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KEYWORDS ABSTRACT:

Influencer marketing, This study examines how social influencers such as YouTube affect
social media, trust, customers’ buying intentions. It also seeks to detect and validate the trust and
purchase intention, buy-intention factors. Physical attractiveness, social attraction, perceived
theory of persuasion, consumer effectiveness, influencer credibility, and attitude homophily were

YouTube influencers. theorized to determine trust and purchase intention based on existing theories
and research. The suggested conceptual framework was validated using
Structural Equation Modeling (SEM) on 1190 respondents from an online
Google form administered to consumers following social media influencers
(YouTube et al.) in northern Tamil Nadu. The SEM estimation confirmed
the correlation between social attraction (B=0.41, p<0.01), perceived
consumer efficacy (f=0.17, p<0.01), and attitude homophily (p=0.15,
p<0.01), all of which positively impacted trueness. Research indicates that
trust negatively affects purchase intention (= -0.2, p < 0.01). This study of
social media influencer purchase intention is unique. Previous research
measured intention as customer happiness, brand loyalty, WOM, and e-
WOM. This study measured the relative impact of social media influencers
on consumers’ purchase intentions. This study also has important theoretical
and managerial implications for enhancing purchase intentions.

1. Introduction
The proliferation of user-created content on social media platforms has given rise to a new breed of
influential individuals, who share personal experiences and evaluate products and services. These
individuals, known as 'social media influencers' [1], have garnered significant attention from companies
and brands. Businesses view influencers not only as potential advertising channels but also as valuable
social assets for partnerships, potentially leading to long-term marketing and sales collaborations [2].
The influencer marketing industry is projected to grow substantially, with business insiders forecasting
annual corporate expenditure to surpass $15 billion by 2022 [3]. Recognizing the unique opportunity to
connect with target audiences, brands are increasingly engaging with influencers of social media. These
influencers wield considerable power to shape consumer purchasing decisions, often surpassing
traditional marketing methods in terms of effectiveness. Consequently, there has been a notable increase
in academic research on influencer marketing [4-6].

The notion of influencers in marketing predates social media. Traditionally, celebrities have been

the primary shapers of consumer behavior in conventional media [7]. Individuals often imitate and
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follow celebrities, who wield substantial influence through direct means or by endorsing products and
services on established media channels, such as television and newspapers [8-11]. Consumers typically
find personalities more credible than company-employed sales representatives. Additionally, most
celebrities are considered sources of expert-like opinions because of their cultivated public personas.
The authority of traditional influencers appears to stem from a combination of trust and perceived
expertise. Beyond viewing celebrities as reliable and knowledgeable, people form pseudo-relationships
with them, which mirrors the sense of familiarity individuals develop with media figures they encounter
frequently [12-14]. This concept, termed the “parasocial relationship” (PSR), exhibits characteristics
similar to relationships formed through direct social interactions over time. Studies suggest that PSR is
an ongoing connection that develops through social appeal akin to friendships. This bond forms despite
the absence of physical social interactions [15]. Consequently, people regard celebrities as intimate
conversational partners even though actual dialogue is unfeasible.

The realm of social media influencer marketing is similar to traditional celebrity endorsements in
legacy media yet places a greater emphasis on content collaboration. Audience engagement tends to be
more pronounced than conventional celebrity endorsements. While the older model relied on
unidirectional broadcasting, preventing followers from engaging with celebrity messages, social media
influencers cultivate parasocial relationships (PSRs) with their audiences through constrained
bidirectional interactions, such as comments and responses. Despite this limited two-way
communication, it still qualifies as a PSR owing to the absence of genuine social connections, thus
positioning social media influencers as a unique category. Digital technologies have diversified
influencer roles by creating intricate consumer landscapes. Companies must now consider both existing
criteria and novel marketing approaches alongside customer value propositions to navigate this
complexity [16]. To address this challenge, a comprehensive definition of social media marketing has
emerged, describing it as an interdisciplinary, cross-functional strategy that leverages social platforms
to achieve organizational goals by generating stakeholder value. The current study examines the
characteristics and descriptive approaches of social media influencers [17-20]. However, there is a dearth
of analytics on this multifaceted social media marketing strategy. Existing validation scales for social
communication studies fail to capture increasing complexity Moreover, the precise impact of cultural
background on motivation for utilizing social media incentives remains elusive.

This study aims to accomplish three objectives: 1. validate consumer purchase intentions influenced
by social media influencer videos; 2. Identify key characteristics of online influencers that affect online
purchases; and 3. examined how the number of "followers™ impacts the development and stimulation of
purchase intentions through trust. This study evaluates the role of trust in measuring the effectiveness of
social media influencer marketing, particularly through video advertising on platforms such as YouTube,
thus contributing to both theoretical and practical advancements. The proposed conceptual model
highlights the significance of trust and social media influencers in social media marketing as well as
their connection to influencer attributes, which elucidates the social media policy model. These findings
could assist organizations in enhancing their influencer-based social media marketing strategies from a
trust perspective. In addition, social media influencers may refine their promotional approaches based
on trust-related results. This study adopts and validates the persuasion theory to explain social media
influencer marketing by comparing influencer trust with other widely researched factors. Persuading
individuals to make purchases is a form of influence that alters their attitudes [21]. Studies on persuasion
have shown that personal qualities and portrayals of the message source are more crucial than self-
generated arguments [22]. The followers of social media influencers view and classify them as self-
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representations. Persuasion theory suggests that this perception of supporters' thoughts affects their
purchase intention. This paper's segment as follow literature is reviewed in Segment Il. Segment 111
covers the theory, the conceptual research paradigm, and the hypotheses. Section IV discusses the data
and methodology used in this study. The measurement model, hypothesis test, and control variable multi
group analysis are presented in Segment V. The results, theoretical and practical consequences,
limitations, and future research are presented in Segment V1. Finally, Section VII concludes the paper.

2. MATERIAL AND METHODS Marketing through Social media

Digital technologies may impede customer relationships; however, yet suggested that social media and
online ads yield cost savings. Internet marketing and influencers help firms enhance their market
footprint. Assessing transactions, revenue, growth, customer satisfaction, loyalty, marketing
innovations, and feedback systems is vital [23]. Emerging tactics involve value, brand, and relationship
equity, underscoring the need to reconsider social media marketing strategies. Defined social media
marketing as a cross-departmental effort that creates stakeholder value via social networks and other
avenues, aiming for corporate goals. This strategic redefinition shields organizations from navigating
social media marketing, embracing conservatism, innovation, and structured and networked
organizations. The governance shift is from authoritarian to permissive, leveraging social capital and the
nonfinancial value of community engagement [24]. Advocate for a new perspective on organizational
social media research, viewing Internet users as part of a stakeholder ecosystem rather than merely a
business-community dichotomy.

% Source of information

Owing to the popularity and philosophy of social media, many organizations prioritize influencer
marketing [25]. Reveal that social media followers perceive influencers as thought leaders. Taste and
interest influence the transmission of customer information. This information gurus are trusted,
knowledgeable, and authentic [26]. Comprehensive data analysis can uncover "market mavens or
customers who can spread information, who can participate in influencer marketing. The six-story
methods of advising, intriguing, educating, analyzing, entertaining, and assembling show how social
media influencers use eWOM to promote businesses and products. Provided a theoretical framework for
social media trust variables. They also examine online trust.

+ Social Media Advertisements

Social media advertising utilizes viral promotions and eWOM, as explained by social exchange theory
(SET), message effects, sharing motivations, and platform effects. Found that viral referrals require an
evaluation of the relationship between the information recipient and the brand, noted that college-aged
Facebook group members are more likely to discuss social media and advertising, although sharing ideas
in groups did not impact viral advertising pass-on [27]. Examined three social media product advertising
campaigns and their source reliability and found no significant differences between them. Observed that
social media users are more inclined to purchase products, with implications varying by culture. Social
media influencers differ, describe micro celebrities as public figures with a small following. Notes that
non-traditional celebrities targeting specific demographics are gaining influence highlighted that the
internet enhances information usability and reliability [28]. Celebrity advertising on 18-to-31-year-olds,
finding that followers positively influence consumers' opinions of promoted firms and their willingness
to purchase recommended products. Analyzed Weibo's digital influencers, focusing on the under-30s.
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They found that developing identity and engaging in parasocial relationships (PSR) increased influencer
stickiness, referring to the time consumers spent watching influencers.

¢+ Theoretical background and hypothesis development

Despite extensive research, the current scales used to evaluate social media influencers' marketing
efficacy fail to account for the complexity of the social media landscape. The marketing effectiveness
of social media influencers and platforms is poorly studied [29-32]. To fill these research gaps, social
media influencer video advertising was examined using the persuasion theory. This setting describes a
modified approach for analyzing social media influencers. Previous studies support this adaptation. We
then present the theoretical framework, hypotheses, and the empirical study model.

¢+ Theory of persuasion

Persuasion alters behavior. ELM divides persuasion into central and peripheral channels, with the major
channel being more elaborate [33]. These ideals were verified on the main road. Peripheral path source
attractiveness evaluation requires less cognitive effort. The ELM route suggests peripheral
communication for non-value system cognitive processing [34]. Heuristic persuasion uses reliable
sources. Argued that minor cues affect social media sentiments. Persuasion theory proposes many
strategies to reach social media influencers. Trustworthiness influences followers' purchases. Trusted
influencers spend more time doing so. Trust in the influencers depends on their appearance. This study
found that social media influencers' traits affect their followers. Their purpose changes with the
peripheral circuitry [35]. Recent social media studies have addressed the major elements affecting
followers' purchases.

% Trust and Purchase Intention

Like traditional media, social media influencer marketing relies on trust. (Rogers and Bhowmik 1970)
define credibility as source trustworthiness [36]. According, credibility depends on competency and
trustworthiness or the extent to which the audience trusts the speaker. Sincerity is trustworthy. They
display audience-focused kindness. Social media marketing performance is predicted by trustworthiness,
authenticity, and knowledge [37]. Academic research has examined how influencer reputation,
particularly trustworthiness, affects followers' purchasing intentions found that credibility, subject
matter knowledge, and influencer similarity influence viewers' purchases, identified a positive
correlation between trustworthiness and observed PSR, which predicts the purchase intention of 10-to
19-year-old followers and influencers [38]. Based on the above literature assessments of past studies,
the following hypothesis is proposed.

H11: There is a positive Relationship between Consumer Trusts and Purchase Intention

+«» Personal traits vs. perceived representation

However, this study failed to distinguish between followers and influencers find that brand awareness
and buying intentions are connected to informational value, entertainment value, trustworthiness,
knowledge, attractiveness, and likeability [39-41]. According to this study's theoretical framework,
influencers should be trustworthy and informed and people should be attractive and comparable.
Characterization and personality were differentiated using persuasion theory. Followers define
influencers based on their attributes. The followers' opinions of the influencers reflect on them.
Theoretically, these ideas differ.
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% Physical attractiveness

From the perspective of, attitude modification has been studied extensively with a focus on physical
beauty [42] find that vloggers visibility is crucial found that social media influencers' physical beauty,
audience engagement, and transparency are important. The model's physical appearance in advertising
has been studied in standard attractiveness studies [43]. This study found a favourable association
between online dating profile attractiveness and trustworthiness. The visual appeal of acquiring hosts
for online images affects dependability [44]. Find a positive link between physical attractiveness and
trustworthiness, including knowledge. H1:H6; Physical attractiveness will have a positive indirect effect
on purchase intention through trust. Thus, trust functions as a mediator in the relationship between
influencers’ physical attractiveness and consumers’ purchase intention.

s Attitude homophily

From found that social media influencers' personas must align with their self-image for positive
endorsements. Attitude homophily suggests that people prefer interacting with those sharing similar
attributes and interests [45-48], thus enhancing influencers' appeal. Superstars understand their audience
markets better, and influencers' social appeal increases when they resemble their followers [49]. Attitude
homophily affects information validity and eWOM, with celebrity credibility linked to homophily
attitudes [50]. Found that homophily impacts perceived social influence (PSI) and trustworthiness,
thereby influencing influencer credibility. Influencers with similar values were more trustworthy.
H2:H7; Attitude homophily positively affects purchase intention through trust. Hence, trust mediates the
relationship between influencers' homophily attitudes and consumers' purchase intentions.

% Social attractiveness

Social media attractions that are distinct from physical attractions [51]. Identifies three persuasive
speaker attributes: authority, credibility, and social appeal. Describe social beauty as a speaker's
captivating ability. Found that anthropomorphic speaker interfaces enhance social connections among
computer users, indicating trust and communication with socially appealing machines. Consumers
anthropomorphize brands, which helps define their identities [52-55]. Previous studies on brand
anthropomorphism have focused on brand affection, revealing that brand love leads to brand loyalty and
word-of-mouth [56-58]. Social media influencers who promote attractive brands may use this strategy
in marketing. Influencers’ social attractiveness extends beyond social media "likes" and resembles brand
loyalty, affecting consumer loyalty. This relationship improves both variables, mediated by credibility
and perceived service quality. A Facebook profile study showed that social beauty was a strong trust
factor [59]. H3: H8; Social attraction of influencer will positively indirectly affect purchase intention
through trust. Thus, trust mediates the relationship between influencers’ social attractiveness and
consumers’ purchase intention [60].

% Perceived Consumer Effectiveness

An individual's "perceived consumer efficacy” is the belief that they or can solve a problem in a certain
domain. This requires a cognitive understanding of how one's activities and efforts can lead to significant
problem solving [61]. According to, higher consumer effectiveness is associated with increased
environmental concern. Increasingly, socially acceptable purchase behaviours impact customer behavior
according to the PCE. PCE strongly influences consumers’ environmental behavior. H4:H9; Perceived
consumer effectiveness will have a positive indirect effect on purchase intention through trust [62]. Thus,
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trust functions as a mediator in the relationship between Perceived Consumer Effectiveness and purchase
intentions [63].

¢ Influencer Credibility

Defined credibility as the perceiver's assessment of a communicator. Influencer credibility strongly
influences customer sentiments and purchases [64]. define credibility as expertise, dependability, and
aesthetic appeal [65]. demonstrate that credible influencers influence consumers' attitudes toward
advertising and e-WOM more than celebrity endorsers. Influencer trustworthiness strongly influences
consumer purchase intentions.

H5:H10; Influencer credibility will have a positive indirect effect on purchase intention through trust.
Thus, trust functions as a mediator in the relationship between influencers’ credibility and consumers’
purchase intention [66].

s+ Sampling Procedure:

This research was conducted in Tamil Nadu, India [67]. The greatest assistance was provided by
randomly chosen participants who were willing to provide feedback. Additional support was obtained
from social media influencers on Facebook, Instagram, and YouTube platforms. Participants were
selected from predetermined northern regions of the state, and actively followed at least one social media
influencer. These influencers played a significant role in shaping the purchase intentions and decisions
of the study participants [68].

+ Data Collection Tool:

A properly designed questionnaire was created to collect data on the respondents' buying intentions and
online influencer criteria for academic studies. The researchers assessed the participants using widely
accepted scales in the literature. Mentors and subject matter experts examined the content validity of the
scale to ensure item appropriateness and to eliminate extraneous items [69].

% Measures:

This cross-sectional study used a survey to collect data from a district in Northern Tamil Nadu, India.
The variables of the research model were changed using the social media study data [70]. This
investigation focuses on "You Tubers" instead of "bloggers." The survey asked closed-ended questions
using a 7-point Likert scale. The participants had seven options, ranging from "strongly disagree" to
"strongly agree.” After improving the measuring tool, 20 graduate students from Annamalai University
in the Cuddalore District were tested to determine its applicability [71].

% Questionnaire measures:

From four items of Attitude Homophily and three items of trustworthiness, followed four times Physical
Attractiveness and four items of social attraction taken, three items of purchase intention have been taken
for the study rest of the constructs “influencer credibility “and “perceived consumer effectiveness” are
self-constructed questioners [72].

« Sampling, Collection of data and validating method:

This study investigated the influence of video advertising by social media influencers on purchase

intentions [73]. YouTube has been identified as the top platform for brand promotion through videos ,
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and its marketing effectiveness has been well documented. The survey indicated that influencer video
marketing is the most common on YouTube, Instagram, and Facebook. This study focused on frequent
users from North Tamil Nadu, India, highlighting the impact of online videos on purchasing decisions.
India’s recent advancements in digital marketing and content creation have influenced the choice of this
market owing to its substantial marketing penetration [74]. Participants were randomly selected and
responded to via email, Google Forms, or direct questioning. No specific dataset was created and the
survey was considered representative, covering many community members. Initially, participants
answered demographic and screening questions about their use of influencer content on Facebook,
Instagram, and YouTube; their purchasing history after viewing such videos; and their subscription to at
least one online channel [75]. The screening questions aimed to encourage positive responses for
continued participation, excluding those who were unqualified. After three months, incomplete
responses, 1190 participants were included in the sample. Participants’ responses were analyzed using
SPSS version 23, detailing the demographics and primary characteristics of the sample.

Table 1 presents the demographic characteristics of the participants.

Table 1: Respondents' Demographics Details

Category Group Frequency | Percentage (%0)
11-26 (Gen 2) 738 62
Age 27-42 (Millennial) 321 27
43-58 (Gen X) 119 10
Above 59 (Boomers 1) 12 1
Male 688 58
Female 420 35
Gender Third Gender 22 2
Prefer not to Say 60 5
Senior School 89 7
Diploma 256 22
. Undergraduates 381 32
Education Postgraduates 189 16
Professional Degree 260 22
Other 15 1
Student 596 50
Employee 348 29
Occupation Professional 162 14
Business/Self Employed 36 3
Other 48 4
NIL 410 34
Income >25,000 650 55
25,000-35,000 113 9
50,000-70,000 15 1
Facebook 423 36
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Instagram 375 32
Social Media Pinterest 47 4
Platform Snapchat 66 5
X (Formerly Twitter) 77 7
YouTube 202 17
Daily 1108 93
Frequency of

Using social Weekly 68 6
media Once a month 14 1
Rarely 0 0
Fashion 121 10
Lifestyle 158 13
Beauty 249 21
Segment Fitness 196 16
FOI.IOWEd O.n Healthcare 112 9
social media Gadgets & Electronics 101 8
Travel 40 3
Food 201 17
Other 12 1
Quality 112 9
. Price 756 64
Feature Given Brand 178 15
Importance Availability 32 3
Promotion 18 2
Discount 94 8

TOTAL 1190 100%

3. Analysis and Interpretation:

This study used a two-step modeling technique to assess the scales' psychometric qualities, first using
confirmatory factor analysis (CFA) and structural equation modelling [76]. This multivariate statistical
method uses actual data and a theoretical model to examine the direct and indirect correlations between
components. Structural educational Modeling and the AMOS-V24 were used in this experiment.

+« Confirmatory Factor Analysis:

A confirmatory factor analysis (CFA) using SPSS AMOS v24 on 1250 responses out of 1190
respondents was valid after filtering the errors and unanswered questions, examined with 28 scale items
across seven themes [77]. The 28-item, seven-component model was estimated using maximum
likelihood (ML) estimation. Seven items with standardized factor loadings below 0.5 and squared
multiple correlations (SMCs) from 0.11 to 0.25, were excluded: physical attrition, social attraction,
attitude homology, influencer credibility, and perceived customer efficacy. The remaining 21 items
formed the measurement model, which fit well with a seven-factor solution 2003; 2= 329.077, p =
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0.000; GFI = 0.975, CFI = 0.989, NFI = 0.978, IFI = 0.989, RMR = 0.032, RMSEA = 0.029, SRMR =
0.0). The SMC values ranged from 0.456 to 0.855 and the factor loadings ranged from 0.675 to 0.925.
No additional items were excluded. The model's convergent validity and reliability were confirmed via
Average Variance Extracted (AVE) and Composite Reliability (CR), with CR values between 0.786 and
0.920, and AVE estimates ranging from 0.74 to 0.89, surpassing the acceptable threshold of 0.4.
Discriminant validity was confirmed as AVE square roots exceeded inter-construct correlations [78].
The final 21-item seven-variable model was valid and reliable. Descriptive statistics indicated that
respondents had moderate levels of physical attraction, social attraction, perceived consumer
effectiveness, and attitude homophily, with influencer credibility being rated higher (mean = 2.67).
Respondents also reported moderate levels of physical attraction, social attraction, purchase intention,
and homophily attitude (Table 2 and Figure 1).

Table 2: Construct Validity and Reliability Assessment - Results

Constructs CrOA':sﬁ;hs CR | AVE | MSV | PI | PHAT | ATHM | INFCR | PCEF | TR | SSAT

Pl 091]091| 0.78 0.2 | 0.88
PHAT 084|085 | 0.65| 0.32|0.05 0.8
ATHM 0.81 | 0.82 06| 046 | 0.1 0.49 0.77
INFCR 0921092 079 | 0.17 | 0.03 0.4 0.41 0.89
PCEF 091091 0.78 | 0.08 | 0.28 0.01 0.04 0.03 0.88
TR 0.82 1079 | 055 | 0.46 | 0.02 0.56 0.68 0.41 0.01|0.74
SSAT 0.86 | 0.86 | 0.68 02]045| -0.01 -0.01 0.03 0.27 | 0.02 0.82
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Figure 1: Confirmatory Factor Analysis
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A structural equation model incorporating the seven hypotheses was constructed using a confirmatory
factor analysis measurement model and demonstrated a robust fit (y2 = 386.736, p <.001; CMIN/DF =
2.302, GFI =.970, CFI = 0.985, NFI = 0.974, IFI = 0.985, RMR =.037, RMSEA =.033, SRMR =.027).
The model explained 45% of the trust variance and 25% of the buy-intention variance, which is
acceptable, given the real-world complexity of these factors [79]. Social attraction positively influences
purchase intentions (f=0.41, p<0.01), which is consistent with Lee (2010). Sokolova and Kefi (2020)
found that social attractiveness in speaker interfaces enhances computer-mediated social interactions,
building trust and engagement. Social attractiveness includes likeability and its impact on social media
followers' purchasing behavior [80-83]. The respondents indicated that public appeal affects product
acquisition and social status. Consumer effectiveness is the second most significant predictor of purchase
intention ($=0.17, p<0.01). Previous research has not examined the direct impact on purchase intention,
but this relationship suggests that higher buy value, increased confidence, and better decision making
enhance buying intentions. Attitude homophily ranked third in influencing purchase intention (f=0.15,
p<0.01). Sokolova and Kefi (2020) suggested that social media influencers are more effective with
attitude homophily. Studies have shown that better knowledge of targets enhances marketing success by
increasing public trust in purchase decisions [84]. Emphasized physical attractiveness, audience
engagement, and transparency in social media influencers, supporting a slight positive effect (p=0.05,
p>0.05). Influencer attraction remains significant, despite differing perspectives. Influencer credibility
negatively impacts purchase intention (= -0.02, p>0.05). Previous research has overlooked the direct
influence on purchasing intentions. Spry et al. (2011) found that high-credibility influencers affect
advertising and e-WOM attitudes more positively than celebrities, negatively impacting client purchase
intentions [85]. Trust showed a negative association though significant with purchase intention (= -0.1,
p<0.01), aligning with Ohanian's (1990) finding that trust does influence buyers' intentions with negative
association, showing a moderate connection between trust and purchase intent. The study's conceptual
framework was validated by identifying a few insignificant factors during the SEM estimation, as shown
in Figure 2 and 3 and Table 3, which present regression/path coefficients and hypothesis testing
outcomes [86].

Table 3: Hypothesis testing and Mediation analysis results

. . Dependent Pa.t h Pa_t h p-
Hypothesis Independent Variable . Coefficient | Coefficient Result
Variable Value
(Unstd.) (Std.)

H1 Physical Attraction Purchase Intention 0.073 0.055 0.14 | Not Sig
H2 Social Attraction Purchase Intention 0.405 0.411 0 Sig
H3 Attitude Homophily Purchase Intention 0.192 0.151 0.001 Sig
H4 Influencer Credibility Purchase Intention 0.026 0.022 0.472 | Not Sig
H5 Perceived Consumer Effectiveness | Purchase Intention 0.163 0.169 0 Sig
H6 Physical Attraction Trust 0.334 0.248 0 Sig
H7 Social Attraction Trust 0.035 0.035 0.224 | Not Sig
H8 Attitude Homophily Trust 0.614 0.479 0 Sig
H9 Influencer Credibility Trust 0.083 0.068 0.081 | Not Sig
H10 Perceived Consumer Effectiveness Trust 0.016 0.017 0.543 | Not Sig
H11 Trust Purchase Intention 0.115 0.116 0.007 Sig
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Figure 2: Conceptual Framework with Hypotheses
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Figure 3: Hypothesis and Path Testing using SEM

4. Results and Discussion

This study explored the influence of social media personalities on consumers’ purchase decisions,
emphasizing trust-based mechanisms [87-90]. It adapts model to emerging markets while integrating
Persuasion and Social Exchange theories, offering insights into consumer behavior influenced by
platforms, such as YouTube, Facebook, and Instagram. Findings show that respondents, mostly Gen Z
and Millennials, use social media daily to engage with influencers. Facebook and Instagram are widely
used platforms for fashion, beauty, and food content that significantly influence consumer preferences.
Trust emerges as central to shaping purchase decisions, although it does not always translate into actual
purchases [91]. This study underscores the importance of social- and attitude-based alignment with
influencers. Consumers engage more with influencers exhibiting social appeal and similar attitudes or
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values, fostering trust and indirectly motivating purchase intentions. Influencer credibility appears to be
less impactful than perceived reliability and authenticity [92]. This study highlights parasocial
relationships—one-sided interactions where followers see influencers as trusted advisors. This drives
engagement and creates a ripple effect, where consumers become micro-influencers, amplifying brand
reach. This reinforces Social Exchange Theory, with influencers as intermediaries sharing experiences
for trust and loyalty. Trust has a complex relationship with purchase intentions, fostering positive
perceptions and potentially creating scepticism. Theoretical contributions include integrating Persuasion
and Social Exchange theories into influencer marketing. This study expands the literature on consumer
behavior by emphasizing experiential learning. Influencer credibility and perceived consumer
effectiveness shape how consumers evaluate online personality traits. In practice, brands should identify
influencers aligning with target audience preferences. Retailers can enhance their trust through authentic
reviews and transparent communication. Social media influencers can redefine consumer-brand
relationships through creativity, relatability, and engagement. This study, conducted in Tamil Nadu,
provides a foundation to understand influencer marketing in emerging markets. Future research could
explore diverse populations and psychological constructs, such as parasocial responsibility, emotional
connection, and consumer satisfaction from influencer interactions.

5. Conclusion

Technology such as machine learning, artificial intelligence, and the Meta verse are bringing about a
revolution in education by providing chances for learning that are both immersive and customized. By
evaluating accuracy, recall, and F1 scores in a variety of settings, we demonstrated the benefit of
technology that is powered by artificial intelligence. This is shown by scenario A, which has an F1-score
of 0.87, an accuracy of 0.89, and a recall of 0.85. In this instance, both the accuracy and the performance
balance were satisfactory. In comparison to Scenario A, Scenario B accomplished a recall of 0.92, an
F1-score of 0.83, and an accuracy of 0.76 his circumstance made it quite clear that there must be a
balance between coverage and accuracy. According to these results, educational technologies powered
by artificial intelligence have the potential to enhance learning; nevertheless, there are still concerns
about infrastructure, accessibility, and morality that need to be addressed. It is necessary to have a well-
planned strategy that strikes a balance between innovation and inclusivity in order to make the most of
the benefits that new technologies may bring to education.

Refrences

1. Abidin, C. (2016). Visibility labour: Engaging with Influencers’ fashion brands and #OOTD advertorial
campaigns on Instagram. Media International Australia, 161(1), 86-100.
https://doi.org/10.1177/1329878X16665177

2. Agrawal, J., & Kamakura, W. A. (1995). The Economic Worth of Celebrity Endorsers: An Event Study
Analysis. Journal of Marketing, 59(3), 56—62. https://doi.org/10.1177/002224299505900305

3. Ajina, A. S. (2019). The perceived value of social media marketing: An empirical study of online wordof-
mouth in Saudi Arabian context. Entrepreneurship and Sustainability Issues, 6(3), 1512-1527.
https://doi.org/10.9770/jesi.2019.6.3(32)

4. Al-Emadi, F. A., & Yahia, I. B. (2020). Ordinary celebrities related criteria to harvest fame and influence on
social media. Journal of Research in Interactive Marketing, 14(2), 195-213. https://doi.org/10.1108/jrim-02-
2018-0031

5. Alperstein, N. M. (1991). Imaginary social relationships with celebrities appearing in television
commercials. Journal of Broadcasting & Electronic Media, 35(1), 43-58.

1290 | P a


https://doi.org/10.1177/1329878X16665177
https://doi.org/10.1177/1329878X16665177
https://doi.org/10.1177/002224299505900305
https://doi.org/10.1177/002224299505900305
https://doi.org/10.9770/jesi.2019.6.3(32)
https://doi.org/10.9770/jesi.2019.6.3(32)
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031
https://doi.org/10.1108/jrim-02-2018-0031

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

Paper Trust And Purchase Intention in Influencer Marketing: A Study on Social Media Consumers in

&EE]P{i Emerging Markets

SEEJPH Volume XXVII,2025, ISSN: 2197-5248; Posted: 02-02-2025

https://doi.org/10.1080/08838159109364101

Archer, C., Wolf, K., & Nalloor, J. (2020). Capitalising on chaos — exploring the impact and future of social
media influencer engagement during the early stages of a global pandemic. Media International Australia,
178(1), 106-113. https://doi.org/10.1177/1329878%x20958157

Arora, A., Bansal, S., Kandpal, C., Aswani, R., & Dwivedi, Y. (2019). Measuring social media influencer
index- insights from facebook, Twitter and Instagram. Journal of Retailing and Consumer Services, 49, 86—
101. https://doi.org/10.1016/j.jretconser.2019.03.012

Audrezet, A., De Kerviler, G., & Moulard, J. G. (2020). Authenticity under threat: When social media
influencers need to go beyond self-presentation. Journal of Business Research, 117, 557-5609.
https://doi.org/10.1016/j.jbusres.2018.07.008

Augustine, K. (2019). Nearly half of daily Instagram users have made a purchase based on an influencer.
CivicScience. Retrieved August, 30, 2020. https://civicscience.com/nearly-half-of-dailyinstagram-users-
have-made-a-purchase-based-on-an-influencer/

Auter, P. J. (1992). Psychometric: TV that talks back: An experimental validation of a parasocial interaction
scale. Journal of Broadcasting & Electronic Media, 36(2), 173-181.
https://doi.org/10.1080/08838159209364165

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand Love. Journal of Marketing, 76(2), 1- 16.
https://doi.org/10.1509/jm.09.0339

Belanche, D., Flavian, M., & Ibafiez-Sanchez, S. (2020). Followers’ reactions to influencers’ Instagram
posts. Spanish Journal of Marketing - ESIC, 24(1), 37-54. https://doi.org/10.1108/sjme-11-2019-0100
Berscheid, E., & Walster, E. (1974). Physical attractiveness. In Elsevier eBooks (pp. 157-215).
https://doi.org/10.1016/s0065-2601(08)60037-4

Boerman, S. C. (2020). The effects of the standardized instagram disclosure for micro- and mesoinfluencers.
Computers in Human Behavior, 103, 199-207. https://doi.org/10.1016/j.chb.2019.09.015

Bourdieu, P. (1984) Distinction: A Social Critique of the Judgment of Taste. Routledge & Kegan Paul,
London.

Byrne, D. (1961). Interpersonal attraction and attitude similarity. The Journal of Abnormal and Social
Psychology, 62(3), 713-715. https://doi.org/10.1037/h0044721

Carol A Barbara & Ahuvia (2006) Some Antecedents and Outcomes of Brand Love, Marketing Letters
17(2):79-89

Carr, C. T., & Hayes, R. A. (2015). Social Media: defining, developing, and divining. Atlantic Journal of
Communication, 23(1), 46-65. https://doi.org/10.1080/15456870.2015.972282

Casalo Luis, Carlos Flavion, & Sanchez (2020), Influencers on Instagram: Antecedents and consequences of
opinion leadership, Journal of Business Research, 117 510 - 519

Chakraborty, U., & Bhat, S. (2017). The effects of credible online reviews on brand equity dimensions and
its consequence on consumer behavior. Journal of Promotion Management, 24(1), 57-82.
https://doi.org/10.1080/10496491.2017.1346541

Chiu, C., & Huang, H. (2015). Examining the antecedents of user gratification and its effects on individuals’
social network services usage: the moderating role of habit. European Journal of Information Systems, 24(4),
411-430. https://doi.org/10.1057/ejis.2014.9

Chu, S. (2011). Viral advertising in social media. Journal of Interactive Advertising, 12(1), 30-43.
https://doi.org/10.1080/15252019.2011.10722189

De Bérail, P., Guillon, M., & Bungener, C. (2019). The relations between YouTube addiction, social anxiety
and parasocial relationships with YouTubers: A moderated-mediation model based on a cognitive-behavioral
framework. Computers in Human Behavior, 99, 190-204. https://doi.org/10.1016/j.chb.2019.05.007

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram influencers: the impact
of number of followers and product divergence on brand attitude. International Journal of Advertising, 36(5),
798-828. https://doi.org/10.1080/02650487.2017.1348035

1291 | P a


https://doi.org/10.1016/j.jbusres.2018.07.008
https://doi.org/10.1016/j.jbusres.2018.07.008
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://civicscience.com/nearly-half-of-daily-instagram-users-have-made-a-purchase-based-on-an-influencer/
https://doi.org/10.1509/jm.09.0339
https://doi.org/10.1509/jm.09.0339
https://doi.org/10.1509/jm.09.0339
https://doi.org/10.1509/jm.09.0339
https://doi.org/10.1016/s0065-2601(08)60037-4
https://doi.org/10.1016/s0065-2601(08)60037-4
https://doi.org/10.1016/s0065-2601(08)60037-4
https://doi.org/10.1016/s0065-2601(08)60037-4
https://doi.org/10.1016/s0065-2601(08)60037-4
https://doi.org/10.1016/s0065-2601(08)60037-4
https://doi.org/10.1016/j.chb.2019.09.015
https://doi.org/10.1016/j.chb.2019.09.015
https://psycnet.apa.org/doi/10.1037/h0044721
https://psycnet.apa.org/doi/10.1037/h0044721
https://psycnet.apa.org/doi/10.1037/h0044721
https://doi.org/10.1080/15456870.2015.972282
https://doi.org/10.1057/ejis.2014.9
https://doi.org/10.1057/ejis.2014.9
https://doi.org/10.1057/ejis.2014.9
https://doi.org/10.1080/15252019.2011.10722189
https://doi.org/10.1080/15252019.2011.10722189
https://doi.org/10.1016/j.chb.2019.05.007
https://doi.org/10.1080/02650487.2017.1348035
https://doi.org/10.1080/02650487.2017.1348035

25

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

Paper Trust And Purchase Intention in Influencer Marketing: A Study on Social Media Consumers in

&EE]P{i Emerging Markets

SEEJPH Volume XXVII,2025, ISSN: 2197-5248; Posted: 02-02-2025

. Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities’ Instagram profiles in

influencing the purchase decisions of young female users. Computers in Human Behavior, 68, 1-7.
https://doi.org/10.1016/j.chb.2016.11.009

Dotson, M. J., & Hyatt, E. M. (2000). Religious symbols as peripheral cues in advertising. Journal of
Business Research, 48(1), 63-68. https://doi.org/10.1016/s0148-2963(98)00076-9

Duran, R. L., & Kelly, L. (1988). The influence of communicative competence on perceived task, social,
and physical attraction. Communication Quarterly, 36(1), 41-49.
https://doi.org/10.1080/01463378809369706

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H.,
Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J.,
Tran, G. A., & Wang, Y. (2021). Setting the future of digital and social media marketing research:
Perspectives and research propositions. International Journal of Information Management, 59, 102168.
https://doi.org/10.1016/j.ijinfomgt.2020.102168

Erdogan, B. Z. (1999). Celebrity endorsement: a literature review. Journal of Marketing Management, 15(4),
291-314. https://doi.org/10.1362/026725799784870379

Ert, E., & Fleischer, A. (2019). What do Airbnb hosts reveal by posting photographs online and how does

it affect their perceived trustworthiness? Psychology & Marketing, 37(5), 630-640.
https://doi.org/10.1002/mar.21297

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic social media marketing: A
holistic framework. Journal of Business Research, 70, 118-126.
https://doi.org/10.1016/j.jbusres.2016.05.001

Ferchaud, A., Grzeslo, J., Orme, S., & LaGroue, J. (2017). Parasocial attributes and YouTube personalities:
Exploring content trends across the most subscribed YouTube channels. Computers in Human Behavior, 80,
88-96. https://doi.org/10.1016/j.chb.2017.10.041

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.2307/3151312
Freberg, K., Graham, K., McGaughey, K., &Freberg, L. A. (2011). Who are the social media influencers? A
study of public perceptions of personality. Public relations review, 37(1), 90-92.

Gonzales, M. H., Davis, J. M., Loney, G. L., LuKens, C. K., & Junghans, C. M. (1983). Interactional
approach to interpersonal attraction. Journal of Personality and Social Psychology, 44(6), 1192— 1197.
https://doi.org/10.1037/0022-3514.44.6.1192

Harrigan, P., Daly, T. M., Coussement, K., Lee, J. A., Soutar, G. N., & Evers, U. (2021). Identifying
influencers on social media. International Journal of Information Management, 56, 102246.
https://doi.org/10.1016/j.ijinfomgt.2020.102246

Hayes, J. L., & King, K. W. (2014). The social exchange of viral ads: Referral and coreferral of ads among
college students. Journal of Interactive Advertising, 14(2), 98-109.
https://doi.org/10.1080/15252019.2014.942473 .

Horton, D., & Wohl, R. R. (1956). Mass Communication and Para-Social Interaction. Psychiatry, 19(3),
215-229. https://doi.org/10.1080/00332747.1956.11023049

Hu, L., Qi, M., Han, S., & Li, Y. (2020). Understanding followers’ stickiness to digital influencers: The
effect of psychological responses. International Journal of Information Management, 54, 1021609.
https://doi.org/10.1016/j.ijinfomgt.2020.102169

Hwang, K., & Zhang, Q. (2018). Influence of parasocial relationship between digital celebrities and their
followers on followers’ purchase and electronic word-of-mouth intentions, and persuasion knowledge.
Computers in Human Behavior, 87, 155-173. https://doi.org/10.1016/j.chb.2018.05.029

Jiménez-Castillo, D., & Sanchez-Fernandez, R. (2019). The role of digital influencers in brand
recommendation: Examining their impact on engagement, expected value and purchase intention.
International Journal of Information Management, 49, 366-376.

1292 | P a


https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1016/s0148-2963(98)00076-9
https://doi.org/10.1080/01463378809369706
https://doi.org/10.1080/01463378809369706
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1362/026725799784870379
https://doi.org/10.1362/026725799784870379
https://doi.org/10.1362/026725799784870379
https://doi.org/10.1002/mar.21297
https://doi.org/10.1002/mar.21297
https://doi.org/10.1016/j.jbusres.2016.05.001
https://doi.org/10.1016/j.jbusres.2016.05.001
https://doi.org/10.1016/j.chb.2017.10.041
https://doi.org/10.2307/3151312
https://psycnet.apa.org/doi/10.1037/0022-3514.44.6.1192
https://psycnet.apa.org/doi/10.1037/0022-3514.44.6.1192
https://psycnet.apa.org/doi/10.1037/0022-3514.44.6.1192
https://psycnet.apa.org/doi/10.1037/0022-3514.44.6.1192
https://psycnet.apa.org/doi/10.1037/0022-3514.44.6.1192
https://psycnet.apa.org/doi/10.1037/0022-3514.44.6.1192
https://doi.org/10.1016/j.ijinfomgt.2020.102246
https://doi.org/10.1016/j.ijinfomgt.2020.102246
https://doi.org/10.1080/15252019.2014.942473
https://doi.org/10.1080/15252019.2014.942473
https://doi.org/10.1080/15252019.2014.942473
https://doi.org/10.1080/00332747.1956.11023049
https://doi.org/10.1016/j.ijinfomgt.2020.102169
https://doi.org/10.1016/j.ijinfomgt.2020.102169
https://doi.org/10.1016/j.chb.2018.05.029
https://doi.org/10.1016/j.chb.2018.05.029

42,

43.
44,
45,

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

Paper Trust And Purchase Intention in Influencer Marketing: A Study on Social Media Consumers in

&EE]P{i Emerging Markets

SEEJPH Volume XXVII,2025, ISSN: 2197-5248; Posted: 02-02-2025

Joseph, W. (1982). The Credibility of Physically Attractive Communicators: A review. Journal of

Advertising, 11(3), 15-24. https://doi.org/10.1080/00913367.1982.10672807

Kannan, P., & Li, H. “. (2016). Digital marketing: A framework, review and research agenda.

International Journal of Research in Marketing, 34(1), 22-45.

https://doi.org/10.1016/j.ijresmar.2016.11.006

Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S. (2017). Advances in social

Media Research: past, present and future. Information Systems Frontiers, 20(3), 531-558.

https://doi.org/10.1007/s10796-017-9810-y

Kelman, H. C. (1958). Compliance, identification, and internalization three processes of attitude change.

Journal of Conflict Resolution, 2(1), 51-60. https://doi.org/10.1177/002200275800200106

Khamis, S., Ang, L., & Welling, R. (2016). Self-branding, ‘micro-celebrity’ and the rise of Social Media

Influencers. Celebrity Studies, 8(2), 191-208. https://doi.org/10.1080/19392397.2016.1218292

Kim Yeonshin and Choi Sejung Marina Antecedents of Green Purchase Behavior: An Examination of

Collectivism, Environmental Concern, and PCE, Advances in Consumer Research, 32, 592-599.

Kim, J., & Song, H. (2016). Celebrity’s self-disclosure on Twitter and parasocial relationships: A

mediating role of social presence. Computers in Human Behavior, 62, 570-577.

https://doi.org/10.1016/j.chb.2016.03.083

Lee, J. E., & Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury brand perceptions and
intentions. Journal of Business Research, 69(12), 5753-5760.

https://doi.org/10.1016/j.jbusres.2016.04.171

Lee, S., & Kim, E. (2020). Influencer Marketing on Instagram: How Sponsorship Disclosure, Influencer

Credibility, and Brand Credibility Impact the Effectiveness of Instagram Promotional Post. Journal of Global

Fashion Marketing, 11, 232-249. https://doi.org/10.1080/20932685.2020.1752766

Li, F., & Du, T. C. (2011). Who is talking? An ontology-based opinion leader identification framework for

word-of-mouth marketing in online social blogs. Decision Support Systems, 51(1), 190-197.

https://doi.org/10.1016/j.dss.2010.12.007

Lim, X. J., Radzol, A. R. B. M., Cheah, J., & Wong, M. W. (2017). The impact of social media influencers

on purchase intention and the mediation effect of customer attitude. Asian Journal of Business Research,

7(2). https://doi.org/10.14707/ajbr.170035

Lou, C., & Kim, H. K. (2019). Fancying the new rich and famous? Explicating the roles of influencer

content, credibility, and parental mediation in adolescents’ parasocial relationship, materialism, and purchase

intentions. Frontiers in Psychology, 10. https://doi.org/10.3389/fpsyg.2019.02567

Masuda, Hisashi & Han, Spring H. & Lee, Jungwoo, 2022. "Impacts of influencer attributes on purchase

intentions in social media influencer marketing: Mediating roles of characterizations," Technological

Forecasting and Social Change, Elsevier, vol. 174(C). DOI: 10.1016/j.techfore.2021.121246

McCormick, K. (2016). Celebrity endorsements: Influence of a product-endorser match on Millennials

attitudes and purchase intentions. Journal of Retailing and Consumer Services, 32, 39-45.

https://doi.org/10.1016/j.jretconser.2016.05.012

Mcpherson, Smith-Lovin & Cook (2001) Birds of a Feather: Homophily in Social Networks, Annual Review

of Sociology 27(1):415-444

Mosler, H. J. (2006). Better be convincing or better be stylish? A theory based multi-agent simulation to

explain minority influence in groups via arguments or via peripheral cues. Journal of Artificial Societies and

Social Simulation, 9(3).

Munnukka, J., Uusitalo, O., & Toivonen, H. (2016). Credibility of a peer endorser and advertising

effectiveness. Journal of Consumer Marketing, 33(3), 182-192. https://doi.org/10.1108/jcm-11-20141221

Naylor, R. W., Lamberton, C. P., & West, P. M. (2012). Beyond the “Like” Button: The Impact of Mere

Virtual Presence on Brand Evaluations and Purchase Intentions in Social Media Settings. Journal of

Marketing, 76(6), 105-120. https://doi.org/10.1509/jm.11.0105

1293 | P a


https://doi.org/10.1080/00913367.1982.10672807
https://doi.org/10.1080/00913367.1982.10672807
https://doi.org/10.1016/j.ijresmar.2016.11.006
https://doi.org/10.1007/s10796-017-9810-y
https://doi.org/10.1177/002200275800200106
https://doi.org/10.1177/002200275800200106
https://doi.org/10.1177/002200275800200106
https://doi.org/10.1080/19392397.2016.1218292
https://doi.org/10.1016/j.chb.2016.03.083
https://doi.org/10.1016/j.jbusres.2016.04.171
https://doi.org/10.1016/j.jbusres.2016.04.171
https://doi.org/10.1080/20932685.2020.1752766
https://doi.org/10.1016/j.dss.2010.12.007
https://doi.org/10.1016/j.dss.2010.12.007
https://doi.org/10.14707/ajbr.170035
https://doi.org/10.3389/fpsyg.2019.02567
https://doi.org/10.3389/fpsyg.2019.02567
https://doi.org/10.1016/j.jretconser.2016.05.012
https://doi.org/10.1016/j.jretconser.2016.05.012
https://doi.org/10.1108/jcm-11-20141221
https://doi.org/10.1509/jm.11.0105
https://doi.org/10.1509/jm.11.0105
https://doi.org/10.1509/jm.11.0105

62.

63.
64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77,

78.

79.

80.

Paper Trust And Purchase Intention in Influencer Marketing: A Study on Social Media Consumers in

&EE]P{i Emerging Markets

SEEJPH Volume XXVII,2025, ISSN: 2197-5248; Posted: 02-02-2025

Nesenur Altinigne, & F. Zeynep Bilgin Wuihrer. (n.d.). The relationship between perceived consumer
effectiveness and environmental attitudes of university students.

O’Keefe, D. (1990) Persuasion: Theory and Research. Sage Publications, Inc., Newbury Park.

O’Keefe, D. J. (2002). Persuasion Theory and Research (2nd ed.). Beverly Hills Sage Publications. -
References - Scientific Research Publishing. (n.d.).
https://iwww.scirp.org/(S(i43dyn45teexjx455qlt3d2q))/reference/ReferencesPapers.aspx?Referencel D=4
45200

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers’ perceived
expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3), 39-52.
https://doi.org/10.1080/00913367.1990.10673191

Pentina Iryna, Lixuan Zhang & Oksana Basmanova (2013). Antecedents and consequences of trust in a social
media brand: A cross-cultural study of Twitter, 29(4):1546-1555 DOI: 10.1016/j.chb.2013.01.045

Petty and Cacioppo, (1981) Personal involvement as a determinant of argument-based persuasion, Journal
of Personality and Social Psychology 41(5):847-855

Petty and Cacioppo, (1981) The Elaboration Likelihood Model of Persuasion, Advances in Experimental
Social Psychology 19:123-205 DOI: 10.1016/S0065-2601(08)60214-2

Roberts J (1996) Green consumer in the 1990s: profile and implications for advertising. J Bus Res 36:217—
232. doi: 10.1016/0148-2963(95)00150-6

Rogers, E. M., & Bhowmik, D. K. (1970). Homophily-Heterophily: Relational Concepts for Communication
Research. Public Opinion Quarterly, 34(4), 523. https://doi.org/10.1086/267838

Rubin, A. M., & Perse, E. M. (1987). Audience Activity and Soap Opera Involvement A Uses and Effects
Investigation. Human Communication Research, 14(2), 246-268.
https://doi.org/10.1111/j.14682958.1987.tb00129.x

Rubin, A. M., & Step, M. M. (2000). Impact of Motivation, Attraction, and Parasocial Interaction on Talk
Radio listening. Journal of Broadcasting & Electronic Media, 44(4), 635-654.
https://doi.org/10.1207/s15506878jobem4404_7

Sanz-Blas, S., Buzova, D., & Miquel-Romero, M. J. (2019). From Instagram overuse to instastress and
emotional fatigue: the mediation of addiction. Spanish Journal of Marketing - ESIC, 23(2), 143-161.
https://doi.org/10.1108/sjme-12-2018-0059

Schouten, A., Janssen, L., & Verspaget, M. (2021). Celebrity vs. Influencer endorsements in advertising: the
role of identification, credibility, and Product-Endorser fit. In Routledge eBooks (pp. 208-231).
https://doi.org/10.4324/9781003155249-12

Schultz, D. E., & Peltier, J. W. (2013). Social media’s slippery slope: challenges, opportunities and future
research directions. Journal of Research in Interactive Marketing, 7(2), 86-99. https://doi.org/10.1108/jrim-
12-2012-0054

Schwemmer, C., & Ziewiecki, S. (2018). Social Media Sellout: The Increasing Role of Product Promotion
on YouTube. Social Media + Society, 4(3). https://doi.org/10.1177/2056305118786720

Shan, Y., Chen, K., & Lin, J. (2019). When social media influencers endorse brands: the effects of
selfinfluencer congruence, parasocial identification, and perceived endorser motive. International Journal of
Advertising, 39(5), 590-610. https://doi.org/10.1080/02650487.2019.1678322

Shareef, M. A., Kapoor, K. K., Mukerji, B., Dwivedi, R., & Dwivedi, Y. K. (2020). Group behavior in social
media: Antecedents of initial trust formation. Computers in Human Behavior, 105, 106225.
https://doi.org/10.1016/j.chb.2019.106225

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2019). Social media marketing:
Comparative effect of advertisement sources. Journal of Retailing and Consumer Services, 46, 58-69.
https://doi.org/10.1016/j.jretconser.2017.11.001

Sherif, M. (1961). Conformity-Deviation, Norms, and Group Relations. In I. A. Berg & B. M. Bass (Eds.),
Conformity and deviation (pp. 159-198). Harper and Brothers. https://doi.org/10.1037/11122006.

1294 | P a


https://www.scirp.org/(S(i43dyn45teexjx455qlt3d2q))/reference/ReferencesPapers.aspx?ReferenceID=4%20
https://www.scirp.org/(S(i43dyn45teexjx455qlt3d2q))/reference/ReferencesPapers.aspx?ReferenceID=4%20
https://www.scirp.org/(S(i43dyn45teexjx455qlt3d2q))/reference/ReferencesPapers.aspx?ReferenceID=445200
https://www.scirp.org/(S(i43dyn45teexjx455qlt3d2q))/reference/ReferencesPapers.aspx?ReferenceID=445200
https://doi.org/10.1080/00913367.1990.10673191
https://doi.org/10.1080/00913367.1990.10673191
https://doi.org/10.1086/267838
https://doi.org/10.1086/267838
https://doi.org/10.1111/j.1468-2958.1987.tb00129.x
https://doi.org/10.1111/j.1468-2958.1987.tb00129.x
https://doi.org/10.1111/j.1468-2958.1987.tb00129.x
https://doi.org/10.1108/sjme-12-2018-0059
https://doi.org/10.4324/9781003155249-12
https://doi.org/10.4324/9781003155249-12
https://doi.org/10.4324/9781003155249-12
https://doi.org/10.4324/9781003155249-12
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1108/jrim-12-2012-0054
https://doi.org/10.1177/2056305118786720
https://doi.org/10.1177/2056305118786720
https://doi.org/10.1177/2056305118786720
https://doi.org/10.1080/02650487.2019.1678322
https://doi.org/10.1016/j.chb.2019.106225
https://doi.org/10.1016/j.chb.2019.106225
https://doi.org/10.1016/j.jretconser.2017.11.001
https://doi.org/10.1016/j.jretconser.2017.11.001
https://psycnet.apa.org/doi/10.1037/11122-006
https://psycnet.apa.org/doi/10.1037/11122-006
https://psycnet.apa.org/doi/10.1037/11122-006

81

82.

83.

84.

85.

86.

87.

88.

89.

90.

91.
92.

Paper Trust And Purchase Intention in Influencer Marketing: A Study on Social Media Consumers in

&EE] P{i Emerging Markets

SEEJPH Volume XXVII,2025, ISSN: 2197-5248; Posted: 02-02-2025

. Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should | buy? How

credibility and parasocial interaction influence purchase intentions. Journal of Retailing and Consumer
Services, 53, 101742. https://doi.org/10.1016/j.jretconser.2019.01.011

Spry, A., Pappu, R., & Cornwell, T. B. (2011). Celebrity endorsement, brand credibility and brand equity.
European Journal of Marketing, 45(6), 882—909. https://doi.org/10.110/03090561111119958

Statista (2020a). Global digital population as of January 2020. Available at
https://www.statista.com/statistics/617136/digital-population-worldwide/.

Stephen, A. T. (2015). The role of digital and social media marketing in consumer behavior. Current Opinion
in Psychology, 10, 17-21. https://doi.org/10.1016/j.copsyc.2015.10.016

Tan, B., & Lau, T. (2011). Green purchase behavior: Examining the influence of green environmental
attitude, perceived consumer effectiveness and specific green purchase attitude. Australian Journal of Basic
and Applied Sciences, 5(8): 559-567, 2011 ISSN 1991-8178. Retrieved from http://shdl.mmu.edu.my/5204/
Toma, C. L. (2014). Counting on Friends: Cues to perceived trustworthiness in Facebook profiles.
Proceedings of the International AAAI Conference on Web and Social Media, 8(1), 495-504.
https://doi.org/10.1609/icwsm.v8i1.14509

Vermeir, 1., & Verbeke, W. (2006). Sustainable Food Consumption: Exploring the consumer “Attitude —
Behavioral Intention” gap. Journal of Agricultural and Environmental Ethics, 19(2), 169-194.
https://doi.org/10.1007/510806-005-5485-3

Vermeir, ., & Verbeke, W. (2007). Sustainable food consumption among young adults in Belgium: Theory
of planned behaviour and the role of confidence and values. Ecological Economics, 64(3), 542— 553.
https://doi.org/10.1016/j.ecolecon.2007.03.007

Woodroof, P. J., Howie, K., Syrdal, H. A., & VanMeter, R. (2020). What’s done in the dark will be brought
to the light: effects of influencer transparency on product efficacy and purchase intentions. Journal of Product
& Brand Management, 29(5), 675-688. https://doi.org/10.1108/jpbm-05-2019-2362

Zhou, S., Barnes, L., McCormick, H., & Cano, M. B. (2021). Social media influencers’ narrative strategies
to create eWOM: A theoretical contribution. International Journal of Information Management, 59, 102293.
https://doi.org/10.1016/j.ijinfomgt.2020.102293
https://findyourinfluence.com/a-history-of-social-media-influencers/

Top 10 most popular social media platforms. (2024, November 4). Retrieved from
https://www.shopify.com/blog/most-popular-social-media-platforms

1295 | P a


https://doi.org/10.1016/j.jretconser.2019.01.011
https://doi.org/10.1016/j.jretconser.2019.01.011
https://doi.org/10.110/03090561111119958
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://doi.org/10.1016/j.copsyc.2015.10.016
http://shdl.mmu.edu.my/5204/
https://doi.org/10.1609/icwsm.v8i1.14509
https://doi.org/10.1609/icwsm.v8i1.14509
https://doi.org/10.1007/s10806-005-5485-3
https://doi.org/10.1016/j.ecolecon.2007.03.007
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1108/jpbm-05-2019-2362
https://doi.org/10.1016/j.ijinfomgt.2020.102293
https://doi.org/10.1016/j.ijinfomgt.2020.102293
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://findyourinfluence.com/a-history-of-social-media-influencers/
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms
https://www.shopify.com/blog/most-popular-social-media-platforms

