to buy after reading positive reviews.
Previous studies suggest that purchase intention is
influenced by both cognitive evaluations and
emotional responses derived from digital
interactions, including influencer marketing and
online engagement. In particular, perceived value
and emotional experiences have been found to
significantly drive purchase intention in social
media environments (Liu et al., 2025).

Overall, the measurement of these
variables reflects an integrated perspective of
consumer behavior that combines cognitive
(information processing), affective (trust and
perception), and behavioral (purchase intention)
components. This approach is consistent with
contemporary ~ marketing  research,  which
emphasizes the interplay between influencer-
driven communication, user-generated content, and
relational trust in shaping consumer decision-
making processes in social commerce.

The data analysis in this study was
conducted using Structural Equation Modeling
based on Partial Least Squares (SEM-PLS) with
the assistance of SmartPLS software (Magno &
Cassia, 2024). The analysis was carried out in two
main stages, namely the evaluation of the
measurement model (outer model) and the
structural model (inner model). The measurement
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model evaluation aimed to assess the reliability
and validity of the constructs. Convergent validity
was examined through factor loadings, where
values greater than 0.70 were considered
acceptable, and through the Average Variance
Extracted (AVE), which was required to exceed
0.50. Reliability was evaluated using Cronbach’s
Alpha and Composite Reliability, with threshold
values above 0.70 indicating satisfactory internal
consistency. In addition, discriminant validity was
assessed using the Fornell-Larcker criterion and
the Heterotrait-Monotrait Ratio (HTMT), where
HTMT values below 0.90 indicated adequate
discriminant validity among constructs (Seclen-
Luna et al., 2024).

Following the assessment of the
measurement model, the structural model was
evaluated to examine the relationships among
variables and to test the proposed hypotheses. Path
coefficients (B) were analyzed to determine the
direction and strength of the relationships, while t-
statistics and p-values obtained through the
bootstrapping procedure were used to assess the
statistical significance of each path. The coefficient
of determination (R?) was used to evaluate the
explanatory power of the model, indicating how
well the endogenous constructs were explained by
the exogenous variables (Hauff et al., 2024).
Furthermore, effect size (f2) was assessed to
determine the relative impact of each predictor
variable, and predictive relevance (Q% was
evaluated to confirm the model’s predictive
capability. Collinearity was also examined using
the Variance Inflation Factor (VIF), with values
below 5 indicating the absence of multicollinearity
issues. Finally, overall model fit was assessed
using the Standardized Root Mean Square Residual
(SRMR), which should be below 0.08, and the
Normed Fit Index (NFI), which should exceed
0.90, indicating that the model fits the empirical
data satisfactorily.

RESULTS
4.1 Respondent Profile

The respondent profile indicates that the
majority of participants were female (59%), while
males accounted for 41% of the total sample. In
terms of age distribution, most respondents were
between 21-25 years old (47%), followed by those
aged 26-30 years (24%), over 30 years (15%), and
under 20 years (14%), suggesting a dominance of
young adult consumers. Regarding occupation,
students represented the largest group (42%),
followed by private  employees  (30%),
entrepreneurs (13%), and others (15%). In terms of
monthly income, most respondents earned less
than IDR 3,000,000 (35%) or between IDR
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3,000,000 and 5,000,000 (33%), indicating a
predominance  of  middle-to-lower  income
segments.  Additionally, the  majority  of
respondents frequently used social media for
shopping purposes, with 38% reporting “often”
and 24% “very often,” while 28% used it
occasionally and only 10% rarely. A significant
proportion of respondents (84%) had prior
experience  purchasing products based on
influencer recommendations, and more than half
(55%) reported a high reliance on online customer
reviews, followed by moderate reliance (36%) and
low reliance (9%). These findings suggest that the
sample largely consists of active social commerce
users who are highly engaged with influencer
content and online reviews in their purchasing
decisions.
4.2 Measurement Model Assessment

Figure 2 below displays the PLS
Algorithm’s graphical output for the research
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represented by its indicators (0.802-0.873), Online
Customer Reviews by loadings between 0.820 and
0.863, Brand Trust by loadings ranging from 0.872
to 0.893, and Purchase Intention by loadings
between 0.884 and 0.906. In terms of the structural
relationships, Influencer Credibility has a positive
effect on Brand Trust (B = 0.395), while Online
Customer Reviews show an even stronger
influence on Brand Trust (B = 0.504), indicating
that customer-generated information plays a more
dominant role in building trust. Furthermore,
Brand Trust significantly influences Purchase
Intention (B = 0.557), confirming its central
mediating role. Direct effects from Influencer
Credibility (B = 0.155) and Online Customer
Reviews (B = 0.240) on Purchase Intention are
relatively weaker, suggesting partial mediation.
The model also demonstrates satisfactory
explanatory power, with an R2 value of 0.432 for
Brand Trust and 0.610 for Purchase Intention,

model. indicating moderate to substantial predictive
The structural model results, as illustrated accuracy. Overall, the findings support the
in the SmartPLS output, demonstrate that all theoretical framework that both influencer
measurement indicators exhibit strong outer credibility and online customer reviews enhance
loadings ranging from 0.802 to 0.906, confirming purchase intention primarily through the
adequate convergent validity across constructs. development of brand trust.
Specifically, Influencer Credibility is well
Figure 2. Graphical Output of Research Model
IC1
AN
2 0822
Y084
Ic3  «0.802 BT1 BT2 BT3
&85 ’\ /‘
IC4 0855
ICS//D.B?EInfluencerCredibility 0335 03?2%08%0@8?5 0:893 o
/ 0.888/'r
s 0906~ °
e
Brand Trust Purchace Intention T
OCR2  yg07 0.504 P14
0.83\6
O pe3
OCR4 40.863
O.BZ;I

Online Customer Review

407



Jurnal Apresiasi Ekonomi Volume 14, Nomor 2, Mei 2026 : 402-412 ISSN Cetak : 2337-3997
ISSN Online : 2613-9774
Table 2. Summary of Composite Reliability, Factor Loading, Average Variance Extracted (AVE) and

Cronbach’s Alpha
. Cronbach’s  Composite Factor AVE
Variabel/ltem Alpha Reliability  Loading
Influencer Credibility (1C) 0.917 0.925 0.707

The influencer has sufficient knowledge about

the promoted product 0.822
The influencer provides reliable information
0.849
about the product
1 trust the influencer’s recommendations 0.802
The influencer is honest in presenting product 0843
reviews '
The influencer is appealing and engaging 0.855
The influencer’s personality attracts my
: 0.873
attention
nline Customer Reviews (OCR) 0.912 0.913 0.695
I consider online customer reviews to be
0.827
trustworthy
Reviews from other customers are reliable 0.836
sources of information '
Online reviews help me evaluate products
) 0.833
effectively
Reviews provide useful information for making
L 0.863
purchase decisions
Positive reviews increase my confidence in the
0.824
product
The overall rating of a product influences my 0.820
perception '
Brand Trust (BT) 0.905 0.906 0.779
I believe this brand is reliable 0.872
This brand consistently delivers what it promises 0.890
I believe this brand is honest with its customers 0.875
This brand keeps its commitments 0.893
Purchase Intention (PI) 0.914 0.914 0.794
I intend to purchase products recommended in 0.888
social commerce '
I will consider buying products based on 0.906

influencer recommendations
I am willing to purchase products I find online 0.887
I would likely buy products after reading 0.884
positive reviews '

Table 3. Summary of Fornell-Larcker, Heterotrait-Monotrait Ratio (HTMT)

Fornell-Larcker Heterotrait-Monotrait Ratio (HTMT)
Influenc Online Influence Online
Brand er Customer Purchace Brand rCustomer Purchace
Trust Credibili . Intention Trust Credibilit . Intention
ty Review y Review
Brand Trust 0.882
Influencer
Credibility 0.422 0.841 0.458
Online
Customer 0.526 0.054 0.834 0.577 0.071
Review
Purchace
Intention 0.749 0.403 0.542 0.891 0.822 0.433 0.591
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Table 3 presents the results of the
discriminant validity assessment using the Fornell-
Larcker criterion and the Heterotrait-Monotrait
Ratio (HTMT). Based on the Fornell-Larcker
criterion, the square root of the Average Variance
Extracted (AVE) for each construct exceeds its
correlations with other constructs. Specifically, the
values for Brand Trust (0.882), Influencer
Credibility (0.841), Online Customer Review
(0.834), and Purchase Intention (0.891) are higher
than the corresponding inter-construct correlations,
indicating adequate discriminant validity.

Furthermore, the HTMT values range from
0.071 to 0.822, all of which are below the
recommended threshold of 0.85. This indicates that
each construct is empirically distinct and measures
a different conceptual domain. Therefore, both the
Fornell-Larcker and HTMT assessments confirm
that the measurement model satisfies the
discriminant validity requirements and is suitable
for subsequent structural model analysis
4.3 Structural Model Assessment

The results presented in Table 4 indicate
that the structural model demonstrates acceptable
explanatory and predictive power. Brand Trust
explains Purchase Intention with an R?value of
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0.432, while the overall model explains Purchase
Intention at a higher level with an R2of 0.610,
suggesting moderate to substantial explanatory
capability. The effect size (f2) analysis shows that
Online Customer Review has a strong effect on
Brand Trust (0.446), followed by Influencer
Credibility (0.273), while their effects on Purchase
Intention are relatively weak (0.102 and 0.048,
respectively), except for Brand Trust which
exhibits a substantial effect (0.452). Collinearity
diagnostics (VIF) for all constructs range between
1.003 and 1.759, indicating no multicollinearity
issues as all values are well below the threshold of
5. Additionally, the predictive relevance assessed
by Q2 Predict shows values of 0.418 for Brand
Trust and 0.416 for Purchase Intention, confirming
that the model has good predictive capability.
Complementing  these  findings, Table 5
demonstrates that the model fit is satisfactory, as
indicated by an SRMR value of 0.044 (below the
0.08 threshold) and an NFI value of 0.911 (above
the 0.90 threshold), confirming that the proposed
model fits the empirical data well and meets
recommended SEM-PLS fit criteria.

Table 4: Coefficient (R?), Effect Size (f"%), Q?predict, Collinearity (VIF)

Effect Size (%) Collinearity (VIF)  Determin
ation ?Predict
Brand Purchr_;lce Brand Purchz_:tce Coefficie Q
Trust Intention Trust Intention 2
nt (R9)
Brand Trust 0.452 1.759 0.432 0.418
Influencer
Credibility 0.273 0.048 1.003 1217
Online Customer
Review 0.446 0.102 1.003
Purchace Intention 1.450 0.610 0.416

Table 5. Summary of model fit SEMR/NFI

Saturated model Threshold
SRMR 0.044 <0.08
NFI 0.911 >0.90

4.4 Hypothesis Testing

Table 6 presents the results of hypothesis
testing, indicating that all proposed hypotheses
(H1-H7) are supported, as evidenced by
significant t-statistics and p-values below the 0.05
threshold. Influencer Credibility has a significant
positive effect on Brand Trust (B = 0.395, t =
8.270, p = 0.000) and also directly influences
Purchase Intention (B = 0.155, t = 2,962, p =
0.003), although the latter effect is relatively
weaker. Online Customer Reviews demonstrate a
stronger impact on Brand Trust (B = 0.504, t =
11.543, p = 0.000) and also significantly affect

Purchase Intention (B = 0.240, t = 4536, p =
0.000). Furthermore, Work Engagement shows the
strongest direct effect on Purchase Intention (f =
0.557, t = 9.243, p = 0.000). The mediation
analysis reveals that Brand Trust significantly
mediates the relationship between Influencer
Credibility and Purchase Intention (f = 0.220, t =
6.499, p = 0.000), as well as the relationship
between  Transformational  Leadership  and
Purchase Intention (B = 0.281, t = 6.869, p =
0.000). Owverall, these findings confirm that both
direct and indirect relationships in the model are
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statistically significant and aligned with the
proposed theoretical framework.
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Table 6. Results of Hypothesis Testing

Hipotesis Original T - P Information
sample (O) statistics  values

H1: Influencer Credibility = Brand 0.395 8.270 0.000 _

Trust Confirmed

H2: Online Customer Reviews —-> 0.504 11543 0.000 Confirmed

Brand Trust

H3: Influencer_Credlblllty > 0.155 2 962 0.003 Confirmed

Purchase Intention

H4: Online CL_Jstomer Reviews -> 0.240 4536 0.000 Confirmed

Purchase Intention

H5: Work Engagement > Confirmed

Purchase Intention 0.557 9.243 0.000

H6: Influencer Credibility -> Confirmed

Brand Trust - Purchase Intention 0.220 6.499 0.000

H7: Transformational Leadership Confirmed

- Brand Trust - Purchase 0.281 6.869 0.000

Intention

DISCUSSION AND CONCLUSION
5.1 Discussion

The findings of this study are consistent
with and reinforced by prior empirical evidence in
the marketing and consumer behavior literature.
The significant influence of  Influencer
Credibility on Brand Trust aligns with the source
credibility model, which emphasizes that expertise
and authenticity are critical in shaping consumer
trust and brand perception. As demonstrated by
(Cho et al, 2025), influencer credibility
significantly enhances brand image and trust,
which subsequently drives purchase intention .
This supports the present study’s result that
credibility does not only function as a direct
persuasive factor but also operates indirectly
through trust formation. Consequently, the
relatively stronger indirect effect through Brand
Trust confirms that trust acts as a psychological
mechanism that translates influencer attributes into
behavioral outcomes.

The strong effect of Online Customer
Reviews on Brand Trust and Purchase Intention
is also well-supported in the literature. Online
reviews serve as a form of electronic word-of-
mouth that reduces information asymmetry and
enhances perceived reliability of products or
services. Baier et al. (2025) highlight that online
customer reviews provide rich evaluative
information and significantly contribute to shaping
consumer perceptions and technology acceptance .
Furthermore, the role of social media marketing in
influencing purchase intention has been widely
validated, where perceived value and emotional
responses derived from online interactions
significantly drive consumer decisions (Zhang et
al., 2023) . This explains why Online Customer

Reviews in this study exhibit both direct and
indirect effects, reinforcing their dual function as
informational and persuasive stimuli.

The substantial impact of Brand Trust on
Purchase Intention is also strongly grounded in
prior research. Chae et al. (2020) confirms that
brand trust plays a pivotal role in linking perceived
value and consumer purchase intention,
particularly in contexts involving product
differentiation and emotional value . Trust reduces
perceived risk and uncertainty, thereby increasing
consumers’ confidence in their purchase decisions.
In line with this, the mediating role of Brand Trust
identified in this study further validates its function
as a central construct in consumer decision-making
processes.

5.2. Conclusion

This study examined the effects of
Influencer Credibility and Online Customer
Reviews on Purchase Intention through the
mediating role of Brand Trust in the context of
social commerce. The findings indicate that both
Influencer Credibility and Online Customer
Reviews significantly enhance Brand Trust, which
subsequently increases consumers’ Purchase
Intention. Furthermore, Brand Trust was found to
play a significant mediating role, suggesting that
trust serves as a critical mechanism through which
digital marketing stimuli influence consumer
purchasing decisions.

The study contributes to the literature by extending
the understanding of trust formation in social
commerce and confirming the importance of Brand
Trust as a key mediator between external
information cues and behavioral intentions. From a
practical perspective, businesses should prioritize
credibility,  transparency, and trust-building
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strategies when utilizing influencer marketing and
online customer reviews to strengthen consumer
purchase intention.

Future studies are encouraged to examine
additional psychological or behavioral variables,
such as perceived risk, consumer engagement, or
electronic word-of-mouth, and to explore different
social commerce platforms and geographical
contexts to enhance the generalizability of the
findings.

REFERENCES

Afifatuzzahra, S., & Hikmah. (2025). Pengaruh
Persepsi Kemudahan Penggunaan, Kualitas
Layanan Digital Dan Kemudahan Transaksi
Terhadap Keputusan Pembelian. Jounal
Multiplier, 6(2), 1047-1072.

Alam, F., Tao, M., Rastogi, R., Mendiratta, A., &
Attri, R. (2024). Do social media influencers
influence the vaccination drive? An
application of source credibility theory and
uses and gratification theory. Technological
Forecasting and Social Change, 198(April

2023), 122973.
https://doi.org/10.1016/j.techfore.2023.12297
3

Arroyo-Revilla, O., Medina-Molina, C., Nufiez-
Mera, C. B., & Pérez-Macias, N. (2025). To
invest or not to invest the business Angel’s
dilemma. Journal of Innovation and
Knowledge, 10(3).
https://doi.org/10.1016/j.jik.2025.100699

Atulkar, S. (2020). Brand trust and brand loyalty in
mall shoppers. Marketing Intelligence and
Planning, 38(5), 559-572.
https://doi.org/10.1108/MIP-02-2019-0095

Basile, L. J., Carbonara, N., Panniello, U., &
Pellegrino, R. (2024). The role of big data
analytics in improving the quality of
healthcare services in the Italian context: The
mediating role of risk management.
Technovation, 133(May 2023), 103010.
https://doi.org/10.1016/j.technovation.2024.1
03010

Baudier, P., de Boissieu, E., & Duchemin, M. H.
(2023). Source Credibility and Emotions
generated by Robot and Human Influencers:
The  perception of  luxury  Dbrand
representatives. Technological Forecasting
and Social Change, 187(April 2021).
https://doi.org/10.1016/j.techfore.2022.12225
5

Chae, H., Kim, S., Lee, J., & Park, K. (2020).
Impact of product characteristics of limited
edition shoes on perceived value, brand trust,
and purchase intention; focused on the
scarcity message frequency. Journal of

ISSN Cetak :2337-3997

ISSN Online : 2613-9774
Business Research, 120(November), 398-
406.
https://doi.org/10.1016/j.jbusres.2019.11.040

Chen, Z. F.,, & Cheng, Y. (2020). Consumer
response to fake news about brands on social
media: the effects of self-efficacy, media
trust, and persuasion knowledge on brand
trust. Journal of Product and Brand
Management, 29(2), 188-198.
https://doi.org/10.1108/JPBM-12-2018-2145

Cheng, K. T., Shih-Chieh Hsu, J., Yepuru, P., &
Wang, S. J. (2024). Signals that sharing
economy service providers should send out:
The case of codementor. Asia Pacific
Management Review, 29(3), 263-272.
https://doi.org/10.1016/j.apmrv.2023.12.002

Cho, E., Kim, K., & Bouvier, L. (2025). The
influence of virtual influencers’ credibility
and self-congruity on fashion brand
perception and purchase intention. Journal of
Fashion Marketing and Management: An
International ~ Journal,  30(2), 1-22.
https://doi.org/10.1108/jfmm-07-2024-0280

Desyanti, & Tipa, H. (2025). Pengaruh E-
Commerce  Dan  Penggunaan  Sistem
Informasi Akuntanti Terhadap Efektivitas
Kinerja. UMKM Di Kota Batam. Scientia
Journal, 1-12.

Ding, K., Gong, X. Y., Huang, T., & Choo, W. C.
(2024). Recommend or not: A comparative
analysis of customer reviews to uncover
factors influencing explicit online
recommendation behavior in peer-to-peer
accommodation. European Research on
Management and Business Economics, 30(1),
100236.
https://doi.org/10.1016/j.iedeen.2023.100236

Ebrahim, R. S. (2020). The Role of Trust in
Understanding the Impact of Social Media
Marketing on Brand Equity and Brand
Loyalty. Journal of Relationship Marketing,

19(4), 287-308.
https://doi.org/10.1080/15332667.2019.1705
742

Hanaysha, J. R. (2022). Impact of social media
marketing features on consumer’s purchase
decision in the fast-food industry: Brand trust
as a mediator. International Journal of
Information Management Data Insights, 2(2),
100102.
https://doi.org/10.1016/j.jjimei.2022.100102

Hauff, S., Richter, N. F., Sarstedt, M., & Ringle, C.
M. (2024). Importance and performance in
PLS-SEM and NCA: Introducing the
combined  importance-performance  map
analysis (cIPMA). Journal of Retailing and
Consumer Services, 78(January), 103723.

411



Jurnal Apresiasi Ekonomi Volume 14, Nomor 2, Mei 2026 : 402-412

https://doi.org/10.1016/j.jretconser.2024.1037
23

Henriquez-Salman, R. (2025). Methodological
ESG uncertainty in portfolio sorts. Research
in International Business and Finance, 80,
103132.
https://doi.org/10.1016/j.ribaf.2025.103132

Jun, S., & Yi, J. (2020). What makes followers
loyal? The role of influencer interactivity in
building influencer brand equity. Journal of
Product and Brand Management, 29(6), 803—
814. https://doi.org/10.1108/JPBM-02-2019-
2280

Khan, 1., Hollebeek, L. D., Fatma, M., Islam, J. U.,
& Rahman, Z. (2020). Brand engagement and
experience in online services. Journal of
Services  Marketing, 34(2), 163-175.
https://doi.org/10.1108/JSM-03-2019-0106

Koch, T., Mechler, S., & Denner, N. (2025). The
diversity washing dilemma: When signaling
diversity enhances image and credibility —
And when it backfires. Public Relations
Review, 51(4), 102609.
https://doi.org/10.1016/j.pubrev.2025.102609

Liu, H., Zhang, P., Cheng, H., Hasan, N., &
Chiong, R. (2025). Impact of Al-generated
virtual streamer interaction on consumer
purchase intention: A focus on social
presence and perceived value. Journal of
Retailing and Consumer Services, 85(March),
104290.
https://doi.org/10.1016/j.jretconser.2025.1042
90

Magno, F., & Cassia, F. (2024). Predicting
restaurants’ surplus food  platform
continuance: Insights from the combined use
of PLS-SEM and NCA and predictive model
comparisons. Journal of Retailing and
Consumer  Services, 79(March), 103820.
https://doi.org/10.1016/j.jretconser.2024.1038
20

Munawar, S., Yousaf, D. H. Q., Ahmed, M., &
Rehman, D. S. (2022). Effects of green
human resource management on green
innovation through green human capital,
environmental knowledge, and managerial
environmental concern. Journal of
Hospitality and Tourism Management,
52(May), 141-150.
https://doi.org/10.1016/j.jhtm.2022.06.009

Riedel, A., Mulcahy, R., Beatson, A., & Keating,
B. (2025). Engaging bystanders in response
to online trolling customer misbehavior
through  service organization response
strategies. International ~ Journal  of
Information Management, 85(July), 102957.
https://doi.org/10.1016/j.ijinfomgt.2025.1029

ISSN Cetak : 2337-3997
ISSN Online : 2613-9774
57

Sari, A. M., & Husda, B. E. (2024). Pengaruh Viral
Marketing, Brand  Ambassador, Dan
Kepercayaan Konsumen Terhadap Keputusan
Pembelian Natasha Skincare di Kota Batam.
Journal SNISTEK, 7(1), 1-9.

Seclen-Luna, J. P., Alvarez Salazar, J., Cancino, C.
A., & Schmitt, V. (2024). The effects of
innovations on peruvian companies’ sales:
The mediating role of KIBS. Technovation,

129(October 2023).
https://doi.org/10.1016/j.technovation.2023.1
02877

Vigolo, V., Galimberti, A., Cobelli, N., & Baroni,
B. N. (2025). Toward clean cooking:
Predicting consumers’ intentions to purchase
improved  cookstoves in  Sub-Saharan
countries. Technological Forecasting and
Social Change, 219(March), 124288.
https://doi.org/10.1016/j.techfore.2025.12428
8

Yang, Z., Deng, P., Cheng, C., & Wu, J. R. (2025).
How emerging market firms respond to
competitors’ M&A performance? The role of
competitive signals. Journal of Business
Research, 201(September), 115683.
https://doi.org/10.1016/j.jbusres.2025.115683

Zavichi, M., & Aparicio, M. (2025). A theoretical
framework and empirical investigation of
individual-level NFT purchase intentions and
knowledge. Journal of Innovation and
Knowledge, 10(6), 100841.
https://doi.org/10.1016/j.jik.2025.100841

412



