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ABSTRACT 

 

Influencer Marketing is seen as one of the best strategies to bring in potential customers when using 

social media marketing by leveraging the masses of Influencers. The purpose of this study is to analyze 

the phenomenon of influencer marketing, business models and decision making in the use of 

influencers in marketing activities for creative agency business people. In this study, we will analyze 

the social relationships of individuals or groups because influencer marketing can be an appropriate 

reference group. This study uses secondary data contained in books, white papers, journals, articles 

which is the basis for a literature review, while primary data uses direct surveys with 200 respondent 

to social media active users. From the results of this study, it can be concluded that influencers have 

a significant role in the business processes of creative agencies. Where influencers who have quite 

significant followers and the variety of content they create make it attractive to consumers. 

 

Keywords : Influencer Marketing, Electronic Word of Mouth,  Social Media Marketing. 

 

 

ABSTRAK 

 

Pemasaran Influencer dipandang sebagai salah satu strategi terbaik untuk mendatangkan pelanggan 

potensial saat menggunakan pemasaran media sosial dengan memanfaatkan massa Influencer. Tujuan 

dari penelitian ini adalah untuk menganalisis fenomena influencer marketing, model bisnis dan 

pengambilan keputusan dalam penggunaan influencer dalam kegiatan pemasaran bagi para pelaku 

bisnis creative agency. Dalam penelitian ini, kami akan menganalisis hubungan sosial individu atau 

kelompok karena influencer marketing dapat menjadi kelompok referensi yang tepat. Penelitian ini 

menggunakan data sekunder yang terdapat dalam buku, white paper, jurnal, artikel yang menjadi dasar 

dari literature review, sedangkan data primer menggunakan survey langsung dengan 200 responden 

pengguna aktif media sosial. Dari hasil penelitian ini dapat disimpulkan bahwa influencer memiliki 

peran yang signifikan dalam proses bisnis agensi kreatif. Dimana influencer yang memiliki followers 

cukup signifikan dan variasi konten yang mereka buat membuatnya menarik bagi konsumen. 

 

Kata kunci : Influencer Marketing, Electronic Word of Mouth, Social Media Marketing. 

 

 

Introduction 

 

Influencer marketing is a very interesting phenomenon because it is a great balancer and 

shifts the balance from power to any part of the subject that has the ability to share something 

(Vodák et al., 2019). Influencers or social media celebrities refer to individuals who become 

famous through their social media presence, in contrast to traditional celebrities who are famous 

from films, music, and TV shows (Khamis et al., 2016). To become an Influencer, one of the 

requirements is to have the power to influence the perception of others in some way. This is 

because it will be able to help companies to sell a product. Contestabile's (2015) research states 
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that many companies have implemented Influencer marketing into their marketing strategies, and 

the results show that 41% still spend less than 5% of their budget on Influencer marketing. 

Traditional advertising and marketing on TV, print and desktop advertising is becoming less 

effective. In addition, according to Todisco (2017) between 2015 and 2020 “Influencer 

marketing” as a search term on Google Trends increased by 400%. This can be interpreted as 

companies wanting social media influencers after realizing the power of building relationships 

with each other. Based on the results of a Google Trends search for the last 5 years, it can be seen 

that the keyword Influencer marketing and Influencer continues to increase as shown in the figure 

1 below:  

 
Figure 1. Google Trends 

 
The use of technology, especially social media, has become an effective marketing 

communication channel for companies to maintain their values and brand identity. Effective 

communication is one of the keys to success in information services, ensuring that information 

services will be handled quickly as expected (Rahartri, 2019). This is a major driving force for 

Influencers who are able to increase their exposure quickly where these Influencers take 

advantage of their social media activities. Social media marketing can create loyal customers, 

increase traffic and good exposure for the web, affect SEO and search results on Google, and 

can increase sales (Defrianto & Loisa, 2019). Previous research has discussed a lot about the 

influencer phenomenon on marketing activities, especially in the advertising field. The main 

focus of this research is how the influencer phenomenon can be useful for creative agencies 

and can be used as a business model for them. 

 

Creative Agency 

 

The role and contribution of the creative industry can no longer be underestimated, in 

2019 the creative industry has contributed to Indonesia's GDP of around Rp. 1200 trillion 

(Bekraf, 2019). Creative Agency can be seen as a subsection focusing on, for example, art, 

design, entertainment, and advertising (Lampel, Lant & Shamsie 2000). The role of the agency, 

especially the creative agency, has an important role in the development of marketing strategies 

where every effort to understand the process related to "how marketing occurs" must take into 

account the contribution of the marketing agency itself (Keegan J, Rowley J & Tonge J, 2017). 

Agency creativity is an integral part of advertising creativity which refers to the creative quality 

of the team in it which aims to produce innovative advertisements (O'Conner, Willemain and 

MacLachlan; Smith and Yang 2004). Creative agencies as companies must also have a high 

reputation by having broad public trust and a strong commitment to resolve every consumer 
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complaint in accordance with the Services Level Agreement (Permana RMT & Pratama RARJ, 

2020). 

 

Electronic Word of Mouth 

 

Hennig-Thurau et al. (2004) defined eWOM as "a positive or negative statement made 

by a potential, actual customer about a product or company, which is made available to many 

people and institutions through the Internet". Also note that eWOM may be less personal because 

it's not face-to-face but more powerful because it's direct, has significant reach, and is accessible 

to others. eWOM enables consumers to obtain information regarding goods and services from a 

few people they know and from a large group of geographically dispersed people who have 

experience with the relevant product or service. Effective WOM communication media is carried 

out face to face in the 40-44 year age range, through online media in the 35-39 year age range, 

while the community is used for the 15-24 year age range (Rohandi, 2016). Getting the most 

relevant and comprehensive information to customers will result in higher information adoption. 

(Jalilvand et al, 2010). For products with luxury brands, social media marketing efforts can be 

seen from five dimensions: entertainment, interaction, trends, customization, and word of mouth 

(WOM) (Kim and Ko, 2012) 

 

Social Media Marketing 

 

Social media has profoundly changed the way people interact and communicate and is 

able to offer marketers a greater ability to connect with target customers. Social Media is a form 

of marketing in which media technologies, channels, and software are used to create value for 

customers and satisfy their wants and needs. In addition, according to Gay, Charlesworth, & 

Esen, (2007) Social media marketing has the same goals as overall marketing, but the main 

difference is that marketing is done online, and more specifically on social media platforms. This 

includes all types of web-based software and services that enable users to get together online and 

communicate, communicate, exchange, and take part in various forms of digital social 

interaction. Social media opens up opportunities for marketers as a broad tool that allows them 

to reach consumers directly (Lee, J.E., & Watkins, B. (2016). 

 

Influencer Marketing 

 

Influencer Marketing is seen as one of the best strategies to bring in potential customers 

when using social media marketing by leveraging the mass owned by Influencers, an influencer 

can create a better brand and product image at a lower cost than using an endorser artist brand or 

public figure who has been among the top artists. They are considered spokespeople in efforts to 

support products and increase brand awareness and consumer engagement (Nordqvist, 2018). 

Influencers are “a series of third parties who have influence over the organization and potential 

customers” (Peck et al., 2013). Influencer marketing can also be considered as a form of product 

placement as it involves intentionally incorporating a brand message in media content (Vodák et 

al., 2019). With the increasingly massive use of social media, influencer marketing utilizing 

social media reflects the unique and relatively different and novelty of this marketing strategy 

(Belanche, D., Casaló, LV, Flavián, M., & Ibáñez-Sánchez, S. 2021 ). If you look at the 

reputation of influencers, it seems as if it comes from content posted on all their social media and 

sometimes in collaboration with their followers (Hu, Min, Han, & Liu, 2020). This seems to be 

a pattern for people who use social media to see influencers from the number of followers. It 

should also be seen that consumer fit when looking at influencers is also seen from follower 
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behavior, this match can make followers imitate or accept influencer suggestions (Casalo et al., 

2020). 

 

Research Methodology 

 

The method used in this study is a qualitative method supported by quantitative data. 

According to Creswell (2014) says that the purpose of this approach is to understand, explore 

group or individual phenomena. In this study, we will analyze the social relationships of 

individuals or groups because Influencer marketing can be an appropriate group reference. 

 

This study uses secondary data using third-party data contained in books, white papers, 

journals, articles, and others as a source of iteration, while for primary data using direct 

questionnaires (direct surveys) or group administration methods using google forms distributed 

on e-mail and social applications. (WhatsApp, Line, Instagram, etc.). In the survey design, this 

research will measure the level of trust from respondents to influencer. In this study there are two 

kinds of variables, namely the variable creation (dependent variable) is a variable that depends 

on other variables and the independent variable (independent variable) is a variable that does not 

have a dependency on other variables. The variables that are the focus of this research are 

Influencer marketing as the independent variable in the new creative Agency business model as 

the dependent variable. Measurement of variables is done using a Likert scale, where data from 

each variable will use the form of numbers or quantitative data that is scored (scoring) ranging 

from strongly disagree with a score of 1 to 5 strongly agree. 

 

In this study, the population is determined by all Indonesians who use social media such 

as Youtube, Facebook, Instagram, and Twitter with an unknown number. To get the sample, the 

researcher used Judgment sampling. the number of samples obtained using the Bernoulli method 

with an error of 5% so that the minimum number of respondents is 200 respondents from active 

social media users, be it students, employees, or housewives. 

 

Data analysis will be carried out after collecting data which is then analyzed with the help 

of a statistical program (SPSS) using the t-test, F test, and U test. The t-test was used to test the 

hypothesis partially and F test was used to test the hypothesis simultaneously. And the last is to 

find the coefficient of determination to show the influences that are not included in this study. 

 

Results and Discussion 

 

From the results of a questionnaire that has been distributed to 200 respondents regarding 

the use of mass social media which currently greatly affects the role of influencers in the creative 

industry. In general, social media is used as a place for work and also promotion (endorse) 

through influencers. Influencer content refers to posts shared by influencers consisting of images, 

captions, and hashtags.  

 

Analysis of Respondents Characteristics 

 

Respondent analysis was carried out before the discussion in this study. Respondent 

analysis is a process of describing the results of the respondents' questionnaires that have been 

obtained in this study based on gender, age, occupation and use of social media. The purpose of 

respondent analysis is to determine the diversity of the various respondents that have been 

obtained by researchers. The number of samples used in this study amounted to 200 respondents 

the results of the calculation of the sample search using the Bernoulli method. The distribution 
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of the respondent's characteristics serves as a way to determine the magnitude of the influencer's 

influence for the continuity of the creative agency business. 

 

Analysis Based on Respondent Age  

 

In this study, the age of the respondents was grouped into five groups, namely the age 

group of respondents under 18 years, the group 18-25 years, the group 26-35 years, the group 

36-50 years, and the group above. 50 years. Based on the results of the study showing the age of 

the respondents, it was explained that the percentage for the 18-25 year group was 45.1%, then 

for the 26-35 year group 43.6%, the 36-50 year group. the group was 8.3%, and the group over 

50 years was 3%. Based on these results, it can be seen that the age group with the largest 

percentage is in the 18-25 year age group of 45.1% and the 26-35 year age group of 43.6%. This 

is because the majority of active users of social media are between the ages of 18 and 35, both 

for online shopping, communicating, and seeking information. 

 

Analysis Based on Active Social Media 

 

Shows the number of numbers who use social media by 90.2% using social media. In 

addition, the average person who uses social media can spend 2 hours to 5 hours a day accessing 

social media. With a large number of social media users, it can provide the benefits of social 

media, namely being able to use social media in conducting promotions to the target community. 

By promoting using social media, you can quickly spread the promotion, and the costs used will 

be cheaper than using traditional promotions, for example using brochures, and others.  

Currently, there are many social media applications that are used by the public to access various 

things, such as WhatsApp, Facebook, Instagram, and others. However, from the results of the 

questionnaire, it was found that the order of the most popular social media obtained by the 

community is as shown in Figure 2 as follows: 

 
Figure 2. Most Popular Social Media 

 

Influencer Data Analysis 

 

In general, an influencer is someone who can make an impact on society. These 

influencers can be from artists, bloggers, YouTubers or people who have figures in certain 

communities. In accordance with the purpose of this study to analyze the impact of Influencer 

marketing and help identify changes in market behavior (market) that occur in the realm of 

Creative Agency to be able to formulate a new business model The results  show that the 
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responses of respondents who know influencers are 91.7% of respondents know the meaning of 

influencers and 7.5% do not know influencers. This is because companies are starting to use 

influencers to endorse someone in promoting brands, products, and reviews. But nowadays, 

many people see influencers in terms of the content they offer, such as trending lifestyles, food, 

fashion, music shows, make-up tutorials and so on. From 91.7% of respondents who know 

influencers also follow and mention some of the names of influencers they follow. 

 

T test Analysis 

 

In this study, the variables used are influencer as the dependent variable and creative 

agency as the independent variable. In the T-test to test the effect of each independent variable 

on the dependent variable, the following criteria are used: 

• H0: Influencers have no effect on creative agencies 

• H1: Influencers have an effect on creative agencies 

 
Table 1. correlation of influencers to creative agencies

 
Sources : Data Processed on SPSS, 2021 

 

Regarding the correlation of influencers to creative agencies, the results of the Pearson 

correlation are 0.878 for the influencer variables to creative agencies. 

 

F test Analysis 

 

In this study, we want to see whether the independent variable (influencer) 

simultaneously has a significant effect on the dependent variable or not. Therefore, to determine 

the level of significant influence of influencers on creative agencies, it is necessary to test the 

correlation coefficient or F test. Attached are the results of data processing using SPSS for 

statistical testing F test: 

 
Tabel 2. Model Summary 

 
Sources : Data Processed on SPSS, 2021 

 

The result of R square is 0.771 or 77.1%. This means that 77.1% of the contribution of 

the independent variable to the dependent variable or it can be said that 77.1% of influencers are 
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caused by creative agencies and the remaining 22.9% are other variable factors not examined in 

this study. In addition, the standard error of the estimate in the results of this study is 3.79678 or 

3.8%, meaning that the model is quite accurate in predicting the dependent variable. 

 
Tabel 3. Result of  F test 

 
Sources : Data Processed on SPSS, 2021 

 

 From the results of processing the questionnaire data that has been obtained by the 

researchers in table 5.5, the results of the F-test value are 429,761 with a significant level of 

0.000. Because the probability value in this research test is 0.000, the value is smaller than 0.05, 

so it can be concluded that influencers have an effect on creative agency. It can be concluded that 

with the influence of influencers on creative agencies, influencers can become tools in the 

creative agency business model. In addition, previous research according to Defrianto (2019) 

stated that influencers have a role to help companies deliver marketing messages that can be 

accepted by all groups. So that the influencer role can be used in agency creatives. 

 

Conclusions 

 

From the results of this study, it can be concluded that influencers have a significant role 

in the business processes of creative agencies. This is shown from the respondents' results which 

show that 91.7% of respondents know the role and function of influencers. Where some of the 

influencers depicted from the survey results have quite significant followers and the variety of 

content they create. This is one of the factors for creative agencies to be able to take advantage 

of the role of influencers in developing their business models. 

 

One of the factors that influencers are well known by respondents can be seen from the 

intense use of social media used by respondents, which is indicated by an average of 2 - 5 hours 

in one day. the tendency of social media users to view and consume brand-related content for 

pleasure, relaxation, and entertainment (Muntinga et al., 2011). This can be used as a tool for 

creative agencies in utilizing the right business model is facing competition in the creative 

industry today by utilizing the role of Influencers on social media. 

 

The business model that will be proposed is a model from the perspective of consumer 

needs for content created by Influencers. The different model approaches can be done by looking 

at the role of influencers further by segmenting the content produced, where creative agencies 

can map out the right role in utilizing influencers in their business activities. The variety of 

business models to choose from can enhance agency creativity by generating more (and better) 

ideas through the sharing of knowledge, skills, and expertise (Lynch, J., & West, D. C., 2017)
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