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Abstract .

Today, the consumer purchase behavior is changing. The data from both social media and influencer has
been studied, and it reveals that consumers have a tendency to believe the influencers more than advertising
through traditional media. The influencer in the digital marketing era have numerous followers and
subscribers, so brand or organizations are interested in these influencers as being used as one of marketing
tools. Because of this reason, consumers are easily persuaded and convinced to interested, trust, and lastly
buy products and services. The power of Influencer Marketing Influencer is considered the most effective
when the influencers have the products on trial, and they creativity use the strategy to present the products

through various channels based on facts and influencer' opinions. The most important consideration using
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influencer marketing is when to choose a person who is reliable and trustworthy and has enough followers or
subscribers to be able to actually boots sales. In addition, the messages that the influencers send and
communicate have to be based in facts, and the influencers who have strategies and create their image
through creativity became the creative person. This is able to help brands and services have a good and
interesting image and make marketing more easily accessible to a wide range of consumers in the digital era.

Keywords: Influencer, Creative Person, Marketing
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