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on social media platforms that can affect consumer perception of erigo 

products, as well as how the quality of visual content presented by 

influencers can attract attention and form consumer trust in the digital 

era. 

Design/Methode/Approach : This study uses a quantitative method. 

The sample in this study was 40 respondents who were selected using 

the purposive sampling technique, namely consumers who have known 

and used Erigo products. Data were collected through a questionnaire 

with a Likert scale and analyzed using multiple linear regression with 

the help of SPSSv23. 

Research Finding : The results of the study showed that social 

interaction on social media did not have a significant effect on the 

interest in buying Erigo products through influencers with a 

significance value of 0.577. Meanwhile, the quality of visual content, 

and consumer trust significantly influenced the buying interest of Erigo 

products through influencers, with significance values of 0.000 and 

0.003 respectively. 

Theoretical contribution/Originality : To improve the understanding 
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influencers. 

Practitionel/Policy implication : The findings of this study Erigo need 
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1. Introduction 

Developments in the field of digital communication technology have given rise to a 

new type of communication to connect people in the digital era known as social media. At 

this time social media has become an important business tool for conducting social 

interactions and marketing products, social media has also become an important platform for 
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brands to interact with consumers. In addition, social media has the ability to allow everyone 

to communicate interactively anywhere and anytime. With the emergence of social media 

platforms such as TikTok, Instagram, and Facebook, there has been a change in consumer 

behavior, where consumers are spending more time on social media and interacting on 

existing platforms. The use of social media today has expanded in almost all aspects of 

human life. Indonesia is one of the countries with 191 million active social media users in 

January 2022, This number increased by 12.35% compared to the previous year of 170 

million people [1]. The existence of interaction activities in social media allows users to view, 

process, and respond to shared content such as photos, videos, and texts [2]. Definition of 

social interaction on social media according to [3] namely the existence of interesting and 

entertaining content, active interaction between users, and ease of access and use of the 

platform. Based on previous research, it has been shown that intense social media interactions 

between each user can increase the number and strength of relationships to allow each 

individual to become more intimate. In addition, interactions on social media can help 

decision-making because trusted and trustworthy sources will greatly influence consumer 

behavior when compared to untrustworthy sources. 

Creating creative content to attract customers in the marketing industry is very 

important, because in the field of online marketing, content is information that is conveyed to 

the audience through electronic media or messages [4]. The form of content can be images, 

graphics, videos, sounds, documents, and reports. In other words, all of this content can be 

managed in electronic form. The more customers interact with content about journeys made 

by their friends and acquaintances on social media like Instagram and TikTok, the more likely 

they are to build trustworthy relationships with similar and experienced sources that offer 

high-quality content. The quality of visual content is one of the key factors in attracting the 

attention of the audience in today's digital era. Engaging and high-quality visual content can 

increase user engagement, reinforce the message you want to convey, and influence purchase 

decisions. According to [5] shows that visual content has a direct effect on buying interest, 

especially among millennials and Z who are more responsive to visuals than text. 

Consumer trust is the belief and knowledge that consumers have about a product or 

about products related to its various features and benefits. Trust forms the relationship 

between the seller and the buyer during the transaction. When a brand meets certain criteria, 

such as keeping promises, helping others, and building trust, customers trust the brand. 

Consumer confidence is one of the important factors that affect consumer decisions on the 

interest in buying a product. This trust includes consumers' confidence that the products or 

services offered will meet their expectations, both in terms of quality, price, and benefits 

obtained. The following elements that form consumer trust include integrity, competence, 

consistency and information disclosure provided by the company [6]. When consumers feel 

confident in a brand, they will be more likely to be open to making a purchase, even in larger 

quantities. But on the other hand, if this trust is low, consumers may hesitate and look for 

other brands. Therefore, companies need to build and maintain consumer trust through 

effective communication, good service, and maintaining quality products. Perhaps that way, 

consumer trust not only plays a role in increasing buying interest, but also in building long-

term loyalty to the brand. 

According to [7] An influencer is someone who can influence the purchase decision of 

their target audience through their competence, status, credibility, reputation, or relationship 

with the audience through photo uploads, videos, and interactions on social media. 



Kilisuci International Conference on Economic & Business 

Vol. 3 Year 2025 

 

 1494  

 

Influencers have the ability to influence their followers and almost all brands in Indonesia use 

social media influencers to advertise their products on social media. One of them is a business 

engaged in clothing, namely the Erigo brand. This strategy is to increase customer sensitivity 

to their products. The role of influencers on social media is starting to be brand ambassadors, 

paid promotions, to endorsements, all of which we can see every day. Social media 

Influencers are social media users with a large number of followers on their social media. 

Influencers are believed to be able to disseminate information on social media easily to the 

audience. Posts created by influencers can reach many other users anytime and anywhere [8]. 

Influencers today are essential to increase consumer interest and business profits. Influencers 

with a large following can influence consumer trust in a company's products. Consumer 

buying interest can be influenced by the extent of an influencer's credibility on social media. 

The results show that there is a lack of understanding of the research on various independent 

variables related to the influence of social media influencers and their content on consumer 

behavior [9].  

Research on influencers is now growing along with the development of technology and 

social media. In previous research, according to [10] which highlights the role of influencers 

in influencing consumer buying interest behavior. The study lacked a study on how the 

quality of visual content can affect consumers' buying interest, especially among Generation 

Z and millennials who prefer visuals to text. By emphasizing the importance of visual content 

quality to grab the audience's attention, this important variable is often overlooked by 

previous research. Looking at the relationship between trust in influencers and the quality of 

visual content, we can see how the two interact and influence purchasing decisions, especially 

in the fashion industry like Erigo. 

Based on the above explanation, this study aims to find out how the influence of social 

interaction that occurs on social media platforms can affect consumer perception of Erigo 

products, as well as how the quality of visual content presented by influencers can attract 

attention and form consumer trust. With this, companies can optimize their marketing 

strategies in the digital age to increase product appeal and sales. 

 

1.1. Statement of Problem 

From the problem statement in this study is the first, how social interaction on social 

media affects buying interest. Second, how the quality of visual content affects buying 

interest. Third, how consumer confidence affects buying interest. 

 

1.2. Research Objectives 

The purpose of this study is first, to determine the effect of social interaction on social 

media on the interest in buying Erigo products. Second, to determine the effect of visual 

content quality on the interest in buying Erigo products. And third, to determine the effect of 

consumer trust on the interest in buying Erigo products. 

 

2. Method 

The research method used in this study is quantitative. According to [11] that 

quantitative research methods are based on the philosophy of positivism and are used to 

investigate specific populations or samples. 

The population in this study is consumers who are influenced by influencers when 

promoting Erigo products. This study uses a non-probability sampling technique with a 
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purposive sampling method, namely the researcher selects respondents with a specific 

purpose, namely respondents who are familiar with or have used Erigo products. According 

to [12] If the study will use analysis with multivariate (correlation or multiple regression), 

then the number of samples is determined by the number of variables (independent + 

dependent) multiplied by 10. Because in this study there are 4 variables, the sample in this 

study is 40 respondents who have bought Erigo products through influencers. 

The types of data used in the study are primary data and secondary data, where primary 

data is obtained from questionnaires given to respondents using Likert scale measurements 1-

5. Meanwhile, secondary data was collected from various sources (scientific journals, articles 

on the internet and books) related to the problems discussed in this study. This study uses 

multiple linear regression data analysis techniques, classical assumption tests, determination 

coefficients, and hypothesis tests with SPSSv23. 

2.1. Validity Test 

The correlation coefficient of 0.3120 was found when the r calculation obtained from 

the results of data processing (df) was subtracted by 2, with the research sample then 40-2 = 

38. 

Tabel 1. Validity Test Results 
Variable Question Corrected Item – Total  R table Information 

Social Interaction 

On Social Media 

(X1) 

X1.1 0,671 0,312 Valid  

X1.2 0,672 0,312 Valid 

X1.3 0,517 0,312 Valid 

X1.4 0,581 0,312 Valid 

Visual Content 

Quality 

 (X2) 

X2.1 0,719 0,312 Valid 

X2.2 0,718 0,312 Valid 

X2.3 0,705 0,312 Valid 

X2.4 0,692 0,312 Valid 

Consumer Trust 

(X3) 

X3.1 0,649 0,312 Valid 

X3.2 0,512 0,312 Valid 

X3.3 0,570 0,312 Valid 

X3.4 0,763 0,312 Valid 

Buying Interest in 

Erigo Products 

(Y) 

Y1 0,826 0,312 Valid 

Y2 0,829 0,312 Valid 

Y3 0,763 0,312 Valid 

Y4 0,852 0,312 Valid 

Source:  Output SPSSv23, 2024 

Based on the calculation above, all items in the questionnaire have values greater than 

the standard value of the r table, so all of these research instruments are valid. 

2.2. Reliability Test 

Tabel 2. Reliability Test Results 
Variable Cronbach’s Alpha > 0,6 Information 

Social Interaction On Social Media 0,796 Reliabel  

Visual Content Quality 0,861 Reliabel  

Consumer Trust 0,800 Reliabel  

Buying Interest in Erigo Products 0,920 Reliabel  

 Source: Output SPSSv23, 2024 

The results of the study show that the variables used are reliable, because according to 

[13], Cronbach's Alpha value is acceptable if it is greater than 0.6. An alpha value closer to 1 

indicates that internal consistency is more reliable. 
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3. Results and Discussion  

3.1. Descriptive Statistical Test 

Tabel 3. Descriptive statistical test results 
Variable Mean  Std. Deviasi Category 

Social Interaction on Social Media (X1) 3,85 2,960 Tall 

Quality of Visual Content (X2) 4,11 2,670 Tall 

Consumer Trust (X3) 3,97 2,757 Tall 

Buying Interest (Y) 4,08 3,118 Tall 

Source: Data processed by researchers, 2025 
Based on the results of the descriptive statistical test, the average value of social 

interaction on social media (X1) showed at 3.85 with a standard deviation of 2.960, which 

shows that the level of interaction between consumers and influencers on social media, such 

as through comments, likes, and shares, is quite high and has been perceived well and 

positively by consumers when shopping for Erigo products. This shows that the digital 

generation is very responsive to social communication on online platforms. 

The visual content quality variable (X2) with an average value of 4.11 and a standard 

deviation of 2.670 is also in the high category, which reflects the quality of photos, videos, 

and content designs published by influencers, judged effective and positive by consumers. 

Attractive visuals can increase the appeal of Erigo products and positively influence 

consumer perception of the brand, and ultimately increase buying interest. 

The consumer confidence variable (X3) has an average of 3.97 and a standard deviation 

of 2.757, which falls into the high category. This shows that consumer trust in the credibility 

and honesty of influencers is very important in building loyalty and buying interest in Erigo's 

products.  

The buying interest variable (Y) has an average value of 4.08 with a standard deviation 

of 3.118, which is also in the high category, this shows that the interest in buying Erigo 

products through influencers is quite strong, driven by social interaction, quality of visual 

content, and trust in influencers. 

3.2. Normality Test 

Tabel 4. Normality Test Results 

 
Source: Output SPSSv23, 2024 

From the results of the image above, it can be seen that the data points are scattered 

following a diagonal line pattern and are located around the line. This may indicate that the 

residuals generated in this analysis are normally distributed. 
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3.3. Multicollinearity Test 

Tabel 5. Multicollinearity Test Results 
Coefficientsa 

Type Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

SOCIAL INTERACTION ON SOCIAL MEDIA .507 1.974 

VISUAL CONTENT QUALITY .281 3.561 

CONSUMER TRUST .309 3.234 

a. Dependent Variable: INTEREST IN BUYING ERIGO PRODUCTS 

Source: Output SPSSv23, 2024 
From the table of the results of the multicollinearity test above, it is known that the VIF 

value of the three variables < 10, this shows that there is no significant relationship between 

the independent variables in this analysis or the assumption of multicollinearity has been 

fulfilled. 

 

3.4. Heteroscedasticity Test 

Tabel 6. Heteroscedasticity Test Results 

 
Sumber: Output SPSSv23, 2024 

Based on the heteroscedasticity test figure, this random distribution of points indicates 

that the variance of the residual does not depend on the predicted value, which is one of the 

important conditions in regression analysis to ensure that the model used is reliable. 

3.5. Multiple Linear Regression Analysis 

Tabel 7. Multiple Linear Regression Analysis Results 
Coefficientsa 

Type Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) -1.052 1.472  -.715 .479 

SOCIAL INTERACTION ON SOCIAL 
MEDIA 

-.061 .108 -.058 -.563 .577 

VISUAL CONTENT QUALITY .648 .161 .555 4.021 .000 
CONSUMER TRUST .483 .149 .427 3.250 .003 

a. Dependent Variable: INTEREST IN BUYING ERIGO PRODUCTS 

Source: Output SPSSv23, 2024 
Based on the table above the results of the analysis that has been carried out, a 

regression equation is obtained that can be expressed as follows : 

Y = -1,052  - 0,061 X₁ + 0,648 X₂ + 0,483 X₃ 
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Then it can be interpreted as : 

a. A constant value of -1.052 means that this indicates that social interaction on social 

media, the quality of visual content and consumer trust have not changed or are equal to 

0, then the value of Erigo's product purchase interest is -1.052. 

b. The value of the regression coefficient of social interaction on social media of -0.061 

shows that the lower the social interaction on social media, the lower the value of 

Erigo's product buying interest of -0.061. 

c. The value of the Visual Content Quality coefficient of 0.648 shows that the value of 

visual content quality increases by 1 unit assuming other variables are fixed, it will 

increase the value of Erigo product buying interest by 0.648. 

d. The value of the Consumer Confidence coefficient of 0.483 shows that the value of 

consumer confidence increases by 1 unit assuming other variables are fixed, it will 

increase the value of Erigo product buying interest by 0.483. 

3.6. Test t (influence partially / individually) 

Tabel 8. Test Results t 

Coefficientsa 

Type T Sig. 

1 (Constant) -.715 .479 

SOCIAL INTERACTION ON 
SOCIAL MEDIA -.563 .577 

VISUAL CONTENT QUALITY 4.021 .000 

CONSUMER TRUST 3.250 .003 

a. Dependent Variable: INTEREST IN BUYING ERIGO PRODUCTS 

Source: Output SPSSv23, 2024 
Based on the data presented in the table above, the results of the partial hypothesis 

testing using the t-test can be explained in detail as follows : 

a. The value of sig. the social interaction variable on social media (X1) of 0.577 > 0.05 

means that H0 is accepted. Which means that the variable of social interaction on social 

media does not have a significant effect on the buying interest of Erigo products. 

b. The value of sig. for the visual content quality variable (X2) of 0.000 < of Alpha (0.05) 

means H0 is rejected. Which means that the visual content quality variable has a 

significant effect on the buying interest of Erigo products. 

c. The value of sig. the consumer confidence variable (X3) is 0.003 < from Alpha (0.05), 

which is 0.003, meaning that H0 is rejected. Which means that the visual content 

quality variable has a significant effect on the buying interest of Erigo products. 

3.7. Determination Coefficient Test (R²) 

Tabel 9. Determination Coefficient Test Results (R²) 

Model Summaryb 

Type R R Square Adjusted R Square Std. Error of the Estimate 

1 .899a .808 .792 1.423 

a. Predictors: (Constant), CONSUMER TRUST, SOCIAL INTERACTION ON SOCIAL 

MEDIA, QUALITY OF VISUAL CONTENT 

b. Dependent Variable: INTEREST IN BUYING ERIGO PRODUCTS 
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    Source:  Output SPSSv23, 2024 

Based on the results of the table above, it shows that the R Square (R²) value is 0.808 

which can be concluded that Social Interaction on Social Media (X1), Visual Content Quality 

(X2) and Consumer Trust (X3) have an influence of 80.8% while the remaining 19.2% is 

influenced by other variables that are not studied by the researcher. 

3.7. Discussion 

The Effect of Social Interaction on Social Media on Buying Interest in Erigo Products 

From the findings obtained from the above research, it can be concluded that the 

average value of social interaction on social media (X1) shows at 3.85 with a standard 

deviation of 2.960 which shows that the level of interaction between consumers and 

influencers on social media, such as through comments, likes, and shares, is quite high in 

influencing the purchase decision of Erigo products. This shows that the digital generation is 

very responsive to social communication on online platforms. However, social interaction on 

social media does not have a significant influence on the purchase interest of Erigo products. 

This assessment is based on the value of the regression coefficient of -0.061 and the 

significance value of sig. by 0.577 which is greater than 0.05. This means that social 

interaction on social media has no significant effect on the increase in interest in buying Erigo 

products. 

The results of this study contradict previous theories and research [14] which showed 

that social interaction variables have a significant effect on buying interest. It is suspected that 

consumers pay less attention to social interactions on social media because they focus more 

on the reputation of a well-known brand. The big name of Erigo that has been recognized in 

various circles gives confidence for consumers to continue to choose the product, without 

having to consider the social interaction that occurs on social media platforms. As explained 

in [15] in his research that when consumers have a positive perception of a brand, both in 

terms of quality, reliability, value, and reputation, they tend to be more inclined to choose 

products or services related to that brand. In this study, the Erigo brand was attractive and 

prominent compared to other brands, consumers were more likely to choose products or 

services from Erigo when they had a positive perception of the brand. 

The Effect of Visual Content Quality on Erigo Product Buying Interest 

From the results of the research that has been conducted, it can be concluded that the 

visual content quality variable (X2) has an average value of 4.11 and a standard deviation of 

2.670, which shows that the quality of photos, videos, and content designs published by 

influencers is in the high category. Eye-catching visuals increase the appeal of Erigo's 

products, influence consumer perception of the brand, and ultimately increase buying interest. 

The resulting t-test of visual content quality variables had a significant influence on the 

purchase interest of Erigo products, with a regression coefficient value of 0.648 and a 

significance value of 0.000, which is smaller than 0.05. The quality of engaging and 

informative visual content can create a positive impression that encourages consumers to 

make a purchase. The results of this study are supported by research conducted by [16] which 

shows that visual content quality variables have a significant effect on buying interest. 

The Influence of Consumer Trust on Buying Interest in Erigo Products 

From the results of the research that has been conducted, it can be indicated that the 

consumer confidence variable (X3) has an average of 3.97 and a standard deviation of 2.757, 

which is included in the high category. This shows that consumer trust in the credibility and 

honesty of influencers is very important in building loyalty and buying interest in Erigo's 

products.  And also the variable of consumer confidence has a significant influence partially 
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on the buying interest of Erigo products. Evidence of this finding can be seen in the value of 

the regression coefficient of 0.483 and the significance value of 0.003, which is smaller than 

0.05. Trust can be built through positive experiences, testimonials, and a good brand 

reputation. The results of this study are supported by research conducted by [17]which shows 

that consumer confidence variables have a significant effect on buying interest.  

4.  Conclusion 

Based on the results of the discussion above, it can be concluded that the first is that the 

results of consumer assessment from the respondent's answer description stated that the 

variables of social interaction on social media were perceived to have been done well by the 

company and had a positive impact on buying interest, but the results of the t-test showed that 

social interaction on social media did not have a significant influence on the interest in buying 

Erigo products. Furthermore, secondly, the results of the respondent's answer description 

stated that the visual content quality variable had been done well and had a positive impact on 

buying interest, and the results of the t-test showed that the quality of visual content had a 

significant influence on the purchase interest of Erigo products. And third, the results of the 

respondent's answer description stated that the visual content quality variable had been done 

well and had a positive impact on buying interest, and the results of the t-test showed that 

consumer confidence had a significant influence partially on the purchase interest of Erigo 

products.  

Based on the results of the Determination Coefficient (R²) test which shows a value of 

0.808, which means that Social Interaction on Social Media (X1), Visual Content Quality 

(X2) and Consumer Trust (X3) have an influence of 80.8% on the interest in buying Erigo 

products. So the researcher provides several suggestions that can be used as input for further 

research, namely the first, social interaction on social media, shows that social interaction on 

social media does not have a significant influence on the interest in buying Erigo products. 

Thus, for further researchers, it is advisable to explore more deeply other factors that might 

strengthen the relationship between social interaction and buying interest. Furthermore, the 

second, the quality of visual content, shows a significant influence on the interest in buying 

Erigo products. For further researchers, they can explore more deeply what visual elements 

play the most role in attracting consumer attention and can also add differences in the social 

media platforms used to see how visual influence works in each media. The third, consumer 

trust, shows a significant influence on the interest in buying Erigo products. So for further 

researchers, to identify the most dominant dimensions of trust and can also consider 

consumer demographic factors that might influence the level of trust in influencers. And 

finally, considering that 19.2% of purchase interest is influenced by other variables that are 

not studied. It is recommended for further researchers to conduct further research to identify 

other factors that can influence purchase interest, such as product price, customer reviews or 

testimonials, promotional strategies and so on. 
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