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ABSTRAKSI 

Judul Skripsi : Pengaruh Kredibilitas Personal Brand @shireeenz 

Terhadap Niat Beli Konsumen Melalui Ekuitas Merek 

Istreya 

Nama : Sarah Sofia Sudjatnika 

NIM : 14040122140192 

 

Fenomena Founder-as-Influencer di industri modest fashion Indonesia 

menempatkan kredibilitas pendiri merek sebagai ujung tombak komunikasi 

pemasaran digital. Shirin Al Athrus (@shireeenz) dan merek hijab Istreya menjadi 

konteks yang relevan untuk menguji apakah kredibilitas personal brand benar-benar 

mendorong niat beli konsumen atau membutuhkan mediator tertentu agar pengaruh 

tersebut dapat terwujud. Penelitian ini bertujuan menjelaskan pengaruh kredibilitas 

personal brand @shireeenz terhadap niat beli konsumen dengan ekuitas merek 

Istreya sebagai variabel mediasi, berlandaskan Source Credibility Theory dan 

Customer-Based Brand Equity Model. Penelitian menggunakan pendekatan 

kuantitatif eksplanatori terhadap perempuan muslimah yang memenuhi kriteria 

penelitian, dengan analisis mediasi menggunakan PROCESS Macro Model 4 dan 

pendekatan bootstrap confidence interval. 

Temuan penelitian menunjukkan bahwa kredibilitas personal brand @shireeenz 

yang mencakup dimensi trustworthiness, expertise, dan attractiveness dinilai sangat 

tinggi oleh mayoritas responden. Meskipun demikian, kredibilitas tersebut tidak 

terbukti memberikan pengaruh langsung yang signifikan terhadap niat beli 

konsumen, yang mengindikasikan bahwa konsumen tidak serta-merta membentuk 

keinginan membeli hanya berdasarkan persepsi terhadap figur yang 

mempromosikan produk. Sebaliknya, ekuitas merek Istreya terbukti memediasi 

secara signifikan hubungan antara kredibilitas personal brand @shireeenz dan niat 

beli konsumen. Mediasi yang terjadi bersifat penuh, sehingga pengaruh kredibilitas 

personal brand hanya dapat bekerja apabila terlebih dahulu membentuk ekuitas 

merek yang kuat melalui kesadaran merek, persepsi kualitas, asosiasi merek, dan 

loyalitas merek. Dengan demikian, disimpulkan bahwa popularitas dan kredibilitas 

personal brand seorang founder-influencer belum cukup untuk secara langsung 

menggerakkan niat beli konsumen tanpa didukung ekuitas merek yang kuat. Oleh 

karena itu, Istreya disarankan untuk mengoptimalkan pembangunan ekuitas merek 

secara konsisten melalui penguatan kesadaran merek, peningkatan persepsi kualitas 

produk, penciptaan asosiasi merek yang positif, serta pemeliharaan loyalitas 

pelanggan jangka panjang. 

 

 

Kata Kunci: Kredibilitas Personal Brand, Ekuitas Merek, Niat Beli Konsumen, 

Mediasi, Modest Fashion, Teori Kredibilitas Sumber, Model Ekuitas Merek 

Berbasis Pelanggan 
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ABSTRACT 

Judul Skripsi : The Effect of @shireeenz Personal Brand Credibility on 

Consumer Purchase Intention Through Istreya Brand 

Equity 
Nama : Sarah Sofia Sudjatnika 

NIM : 14040122140192 

 

The “Founder-as-Influencer” phenomenon in Indonesia’s modest fashion industry 

positions the credibility of brand founders as the spearhead of digital marketing 

communication. Shirin Al Athrus (@shireeenz) and the hijab brand Istreya provide 

a relevant context for testing whether personal brand credibility truly drives 

consumer purchase intent or requires a specific mediator for that influence to 

materialize. This study aims to explain the influence of @shireeenz’s personal 

brand credibility on consumer purchase intent, with Istreya’s brand equity serving 

as a mediating variable, based on Source Credibility Theory and the Customer-

Based Brand Equity Model. This study employs an explanatory quantitative 

approach targeting Muslim women who meet the research criteria, with mediation 

analysis conducted using PROCESS Macro Model 4 and a bootstrap confidence 

interval approach. 

The research findings show that the credibility of the @shireeenz personal brand—

which encompasses the dimensions of trustworthiness, expertise, and 

attractiveness—is rated very highly by the majority of respondents. However, this 

credibility was not found to have a significant direct influence on consumers’ 

purchase intent, indicating that consumers do not automatically form a desire to buy 

based solely on their perception of the figure promoting the product. Conversely, 

Istreya’s brand equity was found to significantly mediate the relationship between 

the credibility of @shireeenz’s personal brand and consumer purchase intent. This 

mediation is full, meaning that the influence of personal brand credibility can only 

take effect if it first builds strong brand equity through brand awareness, perceived 

quality, brand associations, and brand loyalty. Thus, it is concluded that the 

popularity and credibility of a founder-influencer’s personal brand are not sufficient 

to directly drive consumer purchase intent without the support of strong brand 

equity. Therefore, Istreya is advised to consistently optimize brand equity building 

by strengthening brand awareness, improving perceptions of product quality, 

creating positive brand associations, and maintaining long-term customer loyalty. 

 

 

 

Keywords: Personal Brand Credibility, Brand Equity, Consumer Purchase 

Intention, Mediation Analysis, Modest Fashion, Source Credibility Theory, 

Customer-Based Brand Equity Model 
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