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Abstract: The transformation of government communication in the digital age has led to an
increase in the personalization of public policy communication through government officials
who serve as political brand ambassadors. In the context of fiscal policy communication, the
credibility of the Minister of Finance is a key factor in shaping public attitudes and perceptions
toward government policies. This study aims to analyze the influence of trustworthiness,
expertise, and attractiveness on attitudes toward the political brand ambassador and its
implications for the perception of the political brand ambassador in the figure of the Minister
of Finance of the Republic of Indonesia, Purbaya Yudhi Sadewa. The study employs a
quantitative approach using a survey method involving 310 respondents and is analyzed using
PLS-SEM. The results indicate that trustworthiness and attractiveness have a positive and
significant effect on attitudes toward the political brand ambassador, while expertise does not
have a significant effect. Furthermore, attitudes toward the political brand ambassador were
found to have a positive effect on perceptions of the political brand ambassador and mediate
the effects of trustworthiness and attractiveness, but do not mediate the effect of expertise.
These findings suggest that public perception of government officials is more influenced by
integrity and symbolic appeal than by technocratic competence alone. This study contributes
to the development of Source Credibility Theory within the context of political marketing and
public policy communication in the digital age.

Keywords: Trustworthiness, Expertise, Attractiveness, Attitude toward the Political Brand
Ambassador, Perception of the Political Brand Ambassador, Political Marketing

INTRODUCTION

The transformation of government communication in the digital age has shifted public
communication patterns from a one-way, bureaucratic model toward a more interactive,
participatory, and personalized form of communication. The rise of social media has enabled
government officials to convey policy information directly to the public without relying
entirely on conventional mass media (Wellman, 2024). This situation indicates that
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government communication is no longer understood solely as institutional communication, but
also as communication personified through public officials who are active in the digital space.
In this context, social media serves not only as a channel for conveying information, but also
as an arena for shaping public perceptions regarding the legitimacy of policies and the
credibility of government institutions (Hossain et al., 2024).

These changes have led to the phenomenon of the mediatization of governance, in
which public officials no longer function solely as policymakers, but also as policy
communicators and symbolic representatives of the state. Previous research indicates that the
personalization of political communication through social media can enhance the visibility of
leaders, strengthen emotional bonds with the audience, and influence public trust and
acceptance of policy messages (Shi et al., 2025). Consequently, the public evaluates not only
the substance of policies but also who is delivering them, their communication style, and the
personal image presented in the digital public sphere (Wang & Kruk, 2024).

This phenomenon reflects a shift from institutional trust toward personalized trust a
condition in which public trust in government policies is increasingly influenced by perceptions
of individual public officials (Karampournioti & Wiedmann, 2022). In the context of complex
and technical economic and fiscal policies, the public tends to use a figure-based heuristic
approach (source-based evaluation) to assess the credibility of the information received.
Therefore, public officials who possess competence, integrity, and strong communication skills
have the potential to enhance the legitimacy of government policies and public trust in state
institutions (Svenningson et al., 2022).

In the Indonesian context, the Minister of Finance holds a strategic position because the
role is directly linked to the management of fiscal policy, national economic stability, the state
budget, taxation, and the country’s economic credibility. The Minister of Finance’s high public
visibility means that every policy communication has the potential to shape the public’s
perception of the government as a whole. Public scrutiny of the Finance Minister has intensified
in the digital age, as economic policy communication has become part of a public discourse
that is constantly debated on social media and digital platforms.

This phenomenon is evident in the figure of Purbaya Yudhi Sadewa, who is known as
an economist and technocrat with strong professional credibility. Purbaya has garnered public
attention because he is perceived as possessing technocratic competence, integrity, and a clear
economic policy orientation. These characteristics indicate the dominance of the dimensions
of expertise and trustworthiness as the primary foundations for shaping public perception of
public officials in policy communication (Leite et al., 2024). From a political marketing
perspective, this situation positions public officials as political brand ambassadors—symbolic
representations of state institutions that convey values, credibility, and legitimacy in every
policy communication they deliver (Simon & Cambefort, 2025; Alam et al., 2024).

The concept of the political brand ambassador has become increasingly relevant in the
era of digital communication because the public evaluates not only the content of policies but
also the figures who communicate them. Previous research indicates that the credibility of
authority figures has a significant influence on the formation of public trust, policy acceptance,
and the public’s evaluation of the institutions they represent (Ucar et al., 2024). Thus,
perceptions of public officials not only affect individual image but also the legitimacy of
government policies and institutions more broadly.

This phenomenon can be explained by the Source Credibility Theory introduced by
Carl Hovland, Irving Janis, and Harold Kelley. This theory explains that the effectiveness of
communication is influenced by the audience’s perception of the credibility of the message
source, which consists of three main dimensions: trustworthiness, expertise, and attractiveness.
Trustworthiness relates to the perceived honesty and integrity of the communicator; expertise
refers to professional competence and ability; while attractiveness encompasses personal
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appeal, communicative charisma, and emotional closeness to the audience (Ohanian, 1990;
Alam et al., 2024; Shi et al., 2025). In the context of public policy communication, these three
dimensions are important because the public often evaluates policy information based on the
credibility of the figure conveying it (Bi & Gu, 2024).

Although research on source credibility has expanded in the contexts of commercial
marketing, influencers, and electoral political communication, studies that position government
technocrats as political brand ambassadors in fiscal policy communication remain relatively
limited, particularly in Indonesia. However, in the context of a developing country with a high
level of public sensitivity to economic issues, the credibility of public officials plays a crucial
role in shaping policy legitimacy and public trust in the government. Therefore, this study is
relevant for analyzing how the dimensions of trustworthiness, expertise, and attractiveness
influence public attitudes toward public officials and shape perceptions of political brand
ambassadors in the context of fiscal policy communication in Indonesia.

Source Credibility Theory
Hovland, Janis, and Kelley (1953)

Trustworthiness
~_H1

H5a, H5b, and H5¢

Hz . | Attitude toward the Ha Political Brand
Expertise [ Political Brand B— Ambassador
g Ambassador Perception

H3

Attractiveness

Figure 1. Research Model
(Adapted from Hosain et al., 2025; and Kant et al., 2025)

METHOD

This study employs a quantitative approach with an explanatory research design to
analyze the influence of trustworthiness, expertise, and attractiveness on perceptions of
political brand ambassadors, using attitude toward the political brand ambassador as a
mediating variable. A quantitative approach was chosen because this study aims to test the
causal relationship between variables based on the framework of Source Credibility Theory.
The population in this study consists of the Indonesian public who are familiar with Purbaya
Yudhi Sadewa as a public figure in economic and fiscal policy communication. The sampling
technique used non-probability sampling with a purposive sampling approach. The criteria for
respondents in this study include: (1) being at least 17 years old, (2) being familiar with the
figure of Purbaya Yudhi Sadewa, and (3) having seen or received information related to
economic policy communication through digital media or social media. Based on the data
collection process, this study obtained 310 respondents who met the research criteria. Data
collection was conducted using an online questionnaire distributed via social media and digital
communication platforms. All statement items were measured using a five-point Likert scale,
ranging from 1 = strongly disagree to 5 = strongly agree. The constructs of trustworthiness,
expertise, and attractiveness were adapted from the Source Credibility Theory developed by
Ohanian (1990), while the constructs of attitude toward the political brand ambassador and
political brand ambassador perception were adapted from prior research in the context of
political marketing and persuasive communication. Data analysis was conducted using a
Partial Least Squares-based Structural Equation Modeling (PLS-SEM) approach. The PLS-
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SEM method was chosen because it is capable of analyzing simultaneous relationships among
latent variables, including testing for mediation effects, and is suitable for use in predictive and
complex research models. The analysis stages included testing the outer model to assess the
validity and reliability of the constructs, as well as testing the inner model to test the
hypothesized relationships between the research variables. In addition, mediation effect testing
was performed using the bootstrapping procedure to determine the significance of indirect
effects in the research model (Hai & Alamer, 2022).

RESULTS AND DISCUSSION

Table 1. Respondent Characteristics

Respondent Characteristics Number Percentage
Gender
Male 199 64.2%
Female 111 35.8%
Age
18-24 years 68 21.9%
25-34 years 137 44.2%
35-44 years 83 26.8%
45-50 years 16 5.1%
50 years and older 6 1.9
Education
Elementary/Junior High School 22 7.1%
High School/Vocational School 19 6.2%
Diploma (D1-D4) 64 20.6%
Bachelor's Degree (S1) 152 49
Graduate (Master’s—Ph.D.) 53 17.1%
Residence
Jakarta 79 25.5%
West Java 42 13.5%
Central Java 55 17.7%
East Java 48 15.5%
Special Region of Yogyakarta 52 16.8%
Sumatra 13 4.2%
Kalimantan 12 3.9%
Bali, West Nusa Tenggara, and East Nusa Tenggara 4 1.3%
Sulawesi, Maluku, and Irian Jaya 5 1.6%
Employment
Students 22 7.1%
Entrepreneurs 54 17.4%
Managerial Employees 73 23.5%
Operational Staff 32 10.3%
Educators 47 15.1%
Others 82 26.5
Platforms used to obtain information from the Minister of Finance
Instagram 106 34.2%
Twitter (X) 59 19
TikTok 122 39.4%
WhatsApp 10 3.2%
Telegram 4 1.3%
Others 9 2.9%

Source: Processed by Researchers (2026)
Based on Table 1, this study involved 310 respondents with diverse demographic

characteristics and digital media usage patterns. In terms of gender, the majority of respondents
were male, totaling 199 people (64.2%), while female respondents numbered 111 (35.8%).
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This composition indicates that male participation in the study was dominant, suggesting a high
level of interest among this group in issues related to economic policy communication and the
figure of the Minister of Finance. By age group, respondents were dominated by those aged
25-34 years (137 people, 44.2%), followed by those aged 3544 years (83 people, 26.8%), and
those aged 18-24 years (68 people, 21.9%). Meanwhile, the 45-50 age group and those over
50 had relatively small proportions, at 5.1% and 1.9%, respectively. These findings indicate
that the majority of respondents come from the productive age group, who tend to actively
access digital information and follow developments in economic issues and public policy
through social media. In terms of education, the majority of respondents held a Bachelor’s
degree (S1), totaling 152 people (49%), followed by Diploma (D1-D4) holders at 64 people
(20.6%) and postgraduate (S2—-S3) degree holders at 53 people (17.1%).

Meanwhile, respondents with elementary/junior high school and senior high
school/vocational school education accounted for 7.1% and 6.2%, respectively. This
composition indicates that the majority of respondents have a high level of education,
suggesting they possess better capabilities in understanding complex economic policy and
public communication issues. Based on residence, the largest number of respondents came
from DKI Jakarta, totaling 79 people (25.5%), followed by Central Java with 55 people
(17.7%), Yogyakarta Special Region with 52 people (16.8%), and East Java with 48 people
(15.5%). There were 42 respondents (13.5%) from West Java, while other regions such as
Sumatra, Kalimantan, Bali-Nusa Tenggara, and Sulawesi—Maluku—Irian Jaya had smaller
proportions.

This distribution indicates that the study was dominated by respondents from the island
of Java, which serves as the center of economic activity, government, and digital information
access in Indonesia. In terms of occupation, the largest category of respondents came from the
“other occupations” group, totaling 82 people (26.5%), followed by managerial staff at 73
people (23.5%), business owners at 54 people (17.4%), and educators at 47 people (15.1%).
Additionally, there were 32 respondents (10.3%) working as operational staff and 22
respondents (7.1%) who were students. These findings indicate that the majority of respondents
come from professional and active working groups who are likely to have a greater interest in
economic issues and government fiscal policies.

Based on the digital platforms used to obtain information related to the Minister of
Finance, the majority of respondents used TikTok (122 people, 39.4%), followed by Instagram
(106 people, 34.2%) and Twitter/X (59 people, 19%). Meanwhile, the use of WhatsApp,
Telegram, and other platforms was relatively low. These results indicate that social media
platforms centered on visual content and short videos have become the primary channels
through which the public accesses information about public figures and government policy
communications in the digital age. This finding also underscores the importance of social
media as a key arena for shaping public perception of government officials as political brand
ambassadors.

Table 2. Data Distribution

Variable Indicator Factor AVE > Cronbach's Alpha CR>
Loading > 0.7 0.5 >0.7 0.7
TR1 0.962
TR2 0.953
Reliability TR3 0.931 0.900 0.972 0.976
TR4 0.957
TR5 0.939
EXP1 0.958
. EXP2 0.958
Expertise EXP3 0.958 0.873 0.963 0.972
EXP4 0.958
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EXP5 0.833

AT1 0.977

. AT2 0.969
Attractiveness AT3 0964 0.901 0.963 0.973

AT 0.883

ATPL 0.955

. 3 ATP2 0.038
Att'“é(:gr:g"‘;?;g;?:azg'r't'Ca' ATP3 0.954 0.861 0.959 0.969

ATP4 0.013

ATP5 0.878

PBAL 0.045

. . PBA2 0.940
Percep“ﬂg;;‘;'&gﬁsa' Brand —pgA3 0.949 0.893 0.970 0.976

PBA4 0.046

PBAS 0.044

Source: Processed by Researchers (2026)

Based on Table 2, the results of the outer model test show that all indicators for each
variable have factor loadings above 0.70. These values indicate that each indicator is able to
reflect the latent construct being measured well, thereby meeting the criteria for convergent
validity. For the Trustworthiness variable, factor loadings range from 0.931 to 0.962. The
Expertise variable has factor loadings ranging from 0.833 to 0.958, while the Attractiveness
variable shows factor loadings ranging from 0.883 to 0.977. Furthermore, the Attitude toward
the Political Brand Ambassador variable has factor loadings ranging from 0.878 to 0.955, and
the Political Brand Ambassador Perception variable has factor loadings ranging from 0.940 to
0.949. Thus, all indicators are deemed valid in measuring the research constructs. The results
of the Average Variance Extracted (AVE) test also indicate that all variables have AVE values
above 0.50, thus meeting the criteria for convergent validity. The Trustworthiness variable has
an AVE of 0.900, Expertise of 0.873, Attractiveness of 0.901, Attitude toward the Political
Brand Ambassador of 0.861, and Political Brand Ambassador Perception of 0.893.

These values indicate that each construct explains more than 50% of the variance in its
respective indicators. Furthermore, the reliability test results show that all variables have
Cronbach’s Alpha and Composite Reliability (CR) values above 0.70. The Trustworthiness
variable has a Cronbach’s Alpha value of 0.972 and a CR of 0.976. The Expertise variable has
a Cronbach’s Alpha value of 0.963 and a CR of 0.972. The Attractiveness variable has a
Cronbach’s Alpha value of 0.963 and a CR of 0.973. Furthermore, the Attitude toward the
Political Brand Ambassador variable shows a Cronbach’s Alpha value of 0.959 and a CR of
0.969, while the Political Brand Ambassador Perception variable has a Cronbach’s Alpha
value of 0.970 and a CR of 0.976. Overall, the results of the validity and reliability tests indicate
that all constructs in this study meet the criteria for good measurement. Thus, the research
instrument is deemed valid and reliable and is suitable for further analysis in the structural
equation modeling (SEM) analysis.

Table 3. Discriminant Validity: Fornell and Larcker Criterion
ATP AT EXP PBA TR
Attitude toward the political brand ambassador 0.981

Attractiveness 0.686 0.945

Expertise 0.730 0.948 0.966

Perception of Political Brand Ambassadors 0.796 0.894 0.891 0.946
Trustworthiness 0.688 0.960 0.919 0.921 0.927

Source: Processed by the researcher (2026)

Table 4. Discriminant Validity of the Heterotrait-Monotrait Ratio (HTMT)
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ATP AT EXP PBA TR

Attitude toward the political brand ambassador

Attractiveness 0.698

Expertise 0.747 0.777

Perception of Political Brand Ambassadors 0.818 0.822 0.825
Trustworthiness 0.699 0.789 0.841 0.843

Source: Processed by Researchers (2026)

Based on Table 3, the results of the discriminant validity test using the Fornell &
Larcker criteria indicate that all constructs in this study meet the criteria for discriminant
validity. The root mean square of the Average Variance Extracted (AVE) for each construct is
higher than the correlation coefficients between the other constructs. The Attitude toward the
Political Brand Ambassador variable has a value of 0.981, Attractiveness 0.945, Expertise
0.966, Political Brand Ambassador Perception 0.946, and Trustworthiness 0.927. These values
are higher than the correlations between variables in the research model, indicating that each
construct has a strong ability to distinguish itself from the others. These results suggest that the
indicators used for each variable better represent their own construct rather than other
constructs in the model.

Thus, there is no overlap among the research constructs, so discriminant validity based
on the Fornell & Larcker criteria can be deemed met. Furthermore, based on Table 4, the
discriminant validity test using the Heterotrait-Monotrait Ratio (HTMT) approach shows that
all HTMT values are below the tolerance threshold of 0.90. The highest HTMT value was
found in the relationship between Trustworthiness and Political Brand Ambassador Perception
at 0.843, while the other values ranged from 0.698 to 0.841. These results indicate that all
constructs exhibit good levels of discrimination and do not suffer from conceptual
multicollinearity among variables. Overall, the results of the discriminant validity test using
both the Fornell & Larcker and HTMT criteria show that all research constructs have met the
requirements for discriminant validity. Therefore, the measurement model in this study is
deemed sound and suitable for proceeding to the structural model testing.

Table 5. Multicollinearity Test
Variable VIF Description
TR -> ATP 1.227  No Multicollinearity
EXP -> ATP 2.140  No Multicollinearity
AT -> ATP 2.039  No Multicollinearity
ATP -> PBA 1,000 No Multicollinearity
Source: Processed by the researcher (2026)

Table 6. R-Square Test

Endogenous Variable R-Square  Q-Square
Attitude Toward the Political Brand Ambassador 0.782 0.392
Perception of the Political Brand Ambassador 0.805 0.412

Source: Processed by Researchers (2026)

The results of the structural model evaluation indicate that the research model
constructed meets the criteria for statistical validity and demonstrates good predictive power
in explaining the relationships among the research constructs. Based on the results of the
multicollinearity test, all relationships among the variables in the model show a Variance
Inflation Factor (VIF) value below the critical threshold of 5.00. The variable Trustworthiness
in relation to Attitude toward the Political Brand Ambassador has a VIF value of 1.227, while
the relationships between Expertise and Attractiveness and Attitude toward the Political Brand
Ambassador show values of 2.140 and 2.039, respectively. Additionally, the relationship
between Attitude toward the Political Brand Ambassador and Political Brand Ambassador
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Perception has a VIF value of 1.000. These values indicate that there are no signs of
multicollinearity among the independent variables in the research model. In other words, each
exogenous construct has a good ability to explain the endogenous variable without causing
excessively high correlations among the constructs. This condition indicates that the structural
model is free from the problem of variable redundancy and meets the statistical assumptions
required to proceed with testing the causal relationships among the variables.

Furthermore, the R-Square test results show that the variable “Attitude toward the
Political Brand Ambassador” has a value of 0.782. These results indicate that 78.2% of the
variation in public attitudes toward the Minister of Finance as a political brand ambassador
can be explained by the variables Trustworthiness, Expertise, and Attractiveness. Meanwhile,
the remaining 21.8% is explained by other factors outside the research model. This finding
suggests that the source credibility dimension has a very strong influence on shaping public
attitudes toward government officials. Furthermore, the Political Brand Ambassador
Perception variable has an R-Square value of 0.805, meaning that 80.5% of the variation in
public perception of the political brand ambassador figure can be explained by Attitude toward
the Political Brand Ambassador, while the remaining 19.5% is influenced by other variables
outside the study. Based on Hair et al.’s criteria, an R-Square value above 0.75 falls into the
“substantial” category; thus, the results of this study indicate that the model possesses a high
explanatory power in predicting the endogenous variable.

In addition, the Q-Square test results showed a value of 0.392 for the Attitude toward the
Political Brand Ambassador variable and 0.412 for the Political Brand Ambassador
Perception variable. A Q-Square value greater than zero indicates that the research model has
good predictive relevance. Thus, the structural model constructed not only has the ability to
explain the relationships between constructs statistically but also has sufficient predictive
relevance in explaining the phenomenon of public perception of public officials as political
brand ambassadors. Overall, the results of the structural model evaluation indicate that the
research model has a good level of validity, strong predictive power, and adequate theoretical
relevance for explaining the relationship between source credibility, public attitudes, and
political perceptions in the context of public policy communication in the digital era.

Discussion
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Figure 2. PLS Output Results

Table 7. Hypothesis Test Results
Hypothesis Variable Relationship B T-Statistic  P-Value Description
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Direct Relationship

H1 TR -> ATP 0.529 4.544 0.000 Significant
H2 EXP -> ATP 0.213 1.321 0.187 Not Significant
H3 AT -> ATP 0.260 2.821 0.005 Significant
H4 ATP -> PBA 0.945 67.833 0.000 Significant
Mediation Relationship
H5a TR -> ATP ->PBA 0.500 4.548 0.000 Significant
H5b EXP -> ATP -> PBA 0.201 1.307 0.192 Not Significant
H5c AT -> ATP -> PBA 0.246 2.863 0.004 Significant

Source: Processed by Researcher (2025)

Based on the results of the hypothesis testing, the relationship between Trustworthiness
and Attitude toward the Political Brand Ambassador showed a path coefficient () of 0.529, a
t-statistic of 4.544, and a p-value of 0.000. These results indicate that Trustworthiness has a
positive and significant effect on Attitude toward the Political Brand Ambassador, thus H1 is
accepted. This finding indicates that the higher the public’s perception of the Minister of
Finance’s honesty, integrity, and reliability, the more positive the public’s attitude toward that
figure as a political brand ambassador. These findings align with the research by Jiang et al.
(2026) and Akram et al. (2023), which state that trustworthiness is a key determinant in the
formation of positive attitudes toward public figures and institutional representations.

Furthermore, the relationship between Expertise and Attitude toward the Political
Brand Ambassador yielded a 3 value of 0.213, a t-statistic of 1.321, and a p-value of 0.187.
These results indicate that Expertise does not have a significant effect on Attitude toward the
Political Brand Ambassador; therefore, H2 is rejected. This finding indicates that the public’s
perception of the Minister of Finance’s competence and expertise has not yet been able to
directly shape a positive attitude toward the figure as a political brand ambassador. These
results support the research by Schouten et al. (2021), which found that expertise does not
always have a significant effect on audience attitudes, especially when emotional and symbolic
factors are more dominant in public evaluation.

The relationship between Attractiveness and Attitude toward the Political Brand
Ambassador shows a 3 value of 0.260, a t-statistic of 2.821, and a p-value of 0.005. These
results indicate that Attractiveness has a positive and significant effect on Attitude toward the
Political Brand Ambassador, thus H3 is accepted. These findings suggest that the attractiveness
of public figures whether in terms of communication style, charisma, or symbolic closeness to
the public can enhance the public’s positive attitude toward the Minister of Finance as a
representative of the state institution. These research results are consistent with the findings of
Yuen et al. (2023) and Joglekar and Tan (2022), who confirm that the attractiveness of public
figures has a significant effect on the formation of positive audience attitudes in political
communication and digital media.

The results of testing the relationship between Attitude toward the Political Brand
Ambassador and Political Brand Ambassador Perception show a 3 value of 0.945, a t-statistic
of 67.833, and a p-value of 0.000. These results indicate that Attitude toward the Political
Brand Ambassador has a positive and significant effect on Political Brand Ambassador
Perception, thus H4 is accepted. These findings indicate that the more positive the public’s
attitude toward the Minister of Finance, the more positive the public’s perception of that figure
as a political brand ambassador. These findings align with the research by De Cicco et al.
(2024) and Gong et al. (2024), which show that a positive attitude toward a public figure or
brand ambassador plays a crucial role in shaping perceptions of the brand or institution they
represent.

In the mediation analysis, the indirect relationship between Trustworthiness and
Perception of the Political Brand Ambassador via Attitude toward the Political Brand
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Ambassador yielded a B value of 0.500, a t-statistic of 4.548, and a p-value of 0.000. These
results indicate that Attitude toward the Political Brand Ambassador significantly mediates the
effect of Trustworthiness on Perception of the Political Brand Ambassador; thus, H5a is
accepted. This finding suggests that the public’s perception of a public figure’s honesty and
integrity first shapes positive attitudes before ultimately influencing broader political
perceptions. These results support the research by Sebastiao et al. (2021) and Wang and Weng
(2024), which states that attitudes toward public figures mediate the influence of source
credibility on institutional perceptions and political image.

Furthermore, the indirect relationship between Expertise and Perception of the Political
Brand Ambassador via Attitude toward the Political Brand Ambassador yielded a B value of
0.201, a t-statistic of 1.307, and a p-value of 0.192. These results indicate that Attitude toward
the Political Brand Ambassador does not mediate the effect of Expertise on Perception of the
Political Brand Ambassador; therefore, H5b is rejected. This finding suggests that the
competence and expertise of the Minister of Finance are not yet strong enough to shape political
perceptions through the mechanism of audience attitudes. These results reinforce the research
by Schouten et al. (2021), which shows that expertise is not always a dominant factor in the
formation of public attitudes and perceptions, particularly in the context of communication
influenced by emotional and symbolic dimensions.

Finally, the indirect relationship between Attractiveness and Perception of the Political
Brand Ambassador via Attitude toward the Political Brand Ambassador yielded a B value of
0.246, a t-statistic of 2.863, and a p-value of 0.004. These results indicate that Attitude toward
the Political Brand Ambassador significantly mediates the effect of Attractiveness on
Perception of the Political Brand Ambassador, thus supporting H5c. This finding indicates that
the attractiveness of public figures can shape positive political perceptions by first fostering
positive public attitudes. These findings are consistent with the research by Dhun and Dangi
(2023) and Yuen et al. (2023), which showed that the attractiveness of public figures influences
audience perceptions through mechanisms of affective evaluation and psychological attitudes.

CONCLUSION

This study aims to analyze the influence of trustworthiness, expertise, and
attractiveness on attitudes toward the political brand ambassador and its implications for
perceptions of the political brand ambassador regarding the figure of the Minister of Finance
of the Republic of Indonesia, Purbaya Yudhi Sadewa. Based on the analysis results, this study
found that trustworthiness and attractiveness have a positive and significant influence on
attitudes toward the political brand ambassador, while expertise does not show a significant
influence. Furthermore, attitude toward the political brand ambassador was found to have a
positive and significant effect on the perception of the political brand ambassador. The
mediation results also indicate that attitude toward the political brand ambassador mediates
the effects of trustworthiness and attractiveness on the perception of the political brand
ambassador but does not mediate the effect of expertise.

Research findings indicate that in the context of public policy communication in the
digital age, the public evaluates public officials not only based on their technocratic
competence but also on their perceived integrity, sincerity, and communicative appeal. In the
context of the Minister of Finance as a political brand ambassador, emotional and symbolic
dimensions appear to play a more dominant role than technical competence in shaping public
attitudes and perceptions. This suggests that modern policy communication is increasingly
influenced by the personalization of public figures and the psychological closeness between
public officials and the public.

Empirically, this study contributes to the development of Source Credibility Theory in
the context of political marketing and public policy communication. This study extends the
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application of source credibility theory—which has traditionally been used primarily in the
context of commercial marketing—to the context of government communication and fiscal
policy. Furthermore, this study underscores the importance of attitudes toward the political
brand ambassador as a psychological mechanism that bridges the relationship between the
credibility of public figures and the public’s political perceptions. These findings enrich the
literature on digital political communication, particularly regarding the personalization of
institutional legitimacy through government technocrats.

In practical terms, this study has implications for the government and public officials
in designing more effective policy communication strategies. The government must not only
emphasize the substantive aspects of policies but also build perceptions of integrity, honesty,
and the communicative appeal of the public figures conveying those policies. In the context of
complex fiscal communication, public officials must be able to establish emotional connections
and symbolic closeness with the public so that policy messages are more readily accepted and
trusted. Therefore, government communication strategies in the digital age need to integrate
political branding and public engagement approaches in a more adaptive manner.

This study also offers a novel contribution in the development of the concept of the
“political brand ambassador” in the context of government technocrats, particularly the
Minister of Finance, a topic that has rarely been examined in the political marketing literature.
Most previous studies have focused on electoral political figures, celebrities, or influencers,
whereas this study positions technocratic officials as symbolic representations of state
institutions in public policy communication. Furthermore, this study integrates Source
Credibility Theory with the concept of political brand ambassador perception within the
context of fiscal policy communication in the digital age, thereby offering a new perspective
on the establishment of figure-based policy legitimacy.

Nevertheless, this study has several limitations. First, this study focuses only on a single
public official the Minister of Finance of the Republic of Indonesia, so generalizing the findings
to the context of other public officials should be done with caution. Second, this study employs
a cross-sectional research design, so it is not yet able to capture dynamic changes in public
perception over a specific period of time. Third, this study only examines three dimensions of
source credibility based on Source Credibility Theory; therefore, there remains the possibility
that other variables, such as parasocial interaction, political trust, or digital engagement, may
influence public perception of public officials.

Given these limitations, future research is encouraged to expand the scope of study to
include other public officials or to compare different government institutions in order to gain a
more comprehensive understanding of political brand ambassadors in public policy
communication. Future research could also employ a longitudinal approach to examine the
dynamics of public perception toward government figures over time. Additionally, developing
a research model by incorporating psychological, social, and digital communication variables
is expected to provide a deeper explanation of the mechanisms underlying the formation of
legitimacy and public perception in the digital communication era.

REFERENCES

Agnihotri, D., Chaturvedi, P., & Tripathi, V. (2025). “Virtual bonds and actual transactions”:
investigating the impact of virtual influencers’ credibility on buying behavior through
virtual engagement. Journal of Communication Management, 29(1), 35-52.

Akram, U., Lavuri, R., Ansari, A. R., Parida, R., & Junaid, M. (2023). The Havocs of Social
Media Fake News! Analyzing the Effect of Credibility, Trustworthiness, and Self-
Efficacy on Consumers’ Buying Intentions. Journal of Strategic Marketing, 1-15.

38l|Page


https://dinastires.org/JAFM

https://dinastires.org/JAFM, Vol. 7, No. 2, May - June 2026

Alam, F., Tao, M., Rastogi, R., Mendiratta, A., & Attri, R. (2024). Do social media influencers
influence the vaccination drive? An application of source credibility theory and uses
and gratification theory. Technological Forecasting and Social Change, 198, 122973.

Baudier, P., de Boissieu, E., & Duchemin, M. H. (2023). Source credibility and emotions
generated by robot and human influencers: the perception of Iluxury brand
representatives. Technological Forecasting and Social Change, 187, 122255.

Bi, J., & Gu, C. (2024). Understanding tourists’ ambassador role of their origin places from the
perspective of residents’ attitudes toward tourists. Scientific Reports, 14(1), 25164.

Cologna, V., Baumberger, C., Knutti, R., Oreskes, N., & Berthold, A. (2022). The
communication of value judgments and its effects on climate scientists’ perceived
trustworthiness. Environmental Communication, 16(8), 1094-1107.

De Cicco, R., lacobucci, S., Cannito, L., Onesti, G., Ceccato, I., & Palumbo, R. (2024). Virtual
vs. human influencer: Effects on users’ perceptions and brand outcomes. Technology
in Society, 77, 102488.

Dhun, & Dangi, H. K. (2023). Influencer marketing: The role of influencer credibility and
congruence on brand attitude and eWOM. Journal of Internet Commerce, 22(supl),
S28-S72.

Geiger, N. (2022). Do people actually “listen to the experts”? A cautionary note on assuming
expert credibility and persuasiveness in public health policy advocacy. Health
Communication, 37(6), 677-684.

Gong, H., Bian, X., & Zheng, C. (2024). Leveraging celebrities with inconsistent attractiveness
and credibility for charitable endorsement: A cue diagnosticity perspective. Journal of
Retailing and Consumer Services, 78, 103771.

Guo, Y., Zhang, K., and Wang, C. (2022). “Way to success: understanding top streamers’
popularity and influence from the perspective of source characteristics.” Journal of
Retailing and Consumer Services, VVol. 64, p. 102786.

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling (PLS-SEM)
in second language and education research: Guidelines using an applied example.
Research Methods in Applied Linguistics, 1(3), 100027.

Hossain, M. S., Islam, T., Babu, M. A., Moon, M., Mim, M., Alam, M. T. U., & Akter, M. M.
(2025). The Influence of Celebrity Credibility, Attractiveness, and Social Media
Influence on Trustworthiness, Perceived Quality, and Purchase Intention for Natural
Beauty Care Products. Cleaner and Responsible Consumption, 100277.

Husna, N. (2025). Examining the Mediating Role of Perceived Influencer Credibility in the
Relationship Between Source Credibility Elements and Purchase Intention on TikTok
(Doctoral dissertation, Muhammadiyah University of Surakarta).

Jiang, X., Chen, H., Qin, X., & Lei, X. (2026). Time tells all: The impact of long-term brand
activism on brand loyalty and hypocrisy perceptions. Journal of Retailing and
Consumer Services, 89, 104659.

Joglekar, J., & Tan, C. S. (2022). The impact of LinkedIn posts on employer brand perception
and the mediating effects of employer attractiveness and corporate reputation. Journal
of Advances in Management Research, 19(4), 624-650.

Kant, R., Tiwari, A., & Jaiswal, D. (2025). How do fashion endorsers’ credibility sources shape
young consumers’ attitudes, perceptions, and purchase intents? Decoding fashion
influencers using the SOR perspective. Young Consumers, 26(4), 585-605.

Karampournioti, E., & Wiedmann, K. P. (2022). Storytelling in online shops: the impacts on
explicit and implicit user experience, brand perceptions, and behavioral intention.
Internet Research, 32(7), 228-259.

382|Page


https://dinastires.org/JAFM

https://dinastires.org/JAFM, Vol. 7, No. 2, May - June 2026

Kervyn, N., Fiske, S. T., & Malone, C. (2022). Social perception of brands: Warmth and
competence define images of both brands and social groups. Consumer Psychology
Review, 5(1), 51-68.

Kiyak, F. M. (2025). Halal Tourism and Social Media Marketing: The Moderating Effect of
Religious Social Control in the Context of Stimulus-Organism- -Response and Source-
Credibility Theory. Journal of Global Marketing, 1-19.

Klostermann, J., Hydock, C., & Decker, R. (2022). The effect of corporate political advocacy
on brand perception: An event study analysis. Journal of Product & Brand
Management, 31(5), 780-797.

Kumar, V., & Kaushik, A. K. (2022). Engaging customers through brand authenticity
perceptions: The moderating role of self-congruence. Journal of Business Research,
138, 26-37.

Lee, J. S, Chang, H., & Zhang, L. (2022). An integrated model of congruence and credibility
in celebrity endorsement. International Journal of Advertising, 41(7), 1358-1381.

Leite, F. P., Pontes, N., & Schivinski, B. (2024). Influencer marketing effectiveness: giving
competence, receiving credibility. Journal of Travel & Tourism Marketing, 41(3), 307-
321.

Meinert, J., & Kramer, N. C. (2022). How the expertise heuristic accelerates decision-making
and credibility judgments in social media by means of effort reduction. PLoS ONE,
17(3), e0264428.

Qiu, H., Wang, X., Wu, M. Y., Wei, W., Morrison, A. M., & Kelly, C. (2023). The effect of
destination source credibility on tourist environmentally responsible behavior: An
application of stimulus-organism-response theory. Journal of Sustainable Tourism,
31(8), 1797-1817.

Rungruangjit, W. (2022). What drives Taobao live streaming commerce? The role of parasocial
relationships, congruence, and source credibility in Chinese consumers’ purchase
intentions. Heliyon, 8(6).

Sanusi, B. O., Daniel, H. A., Olanihun, S. Z., & Olanrewaju, M. M. (2022). TV news
presentation, source attractiveness, and credibility: An audience perception study. NIU
Journal of Social Sciences, 8(3), 179-186.

Schouten, A.P., Janssen, L., and Verspaget, M. (2021). “Celebrity vs. Influencer Endorsements
in Advertising: The Role of Identification, Credibility, and Product-Endorser Fit.”
Leveraged Marketing Communications, Routledge, pp. 208-231.

Sebastiao, S. P., & Soares, I. (2023). Environmental diplomacy: from transnational policies to
the role of ambassadors—the contribution of David Attenborough (2018-2020). Journal
of Communication Management, 27(2), 207-225.

Shi, Y., Shen, J., Wei, Y., Chen, M., Wu, M., & Dong, Q. (2025). Understanding the effects of
teacher credibility on students' cognitive engagement in online learning: The mediating
roles of academic self-efficacy and motivational regulation strategies. Acta
Psychologica, 261, 105896.

Simon, F., & Cambefort, M. (2025). Do endorsers contribute to the social standing of brands?
Exploring social judgments about celebrities versus influencers. Journal of Business
Research, 200, 115671.

Smith, D. H., Manzini, D. A., Kennedy, D. M. R., & lves, P. J. (2023). Ethics of
Trust/worthiness in Autonomous Systems: a scoping review. In Proceedings of the
First International Symposium on Trustworthy Autonomous Systems (pp. 1-15).

Svenningsson, J., Host, G., Hultén, M., & Hallstrém, J. (2022). Students’ attitudes toward
technology: exploring the relationship among affective, cognitive, and behavioral
components of the attitude construct. International Journal of Technology and Design
Education, 32(3), 1531-1551.

383|Page


https://dinastires.org/JAFM

https://dinastires.org/JAFM, Vol. 7, No. 2, May - June 2026

Ucar, A., Karakose, M., & Kirim¢a, N. (2024). Artificial intelligence for predictive
maintenance applications: key components, trustworthiness, and future trends. Applied
Sciences, 14(2), 898.

Wang, Y., & Kruk, M. (2024). Modeling the Interaction between Teacher Credibility, Teacher
Confirmation, and English Major Students' Academic Engagement: A Sequential
Mixed-Methods Approach. Studies in Second Language Learning and Teaching, 14(2),
235-265.

Wang, E. S. T., & Weng, Y. J. (2024). The influence of social media influencer authenticity on
their followers’ perceptions of credibility and their positive word-of-mouth. Asia
Pacific Journal of Marketing and Logistics, 36(2), 356-373.

Wellman, M. L. (2024). “A friend who knows what they’re talking about”: Extending source
credibility theory to analyze the wellness influencer industry on Instagram. New Media
& Society, 26(12), 7020-7036.

Yuen, K. F., Ong, K. W., Zhou, Y., & Wang, X. (2023). Social media engagement of
stakeholders in the oil and gas sector: Social presence, triple bottom line, and source
credibility theory. Journal of Cleaner Production, 382, 13537

384|Page


https://dinastires.org/JAFM

