BUILDING INFLUENCERS’ CREDIBILITY ON
INSTAGRAM: EFFECTS ON FOLLOWERS’ ATTITUDE AND
BEHAVIORAL RESPONSES

Written By:

AZZAHRAH MAWARDAH

20200410523

MANAGEMENT STUDY PROGRAM

FACULTY OF ECONOMICS AND BUSINESS

UNIVERSITAS MUHAMMADIYAH YOGYAKARTA

2024



STATEMENT PAGE

The result of this study,
Name : Azzahrah Mawardah

Student Number : 20200410523

The author of this study declared this thesis with the title: “BUILDING INFLUENCERS’
CREDIBILITY ON INSTAGRAM: EFFECTS ON FOLLOWERS’ ATTITUDES AND
BEHAVIORAL RESPONSESS” has no work has been submitted to achieve a bachelor's degree
in other institutions. Regarding the author's knowledge, no words are written or published by others
unless the written document has been referred to in this text and mentioned in the Bibliography.
The author is willing to cancel this thesis, whether research or works written and published by
anyone else.

Yogyakarta, 2024

Azzahrah Mawardah



MOTTO

Whoever learns something solely because of Allah, seeking the knowledge with Him, will win.
And whoever studies something for someone other than Allah, he will not achieve his goal, nor
will the knowledge he acquires bring him closer to Allah."

- (Hasan al-Basri)-
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