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ABSTRACT:

In the last few decades, consumers’ expectations have changed compared to previous years
due to the world’s changing opportunities, developments, and globalization so their expectations
from brands and purchase intention are impacted by these. One of the shaping role is influencers
of social media. The number of influencers increase day to day so due to the numerous influencers,
there are different opinions, experiences, characteristics, and impacts that have an influence on
storytelling marketing, influencer authenticity, and purchase intention. In this paper Information
Adoption Model will be used to analyze the literature of this topic and to demonstrate how

storytelling marketing increase influencer’s authenticity, their credibility, and trustworthiness.

Keywords: "storytelling", “marketing”, "influencer", and "influencer characteristics” and

“’influencer authenticity’’.



INTRODUCTION:

Storytelling has become a vital part of social media channels, marketing, and influencers,
and it is one of the pervasive forces that impacts consumers both rationally and emotionally,
inevitably creating a lasting influence. These days, consumers not only expect simple functions
but also emphasize different experiences, emotions, and values they can relate to (Zatwarnicka-
Madura & Nowacki, 2018). For this reason, creativity in stories may attract more consumer
attention, especially through commercials known as storytelling marketing. Storytelling has
become an indispensable part of social media thanks to influencers. Social media influencers are
known as opinion leaders (Atiq et al., 2022). Influencers use social media channels regularly in
their areas of interest, where they disseminate significantly persuasive impacts to their followers,
including entertainment, creativity, and knowledge (Lou & Yuan, 2019). Companies and brands
have shown a great deal of interest in social media influencers as potential marketing partners and
social relationship assets (Masuda et al., 2022). Influencers' authenticity is expanding in variety
as social media usage rises due to the complexity of the customer environment brought about by
social media channels (Masuda et al., 2022). However, influencer marketing has faced some
setbacks due to issues with sincerity. Customers are beginning to question the legitimacy of
influencers as they increasingly collaborate with multiple brands and companies simultaneously
(Zniva et al., 2023). As a result, storytelling plays a significant role in shaping an influencer's
authenticity. Experiences, stories, and content created by influencers differ from one to another,
impacting their number of followers and, consequently, their popularity and authenticity. The
notions of influencer authenticity and credibility appear to be essential components for influencer
marketing success (Farivar & Wang, 2022). For marketers seeking various advantages of
influencer marketing, like higher chances of purchase and improved reputation with potential
customers, authenticity in influencers becomes a key factor (Farivar & Wang, 2022). However,
influencers may use social media and storytelling as tools for financial gain, brand promotion, and
their own reputation. Influencers who don't adhere to principles of passion or transparency might
struggle in the long term, as an excessively commercial approach could fail to connect effectively
with their followers (Audrezet et al., 2020). Additionally, influencers prioritize external influences
such as peer pressure, financial considerations, fame, and showcasing talent more than their
internal motivations and commitment to transparency (Audrezet et al., 2020). Nowadays, people's
awareness of influencer authenticity and storytelling marketing has increased, leading them to
compare influencers more, thanks to reviews about products and news. On the other hand, there is
a lack of information on the extent to which influencers distort products and how their behaviors

are analyzed by consumers. Moreover, there may be a connection between these behaviors and
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brands and products. Content featured by influencers helps consumers feel close to the brand
introduced to them, creating a sense of similarity and homogeneity between influencers, brands,
and consumers (Yu et al., 2023). However, there is not enough research or experiments
demonstrating how this situation varies from brand to brand or product to product. This should be
analyzed, as it bears significance for both brands and consumers, inevitably influencing consumer
willingness to purchase. This gap in previous research is important for both consumers and brands
because it affects trustworthiness, attractiveness, and similarity. To address these gaps, this
research will focus on the question: How does the use of influencers in storytelling marketing
influence the perception of products and brands, focusing on content quality, emotional elements,
and parasocial interactions? This paper will explore influencer authenticity, their use of

storytelling in marketing, and the resulting impacts on consumers' willingness to make a purchase.

Aim: The purpose of this study is to focus on beauty influencer characteristics, storytelling,

content characteristics and how their content impacts purchase intention with a credibility.

OBJECTIVES:

* To analyze how influencers can distort the products to meet brand expectations, financial
concerns, and its impacts on the decision process.

* To analyze relation between influencer authenticity and storytelling marketing, how products
and influencers engaging with each other.

* To examine how trustworthiness, attractiveness, and content quality influence purchase intention
and consumer willingness to follow.

* To explore how influencers represent themselves on social media and how their characteristics
impact credibility.

* To analyze user approach to influencers and how much they have an impact on the purchase
intention, market, and customers with understanding the literature, conducting surveys, and
evaluation.

* To investigate how influencers improve the content quality and consumer willingness to follow.
* To analyze the parasocial interaction between influencers and customers considering the
emotional elements embedded in the storytelling such as joy, excitement, sadness, and fear.

* To analyze the attitudes towards the influencer, how it differs from each other.



1. UNDERSTANDING INFLUENCER CHARACTERISTICS

1.1 Authenticity, trustworthiness, and opinion leadership on purchase intention

Influencers that have a strong sense of authenticity and match their own values with the items
they endorse lend credibility to their narratives. In a more detailed way, real experiences by
influencers for example without any financial concern and honest expressions have a positive
impact on the authenticity on top of that, building the audience's sense of trust more strongly.
Drawing from the prevailing concept of authenticity in marketing, defines influencer authenticity
as how much consumers perceive a social media influencer to act in alignment with their genuine
identity (Zniva et al., 2023). According to the consumers, authenticity is being unique, originality,
and sincerity (Fine, 2003). Influencers created a community with their audiences that they are
interacting through their social media accounts based on their lifestyle, experiences, and opinions.
Consumers and social media users follow influencer based on themselves lifestyle, uniqueness,
and trustworthiness. Influencers can be regarded as a symbol of different opinions and lifestyles
that have an impact on consumer’s purchase intention in a different way irrespective of language,
culture, and country. When contrasting online with traditional media outlets, online influencers
were perceived as more trustworthy sources for offering detailed and reflective information
(Johnson & Kaye, 2004). Authentic influencers view creating social media content not merely as
a way to satisfy followers or marketers, but primarily as an opportunity to genuinely enhance the
value they provide to their audience (Zniva et al., 2023). As seen, there is an endless interaction
between brands, influencers, and consumers. On the other hand, influencers may not consider the
authenticity too much. In other words, they give priority to their financial concern so they may not
show the reality to get sponsorship and promotions from brands. The notion that passion can make
up for a lack of transparency regarding commercial intentions could be labeled as an idealistic or
unrealistic form of authenticity, akin to a 'naive’ or ‘fairytale' perspective (Audrezet et al., 2020).
When promoting a product, it is essential to follow a structured approach in crafting messages
through stories that demonstrate the brand's authentic, relatable, and engaging connection with the
consumer (Hyne, 2018). Within this context, the relationship between influencer authenticity and
content quality is significant. Also, there are many influencers that have different levels of
authenticity and content. In other words, for some influencers financial concerns can be more
significant due to their priority, they may have more tendency to content in storytelling marketing
in a not transparent way so they may attract more attention of consumers and for entertainment
purposes. However, opinion leaders could be overstated and not fairly reflect reality
(Akdevelioglu & Kara, 2020). In general, authenticity means being genuineness and trustable

without any concern. To demonstrate the reality is the priority of the authentic influencers. Except



these, considering the mentioned above, it can be added that also consumers expectations are
different from influencers. More clearly, for some consumers being authentic is more valuable, on
the other hand, some followers more appreciate attractive content of storytelling marketing
because there is a consensus that good appealing content attracts more attention and can be more
entertaining. To finalize, success of the influencer depends on his/her interaction with its audiences
and building trust so have an impact on effective story telling marketing, consumer decision

making process and purchase intention attitudes.

Regarding trustworthiness, understanding how crucial reliability is to influencer
storytelling marketing and how it profoundly shapes audience opinions of products and brands is
essential. Trustworthiness is one of the cornerstones of storytelling marketing that has an impact
of consumers and brands. Customers' degree of confidence in influencers is directly correlated
with their readiness to absorb and internalize the marketing messages that are embedded in their
stories. In this dynamic relationship, trustworthiness play a key role and also serve as a medium.
In a more detailed way, trustworthiness in storytelling marketing help information flow easily.
Moreover, it creates an environment and atmosphere for long lasting relationships with the brands
and products that suggested by the influencers through social networking channels, in addition to
being receptive to the influencer's recommendations. Within this context, it can be said that
trustworthiness has correlation between storytelling marketing and so consumers’ decision making
process. Moreover, it is related with the content characteristics and source credibility. Also,
consumers tend to harbor skepticism towards the reviewer when the text is not so trustworthy.
(Agnihotri & Bhattacharya, 2016). Skepticism is therefore seen as a barrier that reduces the
influence of a narrative format on how people interpret and respond to future stories (Hauff et al.,
2014). One approach is to approach the message with skepticism meaning that a skeptical person
may not fully engage with the story but instead keep a distance from it (Escalas, 2007).Within this
context, it is significant to state that how influencers in storytelling marketing affect consumer
behavior and perception-shaping by taking trustworthiness into account. Consumers who are
skeptical about a company’s motives will not view the brand as trustworthy and will therefore
have a negative opinion of it (Patel et al., 2016). An influencer is an everyday individual who,
through their knowledge and expertise in a particular subject, has cultivated trust-based
connections with numerous social media audiences (Yu et al., 2023). When we consider
trustworthiness in a more detailed way, we can consider transparency, authenticity, consistency,
and reliability. Respectively, due to the social networking channels, financial concern, and
information pollution, transparency has become more significant more than ever. There is a

growing skepticism among the audience regarding advertising and other communication methods
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(Atiqg et al., 2022). Consumers often question how genuinely involved a company is in cause-
related marketing, which leads to skepticism about the brands' and influencer' advertising or claims
(Patel et al., 2016). The main reason is due to the tools of social networking channels and
technology, hiding the reality is not so difficult and consumer are mostly aware of this. If people
believe that the information sender has manipulative intentions, it will hinder their ability to
engage with and understand the story (Wentzel et al., 2010). Transparency is one the indispensable
part of trustworthiness. In other words, it has a building trust role and relationships with
influencers that are transparent about sponsorships, relationships, and their own product
experiences are more reliable. Indeed, being transparent about the commercial aspect of a post is
crucial to reduce perceptions of deceit and, consequently, mitigate negative reactions from
consumers (De Veirman & Hudders, 2019). One significant characteristic that influences people's
choices for communication channels and contents is undoubtedly transparency (Song et al., 2017).
When there is transparency, consumers are more likely to view the information offered in the
influencer's storytelling as authentic and trustworthy. Except these, consistency has an impact on
the trustworthiness. Continuing interaction between followers, consumers, and influencers may
help to build trust. This continuing interaction needs time, effort, and communication and this does
not have no end. Influencers are the users of social networking channels that posting and sharing
their experiences and daily activities. Also, in general, these influencers have a cooperation with
specific brands and when there is a long and strong cooperation between them, consumers may
find this influencers more trustable compared to who does not have. Moreover, influencers that
have values and some prominences in their life, and consistent to sharing these values and
prominences on their social networking channels may build trust between consumers and
influencers. Due to social media's unparalleled level of engagement, opinion leaders typically
develop close bonds with their followers (Delbaere et al., 2021). In other words, followers of them
may find more trustable thanks to the consistency that requires time and effort. Establishing a
consistent relationship with an influencer can align a product's branding with the influencer,
thereby influencing the brand's natural visibility within the content (Yu et al., 2023). Otherwise,
when there are inconsistencies, it may be difficult for followers to trust influencers and questions
may arise in their mind due to the lack of inconsistencies. Therefore, consistency is significant for
authentic narrative, trustworthiness, and maintaining. Discovered that the effectiveness of a
message is contingent upon the quantity of favorable characteristics possessed by the
communicators (Cheung et al., 2008). Last but not least, the thing that also related the factors that
mentioned above is building long term relationships. As mentioned above, trustworthiness
requires time and effort. Long term relationships and interactions between influencers and

consumers helps to build trust more firmly. Responding to consumers' questions irrespective of
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time and location help them to find influencers more trustable. Also, influencers willingness to
interact with their followers is significant for trustworthiness. Moreover, brands also give
prominence and priority to influencers that have long term relationships with their followers
because this is one of the demonstrations of trustworthiness and positive reputation that is also
vital for the brands. Reputation holds high value for both opinion leaders and their followers
(Lopez et al., 2021). Consequently, influencer storytelling to build trustworthiness, we may gain
a deeper understanding of how trustworthiness between consumers and influencers has an impact
on products. The format is becoming more and more popular since tales allow people to share
their experiences with a business and have the potential to earn the confidence of consumers,
which in turn helps to create a strong connection with them (Dhote & Kumar, 2019). Also,
exaggerated content diminishes the overall credibility and trustworthiness of the reviews (Zhang
et al.,, 2016). As seen, trustworthiness is vital for storytelling marketing and sustainable
relationships between consumers, influencers, and brands. These have an impact on each other

that cannot be replaced especially, in terms of the purchase intention.

Regarding opinion leadership, influencers are everywhere, all around us and the number of
influencers are increasing day to day. Contents, marketing, sales, and storytelling approach
impacted by the influencers. Influencers have an ability to shape these and have a strong impact
on their audiences. Nowadays, according to several researches, influencers are accepted as opinion
leaders. In other words, influencers have an impact on the followers’ behaviors and their purchase
intention. Opinion leaders are recognized for acting as role models in society, which affects the
opinions of those who follow them (Hwang, 2015). Also, the assertion is that interpersonal
communication holds greater persuasive influence compared to messages conveyed through mass
media in the context of opinion leadership (Hwang, 2015). Influencers post and share their
experiences, thoughts, and suggestions using social media such as Instagram, Facebook, and
TikTok as a picture or video. The rise of social media has created a channel through which opinion
leaders can effortlessly engage with their audience (Corréa et al., 2020). They also share their daily
activities including food, sport, and their children. This is how influencers communicate with their
followers. As seen, they create various forms of communication with their audiences to attract
their attention. Influencers and followers of influencers on social media, take into consideration to
influencers what they share, suggest, and experience. For followers and audiences, influencers
seem more close to them. In other words, audiences can reach influencers with one keystroke and
it makes them more close, trustable, and reachable. Many opinion leaders have built a relationship
and trust-based community with their followers, increasing the likelihood that followers will
follow their advice and trust the opinion leader (Akdevelioglu & Kara, 2020). Existing literature



frequently highlights that this form of communication is seen as more trustworthy, appears more
natural, and holds greater potential for reaching the intended target audiences in comparison to
online advertising conducted by businesses (Lou & Yuan, 2019). On behalf of this, there can be
various contributions to opinion leadership. As an example, the credibility of interactions between
influencers and consumers surpasses that of traditional advertising, given that persuasive messages
seamlessly integrate into the daily narratives shared by the influencer (Abidin, 2016). The degree
to which a message or influencer may change the attitudes, beliefs, or behaviors of their audience
is known as perceived persuasiveness. The capacity of an influencer to provide relatable, genuine
material that appeals to followers increases their persuasiveness in the context of influencer
marketing. This is frequently accomplished by forging a personal bond and regularly sharing
stories that reflect the interests and values of the audience. Except these, trustworthiness,
uniqueness, ability to create different and attractive content, and informativeness play a significant
role in influencer opinion leadership. Followers experience a perception of a personal, face-to-
face connection with influencers, rendering them more inclined to be influenced by the influencers'
opinions and recommendations (Colliander & Dahlen, 2011). In the realm of marketing, influencer
marketing is perceived as an innovative strategy wherein the impact of opinion leaders plays a
pivotal role in shaping consumers' purchasing choices and raising brand awareness (Venciute et
al., 2023).

1.2 Parasocial relationships and source credibility on purchase intention

Parasocial relationship has a deep influence on consumers to shape the consumer behavior,
and also it emphasizes social media influencers and social media channels’ dynamics in regards
to storytelling marketing. Relationship between influencer and audience has an impact in different
ways. A compelling connection between influencers and consumers, coupled with influential
opinion leadership, can serve as a potent and persuasive force in shaping consumer behavior
(Conde & Casais, 2023). Parasocial relationship is part of storytelling marketing and influencers.
A parasocial relationship refers to a connection established between an actor or influencer and
their audience (Yuan et al., 2021). Social media channels have become a significant part of our
lives ranging from children to elderly people and has an impact on relationships especially in terms
of fostering relationships. Consumers frequently seek direct, interactive engagement with their
preferred influencers on social media, aspiring to experience a sense of affiliation,
acknowledgment, and responsiveness from those they admire (Aw et al., 2022). Social media has
simplified the process for influencers to establish robust parasocial connections (Yudha, 2023).

Also, parasocial relationship between influencers and followers has an impact on consumer
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purchase intention so marketing and storytelling. There is a strong correlation between them.
Additionally, elaborating on the idea that consumers who form parasocial relationships with
influencers typically exhibit a greater inclination to buy products endorsed by these influencers
(Fazli-Salehi et al., 2022). The significance of a parasocial relationship has been identified in the
field of marketing (Sokolova & Perez, 2020). Except for these, audiences or followers can find
influencers attractive in terms of physical appearance or emotion so they can give attention to
these influencers’ thoughts and lifestyles. As mentioned above, there is a strong correlation
between storytelling marketing and parasocial relationships. In a more detailed way, in storytelling
marketing and parasocial relationships, consumer engagement, attracting attention bears
significance and creates trustworthiness, attractiveness, and emotional connections with the
audience. Impactful storytelling approaches created by the social media influencers may enlarge
the perspective of parasocial relationships. Moreover, it may strengthen the interaction between
brand, influencer, and followers. The key point can be regarded as an emotional connection with
brands and influencers. In other words, it is cultivating a feeling of closeness and emotional
connection. Parasocial relationship is an indispensable part of storytelling marketing, it is also
important for selling. If a brand communicates genuine and relatable narratives, it has the potential
to strengthen trust and credibility among its audience. Trustworthiness is also significant in
parasocial relationships. Influencers often build trust by sharing personal stories and experiences,
allowing their followers to feel a sense of authenticity and reliability. When we come to the
audience involvement, storytelling marketing is engaging narratives encouraging audience
participation and involvement. Storytelling invites consumers to become a part of the brand's
journey or narrative. Also, parasocial relationships have a similar role in this context. More clearly,
parasocial relationships involve a one-sided connection, but storytelling can make followers feel
more involved by immersing them in the influencer's experiences or adventures. Moreover, both
of them have the ability to sustain long term connections between their customers and influencers.
Also, Instagram followers validate the notable impact of both opinion leadership and parasocial
relationships in the integrated model. The findings propose a more pronounced influence of
parasocial relationships compared to opinion leadership on followers' intent to make purchases in
influencer marketing (Farivar et al., 2021). As seen, there is a strong correlation between
storytelling marketing and parasocial relationships and according to researchers, this correlation
is getting more influence thanks to the social media networks including Instagram, Facebook, and
Tik-Tok. Also, various contents might increase thanks to this interaction and dimensions of the
storytelling perspective can be impacted in different ways. Audience is also an indispensable part
of the parasocial relationship so purchase intention, storytelling marketing, and contents are

significant for the audience to attract their attention and make a difference with other marketing
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strategies. In other words, these all depend on the audiences’ imagination and persuasive power
of the content in this way the purchase intention of consumers may be affected by these in a
positive or negative way. Existing literature has proposed the parasocial relationship as a pivotal
concept influencing followers' behavioral intentions, including their inclination to heed the
influencer's guidance and make purchasing decisions (Colliander & Dahlén, 2011). Consequently,
parasocial relationships are the cornerstone of the storytelling marketing, influencers, and social
networking channels and the interaction between them shapes contents, purchase intention,

followers, other influencers, brands, and sectors that in a cooperation.

Regarding influencer credibility, it has become a phenomenon. It includes trustworthiness,
attractiveness, and reliability. Influencer credibility act as source credibility for the audience. The
persuasiveness of a message or communicator is significantly influenced by the credibility of the
source (Lou & Yuan, 2019). In the context of social media and digital marketing, influencers often
build credibility by establishing expertise in a particular niche, maintaining transparency, and
cultivating a genuine connection with their followers to continuous interaction between their
audiences. (AlFarraj et al., 2021). Influencers that are credible, are more likely to be trusted by
their audience, making their recommendations and endorsements more influential and impactful
(Crnjak-Karanovic et al., 2023). In particular, the act of purchasing can be influenced by how
credible the source is perceived to be (AlFarraj et al., 2021). Therefore, questions may arise about
the credibility of the influencers. It can be said that it has an impact on purchasing decisions that
are proposed products by influencers. However, influencers can consider the financial concerns
and in this context influencer credibility and trustworthiness bear significance both for followers
and the influencers. In a more detailed way, occasionally, identifying sponsored content can be
challenging, making it difficult to determine if an influencer is presenting the product impartially.
Specifically, consumers are inclined to view an influencer as more trustworthy when there is no
sponsorship involved, especially when the influencer explicitly emphasizes that the content is not
sponsored (Stubb and Colliander, 2019). When an influencer shares a message, the argument is
that the visibility of the sponsorship may not harm the brand directly but could raise doubts about
the influencer's expertise and credibility (Crnjak-Karanovic et al., 2023). As seen, influencer
credibility is related with the exact information about products that they are using and they like to
use without any financial concern. It is significant to suggest by influencers that which they are
really using and worth to suggest to their followers. There are many followers that are interacting,

sharing comments, and complaining. Therefore, in terms of the reputation of both brands and



influencers, credibility is a vital element. Otherwise, if influencers suggest the product with their
financial concern and cooperation with the brands or companies, the outcomes can be negative for
followers. Moreover, if influencers know that this product is not suitable for using, but still sharing
stories or posts and suggesting the products, followers can still buy. However, there are many
products that can not be safe to use. In a more detailed way, nowadays, influencers are sharing the
make up products and skin care routines with their followers. Followers can trust the influencer
without checking the ingredients of it. But, there are many products that are not suitable for many
people. Research suggests that a majority of consumers gather information about products or
services on social networks, primarily through searching and reading reviews to obtain more
objective insights (Cernikovaite, 2019). Therefore, sharing the products that really work for the
determined purposes of the brand and product is significant. However, as mentioned above, not
all the influencers can be trustable and credible. There are some influencers that they do not
consider about the outcomes of the products which they suggest. Followers can see the differences
between influencers and thanks to the comments. Therefore, there are some influencers that have
more followers. Moreover, when these influencers suggest something, instantly the product can
be out of stock and this is not a coincidence. There are some influencers that are more credible
and followers of these influencers give prominence to these influencers' opinions and what they
suggest. As mentioned above, nowadays, influencers are known as the opinion leaders of social
networking channels whether they have reputation in good way or not. These levels depend on the
influencer credibility and information that they are giving to their followers. Last but not least,
although influencer credibility is significant and there are some influencers that may not be
credible and trustable, followers of influencers can discriminate between influencer to influencer.
Also, getting information has an impact on the purchasing decision. There are many alternatives
that can be confusing to choose the suitable one. In this context, social networking channels such
as Instagram, TikTok, and YouTube, have the ability to give information with pictures and videos.
In consequence, above mentioned, influencer credibility is crucial and also related with
storytelling marketing. Influencers, thanks to the storytelling marketing approach may increase
their credibility in this way their reputation may be affected in a good way and come to the
forefront among other influencers. Storytelling includes stories, experiences, and sometimes real
lives. In this context, there is a strong correlation between them. Storytelling marketing can give

followers reliability about the products and contribute to the influencer credibility in a positive
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way because of the emotional connection, consistent messaging, authority, and memorable

engagement with the audience.

1.3 The Role of Post Attractiveness, Perceived Informativeness, and Usefulness of Content

Influencers' content performance is largely dependent on how visually appealing their
postings are, as this can have a big impact on how interesting and shareable they are. Aside from
physical beauty, other aspects of attractiveness in the context of influencer marketing include
personality, charisma, relatability, and the general aesthetic of their posts. Attractiveness is a key
visual characteristic of an influencer's appeal that shapes a target consumer's belief that a social
media influencer (SMI) is a trendsetter (Ki & Kim, 2019). Attractive influencers tend to get more
attention, but what really makes an impact is their capacity to engage their audience. Authenticity,
personal branding, and content that speaks to followers' values and goals can all help build this
relationship. Influencers frequently use an established blend of emotional appeal and visual appeal
to achieve post attractiveness. Taste is linked to a person’s preferences and evaluations of aesthetic
objects or designs (Hoyer & Stokburger- Sauer, 2012). Well-written photos or videos, captivating
imagery, and a tone that complements the influencer's personal brand are the characteristics of an
appealing post. Influencers sometimes make themselves more attractive by emphasizing aspects
of their lifestyle, applying filters, or altering their posts to show a carefully polished picture of
their existence. Physical appeal is closely linked to the initial judgment formed about an individual,
influenced by the endorser's attributes and characteristics, such as facial appearance, height, and
body weight (Bardia et al., 2011). This might encourage followers to follow or conform to their
ideal way of life. Since audiences are more likely to be affected by a post's aesthetics and emotional
appeal which take into account both the influencer's physical attributes and the narrative they
portray, the pursuit of attractiveness in content creation is particularly powerful for them. As a
result, a target consumer who finds an SMI's Instagram content visually appealing is more likely
to form a positive attitude toward the SMI and consider them a trendsetter (Ki & Kim, 2019). But
placing too much focus on post attractiveness might raise concerns about authenticity, particularly

if the content seems unduly stylized.

Important elements that affect how their audience interacts with and reacts to their posts
on social media are the usefulness and perceived informativeness of the content that influencers
publish. How useful or actionable the content is for the audience helping them meet their
requirements or solve problems is referred to as usefulness. For instance, giving helpful tips or
productivity advise.Regarding Perceived informativeness, expert viewpoints, industry insights, or

thorough explanations that broaden the audience's knowledge are examples of content that is
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valued for its depth and relevance. This is known as perceived informativeness. Previous research
has shown that a strong alignment between the influencer and the brand is essential for achieving
favorable brand outcomes (Hudders et al., 2021). An influencer is offering their audience useful
information, insights, or guidance when they post content that is seen as informative. Influencers
produce content designed to capture the attention of customers (Cheung et al., 2022). This could
contain product suggestions, instructional advice, how-to manuals, and industry trend updates.
Followers are more inclined to regard an influencer as a trustworthy source of information if the
content is knowledgeable and useful. The usefulness of content is highlighted as a crucial aspect
of influencer marketing, enabling differentiation and serving as a marker of trustworthiness. The
degree to which the content is appropriate and useful to the lives of the followers is referred to as
usefulness. An influencer who posts vacation advice, inexpensive meal ideas, or productivity
strategies, for instance, provides things that directly assists their audience in making decisions or
resolving issues. It has been observed that when consumers make purchasing decisions, they tend
to rely significantly on information, advice, and expert opinions from their personal network,
which contributes to increased sales through positive purchasing behavior (Rui et al., 2013).
Followers are more inclined to interact with information, trust the influencer, and act on the advice
given when they believe it to be helpful. Influencers become recognized as authoritative figures
in their field when they regularly post educational and practical information. This combination
builds loyalty and improves the relationship with their audience. Influencers who comprehend
their requirements and offer ideas or solutions that improve or ease their lives are valued by their

followers.

Perceived informativeness, utility, and post attractiveness all have a significant impact on
attitudes toward the influencer and the product. These individuals, referred to as influencers, are
independent third parties recognized for their ability to influence the attitudes of their social media
followers (Freberg et al., 2011). Both product evaluations and the influencer's credibility are
significantly influenced by post attractiveness. A post that is visually appealing and consistent
with the influencer's personal brand might draw attention and create a favorable perception of the
product. From the viewpoint of influencers, elements like post quality, incorporation of aesthetic
elements, and active engagement significantly contribute to their popularity (Arora, et al., 2019).
Influencers that produce visually appealing posts attract followers and increase their openness to
the message they are spreading. In order to build trust, a post's perceived informativeness and
utility should take precedence above its aesthetic appeal. Followers are more likely to develop
favorable opinions about the product being promoted when they believe the influencer's content

to be instructive, perceptive, or useful in real-world situations.
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All of these components interact in order to shape attitudes toward the influencer.
Influencers that produce aesthetically pleasing, educational, and practical material are more likely
to be regarded as reliable, informed, and approachable, all of which strengthen their relationship
with their followers. Influencers emerge on social media, where they establish and nurture direct
connections with a wide audience, aiming to inform, entertain, and possibly influence their
followers' thoughts, attitudes, and behaviors (Dhanesh and Duthler, 2019). Followers form a
favorable opinion of an influencer when they receive information that speaks to their beliefs and
needs, which increases the possibility that they will interact with the influencer's suggestions for
products and other content in the future. When followers believe that influencers are being
compensated for their promotional activities, it can undermine their credibility. However,
credibility remains crucial for fostering positive attitudes toward the influencer (Belanche et al.,
2021). As a result, the influencer's personal brand and authority are strengthened, increasing their

ability to influence customer behavior.

In summary, an influencer's content's perceived informativeness and usefulness are
important factors affecting audience behavior. These attributes are essential for long-term success
on social media because they inspire followers to interact with the content, have faith in the

influencer's decision-making, and create closer relationships.
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2. THE IMPACT OF SOCIAL MEDIA AND INFLUENCER MARKETING

ON PURCHASE INTENTION

In the last few decades using social media has become quite common thanks to the
technology, internet, globalization, and electronic devices. Nowadays, most people have started
to use social media ranging from children to elderly. Influencers are key players of social
networking channels. Individuals who wield influence on others through social media are
commonly known as influencers (Gerrath & Usrey, 2020). Influencers are individuals contributing
to social media, earning significant recognition from their audience and building a dedicated
following (De Veirman et al., 2019). They communicate with their audiences through sharing
pictures and videos in this way they create their social networking persona in different fields
ranging from fashion to beauty. Thanks to their followers on social networking channels, they
might be popular and reach larger groups from all around the world and cultures including
different age groups. Audiences have aright to follow, comment, and ask questions to influencers,
in this way there is a creation of interaction between social media influencers and their followers.
Social media users indicate that their main motives for following other users include seeking
insights into others' lives and deriving enjoyment and pleasure from the content (Sheldon &
Bryant, 2016). In the realm of marketing, influencer marketing is perceived as an innovative
strategy wherein the impact of opinion leaders plays a pivotal role in shaping consumers'
purchasing decisions and raising brand awareness (Venciute et al., 2023). It is commonly
described as a marketing approach where businesses allocate resources to specific influencers,
who, in turn, promote their brands by sharing tailored content on social media with their intended
audience (Giles & Edwards, 2018). The main reason why people that use social media and
following influencers is to get informed about the trends, brands, lifestyles, and experiences of
influencers. Also, there is a social interaction with likes and comments between followers of social
networking channels and influencers. In general, influencers give prominence to aesthetics, using
luxury brands, fine dining restaurants, and posting or sharing stories actively on their social media
accounts to attract followers’ attention. Choosing influencers who share more unique content
compared to posts from others, have a substantial following, and include more clickable mentions
and links in sponsored posts can improve effectiveness (Leung et al., 2022). Influencers are
regarded as opinion leaders so their characteristics such as trustworthiness, attractiveness,
credibility have an impact on purchase intention and are related with the storytelling marketing.
Attributes of posts or content that enhance the effectiveness of influencer marketing encompass
the uniqueness and originality of the content (Casalo et al., 2020). The aim of storytelling is to

cultivate trust and involve customers (Gupta & Kumar, 2013). Companies and brands have shown
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considerable interest in social media influencers, viewing them not only as potential marketing
channels but also as valuable assets for social relationships with whom they can collaborate
(Masuda et al., 2022). If an opinion leader reveals a collaboration with a brand or company when
making a post, followers might see the opinion leader as more trustworthy, thereby lessening
potential negative reactions arising from the collaboration (Sah et al., 2018). This situation is also

significant in terms of brands.

As seen, nowadays, we can follow trends through influencers. In other words, we get news
about brands such as new comings, colors, and trends through influencers of social media. This
inevitably has an impact on our followers' purchasing intention. This interaction shapes the
marketing approach. Our findings indicate that augmenting the budget allocated to influencer
marketing is correlated with heightened consumer engagement. Also, influencer marketing
agreements empower influencers to communicate brand-related information to their target
audience, distinguishing it from conventional brand- or user-generated content (Leung et al.,
2022). Consequently, storytelling marketing shaped by influencers, brands, marketing, and social
networking channels is key players of today’s marketing approach and strategy. Moreover, it is
developing day to day thanks to the emergence of the new influencers from different concepts
such as beauty, fashion, health living, psychology and more. Interaction is increasing, content
variety is also increasing, unique content and successful storytelling bears significance to be

outstanding among social media influencers and purchase intention so selling and getting profit.
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3. THE ROLE OF DIGITAL STORYTELLING IN INFLUENCER
MARKETING
3.1 Storytelling content quality

Storytelling is a significant element of marketing approach. It has become a phenomenon
in the last few decades thanks to the influencers. One of the best strategies for building an
emotional bond with clients is to use storytelling (Dhote & Kumar, 2019). It is a potent and
enduring mode of communication that combines spoken and visual elements to educate, inform,
and entertain an audience (Spanjaard et al., 2022). Storytelling marketing arrive to convey a
message, provide entertainment, and offer education (Baruch, 2008). In contrast to basic gestures
or sounds, storytelling is emotionally more intricate and proves to be more impactful in terms of
faithfulness, memorability, and the volume of information that can be conveyed (Yang, 2013).
However, storytelling is not a new approach of marketing. It has been a part of our lives for a long
time. Nowadays, the content of storytelling marketing has changed compared to the previous
years. It has become more efficient thanks to the social networking channels. Influencers can
create their contents in different ways using different tools of social media. In other words, they
can be more creative without restricting themselves. Moreover, they can create their content with
low payments. Therefore, there are many storytelling marketing on social media with promoting
brands and products and attracting followers and consumers’ attention greatly. Providing
interaction between followers and influencers in this way there is a creation of a social
environment that consists of the developing and continuing relationship. Although there are many
storytelling of influencers, not all of them attract followers' attention. In storytelling marketing, it
is significant to attract attention with content, music, and enjoyment. A "quality"” narrative should
render the storyteller's creation and the receiver's interpretation of the story credible and enjoyable
(Van Laer et al., 2014). Also, it has to be persuasive to impact audiences’ purchase intention.
Therefore, creating influential storytelling bears significance for both influencers and brands. It
may have an impact on the reputation, appearance, and popularity of the brand and influencer.
People give attention to stories because they combine with their previous knowledge so
storytelling with phrasemaking and influencers’ approach, new dimensions in storytelling can be
created. Moreover, storytelling has no end, developing and changing day to day. As seen,
storytelling is one of the cornerstones of marketing and it is an important strategy that influencers,
social networking channels including Instagram, YouTube, Facebook, and TikTok, brands, and
more significantly followers that contribute storytelling marketing, profits, reputation, popularity,
and purchase intention. Moreover, storytelling marketing helps followers to imagine more with

the help of their previous knowledge and experiments. Furthermore, storytelling owing to their
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emotional depth, narratives containing contextual cues aid in the retrieval of information from
one's long-term memory (Yang, 2013). In consequence, storytelling is an indispensable part of
social networking channels, influencers, brands, and followers that will continue to be part of our

lives.

The findings indicate that, while storytelling can effectively captivate audiences,
influencers may unintentionally misrepresent the real worth of the information through selective
attention and confirmation bias. Furthermore, the purposeful use of dynamic technologies such as
Instagram stories demonstrates their planned approach to amplifying the narrative and making it

more memorable for followers.

3.2 Examining the impact of digital storytelling in social media marketing on the basis of

purchase attitudes

The fear of missing out (FOMO), the way influencers tell stories, and how well a brand
and influencer's identities match all work together to strongly affect how customers feel and make
purchase decisions in the fast-changing world of social media marketing.When employed
strategically, storytelling has the power to concentrate, align, and ignite the human energy
essential for achieving the identified strategic vision of your company and establishing the desired
positioning for your brand (Baker, 2014). FOMO, or the fear of missing out, is individuals'
negative emotional state upon realizing that enjoyable and personally significant events are
occurring nearby. Yet, they are not present to partake in or witness these brief moments (Hayran,
2016). Regarding how fear of missing out affects purchase attitudes, FOMO directs a consumer's
hesitation and resistance to consent to an action by creating a perception of scarcity through limited
and limited-number or limited-time deals (Hodkinson, 2019). In other words, when influencers
build storytelling that a product or content offers unique experiences that are likely to be missed,
this can create FOMO in the consumer and directly the consumer's purchasing preferences because
the storytelling directly affects their desires and attitudes (Mora & Livat, 2013). Thus, thanks to
storytelling, it can trigger behaviors in the audience and improve the individual's awareness and
emotional understanding (Woodside, 2010). Namely, awareness in the emotional understanding
of the individual creates the feeling that he should not miss a unique experience or a product that
is difficult to reach with limited stocks, causing him to desire that product more, thus increasing

his purchasing intention.

Fear of missing out produced by influencers' narratives not only impacts people's
emotional states but also has a substantial impact on their purchase decisions. Creating a sense of

scarcity via narrative causes customer reluctance and resistance. Influencers that effectively use
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FOMO in their storytelling have the ability to drive audience activity, raise individual awareness,
and eventually enhance buy intentions. Another parameter is brand perception; Influencers play a
role in shaping the consumer's brand perception by using storytelling. In other words, if the
influencer's identity that the brand collaborates with is compatible with the identity of the brand,
it can have a positive impact on the consumer's purchasing decision. In that regard, since a
parasocial relationship serves as a conduit between an influencer and their audience, it is beneficial
(Yuan, 2021). because when it comes to social media, parasocial refers to a perceived relationship
between consumers and influencers that may not actually exist. The Fear of Missing Out is
intimately woven into customers' emotional and behavioral dynamics, as seen by influencer tales.
The skillful use of narrative not only influences people's emotional states, but it also has a
significant impact on their purchase decisions, generating a sense of scarcity that leads to increased
desire and buying intentions. Furthermore, the alignment of brand and influencer identities
emerges as a crucial aspect in shaping customer views and decisions. The notion of a Parasocial
relationship emphasizes the importance of influencers in brand association, highlighting the
possibility for customers to change their purchasing habits based on a perceived link with the
influencer's identity. Influencers continue to leverage the power of FOMO and storytelling, not
only driving audience engagement but also contributing considerably to the intricate interplay of

emotions and perceptions that determine consumer purchase behavior.
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4. APPLYING THE INFORMATION ADOPTION MODEL

Social networking channels, internet, and technology started to occupy our lives more than
ever. Thanks to the internet and technology, social networking channels are on our mobile phones
and computers from morning to evening. In other words, social networking channels offer
audiences endless interaction with influencers irrespective of time, environment, country, and
culture, enabling continuous interaction. People now have the ability to connect without any time

restrictions, shaping their interests in areas such as food, sports, design, and style.

As a result, shopping methods have changed significantly over the last few decades. Nowadays,
people can easily access product information compared to the past. They can learn about products
from the influencers they follow and access reviews on the internet, which influence their purchase
intentions. Influencers and consumers who experience products can effortlessly share their
comments with a global audience. Online consumer behavior is significantly influenced by the

extent of comments on the internet and their pertinence to the topic (Hussain et al., 2017).

In addition, influencers can create storytelling content and reach millions of people with
just one keystroke. The information provided by highly credible sources is seen as valuable and
trustworthy, enhancing the process of knowledge transfer (Ko et al., 2005). This trust also impacts
brand perception. However, while accessing information has become easier, content and
information pollution have also emerged as challenges. These issues arise from factors such as the
growing number of brands, influencers, shopping sites, and advertisements, driven by financial
concerns. appealing content has become common among influencers and in storytelling marketing
as a strategy to attract attention and stand out. The information consumers gather about companies,
goods, and services online influences their purchase decisions (Ismagilova et al., 2020). Within
this context, the Information Adoption Model can be highly beneficial. Although various models
examine consumer behavior in online environments, the Information Adoption Model is
frequently used in current studies due to its relevance in understanding how individuals adopt and
process information in digital spaces (Filieri & McLeay, 2013).The initial purpose of the
Information Adoption Model was to better understand how people develop intentions to embrace
knowledge about specific recommended behaviors, ideas, or technologies (Sussman and Siegal,
2003). The model explains how individuals perceive the information found in computer-mediated
communication platforms and how that perception influences their intentions and behaviors (Ersen
et al., 2020). Research indicates that consumers' online information processing and behavior are

enhanced by content from highly credible sources (Ismagilova et al., 2020).
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According to the Information Adoption Model, information usefulness influences
information adoption behavior. In turn, information usefulness is determined by the quality of the
argument and the credibility of the source from which the message originates (Cheung et al.,
2008). The model helps us understand the influences on consumers who are affected by influencers
and storytelling marketing. It demonstrates how purchase intention, product knowledge,

storytelling marketing, and influencers are interconnected.

In conclusion, aligned with the Information Adoption Model, this study suggests that the
quality of arguments, source credibility, and tie strength impact consumers' purchase decisions by

influencing their evaluation of the usefulness of the product (Zhu et al., 2015).

Considering what mentioned above, when it comes to understanding how influencers'
storytelling and content characteristics affects brand perception and customer purchase intentions,
the Information Adoption Model seems relevant. This approach emphasizes how important
information quality and source reliability are to the adoption process. Consumers view influencers
as reliable sources of information when they come across as genuine, honest, and knowledgeable.
This aligns with my research on these qualities and their impact on how people perceive
influencers. Also, reinforces the importance of emotional and cognitive responses. In addition,
IAM highlights trust as a critical component of information adoption, which aligns with the
examination of the connection among consumer trust, influencer credibility, and content quality.
Lastly, the model reflects investigation into how customers' engagement with influencers'
storytelling translates into purchase intentions by relating information adoption to behavioral
intentions. The Information Adoption Model highlights the importance of authenticity, reliability
in influencer marketing, and content quality. It offers a framework for understanding how

influencer storytelling influences customers' intentions to make a purchase.
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5. METHODOLOGY

5.1 Purpose of the research and research model

This study's main goal is to investigate how beauty influencers on social media affect
consumers' intentions to make purchases, especially when viewed through the perspective of
storytelling marketing. With social media influencers at the forefront, storytelling has emerged as
a powerful tool in the modern digital landscape for influencing customer behavior. Since media
use is so common, this application is referred to as social behavior (Tian et al., 2022). The aim of
this study is to examine the characteristics of influencers, the role of storytelling in marketing and
its credibility, and how beauty influencers' content influences purchase intentions. Psychological
demands arise from the ongoing interplay between individuals and outside stimulants (llleris,
2003). This study is crucial because it looks at how influencer traits such as authenticity,
trustworthiness, and leadership directly affect storytelling. It also examines how these traits can
subtly increase or decrease the impact of storytelling, making it valuable for both research and
practical use. As such, its objective is to offer a comprehensive understanding of consumer
psychology and practical recommendations for marketers who want to create more efficient use

of influencer relationships.

The decision to focus on beauty influencers in this study arises from their significant role
in impacting consumer behavior, notably in the beauty and cosmetics industries. Influencers are
individuals with a large social media following who can significantly impact their audience's
opinions, preferences, and purchasing decisions through their content and endorsements (Lopez
& Islam, 2021). Beauty influencers are active on social media platforms, where they engage with
their fans in a highly visual and interactive manner. Their ability to demonstrate product usage,
share personal experiences, and provide thorough advice makes them very effective at influencing
consumer decisions in this industry. Beauty influencers frequently use storytelling to attract their
audience. This provides a fertile ground for investigating the effects of storytelling on consumer
trust, perceived authenticity, and purchase intentions. Because the beauty industry is strongly
reliant on trust and perceived efficacy, it is critical to understand how narrative affects influencer
traits such as authenticity and trustworthiness, as well as how they influence customer behavior.
Furthermore, beauty influencers have significant, dedicated followings, making them extremely

powerful in purchasing decisions.

To achieve the target of this research, the study employs the Information Adoption Model.
The Information Adoption Model paradigm emphasizes elements like information utility, source

reliability, argument quality, and social impact to explain how people absorb and use information
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made available through digital platforms. Information adoption is influenced by the degree of
utility of the information, which is determined by the quality of the argument and the credibility
of the source (Cheung et al., 2008). This model clarifies how users view, assess, and absorb content
shared by influencers in the context of social media. Followers are more likely to accept the
information and act upon it, boosting their purchase intentions if they find the content valuable,

the influencer reliable, and their arguments persuasive.

Through the analysis of these components, the model provides a means of comprehending the
circumstances in which social media content stimulates increased interaction and customer

behavior.

Figure 1
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The Information Adoption Model provides a thorough understanding of the ways in which
influencers affect purchasing decisions. The approach places emphasis on comprehending the
attributes of the influencer, specifically their credibility, proficiency, and genuineness. These
characteristics are thought to serve as foundational elements in how followers understand the

influencer and the message they're spreading.

The model recognizes the essential role of high-quality content in acting as a mediator. A
credible, genuine influencer with engaging content is more likely to impact a follower's perception
of a product. While the credibility of influencers is crucial, consumers also consider the product's
perceived benefit when making a purchase. The model essentially suggests that a successful
influencer marketing effort requires a product that meets the target audience's needs, high-quality
content, and a credible influencer. If followers perceive that an influencer is being dishonest about

a product, they are likely to lose confidence in both the influencer and the brand as a whole.

In conclusion, according to the Information Adoption Model, a combination of a credible
influencer, high-quality content, and a product that resonates with the target audience is necessary

for an influencer marketing campaign to succeed.
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5.2 Hypotheses of the study

The usefulness of the content is impacted by how informative the content provided by
social media influencers is. Influencers are more likely to be successful on social media when their
communication strategies are centered on sharing informative content (Sharma 2023). Influencers
may assist followers make better decisions about whether a cosmetic product is right for them by
giving them thorough and useful information. Influencers are masters at producing sophisticated
and successful content (Enke & Borchers, 2019). Because it provides answers to often asked, this
kind of content becomes beneficial. Therefore, followers will trust influencers' branded content if
it is informative (Lou & Yuan, 2019). Influencer marketing research indicates that followers
follow influencers because they provide captivating and informative information (Ki et al., 2020).
By enlightening their followers and increasing their self-assurance in their choices, influencers
produce significant and trustworthy material. Given that the product categories in this sector are
health-sensitive, we anticipated that consumers would think about how these products might affect
their health and would therefore check the information from multiple sources before making a
purchase (Unalmus et al., 2024).

H1: The informativeness of the content shared by social media beauty influencers positively
affects the usefulness of the content.

The utility of influencer content is positively impacted by its persuasiveness. Perceived
informativeness refers to consumers' general perceptions of the quality and characteristics of the
information provided in online reviews (Zhang et al., 2014). By suggesting that both source
credibility and the perceived volume of online reviews are crucial heuristic factors influencing
consumers' purchase intentions (Zhang et al., 2014). Content that inspires people to try a product
and makes them believe in it is known as persuasive content. An influencer can persuade followers
to believe in a product. It is easy to persuade consumers who have good attitudes about a product
or topic, and most advertising aim to modify negative attitudes, reinforce positive attitudes, and
influence consumers (Talih Akkaya et al., 2017). To support their message, the influencer may
also display glowing outcomes or inspire positive emotions. Making the audience believe that

the product works and is worthwhile makes the material valuable in addition to being persuasive.

H2: The persuasiveness of beauty influencer content positively influences the usefulness of the
content.

The perceived usefulness of the content is positively impacted by posts' aesthetic appeal.

Influencers strongly influence their followers' decisions by creating visually appealing profiles
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that allow them to express their interests and viewpoints (Van Reijmersdal et al., 2022). People
are drawn in and motivated to learn more by posts that are visually appealing. When it comes to
beauty products, this usually translates into clear, stunning photos or videos that demonstrate the
product in action. Therefore, the appeal of a post can influence personal preferences (Verhagen et
al., 2012). An influencer might, for instance, produce a lesson that demonstrates how to apply
eyeshadow step-by-step, including close-ups of the application procedure and blending methods.
The post is more interesting and fun to view when it has vibrant colors, lovely backdrops, or
imaginative layouts. Engaging images or captivating activity posts can draw casual fans to interact
by liking and commenting, whereas well-crafted, professional content is more likely to appeal to
dedicated fans, encouraging them to respond and share (Chang et al., 2015). Followers are more
likely to trust an influencer and think the information is worthwhile when they see a post that

appears polished and professional.

H3: The attractiveness of posts contributes positively to the perceived usefulness of the content.

A crucial concept in the literature on celebrity endorsements (Schimmelpfennig and Hunt,
2020). The influencer's credibility as a source has a favorable effect on the content's usefulness.
Influencers must possess a high degree of competence and reliability in order to establish a
trustworthy image among their social media followers (Schouten et al., 2020). Influencers who
are regarded as trustworthy, knowledgeable, and honest have a higher chance of earning the trust
of their followers. An influencer having appropriate professional experience or knowledge of the
topic, for instance, is given greater importance. When an influencer promotes goods that are more
or less in line with their style, it is hypothesized that this influences followers' opinions of the
influencer and their assessments of their credibility, which in turn affects a range of behavioral
reactions (Belanche et al., 2021). If an influencer's assessment contains trustworthy information
or proof to back up their assertions, followers are more likely to believe it. However, if an
influencer is seen as putting their own interests ahead of making sincere and objective
recommendations, their reputation may be diminished. Because the influencer has received
payment for sponsoring the product, their reputation may be damaged if followers think the
information they post is biased (Djafarova and Bowes, 2020). As a result of this if they think they
are not credible, some outcomes may arise. Viewers of these kinds of messaging may develop
unfavorable opinions about the influencer's credibility as a result (De Veirman and Hudders,
2020). As seen, Influencers' content is valued more when followers believe they are genuine and

knowledgeable.
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H4: The credibility of the beauty influencer as a source positively impacts the perceived usefulness
of the content.

Attitudes about the influencer are positively impacted by their authenticity. Influencers
who are genuine connect with their audience by sharing realistic, real-life stories. The ability of a
person to experience and communicate who they really are in social situations is known as online
authenticity (Lim et al., 2015). Influencers who are genuine and honest with their audience gain
their trust and develop closer emotional bonds. The brand are going to disappear long if the
influencer comes across as insincere (Harries and Rae, 2011). Consumers today seek out real
influencers, believing that those who are not genuine are merely trying to boost sales to boost their
own earnings (Audrezet et al., 2020). They gain greater respect and admiration as a result, which
enhances their reputation in general. Customers could perceive influencers' lack of genuineness as

a potential sign of dishonesty in their business partnerships (Arnesson, 2022).

H5: The authenticity of the beauty influencer positively influences attitudes toward the influencer.

Attitudes about social media influencers are positively impacted by parasocial relations
with them. The one-sided relationship followers believe they have with an influencer on social
media is referred to as a parasocial relationship (Cohen, 2014). When followers feel an attachment
to an influencer while never having met, this is known as a parasocial relationship. Recent research
has looked at how followers and social media influencers create parasocial relationships (Farivar
et al., 2021). Factors like the physical and social attractiveness of influencers (Lee & Watkins,
2016). Social media platforms make it simple for users to connect with others who share their
interests and encourage regular user interaction, which fosters the growth of parasocial
relationships (Bane et al., 2010). Followers' feelings toward the influencer are strengthened by this
imagined intimacy, which increases the likelihood that they will admire their opinions. Because
the influencer's and the post's attributes are similar, we propose that the influencer's post type will
mitigate the impact of parasocial relationships and opinion leadership on followers' purchase

intentions (Farivar et al., 2021).

H6: Parasocial relationships with social media beauty influencers positively influence attitudes
toward influencers.

Attitudes toward the influencer are positively impacted by the content's perceived utility.
The significance of content is highlighted even in definitions that characterize influencers as

creators of content (Lou and Yuan, 2019). Social media content serves as a powerful tool that can
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shape customer perceptions and influence their purchasing decisions (Mdller and Christandl,
2019). Followers start to perceive influencers as knowledgeable individuals who sincerely care
about the requirements of their audience when they post useful and practical beauty product.
Content usefulness refers to its ability to assist users in making decisions or advancing toward
their objectives (Venciute el al., 2023). The usefulness of content on social media platforms plays
acrucial role in shaping customers' perceptions and driving their purchasing decisions (Mller and
Christandl, 2019). This type of advice is immediately helpful since it tackles problems that
followers face on a regular basis. By providing this type of value, the influencer gains the respect

and trust of their followers and raises the likelihood that they will view them favorably.

H7: The perceived usefulness of content positively affects attitudes toward the beauty influencer.

Customers' perceptions of a post's usefulness greatly influence how they feel about a
product. When followers see interesting and educational content from an influencer, they are more
likely to think favorably of the product being advertised. Consumer decision-making is influenced
by self-expression and personal image (Hwang, 2015). Positive attitudes toward a product are
often enhanced by perceived usefulness of the post. People tend to follow influencers with
engaging personalities who inspire and share knowledge (Ki et al., 2020). Followers are more
likely to feel positively about the products an influencer promotes if they like and trust the
influencer. Celebrity endorsements and recommendations, particularly from friends and family,
are viewed as reliable sources that influence decision-making (Herrando & Martin-De Hoyos,
2022). For example, if a well-known beauty influencer, who is trusted for their honesty, shares
how much they adore a particular blush due to its natural finish, followers are likely to associate
that positive sentiment with the product. Because they perceive the product as aligning with the

influencer's trustworthy image, they are more willing to try it as a result of this connection.

H8: Perceived usefulness of the post can shape the buyer attitude towards product.

Purchase intentions are increased when you have a favorable attitude toward the product.
According to research, companies are using SMIs to increase customer engagement and purchase
intent for their goods and services (Shuqair et al., 2024). Followers are more likely to purchase
product when they have positive feelings about it after hearing about it from an influencer. One of
the most significant elements influencing both the purchasing process and the intention to buy is
the attitude of consumers toward influencers (Talih Akkaya et al., 2017). Favorably affect the

audience's perception of the influencer's material, their willingness to buy, and the authority they
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attach to the influencer's statements (Ibafiez-Sanchez et al., 2022) . Clear demonstrations, candid
evaluations, and thorough explanations from influencers reinforce positive attitudes. Product
image and purchase intention are positively correlated, with specific product qualities and general
product perceptions having a direct impact on consumer purchase intention (Narang, 2016). When
followers trust the influencer and feel an emotional connection to the product, they are more likely

to act and buy.

H9: A positive attitude toward the product increases purchase intentions.

5.3 Methods and Procedures for Data Collection

Regarding the hypotheses that mentioned above, in order to test the hypothesis survey will
be used. Also, this survey will consist of 5 point likert scale ranging from 5 totally agree to 1
disagree. The Likert scale, developed by Rensis Likert in 1932, has been commonly used in social
science research to measure observable characteristics (Li, 2013). The development of a Likert
scale is closely tied to the research objective; in some cases, the research aims to explore
participants' opinions or perceptions regarding a single 'latent' variable (Joshi & Pal, 2015).
Respondents find Likert scale questions easy to understand and answer, and the responses are
straightforward to organize when collecting data (Heo et al., 2022). Research aim of the paper is
mentioned above, so to find influencer characteristics, content characteristics, and storytelling
marketing and their credibility, and how content quality impacts on purchase intention. Regarding
this, questionaries that prepared for the survey will be focusing on the followers of the social media
that following the social media influencers. Influencers promote the products and brands with
storytelling and post attractiveness and the content quality. Within the context of the survey, forms
of google may be benefitted. Each construct consist of 5 questionnaire ranging from strongly
believe does not, somewhat believe, neither agree nor disagree, somewhat believe, and strongly
believe so it provides followers to choose free reflection to their thoughts. The main reasons why
likert scale is used, to investigate a number of important topics, such as influencer characteristics,
the effects of storytelling in marketing, and general credibility and influence on purchasing
intentions. Likert scales are convenient for creating and adjusting responses, providing reliable
results for statistical analysis, and making it easier to analyze large amounts of data quickly and
efficiently (Li, 2013). The purpose of the questionnaire was to collect input from followers who

regularly interact with and are influenced by social beauty media influencers. It aimed to
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understand their views on the influencers' storytelling, authenticity, and how these factors affect
their purchase intentions. The survey was conducted among social media beauty influencers'
followers and will be shared over multiple online platforms to ensure a representative diverse

sample.

| used a survey method in addition to a quantitative research approach to test the study's
hypotheses. This approach was selected because of its efficacy in gathering information from a
sizable and diverse sample, an essential component in the analysis of broad patterns in consumer
behavior shaped by social media influencers. The survey allows us to collect data on a variety of
psychological and behavioral characteristics, including assumptions of influencer authenticity,
trustworthiness, and the impact of storytelling on purchase intention. This approach is appropriate
for this study because it allows collecting standardized data that can be easily quantified and
statistically evaluated, making it easier to test the correlations between the variables described in
this hypothesis. As mentioned above, | used a 5-point Likert scale in the survey, ranging from 1
(strongly disagree) to 5 (strongly agree), for a variety of reasons. The scale is simple and easy to
use, decreasing respondents’ cognitive load resulting in higher response rates, hence increasing
data reliability. Likert scale questionnaires let respondents express their level of agreement rather
than making them choose a definite position on a specific topic (Heo et al., 2022). Additionally, it
picks up on small variations in respondents' sentiments, which helps us comprehend complex
judgments about the authenticity, source credibility and consequences of storytelling of
influencers. This helps with comparisons with other studies that are similar and ensures
consistency with existing literature. Moreover, the middle of the scale offers a neutral choice,
which lowers the possibility of response bias and increases data accuracy. In conclusion, the
survey approach and the 5-point Likert scale were chosen due to their capacity to gather accurate
and comprehensive data from a sizable sample, facilitating a comprehensive analysis of the study

questions and hypotheses.
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Table 1

| perceive this

influencer as

Consruct Original Scale Scale Source Cronbach
Alpha
Unalmis | 0.89

Perceived provide e provide relevant |etal.,

relevant beauty 2024
Informativeness information. information.

provide e provide timely

timely beauty

information. information.

tell people e tell people about

about beauty products

products when they need

when they the information

need the

information

Wang & 0.89

Influencer This celebrity e This beauty Weng,

is different celebrity is 2023
Authenticity from qll_ other different fro_rr_1 all

celebrities. other celebrities.

This celebrity e This beauty

stands out celebrity stands

from other out from other

celebrities. celebrities.

| think this e | think this

celebrity is beauty celebrity

unique. IS unique.

This celebrity e This beauty

clearly celebrity clearly

distinguishes distinguishes

themselves themselves from

from other other celebrities.

celebrities.
Parasocial Farivaret | 0.73
Relations When | e Whenlengage |al., 2021

engage with with this beauty

this influencer's

influencer's content, | feel

content, | feel like I'm part of

like I'm part their community.

of their e | perceive this

community. beauty
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influencer as someone
someone
familiar, like familiar, like an
an old friend. old friend.
I’d love the
opportunity I'd love the
to meet this opportunity to
influencer meet this beauty
face-to-face. influencer face-
This to-face.
influencer This beauty
gives me a influencer gives
sense of me a sense of
comfort. comfort.
Post Changet |[0.94
Attractiveness Recipe Beauty photos | al., 2015
photos displayed in post
displayed in is attractive.
post is Beauty photos
attractive. are aesthetically
Recipe appealing.
photos are Beauty photos
aesthetically look attractive.
appealing.
Recipe
photos look
attractive.
Attitudes Hartanto | 0.69
towards | believe the | believe the etal.,
influencer Inlfuencer beauty 2023
that | follow Inlfuencer that |
is the best follow is the best

influencer for
me to get the
desired
product.

| believe that
the
Influencers |
follow have
engaging
content in the
products |
want.

| truly believe
that the
Influencers |

influencer for
me to get the
desired beauty
product.

I believe that the
beauty
Influencer |
follow have
engaging content
in the beauty
products | want.
| truly believe
that the Beauty
Influencers |
follow provide
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follow

new offers on

provide new various beauty
offers on products and
various services on the
products and products | want.
services on I consider that
the products | the beauty
want. Influencers |
I consider follow as a
that the reliable source
Influencers | of information.
follow as a
reliable
source of
information.
Attitudes toward Belanche |0.9
product | think that | think that this etal.,
this product is beauty product is | 2021
interesting. interesting.
| think that I think that this
this product is beauty product is
pleasant. pleasant.
| think that I think that this
this product is beauty product is
likeable. likeable.
| have a I have a
favorable favorable
opinion about opinion about
the product. the beauty
product.
Source Zhanget |[0.94
Credibility People who People who left | al., 2014
left these these beauty

reviews were
knowledgeabl
e

People who
left these
reviews were
experts
People who
left these
reviews were
trustworthy
People who
left these
reviews were

reviews were
knowledgeable
People who left
these beauty
reviews were
experts

People who left
these beauty
reviews were
trustworthy
People who left
these beauty
reviews were
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reliable

reliable

Perceived Venciute |0.803
usefulness of the | The content of this The content of this et al.,2023
Post influencer: beauty influencer:
e |[svaluable Is valuable for
for me and me and fits my
fits my values values very well
very well Is good
e Isgood Is useful for me
e |s useful for and I can find
me and | can beneficial
find advice,
beneficial recommendation
advice, , and acumen in
recommendat my interested
ion, and fields
acumen in my Helps a lot of
interested people make the
fields best decision in
e Helps a lot of searching for
people make desired beauty
the best products
decision in
searching for
desired
products
Zhanget |[0.94
Perceived e The The arguments al., 2014
arguments of of these beauty
Persuasiveness these reviews revieyvs were
were convincing
convincing The arguments
e The of these beauty
arguments of reviews were
these reviews persuasive
were The arguments
persuasive of these beauty
e The reviews were
arguments of strong
these reviews
were strong
Purchase Hou & 0.82
Intention e lintendto | intend to buy Sarigollii,
buy and use and use this 2022
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this product beauty product
e | am willing e | amwilling to
to buy and buy and use this
use this beauty product
product e | will make an
o | will make effort to buy this
an effort to beauty product
buy this
product

Each scale has been validated in previous research, as seen by Cronbach's alpha ratings,
which indicate high internal consistency. The storytelling scale is critical for determining how
influencers may enhance product benefits, providing insight into the impact of content on
consumer perceptions and behavior. The influencer authenticity scale assesses influencers'
sincerity and genuineness, which is a crucial aspect in establishing trust and distinguishing
influencers from their peers. The influencer expertise scale evaluates influencers' perceived
knowledge and qualifications, which are essential for establishing their credibility and reliability
when providing advice to followers. The parasocial relationships scale investigates the emotional
connections and one-sided interactions that followers form with influencers, offering a better
understanding of how influencers establish strong, personal bonds with their audience. The
purchase intention scale is particularly suited because it directly measures customer intent to buy
beauty brands endorsed by influencers, making it critical for understanding consumer behavior.
The content quality scale reflects the reliability and relevance of influencer material, which is
essential for assessing how consumers perceive influencer communication, particularly in the
beauty industry. The attitudes towards the brand scale examines customer trust in the brand, an
important factor that connects influencer referrals and purchasing behavior. Similarly, the
influencer trustworthiness scale assesses confidence in beauty influencers, which is a major

component affecting consumer purchases.
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5.4 Selection of Respondents and Methods for Analysis

To find out how narrative affects purchase intentions, the study focused on social media
beauty influencer followers, particularly those who interact with their content on a regular basis.
The selection of respondents will be conducted using multiple online channels, such as Instagram,
Facebook, and email invitations, to ensure a representative and diverse sample of the target
population. A total of 203 participants will be placed. The selection criteria ensure that the
respondents actively followed social media influencers, which assures that their opinions and

actions are relevant to the objectives of the study.

The aim is to ensure a thorough understanding of the research process by conducting a
detailed analysis of how followers' purchasing intentions and perceptions of credibility are
impacted by social media influencers' storytelling. This approach gives a comprehensive
understanding of the study methodology and the analytical strategies utilized, providing
significant perspectives into the intricate dynamics of influencer marketing. Additionally, by
demonstrating the crucial role that influencer traits and storytelling approaches play in influencing
consumers' purchase intentions, the study makes a substantial contribution to the knowledge on

marketing and consumer behavior through these deep examinations.
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Table 2

1 Belanche et al., Building influencers’ credibility on Instagram: | 341
2021 Effects on followers’attitudes and behavioral
responses toward the influencer
2 Stubb & Colliander, 375
2019 “This is not sponsored content” — The effects of
impartiality disclosure and e- commerce landing
pages on consumer responses to social media
influencer posts
3 Hou & Sarigollii Is bigger better? How the scale effect influences | 400
green purchase intention: The case of washing
machine
4 Farivar et al., 2021 | Opinion leadership vs. para-social relationship: | 450
Key factors in influencer marketing
5 Wang & Weng, 463
2023 Influence of social media influencer authenticity
on their followers’ perceptions of credibility
and their positive word-of-mouth
6 Unalmus et al., 2024 | Consequences of influencer-created content on | 445
influencers’ authenticity in the beauty and
personal care industry
7 Hartanto et al., 2023 135
Attitude Toward the Influencer Towards
Purchase Intention Through Social Media
Engagement
8 Akdevelioglu & 183
Kara, 2020 An international investigation of opinion
leadership and social media.
9 Yudha, 2023 250

A Source Effect Theory Perspective on How
Opinion Leadership, Parasocial Relationship,
and Credibility Influencers Affect Purchase
Intention
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10

Harris et al., 2016

Exposing Pinocchio customers: investigating
exaggerated service stories

275

11

Spanjaard et al.,
2022

Tell Me a Story! Blending Digital Storytelling
Into Marketing Higher Education for Student
Engagement

154

12

Crnjak-Karanovic et
al., 2023

Which decision-making stages matter more?
Influencer’s perceived credibility, sponsorship
and moderating role of trust

113

13

Lou & Yuan, 2019

Influencer Marketing: How Message Value and
Credibility Affect Consumer Trust of Branded
Content on Social Media

538

14

Masuda et al., 2022

Impacts of influencer attributes on purchase
intentions in social media influencer marketing:
Mediating roles of characterizations

313

15

Atiq et al., 2022

Influencer Marketing on Instagram: A
Sequential Mediation Model of Storytelling
Content and Audience Engagement via
Relatability and Trust

350

The average number of respondents: 319

37



5.5 The Scope of Research

This study's main goal is to find out how social media influencers, including those that
embrace storytelling in their marketing campaigns, impact customers' purchase intentions. The
purpose of this study is to address a gap in the literature by focusing specifically on how influencer
characteristics, storytelling marketing, and credibility influence consumer behavior and purchase
intention. It aims to explore how beauty influencers’ use of content affects consumers' perceptions

and their intention to make purchases.

The Information Adoption Model is used by the research to accomplish its objectives. This
model is essential for understanding how internal psychological reactions and purchasing
intentions are influenced by the content of influencers. Important areas of study include the effects
of storytelling on followers' perceptions and purchase intentions, the analysis of influencer
attributes like authenticity, trustworthiness, and expertise, and their impact on perceived
credibility, as well as the investigation of the ways in which content quality affects consumer
attitudes toward brands. The study provides insights into how customer trust, influencer
credibility, and content quality relate to one another and how purchase intentions are influenced
by these factors. Hypotheses are placed to the test, such as the positive implications influencer
authenticity and reliability have on consumers' perceptions of the brand and the impact of content
quality on followers' perceptions. This research offers thorough insights into consumer psychology
in the social media influencer-dominated world of marketing, making it important for both

academic and practical applications.

The overall objective of this research is to advance knowledge of the processes by which

social media influencers affect the choices that consumers make.
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6. ANALYSIS AND RESEARCH RESULTS OF THE INFLUENCER
CHARACTERISTICS AND CONTENT CHARACTERISTICS

6.1. Demographic characteristics of the respondents of the survey

Of the 203 survey respondents, 40.9% were men and 59.1% were women. This indicates
that a significantly greater percentage of responders were women than men. Because it can assist
in determining whether gender effects any survey results or patterns may notice in the data, this

gender distribution is significant.

In terms of age, the majority of poll respondents were approximately 31 years old, with the
average age of the 203 participants being 30.97 years. Participants' ages ranged from 18 to 58
years, indicating that a wide variety of ages, from young adults to middle-aged people, were
represented in the study. The age range indicates that the survey included a wide range of ages,
which can help to investigate whether age influences how people answer your survey questions.

The average age provides us with a broad sense of the usual respondent.

The distribution of the respondents by gender

Table 3
Frequency Percent Valid Percent Cumulative
Percent
Female 120 59.1 59.1 59.1
Male 83 40.9 50.9 100
Total 203 100.0
The distribution of the respondents by age
Table 4
Minimu Std.
N m Maximum Mean Deviation
Age 203 18 58 30.97 9.060
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Valid 203

(listw

ise)

6.2 Reliability Analysis:

Cronbach's alpha, which aids in determining the internal consistency of each construct,
was used to evaluate the reliability of the scales used to measure different constructs in my survey.
A scale's items are consistently measuring the same underlying notion when its Cronbach'’s alpha
is higher. With Cronbach's alpha values above 0.85, which indicate good internal consistency,
every construct in my poll demonstrated great reliability. With a Cronbach's alpha of 0.928, the
Parasocial Relationships construct showed the highest reliability, indicating that the items
measuring this concept were very consistent. Likewise, the Cronbach's alpha for the Usefulness
of Content construct was 0.916, indicating good internal consistency. With an alpha of 0.866, the
informativeness construct was the least reliable. Since values above 0.85 are typically regarded as
exceptional, this construct is still powerful even though it is the lowest. With just a slight variation
in Informativeness, which stays within a reasonable range, the high Cronbach'’s alpha values for
all constructs overall attest to the validity of the scales | employed in the survey. This high degree
of dependability guarantees that the metrics I employed in the research are trustworthy and

appropriate for more examination.

Table 5

Scale Cronbach’s N of Items
Alpha

Perceived .866 3
Informativeness
Influencer .908 4
Authenticity
Parasocial .928 4
Relations
Post .856 3
Attactiveness
Attitudes towards | .918 4
influencer
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Attitudes towards | .911 4
product
Source 905 4
Credibility
Usefulness of 916 4
Content
Perceived 918 3
Persuasiveness
Purchase .889 3
Intention

6.3 Result analysis of H1

H1 in my study suggested that the audience will find more valuable content provided by
influencers if it is more educational. The findings, which show a significant p-value of p < 0.001,
support this hypothesis. This indicates that there is a high likelihood that the correlation between

usefulness and informativeness is genuine and not the result of chance.

The R2 value of 0.413 tells us that 41.3% of the difference in how useful participants found
the content can be explained by how informative they thought the content was. In simpler terms,
about 41% of the variation in usefulness comes from how much information the content provides,

while the remaining 59% might be influenced by other factors.

These results demonstrate that the audience's perception of the usefulness of the

information is largely influenced by its informativeness.

The regression model analyzing the association between informativeness and perceived
usefulness is statistically significant, according to the ANOVA result, F(1,201)=141.301, p<0.001.
The p-value of less than 0.001 validates that this finding is extremely dependable, and the huge F-
statistic shows a strong effect, indicating that the association is real and not the consequence of
chance. According to the informativeness regression coefficient, B=0.642,t=11.887,p<0.001,
perceived usefulness by 0.642 units for every unit increase in informativeness. The strength of
this effect is seen by the high t-statistic of 11.887. Individuals find a post or piece of information
more useful if it is more informative, demonstrating that informativeness plays a significant role

in how beneficial people believe content to be.
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Table 6

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,6422 413 410 ,70300

a. Predictors:

(Constant),

Info_M
Table 7

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 69,833 1 69,833 141,301 <,001°
Residual 99,337 201 494

Total 169,170 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_M
Table 8

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) | 1.142 ,200 5,699 <,001
Info_M ,642 ,054 ,642 11,887 <,001
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6.4 Result analysis of H2

According to H2, the audience will find the content provided by influencers more
beneficial if it is more convincing. With a substantial p-value of p < 0.001, the data clearly support
this hypothesis and show that there is little likelihood that the association between persuasiveness

and usefulness is the consequence of chance.

According to the R2 value of 0.502, participants' perceptions of the content's
persuasiveness accounted for 50.2% of the variation in how helpful they found it. Put more simply,
persuasiveness accounts for more than half of the variations in the content's utility, with other

characteristics not covered in this analysis accounting for the remaining 49.8%.

The significance of creating material that not only imparts knowledge but also successfully
persuades or inspires the audience is underscored by these findings, which show that persuasive

content influences perceptions of usefulness even more than informative content.

According to the ANOVA result, F(1,201)=202.805,p<0.001, the model that explains the
connection between perceived usefulness and persuasiveness is statistically significant. The p-
value of less than 0.001 validates the high reliability of the finding, and the huge F-statistic
indicates that the effect is strong and not the result of chance. Persuasiveness's regression
coefficient, B=0.665,t=14.241,p<0.001, indicates that perceived usefulness rises by 0.665 units
for every unit increase in persuasiveness. The relevance and strength of this link are highlighted
by the high t-statistic of 14.241. Simply said, people find a post more useful if it is more
convincing. This implies that increasing the perceived utility of content is mostly dependent on

persuasiveness.
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Table 9

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,7092 ,502 ,500 ,64726

a. Predictors:

(Constant),

Info_M
Table 10

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 84,963 1 84,963 141,301 <,001°
Residual 84,207 201 419

Total 169,170 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_ M
Table 11

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) | 1,219 ,163 7,478 <,001
Info M ,665 ,047 ,709 11,887 <,001
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6.5 Result analysis of H3

H3 suggested that postings with greater visual appeal have a beneficial effect on howuseful
the content is perceived to be. The results show a substantial correlation between perceived
usefulness and post attractiveness that is not the result of chance, with a significant p-value of p <
0.001.

The R2 score of 0.233 indicates that the post's beauty accounts for 23.3% of the variation
in participants' perceptions of the content's usefulness. To put it another way, post-attractiveness
does influence perceived usefulness, but not as much as constructs like persuasiveness or
informativeness. These findings imply that, although they do increase perceived utility, visually

pleasing posts are not the most important component.

The model that explains the association between post-attractiveness and perceived
usefulness is statistically significant, according to the ANOVA result, F(1,201)=61.020,p<0.001.
The dependability of the finding is confirmed by the p-value of less than 0.001, and the F-statistic
shows that the effect is significant and not the result of chance. According to the regression
coefficient for post attractiveness, B=0.525,t=7.812,p<0.001, perceived usefulness by 0.525 units
for every unit increase in post attractiveness. The significance of this effect is further supported
by the t-statistic of 7.812. Even though the link is favorable, it has less of an effect than other
elements like persuasiveness or informativeness. To put it another way, a post's attractiveness does
positively affect the way useful people find it, but its impact is not as great as that of a post's

persuasiveness or informational value.
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Table 12

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,4832 ,233 ,229 ,80352

a. Predictors:

(Constant),

Info_M
Table 13

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 39,397 1 39,397 141,301 <,001°
Residual 129,773 201 ,646

Total 169,170 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_M
Table 14

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta
(Constant) | 1,492 257 5,807 <,001
Info_ M ,525 ,067 483 7,812 <,001
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6.6 Result analysis of H4

According to my research, people are more likely to find an influencer's content helpful
when they believe they are trustworthy. This is substantially supported by the results, which show

a very reliable and non-random relationship between usefulness and believability (p < 0.001).

evaluations of the content's usefulness, according to the R2 value of 0.687. Put more
simply, credibility is a critical component—people are far more likely to view an influencer's
message as beneficial when they have trust in them. Other factors affect the remaining 31.3% of

usefulness.

This finding clearly demonstrates that an influencer's credibility has a significant impact

on whether or not their audience finds their information useful.

Credibility and perceived usefulness have a very strong and statistically significant
association, according to the ANOVA result, F(1,201)=442.097,p<0.001. The p-value of less than
0.001 indicates that the link is extremely dependable, and the significant F-statistic indicates that
the model fits the data well and that the effect is not the result of chance. According to the
credibility coefficient, B=0.824,t=21.026,p<0.001, perceived usefulness rises by 0.824 units for
every unit increase in credibility. Credibility is a very strong predictor of how beneficial someone
believes the influencer to be, as seen by the t-statistic of 21.026, which emphasizes the power of
this effect. Simply put, an influencer's audience views them as more beneficial the more credible

they are.
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Table 15

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,8292 ,687 ,686 ,51289

a. Predictors:

(Constant),

Info_M

Table 16

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 116,296 1 116,296 442,097 <,001°
Residual 52,874 201 ,263

Total 169,170 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_ M

Table 17

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) |,677 137 4,954 <,001
Info_M ,824 ,039 ,829 21,026 <,001
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6.7 Result analysis of H5

The way that people view genuine influencers is positively impacted. The findings support
this, demonstrating a strong and consistent correlation between authenticity and attitudes with a
significant p-value of p < 0.001.

According to the R2 value of 0.434, participants' perceptions of the influencer's
authenticity account for 43.4% of the difference in their attitudes. To put it another way, opinions
about influencers' authenticity account for about half of their perceptions, with other factors
influencing the remaining 56.6%.

These results demonstrate how important authenticity is in promoting good sentiments.
Influencers are more likely to be regarded positively by their audience when they are seen as real

and authentic.

According to the ANOVA result, F(1,201)=154.189,p<0.001, there is a statistically
significant correlation between authenticity and attitudes toward influencers. The reliability of the
effect is confirmed by the p-value, and the large F-statistic suggests that it is significant and not
the result of chance. According to the authenticity regression coefficient,
B=0.629,t=12.417,p<0.001, sentiments toward the influencer improve by 0.629 units for every
unit increase in the influencer's assessed level of authenticity. The relevance of this effect is further
supported by the strong t-statistic. In other words, the evidence indicates that people's opinions of

influencers are more favorable the more genuine they are seen to be.
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Table 18

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,6592 434 431 ,69704

a. Predictors:

(Constant),

Info_M
Table 19

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 74,915 1 74,915 154,189 <,001°
Residual 97,659 201 ,486

Total 172,573 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_M
Table 20

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) | 1,335 176 7,569 <,001
Info_M ,629 ,051 ,659 12,417 <,001
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6.8 Result analysis of H6

People's perceptions of influencers are positively impacted by parasocial relationships,
which are one-sided contacts they have with them. With a substantial p-value of p < 0.001, the
data provide strong support for this, showing that the association is reliable and not the result of

chance.

The R2 value of 0.446 indicates that the strength of these parasocial relationships accounts
for 44.6% of the variation in participants' attitudes about influencers. Despite the one-sided nature
of the relationship, this indicates that people's personal connections with influencers account for
almost half of their thoughts about them. These results highlight the role that parasocial
connections play in fostering good views. People are more inclined to think favorably of

influencers when they have a close personal relationship to them.

The model analyzing the association between parasocial relationships and attitudes toward
influencers  is  statistically  significant, according to the ANOVA result,
F(1,201)=161.804,p<0.001. The p-value of less than 0.001 indicates that the finding is highly
dependable, and the huge F-statistic indicates a strong effect, indicating that the association is not
the result of chance. According to the parasocial connection regression coefficient,
B=0.574,t=12.720,p<0.001, attitudes toward the influencer by 0.574 units for every unit increase
in the parasocial relationship's strength. The significance of this effect is further highlighted by
the t-statistic of 12.720, which shows that parasocial ties significantly and significantly affect
people's perceptions of influencers. In conclusion, the results imply that more favorable opinions

of the influencer are a result of stronger parasocial ties.
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Table 21

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,6682 ,446 443 ,68968

a. Predictors:

(Constant),

Info_M
Table 22

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 76,965 1 76,965 161,804 <,001°
Residual 95,609 201 476

Total 172,573 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_M
Table 23

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta
(Constant) | 1,590 ,153 10,371 <,001
Info_M 574 ,045 ,668 12,720 <,001
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6.9 Result analysis of H7

People's perceptions of influencers are improved when they post useful content. With a
substantial p-value of p <0.001, the results provide strong support for this, demonstrating that the
association between influencer attitudes and content usefulness is dependable and not the

consequence of chance.

The R2 value of 0.462 shows that participants’ perceptions of the usefulness of the content
account for 46.2% of the variation in their opinions toward influencers. essentially, people's
perceptions of influencers are shaped in part by how beneficial and important the content they
provide is. These results emphasize how crucial it is to produce material that audiences can use.
Influencers are more likely to be seen favorably by their audience when they offer useful tools or

knowledge.

The model that explains the association between perceived usefulness and attitudes toward
the influencer is statistically significant, according to the ANOVA result,
F(1,201)=172.923,p<0.001. The p-value of less than 0.001 further supports the relationship's high
reliability, while the huge F-statistic shows that the effect is significant and not the result of chance.
According to the regression coefficient for perceived usefulness, B=0.673,t=13.150,p<0.001,
attitudes toward the influencer by 0.673 units for every unit increase in the influencer's perceived
usefulness. The strength of this effect is highlighted by the high t-statistic of 13.150, which verifies
that people's perceptions of the influencer are significantly influenced by perceived usefulness.
According to the findings, people are more inclined to see an influencer favorably when they

believe they are helpful.
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Table 24

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,6802 ,462 ,460 67262

a. Predictors:

(Constant),

Info_M
Table 25

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 78,234 1 78,234 172,923 <,001°
Residual 90,936 201 452

Total 169,170 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_ M
Table 26

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) | 1,134 ,182 6,217 <,001
Info_M ,673 ,051 ,680 13,150 <,001
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6.10 Result analysis of H8

Positive opinions about a post's perceived usefulness significantly enhance how the general
public views the products it promotes. This is significantly supported by the results, which show
that the association between a post's usefulness and product attitudes is reliable and not the result

of chance (p-value < 0.001).

With an R2 value of 0.462, 46.2% of the diversity in participants' jJudgments regarding the
endorsed items can be explained by their assessments of the post's usefulness. This suggests that
consumers' perceptions of the product a post advertises are greatly influenced by its perceived
value and relevance. For example, when individuals find the post interesting, educational, and

useful, they are more likely to develop a favorable opinion of the product.

This study demonstrates the power of influencers in shaping consumers' perceptions of
goods. The fact that when people trust and value an influencer, their positive perceptions often
extend to the products they endorse emphasizes the importance of selecting influencers who

resonate with target audiences.

The model well explains the data, as evidenced by the ANOVA result, F(1,201) = 172.923,
p < 0.001, which shows a significant and statistically significant relationship between attitudes
toward the product and the perceived usefulness of the post. The huge F-statistic further
demonstrates that the effect is substantial and not the product of chance, and the p-value of less
than 0.001 validates the finding's high statistical significance. The regression coefficient for
perceived usefulness, B = 0.687, t = 13.150, p < 0.001, indicates that for every unit increase in
perceived utility of the post, sentiments toward the product improve by 0.687 units. This
conclusion’s reliability is further reinforced by the p-value, which, as evidenced by the high t-
statistic of 13.150, demonstrates a true, significant correlation between the two variables. All
things considered, the research makes it clear that positive perceptions of an influencer have an

impact on positive perceptions of a product.
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Table 27

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,6802 ,462 ,460 67262

a. Predictors:

(Constant),

Info_M
Table 28

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 79,808 1 79,808 172,923 <,001°
Residual 92,766 201 462

Total 172,573 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_M
Table 29

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) | 1,070 ,186 5,743 <,001
Info_M ,687 ,052 ,680 13,150 <,001
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6.11 Result analysis of H9

People are more inclined to desire to purchase a thing when they have a favorable opinion
of it. This is evident from the results, which reveal a strong and consistent relationship between

attitudes about a product and purchase intentions (p-value < 0.001).

With an R2 value of 0.438, people's feelings about a product account for 43.8% of the
reasons they choose to purchase it. Simply put, there's a good possibility that someone will desire

to buy a product if they have a positive opinion of it.

This research demonstrates how crucial it is for businesses to foster favorable opinions
about their goods. Customers are far more inclined to consider purchasing a product when they
are pleased with its appearance and feel good about it. Brands must concentrate on creating a
powerful, favorable perception of their goods in order to influence consumer behavior. In addition
to increasing the possibility of a purchase, positive opinions toward the product also support

enduring client loyalty.

The ANOVA result, 156.829, p<0.001, F(1,201)Purchase intentions are highly impacted
by the component under analysis (likely product sentiments), as demonstrated by
F(1,201)=156.829,p<0.001. The big F-statistic indicates that there is a significant difference
between the groups and that there is little possibility that the outcome is the result of chance. the

product attitudes regression coefficient;

t=12.523, p<0.001, B=0.690Purchase intentions rise by 0.690 units for every unit increase
in positive opinions toward the product (B=0.690,t=12.523,p<0.001). This relationship's strength
and statistical significance are further supported by the small p-value and high t-statistic. To put it
briefly, people who have more favorable opinions about the product are far more likely to want to
buy it.
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Table 30

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 ,6622 ,438 435 , 72361

a. Predictors:

(Constant),

Info_M
Table 31

ANOVA
Sum of df Mean Square | F Sig.
Squares

Regression 82,117 1 82,117 156,829 <,001°
Residual 105,246 201 524

Total 187,363 202
a. Dependent Variable: Use.C_M
b. Predictors: (Constant), Info_M
Table 32

Unstandardized Coffiicients
B Std. Error Standardized t Sig.
Coefficients Beta

(Constant) |,910 ,196 5,638 <,001
Info_M ,690 ,055 ,680 12,523 <,001
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Table 33

H9: A positive attitude toward the product increases purchase intentions.

Hypothesis Status

Accepted
H1: The informativeness of the content shared by social media beauty
influencers positively affects the usefulness of the content

Accepted
H2: The persuasiveness of beauty influencer content positively influences
the usefulness of the content.

Accepted
H3: The attractiveness of posts contributes positively to the perceived
usefulness of the content.

Accepted
H4: The credibility of the beauty influencer as a source positively impacts
the usefulness of the content

Accepted
H5: The authenticity of the beauty influencer positively influences
attitudes toward the influencer.

Accepted
H6: Parasocial relationships with social media beauty influencers
positively influence attitudes toward influencers.

Accepted
H7: The perceived usefulness of content positively affects attitudes toward
the beauty influencer.

Accepted
H8: Perceived usefulness of the post can shape the buyer attitude toward
product.

Accepted
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The evidence supports all of the assumptions, demonstrating that storytelling is one of the
key influencer traits that significantly affects consumer behavior. According to the data, people
are more likely to have favorable opinions about a product and be inclined to buy it if the

influencer's storytelling is interesting, convincing, appealing, credible, genuine, and educational.

Authenticity and credibility appear to be particularly crucial. Because they are perceived
as genuine and trustworthy, consumers are more inclined to interact with and heed the advice of
influencers they trust. Customers are more inclined to buy a product when they have a favorable
opinion because of influencer marketing, demonstrating the clear correlation between product

attitudes and purchase intentions.

For marketers and brands hoping to leverage influencer marketing successfully, these
insights are helpful. This demonstrates that selecting influencers who are seen as genuine and
trustworthy can improve customer engagement and increase sales. Brands may increase the
effectiveness of their influencer marketing initiatives and receive a higher return on investment by

concentrating on these factors.
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CONCLUSIONS AND RECOMMENDATIONS

This thesis's findings demonstrate how social media beauty influencers and their content,
particularly through storytelling marketing, affect customer behavior. Authenticity is crucial
because sincere influencers establish deeper emotional bonds with their followers, which fosters
trust and favorable sentiments toward the influencer and the goods they endorse. Credibility is just
as crucial since information produced by influencers who are seen as trustworthy, competent, and
honest feels more valuable. Their audience is more inclined to interact with their content as a
result. Furthermore, followers' one-sided emotional links with influencers are reinforced by
parasocial relationships. Because of these connections, audiences are more likely to believe the
advice of influencers, increasing the likelihood that they will buy the products that are being

promoted.

The presentation of content has a big impact on how customers behave as well. Consumers
can make better product judgments when they are presented with clear and pertinent information.
By using emotional appeal and captivating storytelling, persuasive material enhances consumers'
perceptions of the influencer and the product, which raises the possibility that they will make a
purchase. Posts with eye-catching graphics and well-structured layouts draw readers in and
improve their perception of the material. All of these elements work together to demonstrate how
important an influencer's trustworthiness, authenticity, and utilization of excellent, captivating
content are to building relationships, generating favorable impressions, and promoting sales.
Additionally, this study shows that good sentiments about the promoted products are directly
correlated with positive attitudes toward influencers and their content, which in turn increases
purchase intentions. This illustrates the strong relationship that exists between content quality,

emotional involvement, and trust in influencing online customer choices.
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Recommendations:

1. Authenticity is vital to building trust and long-term relationships with the influencers
followers. Influencers should share genuine opinions about products and avoid making
unrealistic claims. In addition to enhancing trustworthiness, this openness deepens the
emotional bond between the influencer and their followers. Followers are more likely to
follow advice and interact with content when they believe the influencer's suggestions are

founded on real-life experiences.

2. Professionally created, eye-catching postings have the power to draw in and hold the
interest of audiences. Good images increase content shareability and lend credibility.
Stunning pictures also improve the brand's overall image and increase the content's
memorability. Furthermore, visually appealing posts can foster a favorable association

with the influencer, encouraging followers to interact and place greater trust in their advice.

3. Using realistic and captivating narratives to convey the advantages of a product can
emotionally engage the audience. The stories should, meanwhile, continue to be credible

and consistent with the influencer's ideals and style.

4. Working together with influencers who are consistent with the brand's tone, values, and
content style. This guarantees that the target audience will find the product portrayal
appealing and genuine. This alignment helps create a cohesive narrative that appeals to

consumers and fosters trust and loyalty.

5. Influencers should be provided with trustworthy information about brands' products. This
increases consumer trust by assisting influencers in creating reliable and captivating

content.

6. Regularly assess the effectiveness of influencer efforts to ensure that brand objectives are
met. Regular evaluations maintain effective collaborations and aid in campaign
optimization. Additionally, ongoing evaluation enables quick adjustments to strategies,

ensuring that they align with shifting consumer tastes and industry trends.
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Limitations and further research

Future research can address the limitations of this study. First, its primary focus on beauty
influencers may restrict the findings' generalizability to other industries.Future research should
look at industries like fashion, fitness, and technology to have a more comprehensive knowledge
of influencer marketing. Further research is required to comprehend how these one-sided ties
develop and persist, as the study mentions parasocial relationships but doesn't go into great detail
about them. Additionally, the study disregards how cultural and geographic differences may affect
consumer behavior, which could affect how successful influencer marketing is in different places.
Another flaw in the study is its dependence on self-reported data, which is prone to biases like
people forgetting things or attempting to fit in. Future research could employ experimental or

observational techniques to get around this.

It would be beneficial for future studies to examine the effects of influencer marketing on
repeat business, brand loyalty, and long-term trust. New information may also be obtained by
examining the ways in which culture, gender, and particular markets affect how audiences interact
with influencers and decide what to buy. Another fascinating topic to research is how new
technologies, including artificial intelligence, virtual influencers, and augmented reality, might
improve narrative in advertising campaigns. Furthermore, a better comprehension of influencer
impact may be possible by comprehending how the frequency and strength of parasocial ties affect
customer behavior and brand perception. Lastly, research on micro and nano-influencers, who
have smaller but more devoted and active followings, may show how they affect purchasing
choices. Addressing these limitations and exploring these topics will help to improve our

understanding of influencer marketing.

Additionally, the study did not look at how other demographic groups such as age, gender,
or socioeconomic status might respond to influencer marketing in different ways. Understanding
these differences may be crucial for brands looking to appeal to specific market categories.
Another area that need improvement is content analysis's limited scope. The quality of the content
created by influencers was the main focus of the study, but it did not look into the types of
platforms or the frequency of posts and how these factors impact the effectiveness of influencer
marketing. This could be expanded upon in future studies by looking at how content from different
social media platforms influences consumer behavior and how often consumers need to see an

influencer's message before it inspires them to buy.

63



REFERENCES

Abidin, C. (2016). Visibility labour: Engaging with Influencers’ fashion brands and #0OTD advertorial
campaigns on Instagram. Media International Australia, 161(1), 86-100.

https://doi.org/10.1177/1329878x16665177

Agnihotri, A., & Bhattacharya, S. (2016). Online Review Helpfulness: Role of Qualitative Factors.

Psychology and Marketing, 33(11), 1006-1017. https://doi.org/10.1002/mar.20934

Akdevelioglu, D., & Kara, S. (2020). An international investigation of opinion leadership and social

media. Journal of Research in Interactive Marketing, 14(1), 71-88. https://doi.org/10.1108/jrim-

11-2018-0155
Algiil, A. (2018). SOSYAL AG KULLANICILARININ “ABARTILI PAYLASIM”, “BENLIK
SUNUMU” VE MAHREMIYET TUKETIMLERI. Oneri Dergisi, 13(49), 21-44.

https://doi.org/10.14783/maruoneri.vi.322970

AlFarraj, O., Alalwan, A. A., Obeidat, Z. M., Baabdullah, A., Aldmour, R., & Al-Haddad, S. (2021).
Examining the impact of influencers’ credibility dimensions: attractiveness, trustworthiness and
expertise on the purchase intention in the aesthetic dermatology industry. Review of

International Business and Strategy, 31(3), 355-374. https://doi.org/10.1108/ribs-07-2020-0089

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

Atigq, M., Abid, G., Anwar, A., & ljaz, M. F. (2022c). Influencer Marketing on Instagram: A Sequential
Mediation Model of Storytelling Content and Audience Engagement via Relatability and Trust.

Information, 13(7), 345. https://doi.org/10.3390/info13070345

64


https://doi.org/10.1177/1329878x16665177
https://doi.org/10.1002/mar.20934
https://doi.org/10.1108/jrim-11-2018-0155
https://doi.org/10.1108/jrim-11-2018-0155
https://doi.org/10.14783/maruoneri.vi.322970
https://doi.org/10.1108/ribs-07-2020-0089
https://doi.org/10.1016/j.jretconser.2019.03.012
https://doi.org/10.3390/info13070345

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

Arnesson, J. (2022b). ‘endorsing a dictatorship and getting paid for it’: Discursive struggles over
intimacy and authenticity in the politicisation of influencer collaborations. New Media&amp;

Society, 26(3), 1467-1483. https://doi.org/10.1177/14614448211064302

Aw, E. C. X,, Tan, G. W. H., Chuah, S. H. W., Ooi, K. B., & Hajli, N. (2022). Be my friend! Cultivating
parasocial relationships with social media influencers: findings from PLS-SEM and fsQCA.

Information Technology and People, 36(1), 66-94. https://doi.org/10.1108/itp-07-2021-0548

Baker, B. (2014). Use storytelling to engage and align employees around your strategic plans. Industrial

and Commercial Training, 46(1), 25-28. https://doi.org/10.1108/ict-10-2013-0065

Baker, M. A., & Kim, K. (2019). Value destruction in exaggerated online reviews. International Journal

of Contemporary Hospitality Management, 31(4), 1956-1976. https://doi.org/10.1108/ijchm-03-

2018-0247
Balaban, D. C., & Szambolics, J. (2022). A proposed model of self-perceived authenticity of social

media influencers. Media and Communication, 10(1). https://doi.org/10.3390/info13070345

Bardia, Y. H., Abed, A., & Majid, N. Z. (2011). Investigating the impact of celebrity =~ endorsement
on brand image. European Journal of Scientific Research, 58(1), 116-132.

Baruch, Y. (2008). Once Upon a Time There Was an Organization. Journal of Management Inquiry,

18(1), 15-25. https://doi.org/10.1177/1056492606294522

65


https://doi.org/10.1016/j.jbusres.2018.07.008
https://doi.org/10.1177/14614448211064302
https://doi.org/10.1108/itp-07-2021-0548
https://doi.org/10.1108/ict-10-2013-0065
https://doi.org/10.1108/ijchm-03-2018-0247
https://doi.org/10.1108/ijchm-03-2018-0247
https://doi.org/10.3390/info13070345
https://doi.org/10.1177/1056492606294522

Belanche, D., Casald, L. V., Flavian, M., & Ibafiez-Sanchez, S. (2021).
Understanding influencer marketing: The role of congruence between influencers,
products and consumers. Journal of Business Research, 132, 186-195.

https://doi.org/10.1016/j.ibusres.2021.03.067

Belanche, D., Casalo, L. V., Flavian, M., & Ibafiez-Sanchez, S. (2021a). Building influencers’
credibility on Instagram: Effects on followers’ attitudes and behavioral responses toward the
influencer. Journal of Retailing and Consumer Services, 61, 102585.

https://doi.org/10.1016/j.jretconser.2021.102585

Bane, C. M. H., Cornish, M., Erspamer, N., & Kampman, L. (2010). Self-disclosure through weblogs

and perceptions of online and “real-life” friendships among female bloggers. Cyberpsychology,

Behavior, and Social Networking, 13(2), 131-139. https://doi.org/10.1089/cyber.2009.0174

Beverland, M. B., & Farrelly, F. J. (2010). The Quest for Authenticity in Consumption: Consumers’
Purposive Choice of Authentic Cues to Shape Experienced Outcomes. Journal of Consumer
Research, 36(5), 838-856.

https://doi.org/10.1086/615047

Breves, P., Amrehn, J., Heidenreich, A., Liebers, N., & Schramm, H. (2021). Blind Trust? the
importance and interplay of parasocial relationships and advertising disclosures in explaining

influencers’ persuasive effects on their followers. International Journal of Advertising, 40(7),

1209-1229. https://doi.org/10.1080/02650487.2021.1881237

Boldosova, V., & Luoto, S. (2019). Storytelling, business analytics and big data interpretation.

Management Research Review, 43(2), 204-222. https://doi.org/10.1108/mrr-03-2019-0106

66


https://doi.org/10.1016/j.jbusres.2021.03.067
https://doi.org/10.1016/j.jretconser.2021.102585
https://doi.org/10.1089/cyber.2009.0174
https://doi.org/10.1086/615047
https://doi.org/10.1080/02650487.2021.1881237
https://doi.org/10.1108/mrr-03-2019-0106

Caraka, R. E., Noh, M., Lee, Y., Toharudin, T., Yusra, N., Tyasti, A. E., Royanow, A. F., Dewata, D. P.,
Gio, P. U., Basyuni, M., & Pardamean, B. (2022). The Impact of Social Media Influencers Raffi
Ahmad and Nagita Slavina on Tourism Visit Intentions across Millennials and Zoomers Using a
Hierarchical Likelihood Structural Equation Model. Sustainability, 14(1), 524.

https://doi.org/10.3390/su14010524

Casalg, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2020b). Influencers on Instagram: Antecedents and
consequences of opinion leadership. Journal of Business Research, 117, 510-519.

https://doi.org/10.1016/j.jbusres.2018.07.005

Casalo, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2020). Influencers on Instagram: Antecedents and
consequences of opinion leadership. Journal of Business Research, 117, 510-519.

https://doi.org/10.1016/j.jbusres.2018.07.005

Cao, D., Meadows, M., & Ma, X. (2023). Thinking fast and slow: a revised SOR model for an empirical
examination of impulse buying at a luxury fashion outlet. European Journal of Marketing, 58(1),

342-368. https://doi.org/10.1108/ejm-01-2022-0046

Cernikovaitée, M. (2019). The impact of Influencer marketing on consumer buying behavior in social

networks. https://doi.org/10.3846/cibmee.2019.082

Chen, S. C., & Dhillon, G. S. (2003). No Title. Information Technology and Management, 4(2/3), 303—

318. https://doi.org/10.1023/a:1022962631249

Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008b). The impact of electronic word-of-mouth. Internet

Research, 18(3), 229-247. https://doi.org/10.1108/10662240810883290
Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact of electronic word-of-mouth. Internet

Research, 18(3), 229-247. https://doi.org/10.1108/10662240810883290

Colliander, J., & Dahlén, M. (2011). Following the Fashionable Friend: The Power of Social Media.

Journal of Advertising Research, 51(1), 313-320. https://doi.org/10.2501/jar-51-1-313-320

67


https://doi.org/10.3390/su14010524
https://doi.org/10.1016/j.jbusres.2018.07.005
https://doi.org/10.1016/j.jbusres.2018.07.005
https://doi.org/10.1108/ejm-01-2022-0046
https://doi.org/10.3846/cibmee.2019.082
https://doi.org/10.1023/a:1022962631249
https://doi.org/10.1108/10662240810883290
https://doi.org/10.1108/10662240810883290
https://doi.org/10.2501/jar-51-1-313-320

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on instagram: The power of
persuasion via the parasocial relationship. Journal of Business Research, 158, 113708.

https://doi.org/10.1016/j.jbusres.2023.113708

Cohen, J. (2014). Mediated relationships and social life. Media and Social Life, 142—-156.

https://doi.org/10.4324/9781315794174-10

Chang, Y.-T., Yu, H., & Lu, H.-P. (2015). Persuasive messages, popularity cohesion, and message
diffusion in social media marketing. Journal of Business Research, 68(4), 777-782.

https://doi.org/10.1016/j.jbusres.2014.11.027

Corréa, S. C. H., Soares, J. L., Christino, J. M. M., De Sevilha Gosling, M., & Gongalves, C. A. (2020).

The influence of YouTubers on followers’ use intention. Journal of Research in Interactive

Marketing, 14(2), 173-194. https://doi.org/10.1108/jrim-09-2019-0154
Crnjak-Karanovi¢, B., Milakovié, 1. K., & Elez, J. (2023). Which decision-making stages matter more?
Influencer’s perceived credibility, sponsorship and moderating role of trust. Young Consumers

Insight and Ideas for Responsible Marketers, 24(6), 649-668. https://doi.org/10.1108/yc-08-

2022-1590
Davis, R., Sheriff, K., & Owen, K. (2019). Conceptualising and measuring consumer authenticity
online. Journal of Retailing and Consumer Services, 47, 17-31.

https://doi.org/10.1016/j.jretconser.2018.10.002

De Veirman, M., & Hudders, L. (2019). Disclosing sponsored Instagram posts: the role of material
connection with the brand and message-sidedness when disclosing covert advertising.
International Journal of Advertising, 39(1), 94-130.

https://doi.org/10.1080/02650487.2019.1575108

68


https://doi.org/10.1016/j.jbusres.2023.113708
https://doi.org/10.4324/9781315794174-10
https://doi.org/10.1016/j.jbusres.2014.11.027
https://doi.org/10.1016/j.jbusres.2014.11.027
https://doi.org/10.1108/jrim-09-2019-0154
https://doi.org/10.1108/yc-08-2022-1590
https://doi.org/10.1108/yc-08-2022-1590
https://doi.org/10.1016/j.jretconser.2018.10.002
https://doi.org/10.1080/02650487.2019.1575108

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

De Veirman, M., Hudders, L., & Nelson, M. R. (2019). What Is Influencer Marketing and How Does It
Target Children? A Review and Direction for Future Research. Frontiers in Psychology, 10.

https://doi.org/10.3389/fpsyq.2019.02685

Delbaere, M., Michael, B., & Phillips, B. J. (2020). Social media influencers: A route to brand
engagement for their followers. Psychology and Marketing, 38(1), 101-112.

https://doi.org/10.1002/mar.21419

Dhanesh, G. S., & Duthler, G. (2019). Relationship management through social media influencers:
Effects of followers’ awareness of paid endorsement. Public Relations Review, 45(3), 101765.

https://doi.org/10.1016/j.pubrev.2019.03.002

Dhote, T., & Kumar, V. (2019). Long-duration Storytelling: Study of Factors Influencing Retention
Ability of Brands. Journal of Creative Communications, 14(1), 31-53.

https://doi.org/10.1177/0973258618822871

Djafarova, E., & Bowes, T. (2021). ‘instagram made me buy it’: Generation Z impulse purchases in
fashion industry. Journal of Retailing and Consumer Services, 59, 102345.

https://doi.org/10.1016/j.jretconser.2020.102345

Ersen, D., Yerden, N. K., & Oztek, M. (2020). Bilgi Benimseme Modeli Kapsaminda Elektronik
Agizdan Agiza Pazarlamanin Marka Giiveni Aracilig1 ile Marka Sadakatine Etkisi ve Cevrimici
Tiiketiciler Uzerine Bir Arastirma. Galatasaray Universitesi Ileti-s-im Dergisi.

https://doi.org/10.16878/gsuilet.696855

Evans, N. J., Wojdynski, B. W., & Hoy, M. G. (2018). How sponsorship transparency mitigates
negative effects of advertising recognition. International Journal of Advertising, 38(3), 364-382.

https://doi.org/10.1080/02650487.2018.1474998

69


https://doi.org/10.1080/02650487.2017.1348035
https://doi.org/10.3389/fpsyg.2019.02685
https://doi.org/10.3389/fpsyg.2019.02685
https://doi.org/10.1002/mar.21419
https://doi.org/10.1016/j.pubrev.2019.03.002
https://doi.org/10.1177/0973258618822871
https://doi.org/10.1016/j.jretconser.2020.102345
https://doi.org/10.16878/gsuilet.696855
https://doi.org/10.1080/02650487.2018.1474998

Enke, N., & Borchers, N. S. (2019a). Social Media Influencers in strategic communication: A
conceptual framework for strategic social media influencer communication.
International Journal of Strategic Communication, 13(4), 261-277.

https://doi.org/10.1080/1553118x.2019.1620234

Talih Akkaya, D., Akyol, A., & Golbast Simsek, G. (2018a). Sosyal Medya Reklamciliginda
TUKETICI Algilarinin Tutum, Davranis ve Satin Alma Niyeti (izerine ETKiSi. M U Iktisadi ve

Idari Bilimler Dergisi, 361-388. https://doi.org/10.14780/muiibd.384073

Escalas, J. E. (2007). Self-Referencing and Persuasion: Narrative Transportation versus Analytical

Elaboration. Journal of Consumer Research, 33(4), 421-429. https://doi.org/10.1086/510216

Farivar, S., & Wang, F. (2022). Effective influencer marketing: A social identity perspective. Journal of

Retailing and Consumer Services, 67, 103026. https://doi.org/10.1016/].jretconser.2022.103026

Farivar, S., Wang, F., & Yuan, Y. (2021). Opinion leadership vs. para-social relationship: Key factors in
influencer marketing. Journal of Retailing and Consumer Services, 59, 102371.

https://doi.org/10.1016/j.jretconser.2020.102371

Fazli-Salehi, R., Jahangard, M., Torres, I. M., Madadi, R., & Zufiiga, M. N. (2022b). Social media
reviewing channels: the role of channel interactivity and vloggers’ self-disclosure in consumers’
parasocial interaction. Journal of Consumer Marketing, 39(2), 242-253.

https://doi.org/10.1108/jcm-06-2020-3866

Filieri, R., & McLeay, F. (2013). E-WOM and Accommodation. Journal of Travel Research, 53(1), 44—

57. https://doi.org/10.1177/0047287513481274

Filieri, R. (2015). What makes online reviews helpful? A diagnosticity-adoption framework to explain
informational and normative influences in e-WOM. Journal of Business Research, 68(6), 1261

1270. https://doi.org/10.1016/j.jbusres.2014.11.006

70


https://doi.org/10.1080/1553118x.2019.1620234
https://doi.org/10.14780/muiibd.384073
https://doi.org/10.1086/510216
https://doi.org/10.1016/j.jretconser.2022.103026
https://doi.org/10.1016/j.jretconser.2020.102371
https://doi.org/10.1108/jcm-06-2020-3866
https://doi.org/10.1177/0047287513481274
https://doi.org/10.1016/j.jbusres.2014.11.006

Filieri, R., Acikgoz, F., & Du, H. (2023). Electronic word-of-mouth from video bloggers: The role of
content quality and source homophily across hedonic and utilitarian products. Journal of

Business Research, 160, 113774. https://doi.org/10.1016/j.jbusres.2023.113774

Forecasting and Social Change, 174, 121246. https://doi.org/10.1016/].techfore.2021.121246
Floreddu, P. B., & Cabiddu, F. (2016). Social media communication strategies. Journal of Services

Marketing, 30(5), 490-503.

https://doi.org/10.1108/jsm-01-2015-0036

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. https://doi.org/10.1016/j.pubrev.2010.11.001

Gerrath, M. H., & Usrey, B. (2021). The impact of influencer motives and commonness perceptions on
follower reactions toward incentivized reviews. International Journal of Research in Marketing,
38(3), 531-548.

https://doi.org/10.1016/j.ijresmar.2020.09.010

Gershon, N., & Page, W. (2001). What storytelling can do for information visualization.
Communications of the ACM, 44(8), 31-37.

https://doi.org/10.1145/381641.381653

Giles, D. C., & Edwards, L. (2018). 8. Instagram and the Rise of the Social Media ‘Influencer.’ In

Emerald Publishing Limited eBooks (pp. 155-173). https://doi.org/10.1108/978-1-78743-708-

120181012
Gupta, S., & Kumar, V. (2013b). Sustainability as corporate culture of a brand for superior performance.

Journal of World Business, 48(3), 311-320. https://doi.org/10.1016/].jwb.2012.07.015

Guolla, M. A., Belch, G. E., & Belch, M. A. (2020). Advertising & Promotion: An Integrated Marketing

Communications Perspective. McGraw-Hill Ryerson.

71


https://doi.org/10.1016/j.jbusres.2023.113774
https://doi.org/10.1016/j.techfore.2021.121246
https://doi.org/10.1108/jsm-01-2015-0036
https://doi.org/10.1016/j.pubrev.2010.11.001
https://doi.org/10.1016/j.ijresmar.2020.09.010
https://doi.org/10.1145/381641.381653
https://doi.org/10.1108/978-1-78743-708-120181012
https://doi.org/10.1108/978-1-78743-708-120181012
https://doi.org/10.1016/j.jwb.2012.07.015

Harris, L. C., Fisk, R. P., & Sysalova, H. (2016). Exposing Pinocchio customers: investigating
exaggerated service stories. Journal of Service Management, 27(2), 63-90.

https://doi.org/10.1108/josm-06-2015-0193

Harris, L., & Rae, A. (2011). Building a personal brand through social networking. Journal of Business

Strategy, 32(5), 14-21. https://doi.org/10.1108/02756661111165435

Hayran, C., Anik, L., & Gurhan-Canli, Z. (2016). Feeling of Missing Out (FOMO) and Its Marketing

Implications. In Marketing Science Institute Working Paper Series. http://thearf-org-unified-

admin.s3.amazonaws.com/MSI1/2020/06/MSI Report 16-131.pdf

Hudders, L., De Jans, S., & De Veirman, M. (2020). The commercialization of Social Media Stars: A
Literature Review and conceptual framework on the strategic use of Social Media influencers.
International Journal of Advertising, 40(3), 327-375.

https://doi.org/10.1080/02650487.2020.1836925

Hartanto, P., Hurriyati, R., Dirgantari, P. D., Wulandari, M. Y., Munggaran, D. G., & Rijgia, R. (2023).
Attitude toward the influencer towards purchase intention through social media engagement.
Advances in Economics, Business and Management Research, 416-438.

https://doi.org/10.2991/978-94-6463-226-2_34

Herrando, C., & Martin-De Hoyos, M. J. (2022). Influencer endorsement posts and their effects on
advertising attitudes and purchase intentions. International Journal of Consumer Studies, 46(6),

2288-2299. https://doi.org/10.1111/ijcs.12785

Hauff, J. C., Carlander, A., Gamble, A., Gérling, T., & Holmen, M. (2014). Storytelling as a means to
increase consumers’ processing of financial information. International Journal of Bank

Marketing, 32(6), 494-514. https://doi.org/10.1108/ijbm-08-2013-0089

Heo, C. Y., Kim, B., Park, K., & Back, R. M. (2022). A comparison of Best-Worst Scaling and Likert
Scale methods on peer-to-peer accommodation attributes. Journal of Business Research, 148,

368-377. https://doi.org/10.1016/j.jbusres.2022.04.064

72


https://doi.org/10.1108/josm-06-2015-0193
https://doi.org/10.1108/02756661111165435
http://thearf-org-unified-admin.s3.amazonaws.com/MSI/2020/06/MSI_Report_16-131.pdf
http://thearf-org-unified-admin.s3.amazonaws.com/MSI/2020/06/MSI_Report_16-131.pdf
https://doi.org/10.1080/02650487.2020.1836925
https://doi.org/10.2991/978-94-6463-226-2_34
https://doi.org/10.1111/ijcs.12785
https://doi.org/10.1108/ijbm-08-2013-0089
https://doi.org/10.1016/j.jbusres.2022.04.064

Hou, C., & Sarig6llu, E. (2022). Is bigger better? how the scale effect influences Green Purchase
Intention: The case of washing machine. Journal of Retailing and Consumer Services, 65,

102894. https://doi.org/10.1016/j.jretconser.2021.102894

Hutchinson, D., & Chyung, S. Y. (2023). EVIDENCE-BASED SURVEY DESIGN: ADDING
“MODERATELY” OR “SOMEWHAT” TO LIKERT SCALE OPTIONS AGREE AND
DISAGREE TO GET INTERVAL-LIKE DATA. Performance Improvement Journal, 62(1), 17—

24. https://doi.org/10.56811/pfi-22-0012

Hodkinson, C. (2016b). ‘Fear of Missing Out’ (FOMO) marketing appeals: A conceptual model.
Journal of Marketing Communications, 25(1), 65-88.

https://doi.org/10.1080/13527266.2016.1234504

Hoyer, W. D., & Stokburger-Sauer, N. E. (2011). The role of aesthetic taste in consumer behavior.

Journal of the Academy of Marketing Science, 40(1), 167-180. https://doi.org/10.1007/s11747-

011-0269-y

Hsiao, K., Lu, H., & Lan, W. (2013). The influence of the components of storytelling blogs on readers’
travel intentions. Internet Research, 23(2), 160-182.

https://doi.org/10.1108/10662241311313303

Hussain, S., Ahmed, W., Jafar, R. M. S., Rabnawaz, A., & Jianzhou, Y. (2017). eWOM source
credibility, perceived risk and food product customer’s information adoption. Computers in

Human Behavior, 66, 96-102. https://doi.org/10.1016/j.chb.2016.09.034

Hwang, Y. (2015). Does Opinion Leadership Increase the Followers on Twitter. International Journal

of Social Science and Humanity, 5(3), 258-264. https://doi.org/10.7763/ijssh.2015.v5.464

Hwang, J. (2016). Organic food as self-presentation: The role of psychological motivation in older
consumers’ purchase intention of Organic Food. Journal of Retailing and Consumer Services,

28, 281-287. https://doi.org/10.1016/j.jretconser.2015.01.007

73


https://doi.org/10.1016/j.jretconser.2021.102894
https://doi.org/10.56811/pfi-22-0012
https://doi.org/10.1080/13527266.2016.1234504
https://doi.org/10.1007/s11747-011-0269-y
https://doi.org/10.1007/s11747-011-0269-y
https://doi.org/10.1108/10662241311313303
https://doi.org/10.1016/j.chb.2016.09.034
https://doi.org/10.7763/ijssh.2015.v5.464
https://doi.org/10.1016/j.jretconser.2015.01.007

Hyne, K. (2018). How brands can create a compelling sales proposition through storytelling. Journal of

Brand Strategy, 7(1), 48-53. https://www.henrystewartpublications.com/jbs/v7/al

Jun, S., & Yi, J. (2020). What makes followers loyal? The role of influencer interactivity in building
influencer brand equity. Journal of Product & Brand Management, 29(6), 803-814.

https://doi.org/10.1108/jpbm-02-2019-2280

Ibafez-Sanchez, S., Flavian, M., Casalg, L. V., & Belanche, D. (2021). Influencers and brands
successful collaborations: A mutual reinforcement to promote products and services on social
media. Journal of Marketing Communications, 28(5), 469-486.

https://doi.org/10.1080/13527266.2021.1929410

lleris, K. (2003). Towards a contemporary and comprehensive theory of learning. International Journal
of Lifelong Education, 22(4), 396-406.

https://doi.org/10.1080/02601370304837

Ismagilova, E., Slade, E., Rana, N. P., & Dwivedi, Y. K. (2020). The effect of characteristics of source
credibility on consumer behaviour: A meta-analysis. Journal of Retailing and Consumer

Services, 53, 101736.

https://doi.org/10.1016/j.jretconser.2019.01.005

Ibafez-Sanchez, S., Flavian, M., Casalg, L. V., & Belanche, D. (2021). Influencers and brands
successful collaborations: A mutual reinforcement to promote products and services on social
media. Journal of Marketing Communications, 28(5), 469-486.

https://doi.org/10.1080/13527266.2021.1929410

Johnson, T. J., & Kaye, B. K. (2004). Wag the Blog: How Reliance on Traditional Media and the
Internet Influence Credibility Perceptions of Weblogs Among Blog Users. Journalism & Mass

Communication Quarterly, 81(3), 622—642. https://doi.org/10.1177/107769900408100310

74


https://www.henrystewartpublications.com/jbs/v7/a1
https://doi.org/10.1108/jpbm-02-2019-2280
https://doi.org/10.1080/13527266.2021.1929410
https://doi.org/10.1080/02601370304837
https://doi.org/10.1016/j.jretconser.2019.01.005
https://doi.org/10.1080/13527266.2021.1929410
https://doi.org/10.1177/107769900408100310

Joshi, A., Kale, S., Chandel, S., & Pal, D. (2015). Likert Scale: Explored and Explained. British Journal

of Applied Science & Technology, 7(4), 396-403. https://doi.org/10.9734/bjast/2015/14975

De Oliveira Junior, J. R., Limongi, R., Lim, W. M., Eastman, J. K., & Kumar, S. (2022). A story to sell:
The influence of storytelling on consumers’ purchasing behavior. Psychology and Marketing,

40(2), 239-261. https://doi.org/10.1002/mar.21758

Kim, J., & Lennon, S. J. (2013). Effects of reputation and website quality on online consumers’
emotion, perceived risk and purchase intention. Journal of Research in Interactive
Marketing, 7(1), 33-56.

https://doi.org/10.1108/17505931311316734

Ko, N., Kirsch, N., & King, N. (2005). Antecedents of Knowledge Transfer from Consultants to Clients
in Enterprise System Implementations. MIS Quarterly, 29(1), 59.

https://doi.org/10.2307/25148668

Alan, A. K., Kabadayi, E. T., & EriSke, T. (2018). ILETISIMIN YENi YUZU: DiJITAL
PAZARLAMA VE SOSYAL MEDYA PAZARLAMASI. Elektronik Sosyal Bilimler Dergisi,
17(66), 493-504.

https://doi.org/10.17755/esosder.334699

Lawson, V. Z., & Strange, D. (2015). News as (hazardous) entertainment: Exaggerated reporting leads
to more memory distortion for news stories. Psychology of Popular Media Culture, 4(2), 188-

198. https://doi.org/10.1037/ppm0000015

Lee, J. A., & Eastin, M. S. (2021). Perceived authenticity of social media influencers: scale
development and validation. Journal of Research in Interactive Marketing, 15(4), 822—-841.

https://doi.org/10.1108/jrim-12-2020-0253

75


https://doi.org/10.9734/bjast/2015/14975
https://doi.org/10.1002/mar.21758
https://doi.org/10.1108/17505931311316734
https://doi.org/10.2307/25148668
https://doi.org/10.17755/esosder.334699
https://doi.org/10.1037/ppm0000015
https://doi.org/10.1108/jrim-12-2020-0253

Lee, J., & Hong, I. B. (2016). Predicting positive user responses to social media advertising: The roles
of emotional appeal, informativeness, and creativity. International Journal of Information

Management, 36(3), 360-373. https://doi.org/10.1016/j.ijinfomgt.2016.01.001

Lim, J. S., Nicholson, J., Yang, S.-U., & Kim, H.-K. (2015). Online authenticity, popularity, and the
“Real me” in a microblogging environment. Computers in Human Behavior, 52, 132-143.

https://doi.org/10.1016/j.chb.2015.05.037

Lins, S., Greulich, M., Lobbers, J., Benlian, A., & Sunyaev, A. (2024). Why So Skeptical? Investigating
the Emergence and Consequences of Consumer Skepticism toward Web Seals. Information &

Management, 61(2), 103920. https://doi.org/10.1016/j.im.2024.103920

Leung, F. F., Gu, F. F., & Palmatier, R. W. (2022). Online influencer marketing. Journal of the

Academy of Marketing Science, 50(2), 226—-251. https://doi.org/10.1007/s11747-021-00829-4

Lee, J. A., Sudarshan, S., Sussman, K. L., Bright, L. F., & Eastin, M. S. (2021). Why are consumers
following social media influencers on Instagram? exploration of consumers’ motives for
following influencers and the role of materialism. International Journal of Advertising, 41(1),

78-100._https://doi.org/10.1080/02650487.2021.1964226

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

Leung, F. F., Gu, F. F,, Li, Y., Zhang, J. Z., & Palmatier, R. W. (2022). Influencer Marketing
Effectiveness. Journal of Marketing, 86(6), 93—115.

https://doi.org/10.1177/00222429221102889

Liang, Y. (2023b). The Research on Chanel’s Strategy of Using Celebrity Images to Enrich the Brand
Narrative. Advances in Economics Management and Political Sciences, 35(1), 178-185.

https://doi.org/10.54254/2754-1169/35/20231741

Li, Q. (2013). A novel Likert scale based on fuzzy sets theory. Expert Systems With Applications, 40(5),

1609-1618. https://doi.org/10.1016/j.eswa.2012.09.015

76


https://doi.org/10.1016/j.ijinfomgt.2016.01.001
https://doi.org/10.1016/j.chb.2015.05.037
https://doi.org/10.1016/j.im.2024.103920
https://doi.org/10.1007/s11747-021-00829-4
https://doi.org/10.1080/02650487.2021.1964226
https://doi.org/10.1016/j.jbusres.2016.04.171
https://doi.org/10.1177/00222429221102889
https://doi.org/10.54254/2754-1169/35/20231741
https://doi.org/10.1016/j.eswa.2012.09.015

Liu, X., & Zheng, X. (2024). The persuasive power of social media influencers in brand credibility and
purchase intention. Humanities and Social Sciences Communications, 11(1).

https://doi.org/10.1057/s41599-023-02512-1

Li, Y., & Peng, Y. (2021). Influencer marketing: purchase intention and its antecedents. Marketing

Intelligence & Planning, 39(7), 960-978. https://doi.org/10.1108/mip-04-2021-0104

Liu, X., & Zheng, X. (2024). The persuasive power of social media influencers in brand credibility and
purchase intention. Humanities and Social Sciences Communications, 11(1).

https://doi.org/10.1057/s41599-023-02512-1

Lopez, M., Sicilia, M., & Verlegh, P. W. (2021). How to motivate opinion leaders to spread e-WoM on
social media: monetary vs non-monetary incentives. Journal of Research in Interactive
Marketing, 16(1), 154-171.

https://doi.org/10.1108/jrim-03-2020-0059

Lopez, J., & Islam, S. (2021). Beauty Influencers and Instagram Usage. Journal of Applied Business and

Economics, 23(6). https://doi.org/10.33423/jabe.v23i6.4686

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect
Consumer Trust of Branded Content on Social Media. Journal of Interactive Advertising, 19(1),

58-73. https://doi.org/10.1080/15252019.2018.1533501

Machado Carvalho, M. A. (2024). Influencing the follower behavior: The role of homophily
and perceived usefulness, credibility and enjoyability of travel content. Journal of Hospitality

and Tourism Insights, 7(2), 1091-1110._https://doi.org/10.1108/jhti-09-2023-0648

Masuda, H., Han, S. H., & Lee, J. (2022). Impacts of influencer attributes on purchase intentions in
social media influencer marketing: Mediating roles of characterizations. Technological

Forecasting and Social Change, 174, 121246. https://doi.org/10.1016/].techfore.2021.121246

Marwick, A., & Boyd, D. (2011). To See and Be Seen: Celebrity Practice on Twitter. Convergence the
International Journal of Research Into New Media Technologies, 17(2), 139-158.

https://doi.org/10.1177/1354856510394539

77


https://doi.org/10.1057/s41599-023-02512-1
https://doi.org/10.1057/s41599-023-02512-1
https://doi.org/10.1108/mip-04-2021-0104
https://doi.org/10.1057/s41599-023-02512-1
https://doi.org/10.1108/jrim-03-2020-0059
https://doi.org/10.33423/jabe.v23i6.4686
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1108/jhti-09-2023-0648
https://doi.org/10.1016/j.techfore.2021.121246
https://doi.org/10.1177/1354856510394539

Magno, F., & Cassia, F. (2018). The impact of social media influencers in tourism. Anatolia, 29(2),

288-290. https://doi.org/10.1080/13032917.2018.1476981

Mora, P., & Livat, F. (2013b). Does storytelling add value to fine Bordeaux wines? Wine Economics

and Policy, 2(1), 3-10. https://doi.org/10.1016/].wep.2013.01.001

Mora, P., & Moscarola, J. (2010). Representations of the emotions associated with a wine purchasing or
consumption experience. International Journal of Consumer Studies, 34(6), 674-683.

https://doi.org/10.1111/j.1470-6431.2010.00900.x

Moulard, J. G., Raggio, R. D., & Folse, J. a. G. (2020). Disentangling the meanings of brand
authenticity: The entity-referent correspondence framework of authenticity. Journal of the

Academy of Marketing Science, 49(1), 96-118. https://doi.org/10.1007/s11747-020-00735-1

Miuller, J., & Christandl, F. (2019). Content is king — but who is the king of kings? the effect of Content
Marketing, sponsored content & user-generated content on brand responses. Computers in

Human Behavior, 96, 46-55. https://doi.org/10.1016/j.chb.2019.02.006

Nadlifatin, R., Persada, S. F., Munthe, J. H., Ardiansyahmiraja, B., Redi, A. a. N. P., Prasetyo, Y. T., &
Belgiawan, P. F. (2022). UNDERSTANDING FACTORS INFLUENCING TRAVELER’S
ADOPTION OF TRAVEL INFLUENCER ADVERTISING: AN INFORMATION ADOPTION
MODEL APPROACH. Verslas Teorija Ir Praktika, 23(1), 131-140.

https://doi.org/10.3846/btp.2022.13149

Narang, R. (2016). Understanding purchase intention towards Chinese products: Role of ethnocentrism,
animosity, status and self-esteem. Journal of Retailing and Consumer Services, 32, 253-261.

https://doi.org/10.1016/j.jretconser.2016.05.010

Nilsson, J., Murto, R., & Kjellberg, H. (2023). Influencer marketing and the ‘gifted’ product: framing
practices and market shaping. Journal of Marketing Management, 39(11-12), 982—

1011. https://doi.org/10.1080/0267257x.2023.2253450

78


https://doi.org/10.1080/13032917.2018.1476981
https://doi.org/10.1016/j.wep.2013.01.001
https://doi.org/10.1111/j.1470-6431.2010.00900.x
https://doi.org/10.1007/s11747-020-00735-1
https://doi.org/10.1016/j.chb.2019.02.006
https://doi.org/10.3846/btp.2022.13149
https://doi.org/10.1016/j.jretconser.2016.05.010
https://doi.org/10.1080/0267257x.2023.2253450

Ki, C. ‘Chloe,” & Kim, Y. (2019). The mechanism by which social media influencers persuade
consumers: The role of consumers’ desire to mimic. Psychology &amp; Marketing, 36(10), 905—

922. https://doi.org/10.1002/mar.21244

Ki, C.-W. (Chloe), Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer Marketing: Social media
influencers as human brands attaching to followers and yielding positive marketing results by
fulfilling needs. Journal of Retailing and Consumer Services, 55, 102133.

https://doi.org/10.1016/j.jretconser.2020.102133

Unalmus, E., Dirsehan, T., & Erdogmus, I. E. (2024). Consequences of influencer-created content on
influencers’ authenticity in the beauty and Personal Care Industry. Journal of Marketing

Communications, 1-27. https://doi.org/10.1080/13527266.2024.2371833

Patel, J. D., Gadhavi, D. D., & Shukla, Y. S. (2016). Consumers’ responses to cause related marketing:
moderating influence of cause involvement and skepticism on attitude and purchase intention.
International Review on Public and Nonprofit Marketing, 14(1), 1-18.

https://doi.org/10.1007/s12208-016-0151-1

Rafdinal, W., Setyawati, L., & Rachman, A. (2022). Information adoption on social Media: How does it
affect travel intention? Lessons from West Java. Journal of Tourism Sustainability, 2(1), 36—43.

https://doi.org/10.35313/jtospolban.v2i1.33

Rubin, A. M., Perse, E. M., & Powell, R. A. (1985). LONELINESS, PARASOCIAL INTERACTION,
AND LOCAL TELEVISION NEWS VIEWING. Human Communication Research, 12(2), 155-

180. https://doi.org/10.1111/].1468-2958.1985.th00071.x

Rui, H., Liu, Y., & Whinston, A. (2013). Whose and what chatter matters? the effect of tweets on movie

sales. Decision Support Systems, 55(4), 863-870. https://doi.org/10.1016/j.dss.2012.12.022

Richard, M. O., Chebat, J. C., Yang, Z., & Putrevu, S. (2010). A proposed model of online consumer
behavior: Assessing the role of gender. Journal of Business Research, 63(9-10), 926-934.

https://doi.org/10.1016/j.ibusres.2009.02.027

79


https://doi.org/10.1002/mar.21244
https://doi.org/10.1016/j.jretconser.2020.102133
https://doi.org/10.1080/13527266.2024.2371833
https://doi.org/10.1007/s12208-016-0151-1
https://doi.org/10.35313/jtospolban.v2i1.33
https://doi.org/10.1111/j.1468-2958.1985.tb00071.x
https://doi.org/10.1016/j.dss.2012.12.022
https://doi.org/10.1016/j.jbusres.2009.02.027

The Role of Social Media Influencers in Consumer Psychology: An Evaluation of Generation Z

Research. (2023). Nesne Psikoloji Dergisi, 11(28). https://doi.org/10.7816/nesne-11-28-09

Sabina, A. S., & Marsasi, E. G. (2024). Influencer’s Trustworthiness and Attitude to Increase Purchase
Intention in Generation Z Based on Theory of Planned Behavior. Jurnal Pamator Jurnal limiah

Universitas Trunojoyo, 17(1), 1-22. https://doi.org/10.21107/pamator.v17i1.2398

Sharma, D. (2023). How not who: Message strategies adopted by Celebrities /S Social Media
influencers. Journal of Marketing Communications, 1-25.

https://doi.org/10.1080/13527266.2023.2220326

Shuqair, S., Filieri, R., Viglia, G., Mattila, A. S., & Costa Pinto, D. (2024). Leveraging online selling
through social media influencers. Journal of Business Research, 171, 114391.

https://doi.org/10.1016/j.jbusres.2023.114391

Schimmelpfennig, C., & Hunt, J. B. (2019). Fifty years of celebrity endorser research: Support for a
comprehensive celebrity endorsement strategy framework. Psychology &amp; Marketing, 37(3),

488-505. https://doi.org/10.1002/mar.21315

Sah, S., Malaviya, P., & Thompson, D. (2018). Conflict of interest disclosure as an expertise cue:
Differential effects due to automatic versus deliberative processing. Organizational Behavior

and Human Decision Processes, 147, 127-146. https://doi.org/10.1016/j.0bhdp.2018.05.008

Sambrano, D., Masip, J., & Blandon-Gitlin, 1. (2020). How emotions affect judgement and decision
making in an interrogation scenario. Legal and Criminological Psychology, 26(1), 62-82.

https://doi.org/10.1111/lcrp.12181

Surjandy, N., & Virtonia, 1. (2023). The Adoption of Information Thread at Social Media during Covid
using Modified Information Adoption Model.

https://doi.org/10.1109/ic3ina60834.2023.10285785

Sheldon, P., & Bryant, K. (2016b). Instagram: Motives for its use and relationship to narcissism and
contextual age. Computers in Human Behavior, 58, 89-97.

https://doi.org/10.1016/j.chb.2015.12.059

80


https://doi.org/10.7816/nesne-11-28-09
https://doi.org/10.21107/pamator.v17i1.23984
https://doi.org/10.1080/13527266.2023.2220326
https://doi.org/10.1016/j.jbusres.2023.114391
https://doi.org/10.1016/j.jbusres.2023.114391
https://doi.org/10.1002/mar.21315
https://doi.org/10.1016/j.obhdp.2018.05.008
https://doi.org/10.1111/lcrp.12181
https://doi.org/10.1109/ic3ina60834.2023.10285785
https://doi.org/10.1016/j.chb.2015.12.059

Sheldon, P., & Bryant, K. (2016). Instagram: Motives for its use and relationship to narcissism and
contextual age. Computers in Human Behavior, 58, 89-97.

https://doi.org/10.1016/j.chb.2015.12.059

Sokolova, K., & Perez, C. (2021). You follow fitness influencers on YouTube. But do you actually
exercise? How parasocial relationships, and watching fitness influencers, relate to intentions to
exercise. Journal of Retailing and Consumer Services, 58, 102276.

https://doi.org/10.1016/j.jretconser.2020.102276

Song, S. Y., Cho, E., & Kim, Y. K. (2017). Personality factors and flow affecting opinion leadership in
social media. Personality and Individual Differences, 114, 16-23.

https://doi.org/10.1016/j.paid.2017.03.058

Spanjaard, D., Garlin, F., & Mohammed, H. (2022). Tell Me a Story! Blending Digital Storytelling Into
Marketing Higher Education for Student Engagement. Journal of Marketing Education, 45(2),
167-182.

https://doi.org/10.1177/02734753221090419

Stubb, C., & Colliander, J. (2019b). “This is not sponsored content” — The effects of impartiality
disclosure and e-commerce landing pages on consumer responses to social media influencer

posts. Computers in Human Behavior, 98, 210-222. https://doi.org/10.1016/j.chb.2019.04.024

Stubb, C., & Colliander, J. (2019). “This is not sponsored content” — The effects of impartiality
disclosure and e-commerce landing pages on consumer responses to social media influencer

posts. Computers in Human Behavior, 98, 210-222. https://doi.org/10.1016/j.chb.2019.04.024

Sussman, S. W., & Siegal, W. S. (2003). Informational Influence in Organizations: An Integrated
Approach to Knowledge Adoption. Information Systems Research, 14(1), 47-65.

https://doi.org/10.1287/isre.14.1.47.14767

Schouten, A. P., Janssen, L., & Verspaget, M. (2019). Celebrity vs. Influencer endorsements in
advertising: The role of identification, credibility, and product-endorser fit. International

Journal of Advertising, 39(2), 258-281. https://doi.org/10.1080/02650487.2019.1634898

81


https://doi.org/10.1016/j.chb.2015.12.059
https://doi.org/10.1016/j.jretconser.2020.102276
https://doi.org/10.1016/j.paid.2017.03.058
https://doi.org/10.1177/02734753221090419
https://doi.org/10.1016/j.chb.2019.04.024
https://doi.org/10.1016/j.chb.2019.04.024
https://doi.org/10.1287/isre.14.1.47.14767
https://doi.org/10.1080/02650487.2019.1634898

Tian, K., Xuan, W., Hao, L., Wei, W., Li, D., & Zhu, L. (2022). Exploring youth consumer behavior in
the context of mobile short video advertising using an extended stimulus—organization—response

model. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyq.2022.933542

Van Laer, T., De Ruyter, K., Visconti, L. M., & Wetzels, M. (2014). The Extended Transportation-
Imagery Model: A Meta-Analysis of the Antecedents and Consequences of Consumers’
Narrative Transportation. Journal of Consumer Research, 40(5), 797-817.

https://doi.org/10.1086/673383

Venciute, D., Mackeviciene, 1., Kuslys, M., & Correia, R. F. (2023). The role of influencer—follower
congruence in the relationship between influencer marketing and purchase behaviour. Journal of

Retailing and Consumer Services, 75, 103506. https://doi.org/10.1016/j.jretconser.2023.103506

Woodside, A. G. (2010). Brand-consumer storytelling theory and research: Introduction to a Psychology
& Marketing special issue. Psychology and Marketing, 27(6), 531-540.

https://doi.org/10.1002/mar.20342

Yang, C. (2013). Telling Tales at Work. Business Communication Quarterly, 76(2), 132-154.

https://doi.org/10.1177/1080569913480023

Yi, J. (n.d.). Influencer Marketing and Parasocial Relationships. In University of California, Santa
Barbara Undergraduate Research and Creative Activities Journal.

https://escholarship.org/content/gt2fc2vitr/qt2fc2vitr noSplash d025f0fbba38d1ba03a689eabf9

6bded.pdf?t=s3chb2

Yu, J., Liang, M., & Jin, C. H. (2023). The Effects of Luxury Brand Influencer Characteristics on Self-
Brand Connection: Focused on Consumer Perception. Sustainability, 15(8), 6937.

https://doi.org/10.3390/su15086937

Yu, S., Zhang, H., Zheng, Q., Chu, D., Chen, T., & Chen, X. (2024). Consumer behavior based on the
SOR model: How do short video advertisements affect furniture consumers’ purchase

intentions? BioResources, 19(2), 2639-2659. https://doi.org/10.15376/biores.19.2.2639-2659

82


https://doi.org/10.3389/fpsyg.2022.933542
https://doi.org/10.1086/673383
https://doi.org/10.1086/673383
https://doi.org/10.1016/j.jretconser.2023.103506
https://doi.org/10.1002/mar.20342
https://doi.org/10.1177/1080569913480023
https://escholarship.org/content/qt2fc2v1tr/qt2fc2v1tr_noSplash_d025f0fbba38d1ba03a689eabf96bded.pdf?t=s3chb2
https://escholarship.org/content/qt2fc2v1tr/qt2fc2v1tr_noSplash_d025f0fbba38d1ba03a689eabf96bded.pdf?t=s3chb2
https://doi.org/10.3390/su15086937
https://doi.org/10.15376/biores.19.2.2639-2659

Yuan, C., Moon, H., Wang, S., Yu, X., & Kim, K. H. (2021). Study on the influencing of B2B
parasocial relationship on repeat purchase intention in the online purchasing environment: An
empirical study of B2B E-commerce platform. Industrial Marketing Management, 92, 101-110.

https://doi.org/10.1016/j.indmarman.2020.11.008

Yudha, A. (2023). A Source Effect Theory Perspective on How Opinion Leadership, Parasocial
Relationship, and Credibility Influencers Affect Purchase Intention. Jurnal Manajemen Teori
Dan Terapan | Journal of Theory and Applied Management, 16(2), 240-253.

https://doi.org/10.20473/jmtt.v16i2.48099

Yusra, Y., Vilzati, V., Eliana, E., Ariffin, A. a. M., & Susanto, P. (2023). Stimulating Visit Intention
Using Social Media Influencer: Mediating Role of Enjoyment. Indonesian Journal of Business
and Entrepreneurship.

https://doi.org/10.17358/ijbe.9.2.295

Ozgen, E., & Doymus, H. (2013). Sosyal Medya Pazarlamasinda Farklilastiric1 Bir Unsur Olarak Icerik
Y 6netimi Konusuna iletisimsel Bir Yaklasim. AJIT-e Academic Journal of Information
Technology, 4(11), 91-103.

https://doi.org/10.5824/1309-1581.2013.1.006.x

Zatwarnicka-Madura, B., & Nowacki, R. (n.d.). Storytelling and its impact on effectiveness.

https://www.researchgate.net/profile/Robert-

Nowacki/publication/329035582_STORYTELLING _AND_ITS IMPACT_ON_EFFECTIVEN

ESS_OF_ ADVERTISING/links/5bf2a26e4585150b2bc173a8/STORYTELLING-AND-ITS-

IMPACT-ON-EFFECTIVENESS-OF-ADVERTISING.pdf

Zhang, D., Zhou, L., Kehoe, J. L., & Kilic, I. Y. (2016). What Online Reviewer Behaviors Really
Matter? Effects of Verbal and Nonverbal Behaviors on Detection of Fake Online Reviews.
Journal of Management Information Systems, 33(2), 456—481.

https://doi.org/10.1080/07421222.2016.1205907

83


https://doi.org/10.1016/j.indmarman.2020.11.008
https://doi.org/10.20473/jmtt.v16i2.48099
https://doi.org/10.17358/ijbe.9.2.295
https://doi.org/10.5824/1309-1581.2013.1.006.x
https://www.researchgate.net/profile/Robert-Nowacki/publication/329035582_STORYTELLING_AND_ITS_IMPACT_ON_EFFECTIVENESS_OF_ADVERTISING/links/5bf2a26e4585150b2bc173a8/STORYTELLING-AND-ITS-IMPACT-ON-EFFECTIVENESS-OF-ADVERTISING.pdf
https://www.researchgate.net/profile/Robert-Nowacki/publication/329035582_STORYTELLING_AND_ITS_IMPACT_ON_EFFECTIVENESS_OF_ADVERTISING/links/5bf2a26e4585150b2bc173a8/STORYTELLING-AND-ITS-IMPACT-ON-EFFECTIVENESS-OF-ADVERTISING.pdf
https://www.researchgate.net/profile/Robert-Nowacki/publication/329035582_STORYTELLING_AND_ITS_IMPACT_ON_EFFECTIVENESS_OF_ADVERTISING/links/5bf2a26e4585150b2bc173a8/STORYTELLING-AND-ITS-IMPACT-ON-EFFECTIVENESS-OF-ADVERTISING.pdf
https://www.researchgate.net/profile/Robert-Nowacki/publication/329035582_STORYTELLING_AND_ITS_IMPACT_ON_EFFECTIVENESS_OF_ADVERTISING/links/5bf2a26e4585150b2bc173a8/STORYTELLING-AND-ITS-IMPACT-ON-EFFECTIVENESS-OF-ADVERTISING.pdf
https://doi.org/10.1080/07421222.2016.1205907

Zhu, D. H., Chang, Y. P., & Luo, J. J. (2016). Understanding the influence of C2C communication on
purchase decision in online communities from a perspective of information adoption model.

Telematics and Informatics, 33(1), 8-16. https://doi.org/10.1016/j.tele.2015.06.001

Zhang, K. Z. K., Zhao, S. J., Cheung, C. M. K., & Lee, M. K. O. (2014). Examining the influence of

online reviews on consumers’ decision-making: A heuristic—systematic model. Decision Support

Systems, 67, 78-89. https://doi.org/10.1016/].dss.2014.08.005
Zniva, R., Weitzl, W. J., & Lindmoser, C. (2023). Be constantly different! How to manage influencer

authenticity. Electronic Commerce Research, 23(3), 1485-1514. https://doi.org/10.1007/s10660-

022-09653-6
Venciute, D., Mackeviciene, I., Kuslys, M., & Correia, R. F. (2023). The role of influencer—follower
congruence in the relationship between influencer marketing and purchase behaviour. Journal of

Retailing and Consumer Services, 75, 103506. https://doi.org/10.1016/j.jretconser.2023.103506

Van Reijmersdal, E. A., Rozendaal, E., Hudders, L., Vanwesenbeeck, I., Cauberghe, V., & Van Berlo,
Z. M. C. (2020). Effects of disclosing influencer marketing in videos: An eye tracking study
among children in early adolescence. Journal of Interactive Marketing, 49(1), 94-106.

https://doi.org/10.1016/j.intmar.2019.09.001

Verhagen, T., Feldberg, F., van den Hooff, B., Meents, S., & Merikivi, J. (2012). Understanding users’
motivations to engage in virtual worlds: A multipurpose model and empirical testing. Computers

in Human Behavior, 28(2), 484-495. https://doi.org/10.1016/j.chb.2011.10.020

Wang, E. S., & Weng, Y. (2023). 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. https://doi.org/10.1108/apjml-02-2023-0115

Wentzel, D., Tomczak, T., & Herrmann, A. (2010). The moderating effect of manipulative intent and
cognitive resources on the evaluation of narrative ads. Psychology and Marketing, 27(5), 510—

530. https://doi.org/10.1002/mar.20341

84


https://doi.org/10.1016/j.tele.2015.06.001
https://doi.org/10.1016/j.dss.2014.08.005
https://doi.org/10.1007/s10660-022-09653-6
https://doi.org/10.1007/s10660-022-09653-6
https://doi.org/10.1016/j.jretconser.2023.103506
https://doi.org/10.1016/j.intmar.2019.09.001
https://doi.org/10.1016/j.intmar.2019.09.001
https://doi.org/10.1016/j.chb.2011.10.020
https://doi.org/10.1108/apjml-02-2023-0115
https://doi.org/10.1002/mar.20341
https://doi.org/10.1002/mar.20341

Wu, H. C., Ai, C. H, Yang, L. J., & Li, T. (2015). A Study of Reuvisit Intentions, Customer Satisfaction,
Corporate Image, Emotions and Service Quality in the Hot Spring Industry. Journal of China

Tourism Research, 11(4), 371-401. https://doi.org/10.1080/19388160.2015.1110545

Wijerathna, D. N. M. N., & Wijesundara, T. R. (2022). Impact of perceived authenticity in micro-

influencer marketing on purchasing intention in fitness sector: The mediation role of trust.

Journal of Management Matters, 9(1), 1-25. https://doi.org/10.4038/jmm.v9i1.30

85


https://doi.org/10.1080/19388160.2015.1110545
https://doi.org/10.4038/jmm.v9i1.30

INFLUENCERIU PASAKOJIMO, TURINIO CHARAKTERISTIKU IR
INFLUENCERIU CHARAKTERISTIKU POVEIKIS PIRKIMO KETINIMAMS
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SUMMARY IN LITHUANIAN
98 puslapis, 168 Saltiniai, 33 lentelés ir 1 paveikslas

Sio magistro darbo pagrindinis tikslas — istirti, kaip socialiniy tinkly groZio influenceriy veikla
daro jtakg vartotojy pirkimo ketinimams. Darbe akcentuojami svarbiis veiksniai, kurie
reikSmingai veikia vartotojy elgesj, tokie kaip autentiSkumas, patikimumas, turinio kokybe,

turinio naudingumas, jraSy patrauklumas ir istorijy pasakojimas.

Literaturos analizé orientuojasi j socialiniy tinkly influenceriy vaidmen;j istorijy pasakojimo
rinkodaroje, pabréZiant, kaip jie gali emociskai jtraukti sekéjus per pasakojimus. Analizuojamos
svarbios influenceriy savybés, jskaitant patikimuma, autentiSkumga ir atsakinguma, taip pat kaip
turinio kokybe¢, konkreciai jtikinamumas, informatyvumas ir estetiSkumas, veikia vartotojy
jausmus. Analiz¢je taip pat iSrySkinama, kaip vartotojy sprendimams jtakg daro parasaocialiniai
rySiai —emociniai saitai, egzistuojantys tarp influenceriy ir sekéjy. Literatiiroje pabréziama, kaip
influenceriai pasitelkia pasakojimg kaip priemong kurti artimumga ir pasitikéjima, stiprindami
sekéjy rysi su influenceriu ir jy reklamuojamais produktais. Tyrimas taip pat atkreipia démes;j i
tai, kad influenceriai, norédami pritraukti vartotojus, vis dazniau kuria tikra, akj traukiantj ir

emociskai jtraukiantj turinj — tai tampa svarbia influencerio rinkodaros dalimi.

Tyrimo pagrindinés i§vados apibendrintos iSvady ir rekomendacijy skyriuje, kuris pabrézia, kaip
pasakojimai stipriai didina emocinj rysj, pasitikéjimg ir pirkimo ketinimus. AutentiSkas,
informatyvus ir vizualiai patrauklus turinys kuria vartotojy pasitikéjimg ir formuoja palankia
nuomong apie influencerius bei jy reklamuojamus produktus. Pabrézdami tikra pasakojimg ir
patikimg informacija, rinkodaros specialistai gali labiau jgyti vartotojy pasitikéjima, padidinti

jsitraukimg ir galiausiai skatinti pardavimus.
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SUMMARY IN ENGLISH
98 Pages, 168 References, 33 tables, and 1 Figure

This master's thesis's main objective is to investigate how consumer purchase intentions
are impacted by social media beauty influencers. It emphasizes on important elements that
significantly impact consumer behavior, like authenticity, trustworthiness, and the quality of

content, usefulness of content, post attractiveness and storytelling.

The analysis of the literature focuses at social media influencers' role in storytelling
marketing, emphasizing how they can emotionally engage followers through storytelling. It
examines important influencer traits including credibility, authenticity, and dependability as well
as how content quality specifically, how persuasive, informative, and aesthetically pleasing it is
affects consumer sentiments. The analysis also highlights how consumers' decisions are
influenced by parasocial interactions, or the emotional ties that exist between influencers and
followers. The literature also emphasizes how influencers employ narrative as an approach to
establish relatability and trust, which strengthens followers' bonds with the influencer and the
goods they promote. A key component of influencer marketing, the research also highlights the
rising desire from consumers for real, eye-catching, and emotionally compelling material. The
study's main conclusions have been summed up in the conclusion and suggestions, which
highlight how narrative greatly increases emotional connection, trust, and purchase intention.
Authentic, educational, and visually appealing content builds customer trust and fosters
favorable opinions about the influencer and the product being pushed. Marketers may build
greater consumer trust, raise engagement, and eventually increase sales by emphasizing genuine

storytelling and reliable information.
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Annex 1
Quastionnaire Development

My name is Ozge Nur Kirici, and I am studying Marketing and Integrated Communications at
Vilnius University. For my master’s thesis, I am focusing on influencer characteristics,
storytelling marketing, source credibility, post attractiveness, and how content usefullness

impacts purchase intention.

Before answering the following questions, please think of Negin Mirsalehi and keep this
influencer in mind as you respond to the questions. Your answers should reflect your experience

and perceptions of that particular beauty influencer.

Negin Mirsalehi is a Dutch entrepreneur, influencer, and beauty icon known for her
sophisticated style and significant impact on the beauty industry. She is the founder of Gisou, a
beauty brand launched in 2015. Inspired by her family’s beekeeping heritage, Gisou offers high-
quality, honey-infused products for both haircare and lip care, designed to nourish and enhance

natural beauty while promoting healthy, radiant hair and soft, hydrated lips.

This questionnaire consists of 9 question blocks and will take approximately 13-14 minutes to
complete. It is anonymous, and your responses will be used solely for research purposes. If you

have any concerns, please feel free to contact me via email:

7o
(i 28 negin_mirsalehi
\&

ozge.kirici@evaf.stud.vu.lt

Thank you for your participation.
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1. - Please indicate your level of agreement with the following statements about how
informative you find the beauty influencer’s content.

5-point Likert type scale; reference-Unalms et al., 2024

Strongly Strongly
disagree Agree

Provide
relevant
beauty
information.

Provide
timely beauty
information.

Telll people
about beauty
products
when they
need the
information
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2. - Please indicate your level of agreement with the following statements regarding

the authenticity of the beauty influencer.

5-point Likert type scale; reference-Wang & Weng, 2023

Strongly
disagree

Strongly Agree

This beauty
celebrity is
different from
all other
celebrities.

This beauty
celebrity
stands out
from other
celebrities.

I think this
beauty
celebrity is
unique.

This beauty
celebrity
clearly
distinguishes
themselves
from other
celebrities.
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3. - Please indicate your level of agreement with the following statements about your
emotional connection to the beauty influencer.

5-point Likert type scale; reference-Farivar et al., 2021

Strongly Strongly Agree
disagree

When |
engage with
this beauty
influencer's
content, | feel
like I'm part
of their
community.

| perceive
this beauty
influencer as
someone
familiar, like
an old friend.

I’d love the
opportunity
to meet this
beauty
influencer
face-to-face.

This beauty
influencer
gives me a
sense of
comfort.
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4. - Please indicate your level of agreement with the following statements regarding

the visual appeal of the influencer's posts.

5-point Likert type scale; reference-Chang et al., 2015

Strongly
disagree

Strongly Agree

Beauty
photos
displayed in
post is
attractive.

Beauty
photos are
aesthetically
appealing.

Beauty
photos look
attractive.
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5. - Please indicate your level of agreement with the following statements regarding
your attitude toward the beauty influencer.

5-point Likert type scale; reference-Hartanto et al., 2023

Strongly Strongly
disagree Agree

| believe the
beauty
Inlfuencer
that | follow
is the best
influencer
for me to get
the desired
beauty
product.

| believe
that the
beauty
Influencer |
follow have
engaging
content in
the beauty
products |
want.

| truly
believe that
the Beauty
Influencers |
follow
provide new
offers on
various
beauty
products and
services on
the products
| want.

| consider
that the
beauty
Influencers |
follow as a
reliable
source of




information.

6. - Please indicate your level of agreement with the following statements about the

beauty product promoted by the beauty influencer.

5-point Likert type scale; reference, Belanche et al., 2021

Strongly
disagree

Strongly Agree

| think that
this beauty
product is

interesting.

| think that
this beauty
product is
pleasant.

| think that
this beauty
product is
likeable.

| have a
favorable
opinion about
the beauty
product.

94




7. - Please indicate your level of agreement with the following statements about the
influencer's trustworthiness and credibility.

5-point Likert type scale; reference, Zhang et al., 2014

Strongly Strongly
disagree Agree

People who
left these
beauty
reviews
were
knowledgea
ble.

People who
left these
beauty
reviews
were
experts.

People who
left these
beauty
reviews
were
trustworthy.

People who
left these
beauty
reviews
were
reliable.




8. - Please indicate your level of agreement with the following statements about the
usefulness of the beauty influencer's content.

5-point Likert type scale; reference, Venciute et al.,2023

Strongly Strongly
disagree Agree

The content
of this
beauty

influencer:

Is valuable
for me and
fits my

values very

well

Is good

Is useful for
me and | can
find
beneficial
advice,
recommend
ation, and
acumen in
my
interested
fields

Helps a lot
of people
make the
best
decision in
searching
for desired
beauty
products




9. - Please indicate your level of agreement with the following statements regarding
how convincing you find the beauty influencer's messages.

5-point Likert type scale; reference, Zhang et al., 2014

Strongly Strongly
disagree Agree

The
arguments
of these
beauty
reviews
were
convincing

The
arguments
of these
beauty
reviews
were
persuasive

The
arguments
of these
beauty
reviews
were strong
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10 - Please indicate your level of agreement with the following statements about your

intention to purchase products promoted by the influencer.

S5-point Likert type scale; reference, Hou & Sarigéllii, 2022

Strongly
disagree

Strongly
Agree

| intend to
buy and use
this beauty
product

I am willing
to buy and
use this
beauty
product

I will make
an effort to
buy this
beauty
product
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