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ABSTRACT 

This study employs an explanatory research method with a quantitative approach 

aimed at explaining the influence of Tasya Farasya’s influencer credibility and the 

brand image of MOP (Mother of Pearl) products on consumers’ purchase decisions. 

Data were collected using a survey method through an online questionnaire 

distributed via Google Form to 346 respondents, who were selected using purposive 

sampling. The respondents met specific criteria, including being familiar with 

Tasya Farasya as a beauty influencer, having knowledge of and experience using 

MOP products, and having been exposed to Tasya Farasya’s beauty-related content. 

The collected data were analyzed using Pearson correlation analysis, simple linear 

regression analysis, coefficient of determination, and t-test. The results indicate 

that, partially, influencer credibility has a positive and significant effect on 

purchase decisions, with a regression coefficient of 0.689, a t-value of 15.508, and 

a significance value of 0.000 < 0.05, explaining 41.0% of the variance in purchase 

decisions. Meanwhile, brand image also shows a positive and significant effect on 

purchase decisions, with a regression coefficient of 0.879, a t-value of 28.863, and 

a significance value of 0.000 < 0.05, accounting for 70.7% of the variance in 

purchase decisions on a partial basis. Simultaneously, the coefficient of 

determination test reveals an Adjusted R² value of 0.712, indicating that 71.2% of 

the variation in consumers’ purchase decisions can be explained jointly by 

influencer credibility and brand image, while the remaining 28.8% is influenced by 

other factors outside the research model. In conclusion, influencer credibility and 

brand image are empirically proven to have a positive and significant effect on 

purchase decisions for MOP products, with brand image emerging as the most 

dominant influencing variable. 

Keywords: Influencer Credibility, Brand Image, Purchase Decision, Beauty 

Influencer, MOP (Mother Of Pearl). 
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INTISARI 

Penelitian ini menggunakan metode eksplanatif dengan pendekatan kuantitatif yang 

bertujuan untuk menjelaskan pengaruh kredibilitas influencer Tasya Farasya dan 

brand image produk MOP (Mother of Pearl) terhadap keputusan pembelian 

konsumen. Teknik pengumpulan data dilakukan melalui survei dengan penyebaran 

kuesioner secara daring menggunakan Google Form kepada 346 responden yang 

ditentukan dengan teknik purposive sampling, yaitu responden yang mengenal 

Tasya Farasya sebagai beauty influencer, mengetahui dan pernah menggunakan 

produk MOP, serta pernah melihat konten Tasya Farasya yang berkaitan dengan 

produk kecantikan. Data yang diperoleh dianalisis menggunakan teknik analisis 

korelasi Pearson, regresi linier sederhana, koefisien determinasi, dan uji t. Hasil 

penelitian menunjukkan bahwa secara parsial kredibilitas influencer berpengaruh 

positif dan signifikan terhadap keputusan pembelian dengan nilai koefisien regresi 

sebesar 0,689, nilai t hitung 15,508, dan nilai signifikansi 0,000 < 0,05, serta 

mampu menjelaskan 41,0% variasi keputusan pembelian. Sementara itu, brand 

image produk MOP juga berpengaruh positif dan signifikan terhadap keputusan 

pembelian dengan nilai koefisien regresi sebesar 0,879, nilai t hitung 28,863, dan 

nilai signifikansi 0,000 < 0,05, serta mampu menjelaskan 70,7% variasi keputusan 

pembelian secara parsial. Secara simultan, hasil uji koefisien determinasi 

menunjukkan nilai Adjusted R² sebesar 0,712, yang berarti bahwa 71,2% variasi 

keputusan pembelian konsumen dapat dijelaskan oleh kredibilitas influencer dan 

brand image secara bersama-sama, sedangkan 28,8% sisanya dipengaruhi oleh 

faktor lain di luar model penelitian. Dengan demikian, dapat disimpulkan bahwa 

kredibilitas influencer dan brand image secara empiris terbukti berpengaruh positif 

dan signifikan terhadap keputusan pembelian produk MOP, dengan brand image 

sebagai variabel yang memiliki pengaruh paling dominan. 

Kata Kunci: Kredibilitas Influencer, Brand Image, Keputusan Pembelian, Beauty 

Influencer, MOP (Mother Of Pearl)
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