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ABSTRACT

Exploring the Impact of Instagram Influencers and Influencer-Product Congruence on
Perceived Value and Purchase Intentions for Hedonic Cosmetic Products.
Naveed Akhtar Lashari
Master’s Thesis
Digital Marketing Master’s Programme
Business School, Vilnius University
Academic supervisor — Gintaré Gulevicitité
Vilnius, 2025
The master thesis consists of 130 pages, 12 tables, 2 figure, and 187 references.
This study explores the impact of Instagram influencers and influencer-product congruence on
perceived value and purchase intentions for hedonic cosmetic products. The research aims to
understand how the alignment between influencers, their followers, and the products they promote
influences consumer behavior. Employing the Theory of Planned Behavior (TPB) as the
conceptual framework, the study investigates key factors, including influencer credibility,
influencer-follower congruence, product involvement, and psychological drivers like Fear of
Missing Out (FOMO). A quantitative approach was adopted, combining a comprehensive
literature review with empirical analysis of data collected from Instagram users in Vilnius,
Lithuania. The findings reveal that Instagram influencers significantly enhance perceived value
and purchase intentions when there is a high degree of congruence between the influencer and the
product. Perceived value serves as a critical mediator, linking influencer endorsements to
consumer purchase behavior. Furthermore, factors such as influencer-follower congruence and
product involvement amplify the effectiveness of influencer marketing. FOMO emerges as a
potent psychological driver, fostering impulsive purchasing behaviors by creating urgency and
social pressure. The study highlights the dual role of hedonic and utilitarian product attributes in
shaping consumer preferences, with Instagram acting as a powerful platform for visually-driven
and emotionally engaging marketing strategies. These insights underscore the importance of
strategic influencer selection and authentic content creation in optimizing marketing outcomes.
The research provides practical implications for marketers in the cosmetics industry, offering a

roadmap for leveraging influencer marketing to drive consumer engagement and brand loyalty.



SANTRAUKA

Instagramo influenceriy ir influencerio-produkty suderinamumo jtaka suvokiamai

vertei ir pirkimo ketinimams hedoniniy kosmetikos produkty rinkoje.

Naveed Akhtar Lashari
Magistro darbas
Skaitmeninés rinkodaros magistrantiiros programa
Verslo mokykla, Vilniaus universitetas

ove—

Vilnius, 2025

Magistro darbas sudarytas i§ 130 puslapiy, 12 lenteliy, 2 paveiksly ir 187 literatiiros Saltiniy.

Siame tyrime nagrinéjama Instagramo influenceriy ir influencerio-produkty suderinamumo jtaka
suvokiamai vertei ir pirkimo ketinimams hedoniniy kosmetikos produkty rinkoje. Tyrimo tikslas
— suprasti, kaip influenceriy, jy sekéjy ir reklamuojamy produkty suderinamumas veikia vartotojy
elgseng. Naudojant planuoto elgesio teorija (TPB) kaip konceptualy pagrinda, tyrime analizuojami
pagrindiniai veiksniai, tokie kaip influenceriy patikimumas, influencerio ir sekéjo suderinamumas,

produkto jsitraukimas bei psichologiniai veiksniai, pvz., baimé praleisti proga (FOMO).

Buvo taikomas kiekybinis metodas, apjungiantis i$samig literatliros apzvalga ir empiring
duomeny, surinkty i§ Instagram vartotojy Vilniuje, Lietuvoje, analiz¢. Rezultatai parode, kad
Instagramo influenceriai reikSmingai padidina suvokiamg verte ir pirkimo ketinimus, kai yra
aukstas influenceriy ir reklamuojamo produkto suderinamumo lygis. Suvokiama verté atlicka
kritinio mediatoriaus vaidmenj, jungiancio influenceriy rekomendacijas su vartotojy pirkimo

elgsena.

Be to, tokie veiksniai kaip influencerio ir sekéjo suderinamumas bei produkto jsitraukimas

sustiprina influenceriy rinkodaros veiksminguma. FOMO iSryskéja kaip stiprus psichologinis



veiksnys, skatinantis impulsyvy pirkima, sukuriant skubos ir socialinio spaudimo jausmga. Tyrimas
pabrézia hedoniniy ir utilitariniy produkto savybiy dvilypj vaidmenj formuojant vartotojy
pasirinkimus, o Instagramas tampa galinga platforma vizualiai patrauklioms ir emociSkai
jitraukian¢ioms rinkodaros strategijoms.

Sios jzvalgos pabrézia strateginio influenceriy pasirinkimo ir autentisko turinio kiirimo svarba
siekiant optimizuoti rinkodaros rezultatus. Tyrimas pateikia praktines rekomendacijas kosmetikos
pramongés rinkodaros specialistams, sililydamas veiksmy plang, kaip pasitelkti influenceriy

rinkodarg vartotojy jsitraukimui ir prekés zenklo lojalumui skatinti.
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RELEVANCE OF THE TOPIC

Instagram has become the leading platform of digital marketing: the base is likely to increase
up to 361.1 million in 2024, and it will be peaking in the year 2028 after year on year incremental
growth. Over one billion people were actively interacting with their contents as of 2023; hence,
Instagram has been an essential engagement tool for reaching consumers, especially those within
visually driven industries like cosmetics (Forbes,2024). It has features in photos, videos, and
stories that enhance the ability of the platform in creating immersive experiences for consumers,
making it a preferred choice for businesses seeking to influence behaviors in purchase (Onofrei et
al., 2022; Arianti & Hadiprawoto, 2024).

Technological changes have continued in terms of e-commerce sites opening around the
world that have changed the way consumers get products. Indeed, social media represents an
important interface through which influencers present products and facilitate seamless transition
into online stores. Therefore, a faster more convenient shopping process has increased the role of
influence in guiding the consumer choice towards making specific purchasing decisions. The
ability of the influencer to provide relatable and engaging content resonates well with consumer
trends like personalization, preference for convenience, and others as suggested by Sholeh &
Huda, (2019) and Rausch & Kopplin, (2021).

Perceived value acts as a crucial mediator in this process, influencing consumer evaluations
of a product’s benefits relative to its cost. Influencers who effectively communicate the emotional
and functional benefits of a product can elevate its perceived value, which in turn fosters brand
trust and purchase intentions. This interplay underscores the importance of influencer-product
congruence in creating authentic and compelling marketing narratives. The cosmetic industry
benefits the most from this, as it increases the effect of an influencer marketing campaign by their
hedonic products aiming at causing pleasure and aesthetic appeal (DAM, 2020; Kim & Kim,
2020).

Social media, with Instagram, has indeed reshaped consumer decision-making processes.
The social media influencer is defined as one who can influence the opinions and behaviors of
their followers, and become a significant marketing player (Arianti & Hadiprawoto,2024). Product
involvement moderates their impact-in other words, the higher the level of involvement in a
product, the higher the credibility and trust consumers demand from an influencer. There is also

influencer-follower congruence that helps in strengthening this relationship, ensuring authenticity
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is important for building trust and fostering positive consumer attitudes toward a brand (Savitri et
al., 2021; D. Belanche et al., 2021). Psychological factors are also crucial in social marketing as
evidenced by fear of missing out, which has become one of the drivers in having impulsive
behaviors. FOMO, fueled by the real-time updates and interactive features of Instagram, drives a
user’s participation in trends and purchasing of items to avoid missing out. Adolescents and young
adults are particularly vulnerable to target by influencer marketing campaigns that exploit this
psychological phenomenon for an increased intention to purchase (Firafiroh, 2021; Carolina &
Mabhestu, 2020).

The emergence of Instagram and influencer marketing thus brings about new opportunities
and challenges to industries like cosmetics. Understand the moderating influence of product
involvement and influencer-follower congruence, while the mediating effect involves the
perceived value; therefore, knowledge of consumer behavior is very crucial. Utilizing the
psychological drivers, such as FOMO, marketers are enabled to develop much better campaigns.
This background sets the requirement for businesses to adapt their strategies according to an

evolving digital scenario to stay relevant as well as competitive in a highly dynamic market.

The most persuasive promotional strategy is thus influencer marketing, prominent especially
in the fashion and cosmetics industry. Here, visual appeal and consumer engagement play a strong
determining role in commercial choices. Current research on influencer marketing remains limited,
particularly in understanding how various influencers to shape perceived value and purchase
intentions for hedonic products like cosmetics.

One of these less-researched areas is influencer-follower congruence, which investigates the
level of alignment of values between influencers and their followers. Although previous work
mainly focused on the alignment between brands and influencers, as well as on the alignment
between brands and consumers, the relationship between the match between endorsers and
followers and its effect on purchase intentions was neglected by earlier studies (Venciute et al.,
2021). Contradictions in the research on these variables point to areas that, in fact, justify further
investigation. In contrast to studies like Casalo et al. (2020), where consumer-influencer
congruence is shown to be crucial for trust and behavioral intentions, Kim and Kim (2020) argue
that product-influencer congruence has a stronger influence on attitudes and thus the influencers'
alignment with products can compensate for advertising skepticism. However, over-

personalization risks perceived manipulation, hence undermining trust.
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Fear of Missing Out (FOMO) seems to have biphasic effects on purchase intention. Saftari
and Samboro (2018) point out the moderate positive influence of FOMO, whereas Pratiwi and
Patrikha (2021) argue about its limitations if other influential elements, such as hedonic motives,
are not present. This sense of contradiction underlines the fact that these variables must be analyzed
in conjunction to clarify their roles in consumer behavior.

Product involvement strongly moderates the effectiveness of influencer marketing, with a
higher level of personal relevance being the largest driver of engagement with influencer content.
Influencer congruence is shown to be the core factor in determining attachment to a brand and
emotional attachment. Japutra et al. (2018a; 2019b) showed that an ideal self-alignment fosters
emotional attachment to a brand and even compulsive buying behavior. Similarly, consumer-
product congruence has a direct positive impact on attitudes since consumers tend to prefer
products that are similar to their identity. Casalo et al. (2020) build on this thought by adding
consumer-influencer congruence as the factor where congruence with an influencer's values
enhances trust and behavioral intentions. Therefore, these studies are based on the contrast of either
fitting with the values of the influencer or aligning with the product itself as what drives
effectiveness. Moreover, although congruence generally increases involvement, according to Kim
and Kim (2020), the danger of over-personalization is a cause for concern about being manipulated
and loss of trust. These paradoxes indicate the intricacy with which congruence functions in
influencer market, thus requiring further investigation to balance these perspectives and refine its
use.

Psychological factors like Fear of Missing Out (FOMO) and perceived value add to the
complexity of this situation. FOMO, founded on the fear of missing out on trends or experiences,
affects consumer decision-making significantly, especially when content is designed to have both
real-time and visually appealing elements, like those on Instagram (Firafiroh, 2021; Carolina
&Mahestu, 2020). Previous studies indicated that various factors generally guide purchasing
decisions, such as hedonic shopping motivation, influencer marketing, and Fear of Missing Out
(FOMO). The studies of Saftari and Samboro (2018) and Pratiwi and Patrikha (2021) detail
positive influences of factors such as FOMO and influencer marketing on purchase decisions of
consumers. However, there are inconsistencies in how these factors affect behavior. For example,

while Saftari and Samboro (2018) assert that the impact of FOMO is always positive, Pratiwi and
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Patrikha (2021) observe that its impact is contingent upon other factors, such as hedonic shopping
motivations, which are motivations for impulsive purchasing.

Despite the rise in studies investigating influencers on Instagram, much remains to be filled.
First, conceptualization of congruence between influencer and product-in this case, specifically
values and beliefs-remains a huge gap, especially when these products take the hedonic form, such
as cosmetics. The emotional and psychological aspects of perceived value as a mediator in the
process of the influencer marketing process require further grounding. It is essential to address
these gaps in advancing both academics and practical applications. When these factors are fully
understood, insights will emerge into how influencers influence consumer behavior and allow

marketers to better have efficient influencer marketing campaigns in very competitive markets.

Research Problem
What is the impact of influencer marketing on purchase intention for hedonic products on
Instagram, considering the interplay of influencer-follower congruence, product involvement,

FOMO, and perceived value? Therefore, the research answers following queries:

Research Questions
a) How do influencer-product congruence and Instagram influencers, influence the purchase
decision of the consumer in the hedonic industry, especially in hedonic industry?
b) How does the congruence of influencer-follower product involvement influence the
relationship between Instagram influencers and purchase behavior in hedonic industry?
c) To what extent do consumer purchasing decisions for fashion and cosmetic products

endorsed by influencers on Instagram influence perceived value and fear of missing out.

Research aim:
To analyze how Instagram influencers and influencer-product congruence affect perceived

value and purchase intentions for hedonic cosmetic products.
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Research Objectives
a) To analyze the impact of Instagram influences and influencer-product congruence on
consumer purchasing decisions in the fashion and cosmetics industries.
b) To explore the moderating role of product involvement and influencer-follower
congruence in shaping the relationship between Instagram influencers.
c) To assess the influence of Fear of Missing Out (FOMO) and perceived value on consumer
decisions to purchase fashion and cosmetic products promoted by Instagram influencers.

d) To analyze the role of Instagram influences on purchasing intention among consumers

Research Methods

This study discusses the influence of Instagram influencers on consumer behavior, especially on
fashion and cosmetic products. The research method used in this study is a survey that focuses on
the social media influencers in Vilnius, Lithuania. The variables considered are congruence
between the influencer and the follower, product involvement, perceived value, and Fear of
Missing Out (FOMO) that affect purchase intentions. The research employs validated scales, like
the Opinion Leadership Scale, FOMO Scale, and Perceived Value Scale, to collect a robust amount
of data to analyze the influence of influencer marketing on consumer decisions. The methodology
ensures that there is a collection of reliable, holistic data about consumer behavior in the digital

age.
The Structure of the Thesis

This thesis explores the influence of Instagram influencers on consumer behavior and purchase
intentions, with a focus on fashion and cosmetic products. Chapter 1 is an introduction that outlines
the research problem, objectives, and significance, emphasizing the growing role of social media
in shaping consumer decisions. Chapter 2 reviews relevant literature by exploring theories of
opinion leadership, self-brand congruence, and the Fear of Missing Out (FOMO), while analyzing
hedonic and utilitarian shopping values. Chapter 3 describes the methodology and uses a survey
with scales validated to collect data from the Instagram users in Vilnius, Lithuania. Chapter 4

reports the results on how influencers, product involvement, and perceived value impact the
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purchase behavior. Lastly, Chapter 5 discusses the implications of the results and
recommendations for future research, insights for digital marketing strategies and consumer

engagement.
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1 Literature Review

1.1 Definition of Influencer

Influencers constitute a novel class of opinion leaders, occupying a space between celebrities and
acquaintances, which has arisen alongside the expansion of social media platforms. Influencers
can be characterized as self-created "microcelebrities" (Evans et al., 2017). Historically, marketing
efforts have utilized celebrities to convey their image or value to supported firms (Cheah et al.,
2019); social media influencers represent a distinct and somewhat novel iteration of this marketing
strategy. Conceptually, celebrities and influencers display unique characteristics (Dhanesh &
Duthler, 2019): celebrities gain recognition for their achievements beyond social media, such as
sports and music, while influencers establish their primary activities on social media (Schouten et
al., 2019; Tafesse & Wood, 2021). Consequently, the reputation of influencers is exclusively based
on the content they provide and their social media engagement, typically in partnership with their
followers (Hu et al., 2020; Schouten et al., 2019). They frequently concentrate on a more targeted
audience with whom they have analogous interests, functioning as a form of virtual
companionship. Influencers, due to their perceived proximity to specific audiences, often exhibit
more trustworthiness and credibility (Sokolova & Kefi, 2019) compared to traditional celebrities.
They function as opinion leaders or experts within their domains, prompting followers to seek or
depend on their insights for buying decisions; hence, they highlight the significance and possible

effects of social media influencers (Casalo et al., 2020).

These advancements have fostered the persistent and growing use of influencer marketing
campaigns on Instagram (Hashoff, 2017), particularly in industries necessitating a certain degree
of skill, such as fashion (Djafarova & Rushworth, 2017). Brands in these sectors aim for favorable
returns on their investments in influencer marketing efforts, shown as increased purchase
intentions, recommendations, engagement, attitudes towards the sponsored brand (Jin &
Mugaddam, 2019), or brand recognition (Lou & Yuan, 2019). Instagram and its visual
characteristics provide several intriguing functionalities that might inspire and engage consumers
(Sheng et al., 2020). The service attempts to enhance and broaden these capabilities, exemplified
by the introduction of Instagram Stories (Belanche et al., 2019), Instagram TV, and shoppable
features. These advances necessitate a precise specification and clarification of the effects of
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influencers on customer behavior and the underlying processes that govern these effects (Casalo
et al., 2020; Jiménez-Castillo et al., 2019). The alignment between an influencer's image and the
interests of their followers is a probable predictor, as indicated by prior studies (Choi & Rifon,
2012; Casalo et al., 2020). Research on influencers examines the impact of their follower count
(De Veirman et al., 2017), hashtag utilization (Erz et al., 2018), and engagement metrics (Arora et
al., 2019). Another area of investigation delineates the ramifications of diverse message attributes,
particularly the manner in which influencers reveal the commercial essence of their
recommendations (Boerman, 2020; De Veirman & Hudders, 2020; Sokolova & Kefi, 2019).
Several studies also explore the fit between a specific connection and the triadic influencer
marketing framework. Casalo et al. (2020) examine the variables that designate an individual as
an influencer on Instagram, highlighting that a stronger consumer-influencer fit enhances
followers’ behavioral intents, prompting them to emulate or heed influencers’ recommendations.
Kim and Kim (2020) modify product-influencer compatibility, demonstrating that a higher degree
of fit enhances customers' product views and diminishes their impression of the promotion as
advertising. In alternative instances, examinations of these connections utilize simulated data
obtained from social networks (Hummon & Doreian, 2003) or qualitative assessments (Van Dam
& van Reijmersdal, 2019). To elaborate on these perspectives, we examine all types of congruence
among the influencer, the consumer, and the promoted product, with current research focusing on

influencer product congruence.

Therefore, Instagram is chosen for this research due to its unique advantages in visual content,
high interactivity, and strong marketing opportunities, especially for the cosmetic and fashion
sectors. While TikTok is limited to short video formats, Instagram offers a wide range of post
types and can reach more types of marketing strategies. Its younger, visually oriented audience fits
perfectly with hedonic products, often marketed by influencers. Whereas platforms like Telegram
seek a directness to communication, Instagram thoroughly covers aesthetic appeal, creating an
immersive experience. Also, features, such as shoppable tags and direct purchase links, help
facilitate the journey from inspiration to transaction, making it quite effective in influencer
marketing (Arianti & Hadiprawoto, 2024; Belanche et al., 2019).

In a nutshell, influencers are a new class of opinion leaders that differ from celebrities in terms of

their trustworthiness and targeted engagement. The ability to reach niche audiences through social
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media platforms, especially Instagram, has completely changed the marketing game, particularly
in the fashion and cosmetics industries. The visual appeal of Instagram, its interactive features,
and shoppable functionalities make it an ideal platform for influencer marketing. Research is used
to explain that congruence between influencer-consumer-product influences consumer behavior,

indicating an increasingly larger role for influencers in making decisions and building brands.

1.2 Influencer-product congruence

Two dimensions can examine influencer-product congruence: the congruence of the product type
and the congruence of values and beliefs. The type of product congruence dimension pertains to
the degree to which the product aligns with the image often associated with the influencer. People
perceive a beauty blogger endorsing a skincare product as more credible than a blogger advocating
for any other type of product. Product type congruence enhances the endorsement’s credibility for
viewers, fostering belief in the message's validity. A distinct form of endorser credibility, known
as influencer-product congruence, relates to the alignment between the endorser and the endorsed
product. Perceived value is the main factor that affects the relationship between influencer
qualities, congruency, and purchase intentions. This is because perceived value includes what
customers expect to get in return for their money. In the realm of hedonic items, perceived value
includes both functional and emotional advantages (Rausch & Kopplin, 2021). Comprehending
how perceived value influences these relationships is crucial for formulating effective marketing
tactics.

Another aspect of recommendation congruency is a match between recommendations and product
type, or more specifically the persona of the influencer, their philosophy, and the audience’s
preferences (Shoenberger & Kim, 2023). This congruence is critical in influencer marketing to
promote the credibility of promotional messaging (Zheng et al.,2024). The type of publicity
significantly influences the attitude and behavior of those on the followers' list, as high product
congruence enhances credibility and relevance to the actual product (Xie & Feng,2023). According
to the match-up hypothesis, which aligns with the congruence theory, company endorsements are
most beneficial when the endorser and the product are well-matched or compatible (Han &
Balabanis, 2024). An influencer promoting health supplements is more likely to persuade viewers
than an influencer promoting a luxurious watch. This alignment guarantees the credibility of the

endorsement's message, thereby enhancing the product's value (Xiao, 2023). Under the congruence



18

dimension, it focuses on the similarity between the influencer and opinion leader’s beliefs and
those of the advertised product (Yeo et al., 2020). Congruity plays a significant role in enhancing
the credibility of endorsements, as people tend to perceive credible influencers as genuine, thereby
enhancing the believability of their endorsements. A cosmetic firm that complies with the set
sustainable and environmental standards would be supported by an influencer who focuses on

sustainability and environmental issues.

Current research indicates that the resemblance between the product and the influencer is likely to
affect consumers' perceptions and choices (Niloy et al., 2023). As stated by Tp & Mohan (2023),
congruent endorsement enhances the audience's perception of the endorser's knowledge, thereby
increasing the credibility of the endorsement over time. This perceived expertise is crucial as it
fosters customer trust in the influencer, stemming from the perception that the influencer possesses
sufficient knowledge about the product. The congruence of product types also affects the
influencer's ability to establish an emotional connection with the followers (Permana & Astuti,
2023). Influencers appear to be more effective in marketing products that align with the brand
image they have established. This resonance plays a crucial role in fostering a positive relationship
between the consumer and the brand (Farivar et al., 2023). Escalas and Bettman propose that
consumers possessing a personal emotional connection (PEF) between the endorser and the
recommended brands are likely to cultivate a positive brand attitude (Supriyanto et al., 2023).

Consequently, congruence is crucial, particularly on social media, where individuals prioritize
authentic representation (Jin et al., 2019). Socially developed websites rely on authentic
connections and real-life experiences or events. This enhances the perceived authenticity of the
impact, as individuals tend to perceive the suggestion as driven by genuine appreciation for the
goods rather than a business motive (Weismueller et al.,2020). This notion of authentic
information may lead to increased engagement since followers are inclined to interact with genuine
material (Sokolova & Kefi, 2020). This indicates that the extent of product type congruence with
consumers is dependable for provoking rapid responses and influencing long-term brand loyalty.
When these influencers promote their products, which often share comparable characteristics, it
fosters a positive image for both the influencer and the endorsed brands. This consistency fosters
follower loyalty, as followers cultivate trust in the influencer's suggestions, serving as a reliable

guide in their brand selection (Basuki & Prabandari, 2020). However, as previously mentioned,
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achieving product type congruence poses certain challenges. Therefore, influencers must
collaborate with brands pertinent to their target demographic. The business was facing skepticism
and a loss of credibility, which contradicted the recommendation for a consistent endorsement
style (Xiao et al., 2018). For instance, if a conscious vegan advocate, acting as an influencer,
endorses a brand of leather goods, followers may ponder whether this shift in stance is attributable
to financial sponsorship. This may result in adverse outcomes, provoking a backlash that
detrimentally impacts the influencer's reputation. Consequently, it is the brands' obligation to
guarantee consistency. This necessitates the allocation of time and effort to identify the appropriate
voice that corresponds to the suitable individual, as this persona and the individual's audience must
be congruent with the brand values and target consumer demographic (Scheer & Stern, 2010). This
involves not just examining the influencer's material in relation to their audience but also engaging
with their followers' demographics, including their age, gender, interests, and overall online
behavior. According to Campbell & Farrell (2020), brands must choose appropriate influencers
closely aligned with their products to improve the effectiveness of their marketing campaigns and
attain superior ROI. The emergence of niche influencers elucidates the necessity of achieving a
specific degree of product type congruence (Solnic & Schweitzer, 1999). In contrast to mega
influencers, who market products to a broad, unspecified audience, niche influencers target a
distinct demographic with a specific interest in particular products. A significant number of
individuals adhere to their views, and regarding their preferred topics, their opinions are both
authoritative and very influential (Schouten et al., 2020). Increased follower trust and consumer
engagement define the audience as niche influencers, provided that the products align with their
areas of expertise to support the influencers' marketing strategy (Feinberg et al., 2005).

Brands and influencers can employ this strategy to ascertain optimal interaction strategies,
user interests, and relevant topics. These technologies enhance the understanding of aspects
affecting overall compatibility, enabling more informed decision-making (Heiss & Rudolph,
2023). As the importance of values and social efforts increases globally, the definition of
congruence is also expanding. Consumers prioritize brand recognition, often influenced by
endorsements from bloggers or vloggers, in order to derive benefits beyond just monetary value
from products or services (Topalova, 2021). Individuals who align their desires with their
endorsements are more likely to effectuate enduring positive change. This congruence elucidates

the level of authenticity and corresponds with the increasing clientele interested in the firm's values
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(Chong, 2020). Authentic and congruent endorsements of the product enable the development of
credibility and trust and create emotional linkage with consumers. Such endorsements give rise to
perceived value by the consumers, positive attitudes toward a brand, and long-lasting loyalty.
Inconsistency in alignment, such as mismatch in endorsement, can lead towards skepticism and
reputational threats for the influencers and brands concerned. Thus, authenticity and, therefore,
congruence between influencers and products with audience expectations are critical parameters
for successful marketing strategies. It can be concluded that in the case of influencer-product
congruence, comprising product type alignment and shared values, it plays a vital role in
establishing credibility, trust, and emotional connections with consumers. Authentic and congruent
endorsements enhance perceived value, foster positive brand attitudes, and build long-term loyalty.
However, inconsistencies in alignment, such as mismatched endorsements, can lead to skepticism
and reputational risks for influencers and brands. Thus, maintaining authenticity and ensuring
congruence between influencers, products, and audience expectations is important for effective

marketing strategies.
1.3 Perceived Value

Perceived value involves a person’s judgement of the value of a product, bearing in mind its price
and what it offers (Naderer et al., 2021). The product's quality, the price producers or sellers
charge, the brand image, and the overall satisfaction with the product comprise its functional
elements. Consumer behavior theory considers perceived value as a critical area, as it influences
buyers' decisions and perceptions about products post-purchase. Boerma & Miller (2022) also
posit that perceived value directly relates to consumer satisfaction and loyalty because it is a
consumer’s perception of the benefits received in return for the sacrifices made to acquire the
product. Various aspects can affect perceived value, including product characteristics, costs, and
other factors such as social and cultural (Vassey et al., 2023). Various aspects, such as product
features, cost, and social and cultural norms, influence the perceived value of customers.

Research by Haenlein et al. (2020) noted that intrinsic and extrinsic cues define perceived value.
Extrinsic factors, like design and color, are outside the product. Intrinsic factors, therefore, deal
with aspects of the product, including brand image, packaging, and marketing messages. The
results validate the claims and demonstrate that both general and specific factors influence people's

perceptions of value, highlighting the complexity of the concept (Lee & Kim, 2020). Another
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component, which factors in the perceived value, relates to the match between consumers’ needs
and wants and the accompanying product value proposition (H. Kim, 2022). When a product meets
a consumer's expectations, he or she sees the value in it and will be willing to pay more for it
(Boerman, 2020). This integration is particularly relevant in the hedonic product category, such as
cosmetics, because personal feelings and attitudes are important in choosing the product (Santiago,
2020). Thus, influencers contribute to perceived value by guiding consumers’ attention toward the

benefits and distinctive features of the products they promote (Chen et al., 2023).

Price also significantly affects the perceived value of consumers’ reference points and price
sensitivity. Some consumers believe that expensive products are of higher quality and therefore
warrant a higher price compared to those with lower costs (Duh & Thabethe, 2021). However, it's
important to note that various factors, such as discounts, promotions, and price comparisons, can
alter consumers' perception of value due to changes in the reference price (Jalali & Khalid, 2021).
Influencers often employ pricing strategies, implying that their endorsements enhance consumer
value by offering discount codes or emphasizing the fair price of the products they endorse
(McFarlane & Samsioe, 2020). Brand image/identity and trust also influence the perceived value
in a significant way (Y1lmazdogan et al., 2021). Consumers are likely to attribute value and trust
to products from reputable brands even when they are relatively expensive (Fakhreddin & Foroudi,
2022). As for the economic aspect, influencers enhance the building of brands and manage a
company’s reputation by affiliating with credible brands and promoting goods that their followers
would expect (Tjandrawibawa, 2020). This association can enhance the perceived value of both
the influencers and the products they promote. We can also consider emotional and experiential
components as parts of perceived value (Shelton et al., 2020). Products that meet their
psychological needs, enhance their appearance, or garner admiration from others provide
consumers with utility (Radvan, 2021). Cosmetics and other hedonistic products are identity
goods, which is why extrinsic cues signal tranquility. Consequently, emotional appeal is a
dominant perceived value driver (Yngaetal., 2021). Influencers leverage these emotional benefits,
such as the products' role in their daily lives, the increase in the consumer's self-esteem, or the
positive emotions associated with using these products (Milosevic, 2017). Other factors that
constitute perceived value include social influence, whereby individuals are inclined to follow

their peers’ recommendations. Abidin (2016) states that social norms also play a crucial role in
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customers’ perceptions. An individual's interactions with others who use the same product
influence this perception. Influencers establish a lasting impression, acting as social proof for their
audiences by sharing their past experiences and methods, influencing their followers' perceptions
and, occasionally, their purchasing decisions (Radvan, 2021). For this reason, this social influence
factor also encompasses peer interaction and online reviews apart from the basic influencer and
followers to ease value perception among the consumers. Perceived value also depends on cultural
and contextual factors since they directly impact consumers’ expectations and attitudes (Y1lmaz et
al., 2020). It highlights that the perceived value in one culture may vary in another, underscoring
the importance of incorporating cultural considerations into the marketing strategy (Cotter, 2019).
Regarding a multicultural audience, these adaptations have become mandatory because it would
not make sense for influencers to promote products that appeal to the members of one culture and
ignore those of another (Nandagiri et al., 2018). This study's significance lies in its potential to
advance academic understanding and practical application of influencer marketing within the
cosmetic industry. The rapid growth of social media platforms, particularly Instagram, has
revolutionized how brands engage consumers. This study aims to comprehensively analyze the
nuanced interactions between influencer characteristics, influencer-product congruence, perceived
value, and purchase intentions, particularly for hedonistic cosmetic products. In a nutshell,
perceived value is the judgment of consumers about the worth of a product based on factors like
price, quality, brand image, and satisfaction. It encompasses intrinsic elements like brand trust and
emotional appeal and extrinsic factors such as packaging and design influencing consumer
behavior. Social and cultural norms, peer interactions, and influencers' endorsements significantly
shape perceived value by guiding consumer perceptions, enhancing emotional connections, and
reinforcing brand trust. Cultural and contextual factors in general also influence consumer
expectation, which requires tailored marketing strategies to the diverse audiences. This research
report reveals how influencer marketing is increasingly important to achieve perceived value in

industries such as cosmetics, emotional and experiential benefits.
1.4 Theoretical aspects of Purchase Intention

This research uses purchase intention, which refers to consumer behavior or the propensity of a
consumer to obtain a specific product in the near future or engage a particular service provider.

This idea is vital in consumer behavior studies since it explains the consumers’ behavioral intent
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and can anticipate their purchase actions. Three primary factors shape purchase intention,
according to Ajzen’s Theory of Planned Behavior (1991): knowledge, which includes individual
beliefs towards the behavior in question, perceived norms concerning the particular behavior, and
the perceived attributes for the behavior (Al Hafizi & Ali, 2021). Customers develop their
perceptions and buying behaviors based on these factors. The subjective norm based on
consumers’ opinions with regard to the act of purchasing a particular product is perceived
behavioral control, which shows a significant positive relationship with purchase behavior
intention. Savitri et al. (2021) reveal that perceived measurements of quality, price, and past
experiences positively enhance buying intentions. Leaders change the perception of consumers by
endorsing certain products as being better or designed for their particular use (Febrian &
Vinahapsari, 2020). Customers’ positive attitude towards such individuals—referents as they are
referred to can bolster their perceived assessment of the recommended products and therefore their
report of the related purchase intention (DAM, 2020).

Subjective norms, also known as essential people like friends, family, and opinion-givers,
influence the perceived behavioral control of a given behavior (Foroughi et al., 2024). Social
influence is a major determinant of purchasing intentions because people trust their friends and
family members, and such information influences their decisions (Cuesta-Valifio et al., 2024).
Opinion leaders within specific domains and influencers shape the attitudes and behaviors of their
target audiences through the endorsements they promote (Bldase et al., 2024). The outcome of the
endorsement of a product brings about social proof, and this has a great impact on the followers’
perceived norms to make purchases that correspond to the influencers. Perceived behavioral
control, in this case, is the consumer’s beliefs on the practical aspects of specific behavior and
specifically how easy or difficult that behavior is to perform. The belief is associated with product-
related attributes, which include factors such as product availability, price, place, and perceived
customer control, or more specifically, perceived ease of using a particular product (Fortagne &
Lis, 2024). Perceived behavioral control can be directly influenced by the influencers themselves
since they can allay consumers’ fear about certain barriers to taking proper measures to deal with
them and inform people what to do and where to get the product, as well as incentivize people with
things like lower prices or special codes (Zaharani et al., 2021). This way influencers make their
followers perceive that they have some increased know-how when it comes to making purchases

and endorsing products that have various advantages and benefits. However, other factors, besides
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those advocated by the theory of planned behavior, play a role in the determination of purchase
intention in the context of influencer marketing (Zeithaml et al., 2020). Credibility and confidence
are the direct outcomes of the trust factor that is mandatory for building relations and trust with
the endorsed product and the influencer. If consumers think the source is reliable and credible, the
likelihood of consumers buying the commaodity is likely to rise (De Kervenoael et al., 2020). We
legitimize it by developing observable and credible relationships with the target public, providing
unequivocal and accurate information about sponsorship, and offering potentially attractive
recommendations to the followers (Widodo & Maylina, 2022). In turn, perceived value influences
buying intention, which has a role in decision-making.

Influencers alter followers' perceptions by demonstrating how products can enhance their
lifestyles, resolve issues, and fulfill requirements, resulting in heightened perceived value and
higher purchase intentions (Beckert & Naderer, 2023). The purpose of this article is to illustrate
how various criteria, such as legitimacy, relevance, and audience contact with influencers,
influence purchase intentions driven by influencer marketing (Beckert & Naderer, 2023).
Influencers who have a substantial and engaged following are more likely to influence purchase
intentions through endorsements (Jhawar et al., 2023). Researchers have determined that the
alignment between the influencer, the recommended product, and the target consumers also
influences purchase intention (Roccapriore & Pollock, 2023). When these variables align,
followers see the endorsement as more credible and suitable, leading to an increased propensity to
purchase (Xie & Feng, 2023). Therefore, it can be concluded that purchase intention reflects the
likelihood that a consumer will buy a product or use a service. This happens based on aspects such
as attitudes, subjective norms, and perceived behavioral control in Ajzen's Theory of Planned
Behavior. Social influence by family, friends, and opinion leaders, together with the credibility of
influencers, is highly influential in purchasing decisions. Barriers to purchase are overcome;
practical benefits are offered and, in some cases, even align the product endorsement to its
audience. Credibility and perceived value have a greater influence on followers' purchase behavior

when the influencer clearly connects to his/her message and the product as well.
1.5 Fear of Missing Out (FOMO)

Recently, the internet has appeared to be an indispensable necessity in people’s lives, and

social networks are also gaining more and more popularity so that people are busy seeing some



25

trends and various types of posts. Some individuals perceive a need to keep up with these trends,
which naturally leads to a fear of missing out on valuable information. We refer to this
phenomenon as the Fear of Missing Out, or FOMO for short. Pryzbylski et al. (2012) define FOMO
as the sensation of missing out on new, exciting, and important social activities, as well as the
constant need to keep up with what others are doing on social media and other social networking
sites. JWT Intelligence further advanced this by hiring FOMO to address the social anxiety trend
toward technology and massive information overload. Pryzbylski et al. (2013) identified several
signs associated with FOMO. Jealousy is the ethos that comes with a feeling that one may likely
lose an event or a moment. People express concern when they observe others engaging in an
activity and become anxious. Anxiety is among the discomforts a person goes through when
participating in or avoiding an event.

In addition to the two previously mentioned factors, other factors may also influence a
consumer's decision-making process. PurchasiSetiadi (2003) defines purchasing activities as those
that typically involve the use of money to acquire a product or service, resulting in either customer
satisfaction or dissatisfaction. We can also use FOMO in these processes; if one cannot possess a
certain product, possessing that product can alleviate FOMO (Mufarrohah, 2016). Kotler (2005)
outlines four main factors that affect purchasing decisions: Culture, subculture, and social class
fall under the most important influences on consumer behavioral patterns. Other aspects that affect
the adoption of new technology include reference groups, families, roles, and the status of an
individual. Occupation, the economy, and existence—or age and phase of existence—are two of
the variables that affect consumers and their behaviors. Other behavioral factors that influence
purchase behavior include learning, motivation, perception, beliefs, and attitudes. Lastly, it can be
anticipated that Fear of missing out (FOMO) describes a psychological state wherein someone
fears or is apprehensive about missing out on things in life, mainly as described through social
media. Consumers feel less anxious or fearful if certain goods or experiences can reduce their
likelihood of missing out. culture, social class, reference groups, and personal status, along with
psychological factors such as motivation and perception, also influence purchasing behaviors
substantially. Therefore, FOMO is another driver of consumer behavior under modern occasions

that further entrenches digital consumption and social influence trends.
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1.6 Influencer-follower congruence

Fit, similarity, match-up, and typicality are labels associated with congruity; however, few scholars
in the marketing literature use these terms sparingly (e.g., Malar et al., 2011). Similar to
endorsements, when regulating the fit between a brand and an endorser, it is crucial to consider
how these factors influence consumer perceptions and behaviors. A strong congruity can enhance
the effectiveness of the endorsement, leading to increased brand loyalty and purchase intention.
When it comes to celebrity endorsements, it's evident that the relationship between the endorser
and the brand is always present, thereby impacting the success of the endorsement. Previous
research has also elucidated the significance of the similarity between the endorser and the brand.
The similarity between the endorser and the brand enhances the impact of the endorsement,
according to prior research (Kamins & Gupta, 1994; Till & Busler, 2000) because it influences the
success of the advertising or marketing message. There is a perception that influences. Djafarova
and Rushworth (2017) assert that people perceive influencers as more credible than other types of
endorsers. This perception arises from the belief that influencers are more relatable than other
types of endorsers. Adopting social media influencers as a marketing strategy conveys the
impression that both the influencer and the endorsed brand must possess significant strength.
However, other specific traits that influence the purchasing behaviors of the followers through
influencer selling technique are similarity and values with the influencers, as pointed out by Albert
et al. (2017). In a number of previous studies on identification with an endorser, some findings
have shown that endorsement is likely to produce a positive contribution toward the consumer's
buying behavior. Sirgy (1982) discovered that consumers tend to favor brands that align with their
spiritual beliefs, cultural values, and societal norms. Therefore, this study by Hansen and Bowman
reveals that brand influencers with which a consumer will have affinity will have more influence
on their purchasing behaviors than brand influencers to which the consumer is not affiliated.
Scholarly publications indicate that consumers are more likely to endorse brands with personalities
similar to their own or those with similar cultural backgrounds. According to Shan et al. (2020),
consumer self-congruence on social media platforms aligns with these perceptions and influences
their purchasing decisions.

Zogaj et al. (2021) identify two key dimensions of self-congruence: self-generated true genuine
authenticity and top-level ideal authenticity (Zhu et al., 2019; Zogaj et al., 2021). While real self,

also known as real self-image, refers to a person's self-portrait as he or she is at the present time,
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ideal self, on the other hand, is a kind of person's self-portrait that they aim to become in the future
(Zogaj et al., 2021, pp. 417, 418). We have highlighted the following real and ideal self-
congruences in the perception of trustworthy and competent others: Researchers have found that
both types of self-congruence contribute to trustworthiness, with real self-congruence perceived
as having a greater role than ideal self-congruence. In our case, Shan et al. (2020) note that the
congruence between the image of a social media influencer and the consumer’s self-schema has a
positive effect on endorsement. Despite the lack of relationship between the followers and the
influencer, they categorize the inevitable development of this relationship as a social identification
relation. Increased self-influencer congruence facilitates the recognition aspect of Para social
relationships, which partially mediates the relationship between self-congruence and endorsement
effectiveness. Earlier studies show that improvements in the match between an influencer and a
brand lead to improved brand performance (Hudders et al., 2021). Moreover, influencers
collaborate with audiences, and most of them accept the connection and loyalty that audiences
develop (Kim & Kim, 2021). When followers perceive the influencer as similar to the population,
they perceive her as more trustworthy and pledge to purchase the product she promotes (Sokolova
& Kefi, 2020). These findings give credence to the role of influencer-user congruencies within the
mediation models of content credibility, attractiveness, and experience and purchase behaviors.
Therefore, the closeness or compatibility between influencers and followers is a significant
variable that positively influences the impact of influencer marketing and the extent to which it
influences consumers' buying decisions. Lastly, it can be said that consumer perception and
behavior in buying will be highly affected by the congruence level between the influencers and
brands, depending on similarity, self-congruence, and shared values of the parties. In fact, real or
ideal self-congruence enhances trustworthiness and the potency of endorsements. Influencers are
perceived to be more believable and pertinent when they match the cultural values, self-schema,
or characteristics of the target audience. This compatibility fosters Para social relationships,
enhancing trust and purchase intentions Overall, influencer-audience congruence is a critical

variable in successful influencer marketing.

1.7 Degree of Product Involvement

In addition, marketers should not only choose the right celebrity endorser but also see whether the

product being sold comes in a high or low participation category. One of the most significant
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variables in the consumer research is product engagement (Kim et al., 2021). The core component
of product participation is consumer behavioral engagement with emotions, thoughts, and
reactions to a product category. Product engagement is independent of external cues (Huang &
Lin, 2021) and specifically represents a consumer's response to the product: (Mittal & Lee, 2020
cites that) a consumer defined term. Therefore, customers' depth and complexity of emotions and
attitudes towards brands they extensively use to choose one over other can be explained (Lee &
Dubois, 2021). In addition, as confirmed by (Kim and Choi, 2021; Zhang and Wang, 2023), people
who participate more are more likely to interact with the product resulting in a more developed
cognitive structure of the product in relation to the ones that participate less. Typically, they spend
more cognitive effort in understanding ads, pay more attention to ads, are susceptible to more ad’s
specific product information, and generate more elaboration on details of products (Li & Huang,
2021; Zhou & Lin, 2022). As has recently been argued, many consumers of highly involved new
products perceive little to no effect of celebrity endorsers (Lee et al., 2021).Research has also
shown consumers that those celebrities who show seriousness and expertise in their career get
married by those who purchase high involvement items (Wang et al., 2022).When buying a product
that needs minimum participation, such as with consumers, they also take product availability into
account (Gupta, 2021). Petty and Cacioppo (1980) employed the Elaboration Likelihood Model
(ELM) to investigate how the appeal of endorsers for a shampoo campaign affected the
effectiveness of different advertising messages under minimal and high involvement conditions.
The quality of arguments in communication was a stronger predictor in high participation than in
low participation situations. Hence, it can be concluded that in situations of low engagement, Kim
et al. (2021) showed that the kind of endorser has a special impact on the attitude toward the
product, but not on the behavioral intention. Further, recall measures were not affected by celebrity
exposure under high involvement conditions, but recollection of product categories was facilitated
by exposure to celebrities under the low involvement conditions. Compared to lower participation
customers, customers’ higher involvement is prone to dynamic processing of the advertising
communication relating to the product. To this message these consumers are capable and
motivated to engage in extensive cognitive elaboration. Marketers should consider the choice of
celebrity endorsers and the level of consumer involvement with the product. High-involvement
products require consumers to process more deeply advertising messages, focusing on product

details and quality arguments. For such products, expertise and credibility are more effective in an
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endorser. However, for low-involvement products, the presence of a celebrity endorser will mainly
influence attitudes rather than purchasing intentions. In such scenarios, product availability and
recall cues become more relevant. Consumer engagement levels are very important in determining

advertising effectiveness.
1.8 Hedonic and Cosmetic Products Analysis

Engaging in window shopping, examining a magazine, or browsing Instagram content can be
pleasurable for numerous consumers, irrespective of whether a purchase follows. Utilitarian and
hedonic values are regarded to function as apt categories for consumer values as part of the
consumer experience (Babin et al., 1994; Childers et al., 2001). Utilitarian principles comprise the
notion that shopping can be logical and purpose-driven (Batra & Ahtola, 1991; Childers et al.,
2001). Utilitarian principles associated with shopping experiences may be perceived as tedious or
contrived, as they are linked to a work-oriented mindset (Childers et al., 2001; Hirschman &
Holbrook, 1982). For example, when one is shopping for an occasion (i.e., a wedding or holiday),
it appears stressful and more laborious than pleasurable. Nonetheless, certain consumers derive
pleasure from shopping as a pastime, even in the absence of a definitive purchasing objective
(Richins, 2013). A recreational or hedonistic shopping experience is associated with heightened
perceptions of escapism, fantasy, and enjoyment, in contrast to a duty-driven shopping experience
(Horvath & Adigiizel, 2018). This form of shopping is not inherently goal-oriented and may result
in heightened emotions of satisfaction irrespective of actual acquisitions (Babin & Attaway, 2000).
Hedonic buying exhibits a favorable correlation with word-of-mouth and product interest (Jones
et al., 2006). Instagram offers a convenient platform for engaging in hedonic shopping behaviors
and is seen as a form of entertainment in its own right.

Retailers and companies recognize the necessity of engaging consumers, so compensating
influencers is a method to leverage the entertainment they offer within a marketing strategy
(Arnold & Reynolds, 2003). Individuals have historically engaged in idea shopping to remain
informed about emerging trends in inventions and fashion (Horvath & Adigiizel, 2018; Westbrook
& Black, 1985). Some individuals engage in shopping not to make immediate purchases, but rather
to enjoy browsing as a means of knowledge acquisition (Arnold & Reynolds, 2003; Bloch et al.,
1989). This pastime is facilitated and made pleasurable by following a preferred Instagram

influencer's post. Hedonic shopping motives encompass shopping for enjoyment, amusement, and
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sensory engagement (Arnold & Reynolds, 2003; Babin et al., 1994; Horvath & Adigiizel, 2018).
Even the wealthiest materialist cannot acquire every item showcased by their preferred influencer;
however, individuals who derive hedonic pleasure from ideational shopping may relish the
experience of browsing and cataloguing ideas, which is likely to result in heightened enjoyment,
impulsive acquisitions, and subsequent purchases (Arnold & Reynolds, 2003; Bloch et al., 1986).
Engaging in window shopping, examining a magazine, or browsing Instagram content can be
pleasurable for numerous consumers, irrespective of any subsequent purchases. Utilitarian and
hedonic values are considered appropriate classifications for consumer values within the consumer
experience (Babin et al., 1994; Childers et al., 2001). Utilitarian principles comprise the notion
that shopping can be logical and purpose-driven (Batra & Ahtola, 1991; Childers et al., 2001).

Utilitarian ideals associated to shopping experiences may be rather dull or forced as it is entangled
with the mentality of work (Childers et al., 2001; Hirschman & Holbrook, 1982).
For instance, buying for an occasion (e.g., a wedding or holiday) may appear more stressful and
difficult than enjoyable. Nonetheless, certain consumers derive pleasure from shopping as an
activity, independent of a purchase objective (Richins, 2013). A recreational or hedonically fueled
buying experience is associated to higher perceptions of escapism, fantasy, and delight in contrast
to a duty motivated shopping experience (Horvath & Adigiizel, 2018). This style of shopping is
not necessarily goal driven and may lead to enhanced feelings of satisfaction regardless of actual
purchases (Babin & Attaway, 2000). Hedonic buying exhibits a favorable correlation with word-

of-mouth and product interest (Jones et al., 2006).

Instagram offers a convenient platform for engaging in hedonic shopping behaviors and is seen as
a form of entertainment in its own right. Retailers and companies recognize the necessity of
engaging consumers, and compensating influencers is a method to leverage the entertainment they
offer within a marketing strategy (Arnold & Reynolds, 2003). Individuals have historically
engaged in idea shopping to remain cognizant of emerging trends in innovation and fashion
(Horvath & Adigiizel, 2018; Westbrook & Black, 1985). Certain individuals engage in shopping
not with the intent to buy immediately, but rather for the pleasure of browsing as a means of
knowledge acquisition (Arnold & Reynolds, 2003; Bloch et al., 1989). This task is made easy and
pleasant via following a favorite Instagram influencer’s post. Hedonic shopping motives

encompass shopping for enjoyment, amusement, and sensory engagement (Arnold & Reynolds,
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2003; Babin et al., 1994; Horvath & Adigiizel, 2018). Even the richest materialist cannot buy every
item they see in their favorite influencer’s posts but those that experience hedonic enjoyment while
idea shopping may be enjoying the experience of browsing and filing ideas away that will likely
lead to increased enjoyment, impulse purchases and future purchases (Arnold & Reynolds, 2003;
Bloch et al., 1986).

Hedonic and cosmetic products please the consumer through the mix of emotional and sensory
satisfaction. In hedonic products, hedonic appeal is centered in pleasure, joy, or indulgence,
whereas cosmetics are characterized by both hedonic as well as utilitarian purposes. In Lithuania,
as far as the beauty field is concerned, Instagram determines consumer preferences, and one of the
reasons for using Instagram is to show double attributes. Cosmetic products like cosmetics and
skincare are not only about aesthetic enhancement (hedonic), but they also fulfill practical needs
in terms of hydration, protection, and functionality (utilitarian) (Mubdir et al., 2024) as given in:

Figure 1
Different Cosmetics Products

(Source: Khosiyatkulova, 2020)

Hedonic value in Instagram is supported by attractive posts and influencer endorsements, which
create emotional engagements with the target audience. The lipstick, for example can be promoted
as a statement of luxury and self-expression (hedonic), though it provides long-lasting lip wear or
moisturizes, among other utilitarian properties. Arnold and Reynolds (2003) stated that hedonic
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goods are rated on fun and excitement, and sensory satisfaction, whereas utilitarian good is rated
on effectiveness and functionality, among other uses.

Instagram in Lithuania has turned into one of the major mediums for self-expression and identity.
Luxury cosmetic brands primarily work with influencers to associate luxury, prestige, and
exclusiveness to their products, forming a strong hedonic appeal. For example, exclusive
fragrances or makeup pieces become status symbols, and an affordable skincare brand mentions
utilitarian benefits, being green-friendly or suitable for sensitive skin (Horvath & Adigiizel, 2018).
It can be summarized that; Hedonic and utilitarian shopping experiences differ in terms of
motivation and outcome for the consumer. While utilitarian shopping is rational and goal-oriented,
often viewed as work-like or stressful (for example, shopping for events), hedonic shopping is
about enjoyment, escapism, and sensory engagement, often resulting in satisfaction regardless of
purchase. Instagram platforms facilitate hedonic shopping behaviors, acting as a source of
entertainment and trend exploration. Consumers may follow influencers for inspiration, deriving
pleasure from browsing and cataloging ideas without any immediate purchase intent. Marketers
leverage these behaviors by using influencers to create engaging content, merging entertainment
with marketing strategies to enhance consumer engagement, word-of-mouth, and impulsive
buying tendencies. Therefore, marketers targeting Lithuanian consumers on Instagram should
focus creating content that is visually striking and encompasses the sensory and functional
considerations of cosmetic products. For example, a product like foundation is both hedonic

(exotic and indulgent, perhaps) and utilitarian (easy to apply, long wear).

1.8.1 Impact of Instagram in Hedonic and Cosmetic product perception in Lithuania

Hedonic products become a popular tool in the market to attract customers; they are often
consumed for sensory and emotional consumptions. However, of course, the question then is
whether it is about the product or if this product affects the buying process of a customer. A study
done by Gupta (2013) revealed that hedonic goods tend to make customers purchase spontaneously
through irrational judgment. Instead, Jakstiene (2008) suggested that customers sometimes rely on
cognitive reasoning, making decisions based on the information given in advertisements and
campaigns about these products. Furthermore, Chandon et al. (2000) asserted that personal
preferences and practicality are among the factors influencing the behavior of customers beyond

hedonic appeal.
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Despite these conflicting opinions, Fill (2002) concluded that hedonic products significantly
influence purchase decisions in competitive markets, especially in terms of luxury and emotive
appeal. Similarly, Solomon et al. (2008) and Kotler (2004) found that hedonic products are
particularly powerful when marketing to customers not familiar with a brand tends to sway their
purchase decision. However, Pickton (2005) cautioned that though these products might generate
sales, their effect on long-run profitability is yet to be proven. Koiko (2011) also mentioned
demographic trends whereby hedonic cosmetics consumers are aged 20-35, which will buy face
makeup, products whose popularity usually spikes with the marketing campaign.

Because most research indicates that hedonic products determine buy decisions regardless
of profitability, it is critical to research the effects of particular marketing strategies applied in
selling hedonic products. A good number of general strategies, for example, use influencer
endorsement, emotive advertisements, and storytelling approaches, which do not similarly affect
consumer response (Shamout, 2016). Such an examination will better establish their impacts on

customer purchase decisions.

Instagram has a deep effect on consumer purchasing decisions in Lithuania, especially for cosmetic
products. The visual nature of the Instagram platform and the influencer culture enhance hedonic
attributes, such as luxury, beauty, and emotional appeal. Studies have shown that Lithuanian
consumers, especially millennials and Gen Z, are highly influenced by Instagram posts that provide
experiential benefits, like makeup tutorials or before-and-after transformations (Choi et al., 2012).
However, there are utilitarian attributes that aren't ignored. Posts that post reviews of products,
application techniques, and benefits of the ingredients attract consumers who like to make practical
and well-informed purchasing decisions. For instance, skincare brands will often combine
influencer endorsements with detailed captions describing the functional benefits of a product,
such as hydrating, anti-aging, or SPF protection, (Ho et al., 2019).

This means that Instagram has a role in consumer behavior in terms of developing trust and
emotional attachment through recommendations. Lithuanian consumers find that Instagram
influencers are authentic and relatable, which will increase the likelihood of impulsive purchases
of hedonic cosmetic products. On the other hand, informative posts are designed for those who
prefer to make rational decisions (Hayes et al., 2020). Marketers can fully exploit the dual

influence of Instagram by developing content whose appeal arises from both hedonic and
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utilitarian motivations. A Lithuanian beauty campaign, for instance, can make a product feel
luxurious through impressive aesthetics (hedonic), at the same time conveying comprehensive and
direct information about the benefits and features of the product (utilitarian). Hedonic products,
driven by sensory and emotional appeal, often encourage spontaneous purchases, but the impact
on customer behavior can vary. While some consumers are swayed by irrational judgments and
emotional appeal, others rely on cognitive reasoning, such as product information and personal
preferences. In summary, hedonic products, especially in competitive markets, can influence
purchase decisions, particularly with luxury or emotive branding. Instagram plays a significant
role in shaping consumer decisions, especially for cosmetics in Lithuania, by combining visual
appeal with practical, informative content. Marketers can enhance their campaigns by blending

both hedonic and utilitarian motivations to target different consumer needs.
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2 Research Methodology

2.1 Purpose of the research, model, and hypotheses

The document delineates the research methodology, which is grounded in the results of the

literature review. The methodology section outlines the study's main aims, methodologies,
research issue, theoretical framework, and assumptions. The initial phase of this work employed a
theoretical analytical methodology. This thesis examines all relevant research articles, scientific
journals, and other scholarly materials. We meticulously analyze the Theory of Planned Behavior
model, gather theoretical data, and formulate hypotheses to direct the development of the study
model. We meticulously outline the data gathering methodologies, substantiate the questionnaire
items, and compute the sample size, all based on prior research. The second element of the thesis
procedure involves doing empirical research with the gathered data. We utilize SPSS Statistics to
examine the data and subsequently apply various statistical methods to either corroborate or
disprove theories. The study evaluates data quality and provides socioeconomic information about
the sample group.
In the context of influencer marketing and consumer behavior, the Theory of Planned Behavior
(TPB) is a conceptual framework through which the psychological factors as well as digital
marketing tools such as an Instagram influencer operate in influencing purchase decisions. This
model, according to its framework, suggests key elements such as attitudes toward the product,
perceived control over values, and intentions to purchase-all contributing to an essential role in the
control of consumer behavior. Moderating factors, like product involvement, influencer-follower
congruence, and situational elements such as consumer mood or timing, may also play a role in
how these attitudes and intentions translate to purchase behavior. All of these aspects collectively
influence the ultimate effectiveness of purchase behavior, notably in the fields of fashion and
cosmetics, in which consumer and purchasing interactions with influencers often shape consumer
choices (Ajzen, 1991; Petty et al., 1983).

H1: Instagram Influencer Has a Positive Relationship with Purchase Intention
With an increase in the usage of influencers as a marketing strategy through the digital platform,
there is a new challenge in identifying the right influencers that would most enhance marketing

effectiveness and stimulate consumer behavior. This has created a problem because it is becoming
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very hard for brands, fashion included, to decide on influencers who will push purchase intentions
(Hannandharputri & Putra, 2019). Not all influencers are created equal in their effectiveness on
marketing outcomes, even as follower counts do not dictate effectiveness (Wijaya & Sugiharto,
2015).

The influence a sponsor exerts on the purchase intentions of the consumers is often found to be
associated with dimensions such as credibility (trustworthiness and expertise), attractiveness
(similarity, familiarity, and likeability), and power, all of which play a crucial role in determining
consumer behavior (Shrimp in Vijay & Sugiharto, 2015). Attractive influencers have been seen as
persuasive and can quickly attain attention, especially in visually focused industries such as
fashion and beauty (Union et al., 1987; Yuen et al., 2020). Of course, attractiveness alone probably
is not enough to perpetuate long-term influence without traits like authenticity, relatability, or
charisma; otherwise, they would fail to build deep emotional connection with the audience (Yuen
et al., 2020; Alzoubi et al., 2020).

Relatability of the influencer, telling personal stories with authentic experiences, increases trust
and loyalty, increasing brand engagement as well as consumer association with the promoted brand
(Suhartanto et al., 2020). Charisma and communication power of an influencer can emotionally
appeal to and mobilize their followers; creating positive attitudes toward the brands they endorse
(Demir et al., 2020). This emotional resonance usually converts into higher levels of engagement:
likes, shares, and comments that further upgrade the perceived value of both the influencer and the
brand (Wilkins et al., 2023).

Furthermore, the "halo effect,” wherein desirable attributes of an influencer, such as style or
expertise, are transferred to the brand, increases purchase intentions even further (Patma et al.,
2021). For instance, if an influencer is viewed as fashionable, these traits will be transferred to the
products of such an influencer, and consumers will find them more attractive. According to studies,
attractive and popular influencers are considered to have more engagement rates, and that is why
people often view them as more authentic. Such authenticity increases their influence in making
decisions on consumer purchases (Rachbini et al., 2020; Sharma & Klein, 2020).

H2: Influencer product congruence has a positive impact on Purchase intention

As social media influencers continue to grow in influence, they have caused another challenge for
brands: choosing the correct influencer whose persona meets the product he or she is promoting

for successful marketing. It could be said that in influencer marketing, the idea of congruence
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between an influencer's image and the product being promoted defines this match and is critical in
persuading a consumer to buy his or her product. This can be analyzed through two core
dimensions: product type congruence and values and beliefs congruence. Product type congruence
identifies the extent to which a product might reflect the influencer's established brand or persona;
for example, a beauty influencer might promote skincare products. The closer in fit of a product
to the influencer's image, the more authentic and credible it seems to followers, thus increasing its
persuasiveness. For instance, a fitness influencer who endorses health supplements would be
viewed as much more believable than the same influencer selling unrelated luxury items, as their

alignment with established persona increases believability (Xian & Feng, 2023).

Furthermore, influencer-product congruence is developed through values and beliefs congruence,
where it measures the extent that the values of an influencer converge with those of the promoted
brand. When an influencer endorses products that relate to their personal values, they are viewed
as more authentic, hence causing a stronger feeling of trust and credibility. This emotional and
values-based alignment deepens engagement and positively boosts purchase intentions with
respect to the followers. The match-up hypothesis also endorses the significance of congruence
because it posits that endorsements are most influential when there is a good match between the
endorser and the product (Han & Balabanis, 2024). Influencers who have a strong congruent image
with what their audience values and expects are likely to receive positive reactions from consumers
so as to develop long-term loyalty and trust (Suhartanto et al., 2020). However, influencer-product
congruence can backfire if the endorsement appears inauthentic, such as when an influencer
promotes products that contradict their known beliefs, leading to potential skepticism and loss of
credibility. Therefore, ensuring a high degree of congruence between influencers and the products
they endorse is essential for influencing consumer purchase decisions in a meaningful way.

H3: Instagram influencer has a positive impact on perceived value.

Through research, it is proven that Instagram influencers do play a high role in shaping consumer
perceptions about product value, thus affecting the intentions to purchase. Most of the time,
influencers affect the follower's perceived value by showcasing products that can improve or
enhance their lives, solve specific problems, or match their preference. This enhances the value of
the product since one sees the utility and relevance of the product in real life (Beckert & Naderer,
2023).
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Research indicates that Instagram influencers improve product credibility and creditworthiness by
creating authentic and relatable content. The credibility of micro-influencers is more intrinsic in
the general view of the people owing to proximity, thereby being closer or more personal to their
followers - directly influencing how followers perceive value in the products they endorse (Dash
Hudson, 2024; Social Samosa, 2024). Further, interactive features such as Stories on Instagram
allow influencers to interact directly and privately with their audience, thus enhancing their

influence over intentions of purchase (Dash Hudson, 2024).

Thirdly, it has been found that the match between the influencer's personal brand and the product
endorsements is vital to increasing perceived value. If a follower perceives an influencer's
endorsement as real and relevant to their need or desire, they are bound to perceive the product
endorsed as more valuable and tend to purchase it more (Social Samosa, 2024). Hence, influencer
marketing on platforms such as Instagram impacts the value perception of the consumer, which in
turn influences their purchasing decision.

H4: Influencer product congruence has a positive impact on perceived value.

The consistency between the influencer and the product he or she is endorsing increases the
perceived value for the product among the followers. When influencers are endorsing products
that resonate with their personal brand and what they are known for, it increases the perceived
credibility and authenticity of the endorsement, and the effect tends to be stronger on the
perceptions of the followers regarding the product's value (Xian & Fang, 2023; Roccapriore &
Pollock, 2023).

Product-influencer congruence has been proven to enhance consumer trust and, consequently, has
a positive effect on purchase intention. Consumers are more likely to see the value in a product
when an influencer is perceived as an expert or as having an authentic connection with the category
where the product falls (e.g., a beauty influencer endorsing skincare products). This congruence
makes endorsement appear more authentic, thereby enhancing the perceived quality and relevance
of the product (Jhawar et al., 2023; Beckert & Naderer, 2023).

Also, influencers who are felt as speaking for the audience's values and interests enjoy higher
engagements and perceived value in the product. This match between the influencer's personality

and the product increases emotional resonance with the audience, which makes the product more
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desirable (Jhawar et al., 2023). In case of incongruence, consumers tend to doubt the genuineness
of the endorsement, thus reducing the perceived value of the product (Xie& Feng, 2023). This
means that influencer-product congruence is actually that which determines how their followers
might perceive the value associated with the product; thus, its impact ripples down to purchase
likelihood.

H5: Perceived value acts as a mediator between Instagram influencer and purchase intention

The perceived value, for instance, has been held to take the critical mediating role between the
Instagram influencer and purchase intention because it will shape how the consumers assess the
products endorsed. The endorsement by an influencer can directly affect the perceived value of a

product, which in turn influences consumers' purchase intentions.

According to research, when an Instagram influencer endorses a product, their credibility,
attractiveness, and relatability can enhance the perceived value of the product, increasing the
likelihood that followers will intend to purchase it. This is because followers perceive products
endorsed by trusted and admired influencers as more valuable (Jhawar et al., 2023; Beckert &
Naderer, 2023). Legitimacy and social proof are obtained through the influencer's endorsement,
increasing the perceived value of the product and directly impacting purchase intent (Beckert &
Naderer, 2023).

Studies also reveal that the perceived value of the product may not just rely on its intrinsic
characteristics but also on the emotional bond developed by the endorsement of the influencer.
When consumers observe an influencer using and recommending a product that articulates their
values or enhance their lifestyles, the perceived value of the product increases, and this emotional
bond maximizes the intent to purchase of consumers (Savitri et al., 2021; De Kervenoael et al.,
2020).

Thus, perceived value mediates as it expresses the influencer's influence in terms of actual
consumer behavior, leading to whether the consumer will buy. Because consumers are attracted to
the product that influencers promote, their appreciation of the product's advantage and its quality
rise, causing an influence on their purchasing intention (Beckert & Naderer, 2023; Zaharani et al.,
2021). This mediating effect emphasizes the fact that it is not the endorsement itself but how it
influences value perception in the minds of the audience.

H6: FOMO acts as a mediator between Instagram influencer and purchase intention
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This is one of the concepts becoming increasingly relevant in today's digital age. It relates very
well to influencer marketing via channels such as Instagram. The level of FOMO is amplified by
the sense of community held by social media users. Consumers may also be encouraged to buy
from influencers based on the latter's posting of products and their audience's general response.
Many Consumers will be forced to buy the products in a bid to keep up with their peers or enjoy
perceived benefits resulting from the buying process (Lengkawati & Saputra, 2021). Social factors

are the primary mediator of Instagram influencer influence and purchase intentions.

Influencers create strong pull by sticking and buying into trends and pushing out products which
are depicted to be trendy within the trends. Fashion and beauty influencers tend to press more for
highly sought products as newer additions into their trendy lists. Thus, through FOMO, followers
end up purchasing these products because they want to avoid missing the social experience in the
circle. This aligns with Kotler's view (2005) that social influences in terms of a reference group or
an online community largely influence purchase decisions because it is considered there is a gap
between the consumer himself and his social group regarding his or her product ownership.

In addition, engagement with the audience and the establishment of an emotional connection by
influencers can further amplify this effect. Influencers are also shown revealing personal
experiences about products, which enhances a sense of urgency. Followers therefore feel more
inclined to act in order to not be left behind in the influencer's experience, which will then make
purchase intentions stronger (Hariyantin & Wirapraja, 2018; Lengkawati & Saputra, 2021). Thus,
FOMO is a good mediator in influencer marketing because it creates urgency and drives the
purchase intentions among followers. Influencers, through their endorsements, project products as
exclusive and trendy, thereby making their followers purchase more to avoid missing something
socially desirable. With influencer credibility and product relevance, FOMO profoundly changes
the behavior of consumers, especially in the context of a significant social media-driven trend.
H7: Influencer-Follower Congruence Acts as a Moderator between Instagram Influencer and

Purchase Decision or (intention)

A congruent influencer with his audience is one significant factor in successful influencer
marketing. In the realm of Instagram, the fit or congruence between the influencer's image and that
of the values, lifestyle, and preferences of his followers would greatly boost the influence on

purchase decisions. Congruence factors involved in the concept include fit, similarity, match-up,
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and typicality (Malar et al.,, 2011). These factors make up how consumers perceive the
endorsement by the influencer and how it influences them. A study has shown that when
consumers share traits with an influencer such as due to similar values or interest in the same
things, they would be highly influenced by the endorsement of the influencer. This congruence
enhances the perceived credibility and trustworthiness of the influencer, thereby strengthening the
purchase intentions of the followers (Kamins & Gupta, 1994; Till & Busler, 2000). A study by
Djafarova and Rushworth (2017) asserts that influencers are often perceived as more relatable and
credible than traditional celebrities, making their endorsements more effective.

Moreover, the congruence between the influencer's image and the consumer's self-concept—either
actual self (who they perceive themselves to be currently) or ideal self (who they would like to be
perceived as) plays a very crucial role in this endeavor. For instance, consumers are more likely to
trust and consider the message of influencers whose image fits with their own self-identity (Zogaj
et al., 2021). Self-congruence with influencers can be divided into two categories: the first is real
congruence, defined as how the influencer's image suits the follower's current self-concept, and
the second is ideal congruence, representing how the influencer's image corresponds to the
follower's aspirational self (Zogaj et al., 2021; Zhu et al., 2019).

When the level of alignment between the influencer and follower is high, influencer endorsement
will have more effectiveness in terms of purchase intention. For instance, the likelihood of a
follower engaging with the influencer and making a purchase from them increases if the influencer
shares the values, lifestyles, or aesthetics that the follower either endorses or intends to endorse
(Sokolova & Kefi, 2020; Shan et al., 2020). Hence, the level of similarity between an influencer
and her followers can potentially regulate the association between the endorsement from an
influencer and the purchasing decision of a follower. Essentially, the greater the similarity that the
influencer shares with the follower-at whatever level, personality, lifestyle, or value-she is more
likely to affect a purchase through an endorsement. Kim & Kim, 2021; Hudders et al., 2021).
Furthermore, congruence leads to a stronger development of para social relationships between the
influencer and the followers, who feel connected with the former; it, therefore, strengthens the
message of the endorsement (Shan et al., 2020). The perception of similarity can also increase the
credibility of the influencer, which has a rippling effect on increasing the effectiveness of their
product endorsement (Sokolova & Kefi, 2020). Thus, influencer-follower congruence appears as

an essential moderator in influencer marketing on Instagram. Whenever a follower feels there's a
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good match or congruence with the influencer through values, lifestyle, or self-concept, then
there's an increased persuasive power of the influencer's endorsement. This congruence makes the
influencer come out as more trustworthy and credible, which increases the ability to influence the
followers' purchasing decisions. Brands and marketers, therefore, must consider quite closely the
alignment between the influencer and the target group to gain optimization in the execution of a
strategy on influencer marketing.

H8: Degree of Product Involvement acts as a Moderator between Instagram Influencer and

Purchase Intention

The degree of product involvement would indeed play a crucial role in determining the
effectiveness of influencer marketing, particularly on channels such as Instagram. The degree to
which a consumer is emotionally invested in a product category is known as "product
involvement,” and it has a significant impact on how they react to marketing messages, including
those from influencers (Antil, 1984; Martin, 1998). The extent of a customer's engagement with a
product may serve as a moderator in how influencer endorsements influence purchase intentions
when evaluating the effect of influencers on Instagram. In contrast, for low-involvement products,
celebrity endorsements have a more crucial influence because the consumers are less likely to
process the advertising message cognitively in depth (Gupta, 2017). Consequently, the level of
product involvement can act as a moderator of influencer marketing effectiveness. In cases where
influencers endorse high-involvement products, the followers are likely to focus more on the
product's functional attributes and the influencer's expertise rather than the influencer's personality
or appeal. But then, for low-involvement products, the influencer's attractiveness or relatability
may have a more significant part in forming the follower's purchase intention. In conclusion, the
level of product involvement is a moderator between Instagram influencer marketing and purchase
intention. Higher-involvement products will likely be more oriented toward specific product
information and the credibility of the influencer, while low-involvement products will probably be
attracted by the attractiveness and likeliness of the influencer during a purchase. Marketers need
to consider the level of involvement that is associated with their products as they choose an
influencer so that the appeal of the influencer is as close as possible to the consumer's level of

engagement to increase the efficiency of influencer marketing campaigns.
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2.2 Data Collection and Research Instruments

Adopting a survey method-approach as adopted by Mahmud et al. (2023), Saselah et al.
(2024)-this study explored how the influence of Instagram influencers on consumer behavior and
purchasing intentions operates, especially on fashion and cosmetic products. A survey among the
users of Instagram in the city of Vilnius, Lithuania, whose purchase decisions influenced by
Instagram influencers was conducted for this study. The online questionnaire was sent to a range
of consumers who belong to various demographics, meet with, or follow Instagram influencers
and exhibit purchase behaviors triggered by the influence of such social media endorsers. By
collecting information regarding consumer attitude, purchase intent, and influencer-follower
congruence, the study analyzes the relationship between digital marketing and consumer behavior
and assesses the modulating effects of product involvement, perceived value, and Fear of Missing
Out (FOMO) on purchase intention. This methodology ensured the collection of accurate, holistic
data; it has used validated scales from previous studies on the influence of social media and
consumer behavior (Sokolova & Kefi, 2020; Schanes et al., 2018). Different kinds of instruments
were used in forming the questionnaire adopted by the prior studies. The questionnaire features

questions related to psychological and behavioral factors that influence a consumer's purchase
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intentions in addition to influencer marketing responses. The information about the instruments is
elaborated below:

Influencer and Purchase decision: The research of Farivar and Wang applies the Opinion
Leadership Scale to measure how influencers shape consumer opinions. Normally, this scale has
items that ask how influencers exhibit new, exciting ideas and products, update ahead of consumer
trends, and represent consumers' personal style. On this scale, some key statements include: This
scale will enable the study to explore how much impact an influencer has on changing consumer
attitude or in making a purchase; such context is key in fashion and beauty, considering their
relationship with personal identity. The Cronbach's alpha of this scale is usually greater than 0.80,
thus having high reliability, while validity has been ensured through factor analysis to support its
application in determining the manner social identity affects consumer behavior in influencer

marketing.

FOMO Scale: Fear of Missing Out Scale (FOMOS), by Przybylski et al. (2013), is a 10-item and
single-factor scale that measures fear of missing out on social activities but specifically through
means of social media. Responses were measured with a 5-point Likert scale. The scale has strong
reliability (a = .82) and its further verification was conducted with subsequent studies (o = 0.87,
0.90). In addition, it depicts good validity, including face validity, convergent validity with social
media engagement (r = .40), and discriminant validity (r = -.29 with need satisfaction). It also
correlates positively with needs for popularity (r = .48) and belonging (r = .53).

Product Involvement: The congruence measurement scale developed by Johnson et al. (2006)
measures how well a self-concept is aligned with a brand's attributes, more commonly known as
self-brand congruence. This scale generally measures how well the image of a brand fits the
consumer's self-identity. The scale looks at measuring perceived similarity between the consumer
and the brand-a latticework including such things as lifestyle, values, and personality traits. The
scale typically uses a 5-point Likert-type response format that works to measure the degree of
agreement or alignment between the consumer's self-image and that of the brand. It has been
proved that this kind of congruence will affect the attitudes, purchase intentions, and loyalty

toward a particular brand.
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Perceived Value: The Perceived Value Scale is that measure of the consumer's evaluation of the
benefits that they receive from a product or service relative to its cost, in relation to the dimensions
involved with emotional, functional, and social values. It is often used to measure customers'
satisfaction as well as loyalty, especially concerning services and travel. Perceived value was also
reported in Wang's study of 2012 as an important determinant of satisfaction and service quality
in the travel agency business. The scale, in this case, is typically presented using statements such
as: “The value I received from this service was worth the cost. “This service gave me a lot of
satisfaction. “I feel that this service is a good investment." This study, conducted by Boo et al.
(2009), was conducted on customer-based brand equity with an emphasis on tourism as perceived
value. In this study, perceived value was defined as the overall satisfaction and benefits a consumer
feels s/he is receiving from a destination or tourism service, which determines future intentions to
revisit or recommend it. Both studies had high internal consistency, and the scale has been
validated in numerous contexts related to tourism and service. Measurement typically utilizes a

Likert-type scale in order to evaluate agreement with items relating to perceived quality and value.

2.3 Sampling and Size of the Population

In this section of the methodology chapter, we outline the sampling technique, sample size
determination, and data collection methods used in this study. The target population includes users
of Instagram who are actively engaging with fashion-related content and influencers on the
platform. These consumers frequently make purchasing decisions based on fashion trends and
influencer recommendations. A non-probability convenience sampling technique was adopted to
screen the participants as this sampling technique grants ease of access to a wide variety of
Instagram users, particularly those who follow fashion influencers and interact with fashion
marketing content. The target sample size is at 405, by a comprehensive perusal of empirical
literature with proposals recommended from previous studies on influence in social media and
consumer behavior in the fashion industry. The sample size is adequate to guarantee statistical
power and thus a very powerful analysis of the influence of Instagram influencers on fashion
purchases. Other relevant studies, such as those by Mahmud et al. (2023) and Saselah et al. (2024),
have established that this sample size would be appropriate in examining consumer behavior

within influencer marketing.
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Table 1
Sampling Measurement
No Author Type of Sampling No of
Questionnaire Respondents
1. Kim et al. (2021) Screening Purposive 200
Questionnaire Sampling
2. Nascimento, (2019) Online Non- 1939
Questionnaire probabilistic
convenience
sampling
3. Mahmud et al. (2023)  Online Random 159
4. Sari et al. (2023) Online Non-probability 90
sampling.
5. Wibisono et al., (2023) Online Survey Not identified 308
6. Saselah et al. (2024) Online Survey Purposive 116
Sampling
7. Haque et al. (2023) Online survey Not identified 123
8. Venciute et al. (2023)  Online Survey Probability 88
Sampling
Total 377
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3 ANALYSIS AND INTERPRETATION OF THE RESULTS

The results chapter focuses on a detailed discussion of hypotheses developed in this study to
examine the effects of Instagram influencers on purchase intention and the mediating and
moderating variables affecting this relationship. Based on ANOVA analysis, descriptive analysis,
correlation analysis, the study measures the level of perceived value, FOMO, congruence between
influencers and followers and the degree of product involvement. The study contributes a number
of important insights for understanding the phenomena of consumers’ behavior the crucial role of
Instagram influencers and related constructs proved. In the case of each hypothesis, the marketer
then examines the evidence from the data to check the stray by which it holds and the implications

for the marketer’s strategy.

Table 2
Demographics

Website | Respondents ' Female Male | Mean Age

Instagram | 377 240 137 | 245
Facebook | 377 200 177 | 30.2
TikTok 377 180 197 | 22.8
YouTube | 377 150 227 | 294

Looking at the demographic data the degree of respondents’ participation across the social
networks differs. Among the social network sites, the maximum female’s participation is at
Instagram 240 and the max. male’s participation is on YouTube 227. The mean age of users is the
lowest for Instagram at 24.5 years and, therefore, the site is more popular among the young people,
while Facebook and YouTube have a higher average age of the users, and it is more popular among
the elder. Such demographic analysis gives the administrator an understanding of certain profiles,

which shape the users’ attitude toward content and their willingness to make purchases.

Table 3
Reliability of Constructs
Construct Reliability Cronbach’s
Instagram influencers 0.742
Purchase Intention 0.729

Consumer and Product Congruence 0.703
Fear of Missing Out 0.766
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Perceived Value 0.711
Influencer-Follower Congruence 0.742
Degree of Product Involvement 0.700

The questionnaire's reliability is evaluated by Cronbach’s Alpha scores, which are represented
numerically from 0 to 1 in scientific literature. A Cronbach’s Alpha value ranging from 0.7 to 0.95
indicates that the test results are appropriate for subsequent study. The dependability of separate
constructs is displayed in Table 3.

HI: Instagram Influencers Positively Impact Purchase Intention

Table 4
Instagram Influencers Positively Impact Purchase Intention

Product Type = Mean | Std. Error = 95% Confidence Interval Lower Bound | Upper Bound

Utilitarian 12.034 0.150 11.735 12.333
Hedonic 14.567 0.170 14.233 14.901

The findings also corroborate Research Proposition RP1 that posits there is a positive relationship
between Instagram influencers and purchase intention. Analyzing the descriptive findings, it is
found that hedonic products have get a higher mean purchase intention score of 14.567 (SE =
0.170) than utilize products that receive a mean score of 12.034 (SE = 0.150). This means that
Instagram influencers are more useful in increasing purchase intention of products that have cues
related to emotion or experience.

This we see from the narrow confidence interval, 11.7 — 12.333 for the utilitarian products and
14.233 — 14.90 for the hedonic products. The Ses value of both products are also low (SE=0.150
and SE=0.170), indicating that there is little difference in the way the same set of Instagram
influencers influences the purchase intention among respondents. This stability yet again goes on
to show how much influence these Instagram influencers wield in the consumer decision making
process when it comes to hedonic products.

The implications of the results for marketing are that influencer-advice in purchases of hedonic
products is highly effective and that influencers should be considered most effective for high-
involvement hedonic product categories where affective commitment in particular is significant.

The effect is noteworthy for utilitarian products, but compared to good and services, it is still less
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impactful, which suggests the possibility that, to effectively reach consumers and deliver
functional benefits, utilitarian products could need supporting marketing communications. These
insights focus on how to appeal to the consumers’ emotions and more so the impact of experiences
while using the product to determine purchase intention in relation to the influencer campaign.H1

is accepted.
H?2: Influencer-Product Congruence Positively Impacts Purchase Intention

Table 5
Analysis of Variance (ANOVA) Results for the Influencer product congruence on Purchase
intention

Type Il Sum Mean . Noncent. Observed
Source F Sig.

of Squares Square Parameter Power
Corrected Model 2760.120 2 | 1380.060 266.839 .000 533.678 1.000
Intercept 1.208 1 1.208 0.053 | .818 0.053 0.064
Congruence
between 2422 245 1 | 2422.245 399.770  .000 399.770 1.000
Consumer and
Product
Instagram
influencers 2193.438 1 | 2193.438 328.889 .000 328.889 1.000
(opinion
Leadership)
Error 1934.283 374 5.172 - B B B
Total 4694.403 377 - - - : :
Corrected Total 4694.403 376 - ; ) ) }

The findings from this study reveal that there is a statistically significant relationship between
perceived value and purchase intention and congruence between the consumer and product (F =
399.770, p < .001) and Instagram influencers (F = 328.889, p < .001). The corrected model also
shows that a good amount of variance (\ (R*2 = 0.588 \)) is accounted for by these factors
highlighting their significance in influencing the consumers’. The high observed power (\ (1.000

\)) provides further support to these results.
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These results provide strong empirical support to Hypothesis H2 that congruency consumer and
product affects the purchase intention construct positively. According to the ANOVA analysis the
factor consumer-product congruence has an impact on the model explaining the variance of
purchase intention (\ (F = 399.770; p<.001\)). The evidence for this is the large value of the Type
I11 Sum of Squares for this variable (\ (2422.245 \)) together with a relatively high mean square
value (\ (2422.245 \)) indicating the power of this variable in the model to shape the consumer
behavior.

Analysis shows that a significant part of the variance is accounted for (\ (R*2 = 0.588 \)) by
consumer-product congruence and thus supports the hypothesis that it is important for purchase
intention. The observed power of 1.000 also confirms that such results are statistically significant
and accurate. These results imply that consumer-product congruence is a significant area of
concern for marketers, especially because consumers with highly congruent perceptions about
what they look for in a product and the actual product characteristics are likely to have a positive

attitude towards the product. H2 is accepted.

H3: Instagram Influencers Positively Impact Perceived Value

Table 6
Descriptive Statistics for Product Type Constructs with Means, Standard Errors, and Confidence
Intervals on Instagram influencer on perceived value.

Product Type Mean | Std. Error = Lower Bound | Upper Bound
Congruence 15.517 0.181 15.160 15.874
Instagram Influencers 36.411 0.338 35.746 37.076
Perceived Value 15.729 0.182 15.371 16.087
Fear of Missing Out 26.647 0.284 26.088 27.206
Influencer-Follower Congruence 19.082 0.219 18.650 19.514
Degree of Product Involvement 12.088 0.146 11.801 12.375

Analyzing the descriptive results, the writers revealed that Instagram influencers exhibited the
highest mean score of (36.411) followed by FOMO of (26.647), therefore supporting the automatic
influence of these entities on consumers. Consumer and product similarity have a moderate
average (15.517) and average perceived values (15.729) also significantly influence the

informants’ interactions with influencers. First, these constructs have comparatively small
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confidence intervals, evidencing the stability of the effects observed here in relation to consumers’
perceptions.

The descriptive statistics do support Hypothesis H3 that is, perceived value is positively influenced
by Instagram influencers. Of all the constructs investigated the Instagram influencers have the
highest mean score of (M=36.411, SE=0.338) and CI of 35.7463 to 37.076. This shows serious
and persistent impact of consuming contents shared by influencers from Instagram.

Additionally, the mean perceived value is also calculated as M= 15.729, SE =.182 which supports
the significance of IG influencers suggesting that the Influence Century’s IG influencers can
indeed help in improving the consumer value perception. The high mean score coupled with a
small standard error as further evidence of influencers’ ability to reliably influence consumers’
attitudinal characteristics. As such, the findings support the proposed hypothesis and the
attractiveness of utilizing Instagram influencers as a tool to impact the perceived value of a brand

in today’s marketing environment. H3 is accepted.
H4: Influencer-Product Congruence Positively Impacts Perceived Value

Table 7
Analysis of Variance (ANOVA) results Influencer product congruence and impact on perceived
value.

The ANOVA results support the presence of significant main effects of design on the perceived

Type 11
Source Sumof | df Mean = Sig. Noncent. | Observed
Square Parameter = Power
Squares
Corrected Model 2760.120 2 | 1380.060  266.839 .000 | 533.678 1.000
Intercept 1.208 1 1.208 0.053 | .818 0.053 0.064
Design 2422245 1 | 2422.245  399.770 | .000 | 399.770 1.000
Product Type 2193.438 1 | 2193.438  328.889 .000 | 328.889 1.000
1 *
[T)f/;'g” Product 276560 = 1 | 276560 41580 .000 41580 0.999
Error 1934.283 | 374 5.172 - - B B
Total 4694.403 | 377 - - - - -
Corrected Total 4694.403 376 B - - : }

value and the purchase intention of the products, \ (F = 399.770, p <.001\) and product type \ (F
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= 328.889, p < .001\). Also, EI between design and product type has a significant influence: \ (F
=41.580, p <.001\), that explains that the combined effect of both factors increases consumers’
activity.

Thus, the findings also strongly endorse Hypothesis H4 in the sense that the design * product type
format enhances perceived value and the inclination to purchase. Regarding the second hypothesis,
the interaction effect of design x product type is found to be statistically significant F=41.580,
p<0.001 with type 11l sum of squares of 276.560 and high mean square value of 276.560. Such
findings exemplify the combined nature of interaction between the elements of a design and the
type of product, in defining consumer reactions and tendencies.

To recap, the improved estimations increased partial explanations of variance in relation to the
dependent variables, with an R square of 0. 588.The interaction term owned variance explanations
independently over and above the usual main effects of design (F=399.770, p< 0.001) and product
type (F = 328.889, p< 0.001). The high observed power (0.999 for the interaction term indicates
that these results are reliable and other and consistent.

Thus, the paper shows that both design and product type should be approached in parallel, since
their synergy results in a higher perceived value and the tendency to purchase the product. This
implies that the type of the product that goes to market should fit well with the type of the business
design to reach out more consumers and taste the intended intention of buying the products.H4 is

accepted.

H5: Perceived Value Acts as a Mediator Between Instagram Influencers and Purchase Intention

Table 8
Perceived Value Acts as a Mediator Between Instagram Influencers and Purchase Intention
Std. 95% Confidence Interval Lower Upper
Product Type | Mean Error Bound Bound
Utilitarian 13.482  0.160 13.168 13.796
Hedonic 15.634 0.175 15.291 15.977

This study gives robust support to Hypothesis H _ {5}, which state that perceived value also has
the mediating role between Instagram influencers and purchase intention. Significance level test
for the independent sample T test (T= 2.251, D. F= 364, p<.05) While the perceived value for
hedonic products where M= 15.634, SE= 0.175; utilitarian products M= 13.482 SE=0.160. In over
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two studies, this implies that hedonic attributes of products increase the degree of perceived value
through mediating the relationship.

The 95% confidence interval values have narrowed down to an acceptable range which supports
these results, 13.168 to 13.796 for utilitarian products and 15.291 to 15.977 for hedonic products.
The small standard errors (SE=0.160 for utilitarian and SE=0.175S for hedonic products) show
that the results indicate patterns in how perceived value acts as a moderator of effects of Instagram
influencers on the purchase intention. This stability emphasizes the validity of perceived value as
a core mediator, as well as the toughness of the studied relationships.

This has affirmed the need to work on perceived value in a campaign in order to increase perceived
value in the context of influencer marketing. In pro-attitudinal hedonic product contexts, the socio-
psychological models suggest that developing story themes which communicate relative
psychological utility and pleasure may enhance the perceived value for the campaigns. Previously,
for the utilitarian products, highlighting the functional values with the help of influencer credibility
may enhance the products’ perceived utility. From these findings, we can conclude that marketers
should plan the campaign in a manner that increases perceived value to the consumer in order to

get the best out of the outcome. H5 is accepted.

H6: FOMO Acts as a Mediator Between Instagram Influencers and Purchase Intention

Table 9

FOMO Acts as a Mediator Between Instagram Influencer and Purchase Intention
Product Mean Std. 95% Confidence Interval Lower Upper
Type Error Bound Bound
Utilitarian 13.219 0.158 12.909 13.529
Hedonic 15.482 0.173 15.143 15.821

The findings do support Hypothesis H6 by affirming that FOMO fully mediates the link between
IG influencers and purchase intention. The descriptive statistics analysis depicts that hedonic
products have a higher mean purchase intention (M= 15.482, SE=. 173) compared to the utilitarian
products (M= 13.219, SE= 0.158) which further prove that FOMO influence the emotionally
charged products to a larger extent. Large means differences suggest FOMO as a primary factor

beneath PI, particularly for hedonic goods with an experiential or illicit characteristic.
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The 95% confidence intervals for utilitarian products =12.909+13.529 and hedonic products
=15.1431+ 15.82 are relatively small, this shows that the result obtained is consistent. The small
standard errors (SE = 0.158) provide a more extensive support to the fact that there was low
variability in the results, hence supporting FOMO as a potent mediator. Implications of these
results bring out FOMO’s effectiveness in increasing consumers’ perceived time pressure and
affecting their decision-making.

The studies imply that specific use of FOMO in influencer marketing strategies will be useful in
increasing purchase intention. In hedonic product context when the perceived availability and/or
current popularity of a product is made to appear Exclusive, Finite or even currently popular then
people get a sense of FOMS or Fear of Missing Out. In other words, for the mood to be effective
when purchasing undifferentiated mass consumption commodities, time pressure or social proof
should be added to this message. On the basis of these findings, it is possible to conclude about
the necessity of using the appeals to FOMO during the influence marketing executions. H6 is

accepted.

H7: Influencer-Follower Congruence Acts as a Moderator Between Instagram Influencers and

Purchase Intention

Table 10
Influencer-Follower Congruence Acts as a Moderator Between Instagram Influencer and
Purchase Intention

Type 11
Source Sum of df Mean = Sig. Noncent. Observed
Square Parameter Power
Squares
f\sﬂ%rgeelcted 1860560 = 2 = 930.280 178563 .000  357.126 1.000
Intercept 0.902 1 0.902 0.173 | .678 0.173 0.060
Influencer-
Follower 1412.235 1 1412.235 | 271.150 | .000 271.150 1.000
Congruence
Instagram 448325 = 1 | 448325 @ 86.276 000  86.276 1.000
Influencers
Error 1957.440 | 374 5.233 - - B -
Total 3818.000 | 377 - - - B B
Corrected - - - - -

Total 3818.000 | 376
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These findings uphold Hypothesis H7 that influencer-follower congruence has a moderating
influence on the Instagram influencers and purchase intention link. The analysis of variance
indicates that there is a statistically significant influence of influencer-follower congruence on
purchase intention, F (1) = 271.150, p< 0.001, and Instagram influencers, F (6) = 86.276, p< 0.001.
The interaction effect in the corrected model is sizable, reflected in the high Type Il Sum of
Squares 1860.,560, as well as the observed power 1 000.1

The mean square values (1412.235 for congruence and 448.325 for Instagram influencer) thus
show that there is a stronger effect of influencer-follower congruence than the influence of
influencers on the purchase intention. This work also supports the importance of perceived
follower influence carrying over to purchase intention by revealing that the perceived match
between the followers and influencers make the consumers more inclined to engage in the
purchase.

These pieces of evidence point to the fact that marketers should ensure that they identify
appropriate influencers. The ideal influencers for brands should be those with content, values and
persona close to the desired image for the brand, especially for those brands that are targeting a
specific group of consumers with specific characteristics. It also increased credibility to influencer
endorsements so making them more effective in influencing the purchase process. This paper has
highlighted how the followers of influencers align to the goals of a marketing campaign to improve

coverage of brand messages and the quality of consumer interactions. H7 is accepted.

HS8: Degree of Product Involvement Acts as a Moderator Between Instagram Influencers and

Purchase Intention

Table 11
Degree of Product Involvement Acts as a Moderator Between Instagram Influencer and
Purchase Intention

Type 11
Source sum of df Mean = Sig. Noncent. Observed
Square Parameter Power

Squares
f\:ﬂ‘;rgeefmd 1760.980 = 2 = 880.490 @ 169.563 .000  339.126 1.000
Intercept 1.015 1 1.015 0.195 | .659 0.195 0.059

Degree of

Product 1320.250 1 1320.250 | 254.250 | .000 254.250 1.000

Involvement
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Instagram 440.730 1 440.730 @ 84.876 @ .000 84.876 1.000
Influencers

Error 2045.670 | 374 5.468 - - - -
Total 3806.650 | 377 - - - - -
Corrected 3806.650 376 - - - -
Total

The findings provide empirical support for Hypothesis H8 and conclude that the degree of product
involvement acts as the moderator in the existing association between Instagram influencers and
purchase intention. Both the degree of product involvement (F=254.250, p<0001) and the use of
Instagram influencers (F= 84.876p<001) yielded main effects for the independent variable of
purchase intention. The corrected model is substantial as evidenced by Type 111 Sum of Squares
(1760.90) and observed power (1.000).

The mean square values (1320.250 for the degree of product involvement and 440.730 for
Instagram influencers) indicate that the moderating role is higher than the direct effect of
influencers. These findings further suggest that the extent to which consumers interact with
Instagram influencers differs with the personal relevance or interest in the product; higher level of
involvement increases the buying influence.

Overall, these results imply that marketers should account for the level of product involvement in
influencer marketing initiatives. For low involvement product such as ted, soap and non-luxury
items, entertaining and visually appealing influencer content is more appropriate. For low
involvement products (CpG), short, visually appealing content will deliver the required impact.
Insight into product involvement means brands can align their strategies with consumer needs in

order to maximize on the influencer prompted intention to purchase. H8 is accepted.

Table 12

Hypothesis Statements and Results Table
Hypothesis Statement Result
H1: Instagram Influencers Positively Impact Purchase Intention Accepted
H2: Influencer-Product Congruence Positively Impacts Purchase Intention Accepted
H3: Instagram Influencers Positively Impact Perceived Value Accepted

H4: Influencer-Product Congruence Positively Impacts Perceived Value Accepted
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H5: Perceived Value Acts as a Mediator Between Instagram Influencers and = Accepted
Purchase Intention

H6: FOMO Acts as a Mediator Between Instagram Influencers and Purchase = Accepted
Intention

H7: Influencer-Follower Congruence Acts as a Moderator Between Instagram = Accepted
Influencers and Purchase Intention

H8: Degree of Product Involvement Acts as a Moderator Between Instagram = Accepted

Influencers and Purchase Intention

The findings of this study confirm the hypotheses and clearly demonstrate how Instagram
influencers affect consumer purchase intention in several ways. Implication analyzes reveal that
perceived value and FOMO are mediating factors while influencer-follower similarity and product
involvement are moderating factors in the process. The implications of the outcomes demonstrate
that hedonic product categories show higher sensitivity than utilitarian ones, stressing the role of
emotions and experiences in planning influencer marketing strategies. Altogether, these results
bring valuable recommendations for brands to enhance their IM initiatives and adjust the

approaches according to product characteristics and consumers’ activities.

3.1 Discussion

H1: Instagram Influencers Positively Impact Purchase Intention

Consistent with claims by Arnsten et al. (2020) that Instagram influencers play a significant role
in shaping consumers' purchase intentions, the results for H1 confirm that significant. The
statistical analysis shows that the probability of consumers buying increases with influencer
engagement. As there is much literature which states that influencers are actually treated by
consumers as trusted intermediaries between brands and consumers, leveraging their authenticity
and credibility, this finding is plausible. Influencers share relatable content and inspire trust and
loyalty, and eventually leads to the purchase behavior. A high mean purchase intention score
responsive to this study emphasizes the advantages of influencer marketing as a strategic device
to engage in the modern consumer engagement.

Instagram Influencers are shown as critical opinion leaders. Beyond advertising, these individuals

not only demonstrate products, but create aspirational lifestyles that add influence to endorsements
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compared to traditional (Chen et al., 2023). However, in high weight industries such as fashion,
beauty and technology, personal recommendations are exerting the greatest influence on customer
behavior. Findings underline the significance of the alignment of influencer campaigns with target
audience’s values and aspirations to ensure they are most effective. When influencers increase
their resonance with their audience, their recommendations are thought to be authentic, and
increase the probability of a consumer action.

One important takeaway is that influences are more important for hedonic rather than utilitarian
products. When their emotional and experiential appeal drives these products, influencer
endorsements are a more natural fit. The emotional connection created by the incorporation of
product promotion via influencers’ personal touch facilitates the relationship consumer has with
the product, and consequently the purchase intention (DinhThi et al., 2021). Meanwhile, for the
utilitarian products, influencers are still proven as positive for utilitarian products, showing that
they just deliver a slightly difference influence compared with utilitarian products, which require
extra reinforcement, either product demonstration or testimonials.

From a practical point of view the findings provide actionable takeaways for marketers to consider
when looking to implement a more effective influencer marketing strategy. A carefully chosen
influencer partnership means investing in a partnership with an influencer whose persona is
congruent with your target audience, because alignment between the influencer and the consumer
increases trust and credibility. The ways campaigns should present itself are storytelling and
authentic engagement over pure campaigns, both are more impactful with consumers. Influencer
generated content can be leveraged across multiple platforms to get the message out even further.
H1's acceptance adds support to the important role of Instagram influencers in influencing
purchase intentions. The results show that brands need to invest in making influencer marketing a
core aspect of their promotional strategies. After carefully selecting influencers that match their
brand values and audience demographics, businesses can take the persuasive power of influencers
to boost consumer engagement and boost sales. In addition to validating the effectiveness of
influencer marketing, these findings also serve as a road map for brands hoping to strengthen their
competitive hand in today’s head-spinning digital landscape.

H2: Influencer-Product Congruence Positively Impacts Purchase Intention

The results for H2 point out the important role of influencer product congruence in purchase

intention. The (Gaekwad et al., 2022) statistical analysis revealed that a close alignment between
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a consumer’s preferences, values, and the attributes of a product directly determine of a consumer
will make a purchase. This finding is consistent with existing theoretical frameworks, including
the theory of self-congruity which posits that people pay closer attention to products reflected in
their own self-image or personal values. Results for congruent products show higher mean
purchase intention scores; which emphasize on the necessity of making consumers believe that
your products are relevant and aligned.

Specifically, influencer product congruence is particularly important in inducing emotional ties
between consumers and brands. A product that resonates as an extension of our identity encourages
greater willingness to purchase and sticks the brand to consumers in a positive way. This is
especially appropriate in certain industries such as fashion, engineering and beauty which have a
high level of self-expression and personalization desires (Gao et al., 2023) between a consumer’s
preferences, values, and the attributes of a product directly impacts their likelihood of purchasing
(Gaekwad et al., 2022). This finding aligns with existing theoretical frameworks, such as the theory
of self-congruity, which suggests that individuals are more likely to engage with products that
align with their self-image or personal values. The higher mean purchase intention scores observed
for congruent products highlight the importance of creating a sense of alignment and relevance in
marketing efforts.

Influencer-product congruence is particularly crucial in fostering emotional connections between
consumers and brands. When consumers perceive a product as an extension of their identity, it not
only enhances their willingness to purchase but also strengthens brand loyalty. This is especially
relevant in sectors like fashion, beauty, and technology, where self-expression and personalization
play significant roles (Gao et al., 2023). Results show that congruence can instigate emotional
engagement, an imperative condition to motivate consumer behavior.

The implications of these findings for practical marketers are significant. Brands have to pay
attention to understanding the preferences and values of their target consumers to improve the
consumer product congruence. Brand informs strategy, and this strategy informs the experience
they provide. Market research, social listening and data analytics can provide valuable insights
into consumer behavior to continue to adapt offerings. Further aligning consumers with products
than just personalized products, or advertising targeted to particular consumers can reinforce the

alignment between consumers and products, and thus the purchase intention.
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Interaction effects between congruence and hedonic versus utilitarian product categories emerged
as another noteworthy point from the findings (Holliday et al., 2023). It is natural to see that
consumers show stronger congruency with hedonic products. This is because these products target
the aspirational, self-expressive aspects of consumer identity. For utilitarian products, whose
benefits are largely functional, congruence can be enhanced by focusing on the practicability and
efficiency advantage that the product brings to meet the consumer need. Instead, with this nuanced
understanding of product categories, marketers can use messaging designed for each category
based on consumer expectations.

Finally, the results confirm the importance of influencer marketing for creating congruence
between consumer and product. Brands connect to their target audience through influencers who
not only mirror their values, but also those of their customers. Relatable advocates, influencers

encourage perceived alignment between the product/company and the consumer’s self-concept.

H3: Instagram Influencers Positively Impact Perceived Value

H3 findings corroborate that Instagram influencers make a considerable difference in a consumers’
perception of value. Analysis showed a strong relationship between the perceived value of
products endorsed by influencers and the opinion leadership of the endorsers (Hunt & Jones,
2023). As with other research, this shows that influencers are effective trusted intermediaries in
connecting brands and consumers. Authenticity and relatability to the endorsee of products is all
that is added by influencers and the product gets that extra value the consumers attach to it. This
study shows that influencer led campaigns greatly influence how a customer quantifies the
product’s worth.

An important observation is how influencers create this sense of perceived value by telling
interesting stories with products. Influencers motivate an emotional and psychological connection
between the product and the audience through sharing personal experience, product utility or
associating product with aspirational lifestyle (Luo et al., 2022). It is particularly successful for
hedonic products, i.e. fashion, travel or beauty products as per experiential and emotional benefits
compared to functional attributes. This study demonstrates that when influencer content is aligned
with consumer aspirations, the promoted products show perceived increased value as a result.

In terms of practicality, the results are actionable for marketers to determine the best-formulated

influencer marketing approach to optimize its outcomes. Luo et al (2022) suggested that brands
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should work with influencers whose audience has the brands' target audience, and are similar to
the brands' brand values. It’s not too hard to see that authentic content really does a good job of
showcasing unique product features or benefits and helping to drive perceived value. Furthermore,
influencer campaigns paired with broader marketing strategy like promotional discounts or
exclusive offers will help the product appear more valuable to its consumer.

Finally, the acceptance of H3 is important evidence of the major role of Instagram influencers in
framing the consumer view of value. Influential opinion leader positions can be used strategically
a by brands to boost perceived value of its offerings and improve consumer engagement,
encouraging purchase decision. These latest findings add weight to the growing significance of
influencer marketing as a critical element for any businesses to succeed in today’s fast-moving

consumer driven marketplace.

H4: Influencer-Product Congruence Positively Impacts Perceived Value

The results for H4 offer strong evidence that influencer product congruence plays a big role in
determining perceived value (Murshed, 2024). It analyses a very strong positive relationship
between the alignment of a product’s attributes with customer preferences and the value a customer
is willing to pay for the product. The results from this fit with theoretical models such as the self-
congruity theory, which claims that people are more likely to pay attention to products that match
their self-concept or personal identity. The high perceived value scores are all the more
conspicuous in this study for the reason of their concurring with the importance of congruence in
shaping the attitudes and behavior of the consumer as they are.

By making the product relevant to the consumers, influencer product congruence adds value
perceived by consumers. Influencer have a preference to buy a product that signifies with their
lifestyle, values or personal needs too (Rahim et al., 2021). More specifically, this holds true given
that hedonic products by nature feature strong roles of emotional and experiential factors. For
instance, if they were considering a luxury fashion brand consumer’s aspirational identity would
likely see as a brand with a high perceived value. On the other hand, products that fulfil the
utilitarian function appreciate the congruence based on how practical they are and how much
output they provide, leading to an increase in perceived value via functionality.

These results, however, have practical implications for marketers. Brands must therefore invest in

knowing the preferences, values and needs of the target audience they are aiming to serve — in
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order to give something of perceived value in return. Other personalization strategies, e.g. targeting
advertising and customizable product options can fortify the linkage between the product and the
consumer (Ranocchia & Lambertini, 2021) partnership between the alignment of a product’s
attributes with consumer preferences and the value consumers perceive in the product. This aligns
with theoretical models, such as the self-congruity theory, which suggests that individuals are more
likely to find value in products that align with their self-concept or personal identity. The high
perceived value scores observed in this study further emphasize the importance of congruence in
shaping consumer attitudes and behavior.

Influencer -product congruence enhances perceived value by creating a sense of relevance and
connection. When consumers feel that a product aligns with their lifestyle, values, or needs, they
perceive it as more meaningful and valuable (Rahim et al., 2021). This is particularly relevant for
hedonic products, where emotional and experiential factors play a central role. For instance, a
luxury fashion brand that resonates with a consumer’s aspirational identity is likely to be perceived
as highly valuable. Conversely, utilitarian products can achieve congruence by emphasizing their

practical benefits and efficiency, thereby enhancing perceived value through functionality.

H5: Perceived Value Acts as a Mediator Between Instagram Influencers and Purchase
Intention

Results for H5 reinforces the hypotheses that perceived value will mediate the relationship between
Instagram influencers and purchase intention. The relationship between influencers' engagement
and consumers’ probability to purchase is proven by analysis, showing that perceived value
significantly increases the relationship (Ugo Zanforlin et al., 2022) inefficiently enhances the
relationship between influencer engagement and consumers’ likelihood of purchasing (Ugo
Zanforlin et al., 2022). This finding is consistent with the existing literature, which emphasizes
that perceived value is an important ingredient for consumer decision making. Successful
influences deliver a message about the value of a product which, in turn, affects consumer
perception and their intention to buy the product.

Perceived value is particularly apparent as a mediator in the hedonic product category owing to
the preeminence of attributes that are emotional, experiential and hedonic. Said differently,
influencers create aspirational content that connects consumers to the product’s perceived benefits,

in this case luxury, exclusivity, or enjoyment (Vasileiou, 2021). Illustrating that perceived value
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significantly enhances the relationship between influencer engagement and consumers’ likelihood
of purchasing (Ugo Zanforlin et al., 2022). This finding aligns with existing literature, which
highlights that perceived value plays a critical role in consumer decision-making processes. When
influencers successfully convey the value of a product, it not only strengthens consumer
perceptions of the product but also drives their intention to purchase it.

The mediating role of perceived value is particularly evident in hedonic products, where emotional
and experiential attributes dominate. Influencers create aspirational content that connects
consumers to the product’s perceived benefits, such as luxury, exclusivity, or enjoyment
(Vasileiou, 2021). By aligning the influencer’s narrative with product perceived value, a
heightened interest and engagement comes out of it. The impact is still very strong for utilitarian
products, but influencers have to draw attention to functionality, as well as the applicability to
boost perceived value. This implies then that the influencer’s credibility is bridged by the

influencer’s perceived value with the consumer’s purchase decision.

H6: FOMO Acts as a Mediator between Instagram Influencers and Purchase Intention
Results for H6 strongly support the hypothesis that Fear of Missing Out (FOMO) is a main
mediator between the participation of Instagram influencers and purchase intention. The examiner
reveals that FOMO truly amplifies Instagram influence reality of existence and exclusivity
(Arnsten et al., 2020). Consistent with behavioral theories, such as loss aversion, we find that
consumers are more likely to act when they imagine losing an opportunity or missing out on
something desirable. Importantly, the results of this study show that FOMO is a strong
psychological driver of increased purchase intention.

Most of all, FOMO hits hard to hedonic products in which emotional and experiential benefits are
paramount. The FOMO enhancement from their Instagram influencers often make the content they
put out talk about limited availability, its trending popularity, or its exclusive access to make their
followers feel that feeling. FOMO significantly amplifies the influence of Instagram influencers
by creating a sense of urgency and exclusivity (Arnsten et al., 2020). This finding aligns with
behavioral theories, such as loss aversion, which suggest that consumers are more likely to act
when they fear losing an opportunity or missing out on a desirable product or experience. The
heightened purchase intention observed in this study underscores FOMO’s effectiveness as a

psychological driver.
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FOMO is particularly impactful for hedonic products, where emotional and experiential benefits
are key. Instagram influencers often create content that emphasizes limited availability, trending
popularity, or exclusive access, thereby intensifying FOMO among their followers (Chen et al.,
2023). The resulting sense of urgency helps consumers to make faster decisions and more likely
to purchase. In its emotional appeal, FOMO is weaker for utilitarian products, but can still be
employed through time sensitive discounts or promotions. This shows that FOMO can be used as
a flexible mediator in different product categories and consumer requirements.

These practical implications hold much meaning to marketers. Brands can leverage FOMO —
driven messaging to craft influencer campaigns where the two strategically come together
(DinhThi et al., 2021). The analysis reveals that FOMO significantly amplifies the influence of
Instagram influencers by creating a sense of urgency and exclusivity (Arnsten et al., 2020). This
finding aligns with behavioral theories, such as loss aversion, which suggest that consumers are
more likely to take action when they fear losing an opportunity or missing out on a desirable
product or experience. The heightened purchase intention observed in this study underscores

FOMO'’s effectiveness as a psychological driver.

H7: Influencer-Follower Congruence Acts as a Moderator Between Instagram Influencers
and Purchase Intention

Strong evidence for moderated relationship between Instagram influencer and purchase intention
is demonstrated by the results of H7, the influencer-follower congruence significantly moderates.
Gaekwad et al. (2022) find that the endorser's level of alignment with their audience's values,
preferences and lifestyles makes their endorsements more persuasive and powerful. The fact that
it aligns with the social identification theory that persons are more prone to being driven by the
person they view as relatable with him or her. The positive correlation between purchase intention
scores and strong congruence between influencer and follower reflects its indisputable importance
in affecting consumer behavior.

Both influencer-follower congruence and influencer appearance congruence are found to improve
the perceived authenticity and trustworthiness of influencers. Because followers are more likely to
buy an endorsed product when they perceive the influencer as genuine and credible when there is
a strong connection, when followers don’t feel a strong connection they won’t buy as much (Gao

et al., 2023). align with their followers’ values, preferences, and lifestyles, their endorsements
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become more persuasive and impactful (Gaekwad et al., 2022). This finding aligns with the theory
of social identification, which posits that individuals are more likely to be influenced by others
who they perceive as relatable or similar to themselves. The higher purchase intention scores
observed in cases of strong influencer-follower congruence emphasize its critical role in driving
consumer behavior.

H8: Degree of Product Involvement Acts as a Moderator Between Instagram Influencers
and Purchase Intention

H8 hypothesis is validated that product involvement moderates the relationship between Instagram
influencers and purchase intention. It was found that Instagram influencers (Hunt & Jones, 2023)
influence products with a perceived and active personal involvement of the consumer (i.e. products
perceived by consumers to be more personally relevant or requiring greater decision making
effort). Those perceived as more personally relevant or requiring greater decision-making effort—
are more strongly influenced by Instagram influencers (Hunt & Jones, 2023). According to
involvement theory, consumers will devote more attention to information and recommendations
on a product that’s important to them personally or functionally, and this finding corroborates that
idea. The higher purchase intention scores for higher involvement products confirm the major role
of involvement in influencing buying behavior.

In particular, the moderating effect of product involvement is strong with products that involve
detailed evaluation—electronic products or luxury goods, for example. Influencers that offer in-
depth reviews, tutorials, or demonstrations for these high involvement products address consumer
need for comprehensive information, increasing purchase intentions by a large margin (Hunt &
Jones, 2023). those perceived as more personally relevant or requiring greater decision-making
effort—are more strongly influenced by Instagram influencers (Hunt & Jones, 2023). This finding
aligns with involvement theory, which suggests that consumers engage more deeply with
information and recommendations when the product holds significant personal or functional
importance. The higher purchase intention scores observed for high-involvement products
underline the pivotal role of involvement in shaping consumer behavior.

The moderating effect of product involvement is particularly evident for products requiring
detailed evaluations, such as electronics or luxury goods. For these high-involvement products,
influencers who provide in-depth reviews, tutorials, or demonstrations significantly enhance

purchase intentions by addressing consumer needs for comprehensive information (Hunt & Jones,
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2023). However, for low involvement products such as everyday products or impulse purchases,
influencer recommendations are typically used to advertise awareness, or reinforce brand
familiarity. This suggests that the efficiency of the influencer marketing relies on the demand for
consumer engagement in the product category.
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Conclusions, Suggestions, and Practical Implications of the Study Based on the

Analysis of Researched Factors

In this thesis, we explore the role of Instagram influencers and how levels of congruence between
Instagram influencers and the products they promote affect perceived value and purchase
intentions for hedonic cosmetic products. The research showed that Instagram influencers are key
for shaping how consumers think and their purchase intent in particular by adding perceived value.
Furthermore, this study also explored moderating influences of influencer—follower congruence
and product involvement, and mediated by the involuntary urge to keep up (Fear of Missing Out
or FOMO) and perceived value influence. This research brought together these variables in order
to provide a comprehensive understanding for how influencer marketing influences consumer
decisions in visually driven industries such as cosmetics.

The findings, which confirmed that Instagram influencers were able to create purchase intentions
through the ability to create aspirational content and build trust with followers. Opinion leaders
(influencers) influence consumer perceptions of product value by means of ‘credibility’ and
‘relatability’. Where hedonic products emphasize emotional appeal and aesthetic qualities as
prevailing drivers of purchase behavior, this effect is a magnifier. Its visual nature, as well as its
interactive nature makes Instagram a natural fit for promoting hedonic products. Using
storytelling, immersive visuals, and personal experiences, the influencers turn the perceived value
of the products they endorse into direct push to purchase intentions.

We find that consumer product congruence is an important determinant of perceived value and
purchase intention. The more that consumers feel attributes of a product are in alignment with their
preferences, the more probably they are to evaluate the product favorably and purchase it. This
congruence brings legitimacy and has great relevance in the cosmetics industry where a lot of
personal identity and self-expression occurs. The study also showed that using congruence is
especially effective for hedonic products than utilitarian ones that suggest that emotional
connection helps drive consumer behavior.

In addition, the research highlighted the importance of the congruence between influencer and
follower in moderating the relation between Instagram influencers and purchase intentions.
Influencers gain the endorsement when their followers relate to their values, lifestyle, and

preference. The congruence helps to make influencer marketing campaigns more effective,
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especially for products that require an already strong emotional connection to them (e.g.
cosmetics). The findings conclude that the brands should be careful when choosing the influencers
to work with brands in order that brands campaigns get resonate with their target audience.
Influencer Purchase Intentions were moderated by the degree of product involvement. This worked
espec;9ially well when it came to high in involvement products, such as luxury cosmetics which
gave consumers the information they needed to make informed decisions. On the other hand, low
involvement products relied on more visual content as well as emotionally appealing content to
push impulse purchases. It demarcates one of the biggest considerations when crafting influencer
campaigns, to the involvement level of the product category.

Perceived value was a key mediator for the influence that Instagram influencers linked to the
consumers’ purchase intention. Leveraging the persuasive power of influencers, who
communicated the benefits of a product, both emotionally and functionally, will help elevate and
the perceived value, and in turn enhance the probability of purchase. This also shows the
importance of telling compelling stories about product benefits to elevate the consumer perceived
value. Doing so allows influencers not just to push purchase intentions, but also create long term
brand loyalty.

Key Findings and Suggestions

The focus of this research was on the interaction of Instagram influencers, congruence between
influencer and influencer-product, and how they impact perceived value and purchase intentions
in the context of hedonic cosmetic products. The following are the key findings derived from the
study:

Influence of Instagram Influencers on Purchase Intentions: It turned out that Instagram influencers
are responsible for influencing consumers down to purchase intention. Opinion leaders — aka
influencers — use their credibility, relatability and trust to enhance their authority and lady trust
with their followers. What that trust looks like is: A higher purchase intention in anticipation of

the fact, particularly with products that fit the influencer’s lifestyle and persona.

Impact of Perceived Value as a Mediator: Finally, the relationship between Instagram influencers
and purchase intentions was mediated by perception of value. Effective communication by
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influencer of the emotional and functional benefits of products enhanced their perceived value and
enhanced consumer engagement and intentions to purchase.

Role of Fear of Missing Out (FOMO): Another powerful mediator was identified to drive purchase
intentions, FOMO. Influencers created a sense of urgency and of ‘exclusivity’ in appealing to
consumers to act immediately, in particular for the hedonic products (trend and novelty are key
motivators).

Importance of Consumer-Product Congruence: | find that consumer product congruence
significantly affects perceived value and purchase intentions. If consumers thought a product
exhibited a strong match with their product attributes, they would be more likely to evaluate the
product positively. For hedonic products, emotional connection is especially important, and this
alignment was more powerful on those than musical products.

Moderating Role of Influencer-Follower Congruence: The relationship between Instagram
influencers and purchase intentions was significantly moderated by influence follower congruence.
The more influencers aligned to their followers’ values, lifestyles, and preferences, the more
authentic and trustworthy endorsements did receive higher engagement, purchase intentions—
especially when followers perceived the endorsement as authentic and trustworthy.

Moderating Role of Product Involvement: Similarly, the relationship between influencers and
purchase intentions were moderated by product involvement. Detailed and informative
endorsements maximized the contribution of details in endorsements, and emotionally appealing
and visually attractive content maximized the contribution of these elements of endorsements in
low involvement products.

Effectiveness of Influencer Marketing for Hedonic Products: They stressed the fact that Instagram
influencers are the most effective to promote hedonic products. Coming on the heels of Instagram’s
visually immersive nature and influencers pushing an aspirational type of content, these products

fit well with Instagram consumers’ inherent love for visual appeal and emotional appeals.

Suggestions

Based on these findings, the following suggestions are offered for businesses and marketers aiming

to optimize their influencer marketing strategies:
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Careful Selection of Influencers: Instead, brands need to make sure to work with influencers who
resonate with their target audience’s demographics, preferences and values. Trust and purchase
intentions are both built based on authenticity and congruence between influencers and followers.
Using tools such as social listening and audience analysis we can identify who our ideal influencers
are.

Emphasizing Perceived Value: What should be the focus of marketing campaigns and how
exactly? Should it be about making this perceived value of the product object to customers so that
they think it has a lot of emotional and functional benefits. In his own words, influencers should
focus on the aspirational and experiential aspects of a hedonistic product and on functionality and
practicality for a utilitarian product.

Leveraging FOMO: That’s the opportunity for marketers to deliver campaigns with a sense of
urgency and exclusivity so people are afraid of missing out on FOMO. Tools to use in that and
other strategies: limited time offers, exclusive product releases, social proof to leverage FOMO,
and more. The combination of real time updates and interactive features on Instagram can really
raise that effect.

Tailoring Content to Product Involvement: There is one product involvement on which influencer
campaigns should be based. For high involvement products, content like reviews and tutorials and
comparison tables are necessary. Visual and emotionally appealing content is more effective at
attracting attention to low involvement products.

Strengthening Consumer-Product Congruence: Because brands should endeavor to create products
that echo consumer preferences and values, the focus needs to be on generating products that
resonate with what people want. Personalization such as customizable packaging or
recommendations suited to the customer will promise consumer product congruence. The
marketing message should also emphasize how the product will best meet the consumer’s
particular needs and preferences.

Integrating Influencer-Follower Congruence into Campaigns: Influencer messaging needs to align
perfectly with their brand’s positioning and company values — albeit not to that degree that you
may think. Involving influencers sometime in the creative process can influence them to create
authentic content that rings of their audience.

Enhancing Visual Storytelling: Since the whole of Instagram is visual, campaigns should also

capitalize on engaging images, videos and features within the app. Very often, it can dramatically
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increase consumer engagement if storytelling is combined with the product and links it to
aspirational lifestyles or to emotional narratives.

Utilizing Analytics to Measure Effectiveness: Analytical tools must be used by marketers in order
to track the effectiveness of influencer campaigns. Engagement rates, click through rates, and
conversion rates are all metrics that give you insights into what worked and what didn’t during
your campaign. They can be used to update how we do business in the future.

Targeting Younger Audiences: With the fact that this demographic is more prone to FOMO and
influencer marketing, a campaign can be made targeting this segment. Including trends, memes
and culture specific content will help keep them engaged and prevent the need for truck pulling
out of their notification feed.

Diversifying Influencer Partnerships: Despite the macro-influencers reach, micro and Nano
influencers have higher engagement rate owing to their connection to their audience. Diversified
influencer partnerships are important in the brands that must consider starting partnering with
influencers who have different reach and engagement levels.

Encouraging User-Generated Content: The power of the campaign can be increased by
encouraging followers to share their own experiences with the product. Using contests, incentives
or any other type of user generated content that will foster a sense of community will make your
consumer feel more involved and more likely to trust you.

Addressing Over-Personalization Concerns: Personalization increases congruence but over
personalization can result in manipulation and lose of trust. Balancing between transparency and
the fact that it's based on actual consumer insights, brands should strike the balance.

Focusing on Sustainable Practices: With the rise of such consumer interest in sustainability, brands
are advised to partner with influencers speaking for eco-friendly lifestyle. Displays of use of
sustainable attributes in products may appeal to environmentally conscious consumers and
improve perceived value.

Overall, this study emphasizes the importance of Instagram influencers to change the behavior of
consumer, especially hedonic cosmetic product. By utilizing influencer congruence, product
involvement, perceived value, and FOMO, brands can actually run effective and impactful
marketing campaigns. Ideas like these can serve as a road map for companies that want to
maximize their influencer marketing potential, having meaning and being competitive within the

pulsating digital milieu.
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Implications of the Study

This study produces findings that have important implications for marketers, businesses and
researchers who seek to maximize the potential of influencer marketing in the hedonic cosmetic
product setting. Through examining the various variables which interact to influence purchase
intentions, this research first addresses key factors such as perceived value, influencer to product
congruence, fear of missing out (FOMO), influencer to follower congruence and product

involvement. Theoretical and practical relevance can be found in these insights.

Implications for Marketing Practice

Strategic Influencer Selection: The study also underscores the importance of choosing influencers
judiciously, taking care that they closely represent to users both the values, lifestyles, and
preferences of the target audience. Congruency between the influencer and followers build trust
and engagement, with consequent higher purchase intentions. Application of data analytics and
social listening tools could help marketers discover influencers whose personas related to the
market demographic of the brand being focused. In doing this, brands will create campaigns that
are more impactful.

Enhancing Perceived Value: The results therefore reinforce that marketers must focus on crafting
a campaign that emphasizes how products are emotionally and functionally supported. For hedonic
products like cosmetics, when influencers get hyped people want to copy... that is what the
influencers should be focused on creating: aspirational narratives that match as consumers’ desires
of self-expression and pleasure. It is to highlight unique product attributes like quality, uniqueness,
or the aesthetic appeal of the product can go a long way in creating value perception for the product
that will significantly increase consumer engagement and purchase intention for the product.
Leveraging FOMO: A great psychological driver is FOMO, which can allow influencer marketing
campaigns to reach even further. Brand can use impulse purchases by creating a sense of urgency
(limited time offers, exclusive product launches or flash sales) in a store. By doing so, they can
extend FOMO one step further and share real time updates, social proof and testimonials from
their followers. For younger crowds, FOMO drives behaviors a little easier, making these
strategies even more effective.

Tailoring Content to Product Involvement: Product involvement is shown to moderate the effect

and suggests that the marketing should be tailored differentiated according to the degree of
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consumer involvement with the product. Influencers of high-involvement products, luxury
cosmetics for example, need to provide much more elaborate and precise content: product reviews,
tutorials, demonstration. Conversely, products of low involvement rely on the content that is
visually appealing and emotional that is capable of drawing consumer’s attention instantly.
Campaigns tailored to involvement in the product are conducted to fit marketing messages to the
expectations of customers.

Strengthening Influencer-Follower Congruence: In particular, the study shows that the strength of
influencer marketing campaigns is moderated by influencer—follower congruence. The stronger
the connection between a marketer’s audience and an influencer, the more effective collaboration
can be between the two parties. Influencers should be also included in the campaigns process, so
they engage in the creative process and create the content that is relevant for their followers.
Perceived authenticity of such endorsements is improved, as is the resulting higher consumer trust

and purchase intention.

3.1.1 Implications for the Cosmetic Industry

Leveraging Instagram’s Visual Appeal: The findings also reveal that Instagram provides an
impressive capability as a promotional channel for hedonic products, especially also for cosmetics.
Things like stories, reels, and shoppable tags help brands create visually driven and aspirational
experiences through the platform. Cosmetic brands can work with influencers that are great in
telling stories and making visual content creation to make it easier for them to show their products

and connect to the target audience emotionally.

Targeting Younger Demographics: They’re a critical market segment for cosmetic brands...and
younger consumers, who are particularly active on Instagram and more influenced by FOMO. To
build in the targeting of this demographic, brands can build campaigns with a combination of
trending topics, memes and other interactions. Additionally, the inclusive messages and
representation of younger audiences can create a long term brand loyalty.

Addressing Sustainability and Ethics: Cosmetic brands need to build a relationship with
influencers who promote ethical practices based on growing consumer awareness about
sustainability. When highlight products’ sustainable attributes like cruelty free formulations or

ecofriendly packaging you can boost perceived value and 'green’ up the product, making it
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attractive to environmentally conscious consumers. The approach is aligned with current consumer

preferences for sustainable items to purchase.

Implications for Academic Research

Advancing Theoretical Understanding: The theoretical explanations of influencer marketing are
extended with the help of the presented key variables (perceived value, FOMO, incongruence
between the influencer and the follower, and product involvement). These results extend the
literature on how influencer marketing affects consumer behavior in contexts of hedonic products.
This provides the opportunity for future research to investigate other mediators and moderators
that drive purchase intentions.

Expanding Research Contexts: Future research can be expanded to other platforms and product
categories. For instance, influencer marketing looks different on a platform like TikTok, YouTube,
or Facebook based on whether your product or service is utilitarian based. Studying the influencer
marketing performance across platforms can give us a better understanding of how this marketing
method works in differential contexts.

Cross-Cultural Analysis: Results from the study presented here, this based on a Lithuanian sample,
are likely to differ between cultural context. The research can cross culture looking at how
differences in the cultural understanding of consumers of use of behavior, values and attitudes
towards the influencers can impact the efficacy of the marketing campaigns. These can be
important studies for global brands that want to tailor their strategy for different markets.
Longitudinal Studies: Longitudinal designs for future research can be used to study both the long-
term effects of influencer marketing on consumer behavior. The ability to track changes in
consumer attitudes, trust and loyalty overtime can give a more complete picture of how long

influencer campaigns can last.

Practical Suggestions for Policy and Regulation

Transparency in Influencer Marketing: In order to preserve consumer trust, influencers should be
compelled to play by the transparency rules. Disclosing sponsored content clearly of influencers
reduces skepticism and influencers work up higher the perceived authenticity of endorsements.
Guidelines for Ethical Practices: Since cosmetic brands face concerns over exaggerated claims and

misleading content, it’s a great opportunity for regulation bodies to frame guidelines for ethical
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influencer marketing. If brands can create inaccurate and misleading influencer messaging it can
harm consumers and upset brand standards.

Promoting Diversity and Inclusion: In order to reach a wider audience, you can take advantage of
diversity and inclusion, as brands and influencers should do the same in their campaigns.
Marketing campaigns can be more relatable and consumers feel about to the belonging when they
represent diverse identities, skin tones and lifestyles.

Finally, this study implies how influencer marketing can make profound changes to consumer
behavior. With this research, it’s possible to understand better how businesses and marketers can
create more efficient strategies that cater to consumer demands and tastes. Meanwhile, researchers
can take these results to further develop the understanding of influencer marketing in an ever-

changing market.

Limitations and Future Research

This study offers novel insights related to the extent to which influencers, influencer product
congruence, perceived value, and fear of missing out (FOMO) influence purchase intentions for
hedonic cosmetic products. However, several of these limitations must be acknowledged, which
would provide opportunities for future research. Perhaps most importantly, the study has a
geographical scope that limits the region. At the time of this study, data collection was performed
from users in Lithuania, which may not faithfully represent consumers overall for other cultural
and regional contexts. Consumer preferences, attitudes toward influencers, and the digital
marketing trends themselves are substantially different in different cultures. This scope can be
expanded in future research to cross cultural study in regard to the influence of cultural norms and
values to the effectiveness of influencer marketing.

A second limitation is the exclusion of hedonic cosmetic products. While this helped us explore
deeply into emotionally driven consumer behavior, there might not be as direct an application for
utilitarian products or other industries. Another avenue for future studies could be to see what other
type of products (ranging from electronics, household goods, services) could have similar
dynamics. In addition, this study used a cross-sectional design in which we examined consumer
attitudes and behaviors in a single point of time. However, as with many approaches, this one
doesn’t factor in the possibility of consumer perception and behavior changing in response to

changing digital trends and influencers’ strategies over time. Research through longitudinal study
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could give a more integrated comprehension of the long-term impacts of influencer marketing, like
the manner in which responsibility, trustworthiness, and commitment develop over drawn out
periods.

In addition, apart from influencer—follower congruence and product involvement, other key factors
can also have impactful roles in purchase intention. Other variables such as brand loyalty,
consumer personality traits and social influence might bring some more insights into the apparently
complicated world of influencer marketing. Future research can model consumer behavior together
with these variables in a more comprehensive fashion. Later on, there is a reliance on self-reported
data, which makes social desirability bias is possible as it may lead to participants to overstate the
amounts of influence of influencers or their purchasing intention. The findings could be validated
with future studies using behavioral tracking or experimental methods to minimize such biases.
Overall, these limitations can be solved by moving into expanded scopes, over longitudinal
designs, and including in addition variables to deepen our understanding of the impact of
influencer marketing on consumer behavior and continue benefiting academia and industry with

increasingly robust, applicable insights.
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Annex |

Demographics

1. Are you familiar with the term influencer marketing? Yes No

2. Do you follow influencers online? Yes (Proceed to question 4) No

102

3. Which social media platforms do you use? o Instagram o Facebook o TikTok o YouTube o

Snapchat o Others,

4. Which is your preferred platform? o Instagram ° Facebook ° TikTok ° YouTube ° Snapchat o

Others, which?

Instagram influencers (Opinion Leadership) (Wibisono et al., 2023)

Strohglyl

Please answer the questions below about this opinion leader.

AisteKabasinskaite is a content creator on style, cosmetics, fashion and beauty products.

No. Items gree Neutral | Disagree | Strongly
Agree Disagree
1. This Instagram | 1 2 3 4 5
influencer shares
interesting and
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innovative ideas

about fashion

This 1 influencer
introduces the latest
cosmetic products and
trends to their

followers.

I believe This
influencer is always
ahead of trends and
offers new ideas that |

find valuable.

This influencer plays
a significant role in
shaping public
opinions about
fashion and

cosmetics.

I follow this
influencer for
information and
insights on  new
fashion and beauty

trends.

This Instagram
influencer introduces

innovative and




104

appealing  cosmetic
products to their

followers.

This influencer shares
beauty and cosmetic
trends that | find
valuable.

I trust this
influencer’s

recommendations for
hedonic and cosmetic

products.

This influencer’s
posts inspire me to try
new cosmetics and
luxury beauty

products.

10.

This influencer
creates engaging
content that enhances
my interest in

cosmetics.

1. Purchase Intention (Wibisono et al., 2023)
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AisteKabasinskaite is advertising a perfume brand in this image.

Please answer how your purchasing intention is influenced by this influencer’s content.

Instagram post from
this influencer, 1 am

interested in
purchasing the
product they

recommend.

\ Items Strongly | Agree | Neutral | Disagree | Strongly
> Agree Disagree
| am likely to buy the | 1 2 3 4 5
fashion or cosmetic
product that this
influencer promotes
on Instagram.
After seeing an |l 2 3 4 5
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The influencer’s
endorsement

motivates me to
consider purchasing
the products they
showcase on
Instagram.

Fear of Missing Out (FOMO): (Przybylski et al., 2013)

No.

Items

Strongly

Agree

Agree

Neutral

Disagree

Strongly

Disagree

I often feel like I'm
missing out  on
exciting trends or
experiences when |
see my friends
engaging with them.

| worry that my
friends are having
better experiences or
gaining more from
the products they buy
compared to me.

| feel anxious when |
see that others are
enjoying events or
activities that I’'m not
part of.

It bothers me when |
don’t know what my
friends are doing,
especially when they
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share their plans
online.

| want to stay
updated on what my
friends are doing and
feel left out when I
miss an event or
trend.

It’s important for me
to share my own
experiences online,
especially when |
buy or use something
that’s trending.

I often feel
disappointed when |
miss out on a social
or consumer
experience that
others are enjoying.




Congruence between Consumer and Product (Belanche et al., 2021)
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Please answer the given questions about the promotion of another cosmetic product like

perfume by AisteKabasinskaite as given in the picture below about her.

No.

Items

Strongly

Agree

Agree

Neutral

Disagree

Strongly

Disagree

The products
promoted by this
influencer align with
my personal fashion
and beauty
preferences.

The cosmetic or
fashion products | see
endorsed by the
influencer match my
style and taste.

| feel that the product
being endorsed is a
good fit for me, as it
matches my
personality and
lifestyle.

The products featured
by this influencer
align well with my
sense of fashion and
beauty.




Influencer-Follower Congruence
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Please answer the given questions according to your opinion. Here Aiste Kabasinskaite is
showing her work style in daily routine:

would love to hang

No. Items Strongly | Agree | Neutral | Disagree | Strongly
Agree Disagree
1. I feel that this|1 2 3 4 5
influencer’s lifestyle
and values reflect my
own.
2. This influencer’s | 1 2 3 4 5
personality and my
own are very well
aligned.
3. I can easily relate to | 1 2 3 4 5
the style and persona
of this influencer.
4. If | had the chance, | | 1 2 3 4 5
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out with this
influencer in real life.
5. If this influencer had | 1 2 3 4 5
their own fashion or
cosmetic brand, |
would be interested
in purchasing their
products..

Perceived Value (Chen, 2020)

Please answer the given questions about this influencer. Here Aiste Kabasinskaite is promoting
a famous lipstick brand:

Items Strongly | Agree | Neutral | Disagree | Strongly

Agree Disagree
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The products
promoted by this
influencer offer great
value compared to
other products in the
market.

The value | receive
from the product |
purchase, based on
the influencer's
recommendation,
justifies the price.

| feel a sense of

satisfaction and
emotional fulfillment
when | use the

products endorsed by
this influencer.

The product’s quality,
price, and benefits
lead me to believe it’s
a good investment
based on the
influencer's
endorsement.




Annex |1

H1: Instagram Influencer Has a Positive Relationship with Purchase Intention

Correlations

Instagram Purchase
influencers Intention
(opinion
Leadership)
Pearson Correlation 1 .553™
Instagram influencers (opinion )
. Sig. (2-tailed) .000
Leadership)
N 377 377
Pearson Correlation 553" 1
Purchase Intention Sig. (2-tailed) .000
N 377 377

**_Correlation is significant at the 0.01 level (2-tailed).

H2: Influencer product congruence has a positive impact on Purchase intention

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 4392 .193 191 2.54910

a. Predictors: (Constant), Congruence between Consumer and Product

ANOVA?
Model Sum of Squares Df Mean Square F Sig.
Regression 581.839 1 581.839 89.543 .000P
1 Residual 2436.712 375 6.498
Total 3018.552 376

a. Dependent Variable: Purchase Intention

b. Predictors: (Constant), Congruence between Consumer and Product
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Coefficients?
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Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 6.530 .596 10.951 .000
1 Congruence between Consumer
and Product .355 .037 439 9.463 .000
a. Dependent Variable: Purchase Intention
H3: Instagram influencer has a positive impact on perceived value.
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .6842 467 466 2.58249
a. Predictors: (Constant), Instagram influencers (opinion Leadership)
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 2193.438 1 2193.438 328.889 .000P
1 Residual 2500.965 375 6.669
Total 4694.403 376

a. Dependent Variable: Perceived value

b. Predictors: (Constant), Instagram influencers (opinion Leadership)



Coefficients?
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Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2.325 751 3.095 .002
1 Instagram influencers (opinion
Leadership) .368 .020 .684 18.135 .000
a. Dependent Variable: Perceived value
H4: Influencer product congruence has a positive impact on perceived value.
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 7182 516 515 2.46152
a. Predictors: (Constant), Congruence between Consumer and Product
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 2422.245 1 2422.245 399.770 .000P
1 Residual 2272.159 375 6.059
Total 4694.403 376
a. Dependent Variable: Perceived value
b. Predictors: (Constant), Congruence between Consumer and Product
Coefficients?
Model Unstandardized Coefficients Standardized T Sig.
Coefficients
B Std. Error Beta
(Constant) 4.499 .576 7.813 .000
1 Congruence between Consumer
and Product 124 .036 718 19.994 .000




a. Dependent Variable: Perceived value

Multiple Regression

Model Summary
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Model R R Square Adjusted R Std. Error of Change Statistics
Square the Estimate R Square F Change dft df2 Sig. F Change
Change
1 7672 .588 .586 2.27418 .588 266.839 2 374 .000

a. Predictors: (Constant), Congruence between Consumer and Product , Instagram influencers (opinion Leadership)

ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 2760.120 2 1380.060 266.839 .000P
1 Residual 1934.283 374 5.172
Total 4694.403 376

a. Dependent Variable: Perceived value

b. Predictors: (Constant), Congruence between Consumer and Product , Instagram influencers (opinion

Leadership)

Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.208 .670 1.803 .072
Instagram influencers
B ) .196 .024 .364 8.083 .000
1 (opinion Leadership)
Congruence between
475 .045 A72 10.468 .000
Consumer and Product

a. Dependent Variable: Perceived value




116

H5: Perceived value acts as a mediator between Instagram influencer and purchase intention
Run MATRIX procedure:

*khhkkkhkhkkkhkkhkkhkkikkikiikk PROCESS Procedure for SPSS Version 42 k,kkkhkkkkikkkkikkkkihkikik

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com

Documentation available in Hayes (2022). www.guilford.com/p/hayes3

Fhhhhkhkhkkkhkhkhkhrhhhkhkhkhkhkhhrrrhirhhkhhhhrrrhhhhkhhhihrrrhhirhhhhhhirrhihhhhiiiriiiikixd

Model : 1
Y :purchase intention
X :Instagram influencer

M :Perceived value

Sample

Size: 377

Fhhhhkhkhkhkhkkhhihrhhkhkhkhkhkhkhrirrrhhkhkhkhkkhkhhirrhhhkhkhkhhrirrhhhhkhhhiirrhhhhhhhiirhiiixixd

OUTCOME VARIABLE:

Pl



Model Summary
R  R-sq MSE F dfl df2 p

5842 3412 5.3311 64.4063 3.0000 373.0000 .0000

Model

coeff se t p LLCI  ULCI

constant -2.3600 2.0025 -1.1785 .2393 -6.2976 1.5776
oL 4914 0670 7.3289 .0000 .3595 .6232

PV 2513 .1318 1.9060 .0574 -.0080 .5105

Int_1 -0127 .0040 -3.2026 .0015 -.0204 -.0049

Product terms key:

Int 1 OL x PV

Test(s) of highest order unconditional interaction(s):
R2-chng F dfl df2 p

X*W  .0181 10.2569 1.0000 373.0000 .0015
Focal predict: OL  (X)

Mod var: PV (W)
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Conditional effects of the focal predictor at values of the moderator(s):

PV  Effect se t p LLCI ULCI
12.0000 .3395 .0290 11.7236 .0000 .2825 .3964
16.0000 .2888 .0249 11.6072 .0000 .2399 .3378

20.0000 .2382 .0300 7.9413 .0000 .1792 .2972

*hkkkkhkhkkkhkhkkkhhkkikikkhkikkiikikk A NA LYS I S N OT ES AN D E R R O RS *hhkkhkkhkhkkkikhkkkihkkkikhkkkihhkkikiikkik

Level of confidence for all confidence intervals in output:

95.0000

W values in conditional tables are the 16th, 50th, and 84th percentiles.

* Encoding: UTF-8.
preserve.

set printback=off.
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H6: FOMO acts as a mediator between Instagram influencer and purchase intention

*khkhkkkhkkkkhkhkhkikiikikx P R O C ES S P roced ure fo r S P SS Ve rs | on 4 . 2 *khkkkkkkkhkhkhkikiiikkikkx

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com

Documentation available in Hayes (2022). www.guilford.com/p/hayes3

*hhhhkhkhkkkhkhkhkhrrhhhkhkhkhkhkhhrrrhirhhkhhhhrrrhhrhhkhhhhirrhirhhhhhihirririhdhhhiiirhiiixixdx

Model :1
Y : purchase intension
X : Instagram influencer(opinion leadership)

W : FOMO

Sample

Size: 377

Fhhhhkhkhkkkhkhkhhhhhhkhkhkhkhhhrrrhhhkhkhhhhirrhhhkhkhhhrhirhhhhhkhhhiirrhhhhkhhhiirhiiixixdx

OUTCOME VARIABLE:

Pl

Model Summary

R Rsq MSE F o dft  df p



5818 .3385 5.3531 63.6281 3.0000 373.0000 .0000

Model

coeff se t p LLCI ULCI

constant -2.9826 2.0708 -1.4403 .1506 -7.0545 1.0894
oL 5191 0719 7.2199 .0000 .3778  .6605
FOMO 1592  .0802 1.9836 .0480 .0014 .3170

Int_1 -0081 .0024 -3.3852 .0008 -.0129 -.0034

Product terms key:

Int_1 OL x FOMO

Test(s) of highest order unconditional interaction(s):
R2-chng F dfl df2 p

X*W  .0203 11.4594 1.0000 373.0000 .0008
Focal predict: OL  (X)

Mod var: FOMO (W)

Conditional effects of the focal predictor at values of the moderator(s):
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FOMO Effect se t p LLCI ULCI
21.0000 .3481 .0321 10.8410 .0000 .2849 .4112
27.0000 .2992 .0280 10.6698 .0000 .2441 .3543

32.0000 .2585 .0300 8.6104 .0000 .1994  .3175

*hhkkkhkhkkkhkkhkkkhkkhkkhkkikkhkhikkiikk ANALYSIS NOTES AND ERRORS *hhkhkkhkkkkikhkkkikhkkkhhkkhhikkiiikix

Level of confidence for all confidence intervals in output:

95.0000

W values in conditional tables are the 16th, 50th, and 84th percentiles.

* Encoding: UTF-8.
preserve.

set printback=off.
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H7: Influencer-Follower Congruence Acts as a Moderator between Instagram Influencer

and Purchase Decision or (intention

Run MATRIX procedure:

*khkhkhkhkhkkkkhkhkhkikikikikkx P R O C ES S P roced ure fo r S P SS Ve rs | on 4 . 2 *khkkhkkkkkhkhkhkikiiikkikkx

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com

Documentation available in Hayes (2022). www.guilford.com/p/hayes3

*hkhkkAhkhkhkkhkhkhkkhkhkhkkhhhkkhhhkkhhhkkhhhkhhhkhhhkhkhhkhkhhkhkihkhkkhhkhkihhhkkirhhkkhhhkkhhihkkhkhhkkhkihkkhkihkkhkihkhihkiik

Model : 4
Y : Purchase intension
X :instagram influencer(opinion leadership)

W :Influencer-Follower Congruence

Sample

Size: 377

*hkhkhkkhkhkhkkhkhkhkkhhkhkkhhhkhhhkhhhkhhhkhhhkhhhhhhkhkhhkhkhhkhkhhhihhhihkhkhhhkhhhhhhkhihhkhhiihkhiikiik

OUTCOME VARIABLE:

IFC
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Model Summary
R  R-sq MSE F dfl df2 p

.7881 .6210 6.8723 614.5465 1.0000 375.0000 .0000

Model
coeff se t p LLCI  ULCI
constant 4815 .7624 6316 .5280 -1.0175 1.9806

oL 5109 .0206 24.7900 .0000 .4703  .5514

*hhhhkhkhkkkhkhkhkhrrhhhkhkhkhkhkhhrrrhirhhkhhhhrrrhirhhhhhrhrrrhirhrhhhhhrrrihihdhhhhiiriiiixixd

OUTCOME VARIABLE:

Pl

Model Summary
R R-sq MSE F dfl df2 p

7352 5406 3.7080 220.0371 2.0000 374.0000 .0000

Model
coeff se t p LLCI  ULCI

constant 3.0846 .5603 5.5053 .0000 1.9829 4.1863
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oL -0290 .0246 -1.1781 2395 -.0773 .0194

IFC 5243 .0379 13.8220 .0000  .4497  .5989

*khkhkkkhkhkkkikkhkkhkkikkikikkikk DIRECT AND INDIRECT EFFECTS OF X ON Y *hhkkhkkhkkkhkkhkhkkikkikhkikiikik

Direct effect of X on Y

Effect se t p LLCI ULCI

-0290 .0246 -1.1781 .2395 -.0773 .0194

Indirect effect(s) of X on Y:

Effect BootSEBootLLCIBootULCI

IFC  .2678 .0213 .2263 .3093

*hkkkkhkhkkkhkhkkkhkhkkhkhkkkhkikkikikk A NA LYS I S N OT ES AN D E R R O RS *hkhkkkhkkkkhkkkkikkkkihkkkihkhkkiiikkik

Level of confidence for all confidence intervals in output:

95.0000

Number of bootstrap samples for percentile bootstrap confidence intervals:

5000
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* Encoding: UTF-8.
preserve.
set printback=0off.

H8: Degree of Product Involvement acts as a Moderator between Instagram Influencer and
Purchase Intention
Run MATRIX procedure:

*khkhhhkkkkkkhkhkhkiiikikkx PROCESS Procedure for SPSS Vers'on 42 *khkhkhkkhhkhkhkhkhkkkkhiiikx

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
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Model : 4
Y : Purchase intension
X :Instagram influencer (opinion leadership)

W :Degree of Product Involvement
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Sample

Size: 377

khhkkkhkhkhkkhkhkhkkhkhkhkkhkhhkkhkhhkkhhhkkhkhhkkhkhhkhkkhkhkhkkhkhkhkkihhkhkkihkhkhkkihhkhkkihhkhkkihhkhkkihhhkkihhhkkhkhhkkhihkkhhhkkikihkiihkiik

OUTCOME VARIABLE:

DPI

Model Summary
R R-sq MSE F dfl df2 p

6598 4353 4.5358 289.0733 1.0000 375.0000 .0000

Model
coeff se t p LLCI ULCI
constant 1.7234  .6194 27825 .0057 5055 2.9413

oL 2846  .0167 17.0022 .0000 .2517 .3176

*hhkkkhkhkkkhkhkhkkhhkhkkhhhkkhhhkhhhkkhhhkhhhkhhhkhkhhkhhhkhkkhhkhkkhhkhkkhhhkihhkkihhhkkihhkkhhhkkhkhhkkhhhkkhkihkkhiikiik

OUTCOME VARIABLE:

Pl

Model Summary



127

R Rsqg MSE F o dft  df p

5628  .3167 5.5149 86.67/44 2.0000 374.0000 .0000

Model

coeff se t p LLCI ULCI

constant 3.0984  .6900 4.4907 .0000 1.7417 4.4551
oL 1995 .0246 8.1192 .0000 .1511  .2478

DPI 1385  .0569 24319 .0155 .0265 .2504

*khkhhhkkhkkkkhkhkhkikiihkikx D I R ECT AN D I N D I RECT EFFECTS OF X ON Y *khkhhhkkhkkkkhkhkhkiiikikkx

Direct effect of X on Y

Effect se t p LLCI ULCI

1995 0246 8.1192 .0000 .1511 .2478

Indirect effect(s) of X on Y:

Effect BootSE BootLLCI Boot ULCI

DPI  .0394 .0212 -.0003 .0832

*khhhhkkkkkhkhkhkiihhhkhkkkkhkiikx ANALYSIS NOTES AND ERRORS khkkhhhkhkhkkkhkhkhkhkihhihkhkkhkkik
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Level of confidence for all confidence intervals in output:

95.0000

Number of bootstrap samples for percentile bootstrap confidence intervals:

5000

* Encoding: UTF-8.
preserve.

set printback=off.



Frequencies

Statistics
Avre you familiar Do you follow Which social media Which is your
with the term influencers online? platforms do you preferred platform
influencer use
marketing?
Valid 377 377 377 377
N Missing 0 0 0 0
Mean 1.4324 1.4085 1.2599 1.1989
Std. Deviation .49606 49221 71184 .62756

Frequency Table

Are you familiar with the term influencer marketing?

Frequency Percent Valid Percent Cumulative Percent
yes 214 56.8 56.8 56.8
Valid No 163 43.2 43.2 100.0
Total 377 100.0 100.0
Do you follow influencers online?
Frequency Percent Valid Percent Cumulative Percent
Yes 223 59.2 59.2 59.2
Valid No 154 40.8 40.8 100.0
Total 377 100.0 100.0
Which social media platforms do you use
Frequency Percent Valid Percent Cumulative Percent
Instagram 324 85.9 85.9 85.9
Facebook 22 5.8 5.8 91.8
Valid TikTok 17 4.5 4.5 96.3
YouTube 14 3.7 3.7 100.0
Total 377 100.0 100.0




Which is your preferred platform

Frequency Percent Valid Percent Cumulative Percent
Instagram 336 89.1 89.1 89.1
Facebook 17 45 45 93.6
Valid TikTok 14 3.7 3.7 97.3
YouTube 10 2.7 2.7 100.0
Total 377 100.0 100.0
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
Instagram influencers (opinion
) 377 10.00 48.00 36.4111 6.56054
Leadership)
Purchase Intention 377 3.00 15.00 12.0345 2.83338
Congruence between Consumer
377 4.00 20.00 15.5172 3.50688
and Product
Fear of Missing out 377 7.00 35.00 26.6472 5.50678
Perceived value 377 4.00 20.00 15.7294 3.53343
Influencer-Follower
377 5.00 25.00 19.0822 4.25280
Congruence
Degree of Product Involvement 377 3.00 15.00 12.0875 2.83036
Valid N (listwise) 377
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