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Abstract: This study aims to determine the influence of content quality and attitude
towards influencers on the purchase intention of beauty products, influenced by beauty
influencer characteristics among Generation Z and Millennials in Indonesia. This
research utilizes a quantitative method with a descriptive approach. The data will be
analyzed using the CB-SEM method with IBM AMOS 24 software to process the 250 data
obtained through a questionnaire. The findings reveal that content quality and attitude
towards influencers mediate purchase intention. Variables such as perceived credibility,
trustworthiness, expertise, likeability, and familiarity influence attitudes towards
influencers for purchase intention in direct or indirect way. Additionally, trustworthiness
indirectly affects purchase intention significantly through content quality.
Simultaneously, similarity and parasocial interaction directly influence purchase
intention. This study provides insights into the factors influencing consumer attitudes
towards beauty influencers and content quality, positively impacting purchase intention.
It is expected to assist entrepreneurs and marketers in understanding the contribution of
beauty influencers on Instagram to purchase intention.

Keywords: social media influencer, characteristics instagram influencer, purchase
intention

Abstrak: Penelitian ini bertujuan untuk menentukan pengaruh content quality dan
atiitude towards influencer terhadap niat beli produk kecantikan yang dipengaruhi oleh
karakteristik beauty influencer pada Generasi Z dan Milenial di Indonesia. Penelitian ini
menggunakan metode kuantitatif dengan pendekatan deskriptif. Data akan diolah
menggunakan metode CB-SEM dengan aplikasi IBM AMOS 24 untuk memproses 250 data
yang diperoleh melalui kuesioner. Hasil penelitian menunjukkan bahwa content quality
dan atiitude towards influencer mampu berpengaruh secara langsung terhadap niat beli.
Variabel perceived credibility, perceived expertise, likeability, dan familiarity juga
berpengaruh terhadap sikap terhadap influencer untuk niat beli. Di sisi lain,
trustworthiness juga secara tidak langsung mempengaruhi purchase intention melalui
content quality secara signifikan. Selain itu, similarity dan parasosia interactionl
mempengaruhi niat beli secara langsung. Penelitian ini memberikan wawasan tentang
faktor-faktor yang mempengaruhi sikap konsumen terhadap influencer kecantikan dan
kualitas konten yang berdampak positif pada niat beli. Hal ini diharapkan dapat
membantu pengusaha dan pemasar memahami kontribusi influencer kecantikan di
media sosial Instagram terhadap niat beli.

Kata Kunci: influencer media sosial, karakteristik influencer instagram, niat pembelian.
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INTRODUCTION

The internet has transformed people's lifestyles and increased the use of
social media platforms (Bayer et al., 2020; Sriram et al., 2021). In Indonesia,
86.9% of the population are social media users (Kemp, 2022). Businesses have
recognized the potential of social media for reaching their target market with
convenience and cost-effectiveness (Obeidat et al., 2022). A significant majority
of global marketers, 93%, utilize social media in their business operations
(Geyser, 2023). Social media enables effective communication and engagement
with the desired market segment (Carah & Shaul, 2016). Companies engage in
promotional activities to compete and communicate their offerings
(Lukitaningsih, 2013). Influencer marketing, particularly through social media
influencers, has emerged as a marketing approach in which influencers become
brand spokespersons (Childers et al., 2019; Constantinides, 2014).

This aligns with the Marketing Communication theory, which is crucial in
shaping consumer behavior and purchase intentions (Seri¢ et al., 2020). For
companies, applying marketing communication involves direct interaction with
consumers, creating emotional connections, often through influencers (Killian
& McManus, 2015). Social media influencers use marketing communication
elements that can impact consumer purchase intentions (Kadekova &
Holiencinova, 2018). When beauty influencers on social media share
testimonials, product reviews, and recommendations, it provides social solid
proof to consumers, boosting their trust and purchase intetion (Pago & Oliveira,
2017; Ramela et al,, 2022).

Influencer marketing on social media is experiencing significant growth,
with the global market doubling from 2019 to 2022, reaching $16.4 million in
Indonesia (Hootsuite, 2023). The influencer marketing industry is estimated to
be worth around IDR 14 trillion in 2022. Instagram is the preferred platform
for marketers, with 79% of brands choosing it for influencer marketing (The
State of Influencer Marketing 2021: Benchmark Report, 2021). Purchase
intention and attitude play a crucial role in achieving advertising effectiveness,
and influencer characteristics indirectly influence attitudes and purchase
intentions (Al-Sous et al,, 2023; Ho Nguyen et al,, 2022; Schouten et al., 2020).

However, there are challenges in using influencers. Based on data
presented by The state of Influencer Marketing Benchmark Report 2021, 22%
of brand owners and marketers find it very difficult to choose the right
influencer, and 56% find it quite tricky, besides that there is a decrease in trust
numbers Respondents to influencers from 90% to 83% are also proof that there
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are risks that are avoided by consumers, resulting in reduced trust in

influencers (The State of Influencer Marketing 2021: Benchmark Report, 2021).

The difficulty for marketers in finding influencers for the medium to hard

classification reached 63% based on the benchmark report 2022. Brand safety

issues and influencer fraud are also the company’s focus, according to (Geyser,

2023). Therefore, companies and marketers face challenges in finding suitable
influencers, necessitating thorough research on influencer characteristics.

In several studies, there are several factors for social media influencers to
achieve an attitude towards influencers and purchase intention. Based on Social
Influence Theory, individuals tend to be influenced by around them when
making decisions (Cialdini, 2001) Social influence can occur through various
mechanisms, including social norms, referent influence, and authority
influence. Some factors that influence the Social Influence Theory are the
characteristics of the influencer themselves. These characteristics act as tools
for beauty influencers to influence an audience's decision, including social
norms, referent influence, and authority influence (Cialdini, 2001).

Credibility is crucial, as perceived credibility leads to increased purchase
intention (Lou & Yuan, 2019; Pornpitakpan’, 2004; Sesar et al, 2022).
Trustworthiness influences purchase intention indirectly through the quality of
digital content (Gomes et al, 2022). Expertise in advertisements and
recommendations from field experts also positively impact public confidence
and purchase intentions (Chetioui et al.,, 2020; Cialdini, 2001; Obeidat et al,,
2022). Additionally, attractiveness plays a role in influencing brand image,
satisfaction, and purchase intention (Taillon et al., 2020; Wiedmann & von
Mettenheim, 2020).

Likeability of Influencers' liking and compatibility with brands increases
brand attitudes and purchase intentions (Breves et al., 2019; Torres et al,,
2019). Familiarity characteristics possessed by influencers can increase the
comfort level of ad recipients towards influencers so that influencers appear
more persuasive (Grave, 2017; Martensen et al.,, 2018). Similarity influences
purchase intention (Koay et al., 2022; Naderer etal., 2021) and attitudes toward
influencers (Casald et al., 2020; Magano et al., 2022). Parasocial-Interaction
between audiences and influencers can also directly influence audience buying
interest (Gomes et al.,, 2022; Sokolova & Kefi, 2020).

This study focuses on examining the characteristics of influencers to
mitigate risks associated with influencer selection, inappropriate use, and
brand safety issues. It empirically studies the relationship between influencer
characteristics, purchase intention, attitude towards influencers, and content
quality among Gen Z and Millennials in the beauty industry. Indonesia's beauty
market has seen rapid growth with 7% in a year, with sales reaching up to 11
trillion, making it the fastest-growing market in Asia (Kemenperin, 2020). Gen
Z and Millennials dominate the beauty industry, representing most of
Instagram users and followers of influencers (IDN Media, 2023). It aims to
assist businesses in comprehending the impact of Instagram's beauty
influencers on consumer purchasing behavior.

IQTISHODUNA Vol. 19 No. 2 Tahun 2023 |135
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

Candra

LITERATURE REVIEW
Perceived Credibility and Attitude Towards Influencer

Credibility refers to the trust consumers place in someone (Li & Zhang,
2018). Influencers possess credibility that can impact purchasing decisions
(Kadekova & Holiencinova, 2018). The credibility of celebrities or influencers
influences the audience's perception and their likelihood to purchase endorsed
brand products (Ohanian, 1990; Pornpitakpan, 2004; Reinikainen et al., 2020;
Schouten et al,, 2020). Examining influencer marketing on social media reveals
that influencer credibility is crucial in increasing their value and affecting
purchase intentions (Tsen & Cheng, 2021). Empirical evidence also supports
positive relationship perceived credibility, attitudes towards influencers and
purchase intention (Chetioui et al., 2020). Hence, the formulated hypothesis is:
H1: The perceived credibility possessed by influencers has a positive influence

on attitude towards influencers.

Trustworthiness and Content Quality

Trustworthiness is briefly defined as honesty, integrity, and
trustworthiness (Cabeza-Ramirez et al., 2022; Mustika & Wahyudi, 2022). The
influencer's trust score is considered a very important factor, and based on
research, the trust variable can influence consumer choices (AlFarraj et al,
2021). Quality content mediates the relationship between social media
functions and people's fitness behavior intentions (Gao et al., 2021). The role of
quality content in follower behavior depends not only on segmental perception,
but also on innovation and creativity in posts (D. Kim & Kim, 2021; Munsch,
2021). Other studies have verified that consumers are more likely to value or
recommend brands recommended by influencers they think they trust (Lim et
al, 2017). In addition, trustworthiness indirectly affects purchase intention
when mediated by the quality of digital influencer content (Chetioui et al., 2020;
Gomes et al,, 2022) . Therefore, the authors also raised the Trustworthiness
mediation hypothesis that influencers positively affect Content Quality.
H2: The trustworthiness possessed by influencers has a positive influence on

content quality

Trustworthiness and Attitude Towards Influencer

As a moral value, trust is a quality to achieve and maintain a state of being
trusted, trustworthy, measurable, and verifiable (Ohanian, 1990). Thus, trust is
an individual attribute that guarantees credibility, dependability, and honesty
(Berhanu & Raj, 2020). Trust from specific influencers plays a significant role in
changing consumer perceptions about honesty, sincerity, and trustworthiness
(Alyahya, 2021), which are fundamental in determining purchase intentions
(Karagtir et al, 2022). Another study found that the trustworthiness of
influencers will affect the purchase intention of Instagram users (Abdullah et al.,
2020). Other study found that the most crucial requirement for purchase
intention is trust (Magano et al., 2022; Wiedmann & von Mettenheim, 2020).
Therefore, the hypothesis that formed is:
H3: The trustworthiness possessed by influencers has a positive influence on

attitude towards influencers.
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Perceived Expertise and Attitude Towards Influencer
Expertise, referring to an endorser or influencer's skills, experience, and
knowledge, holds significance (Cialdini, 2001; Ohanian, 1990). Incorporating
expertise in advertisements and recommendations from field experts instills
confidence and favorable attitudes towards purchasing products, such as
featuring dentists in toothpaste ads (Y. Lee & Koo, 2015). The community
positively views experts endorsing products (Diaz-Garcia et al., 2022; Obeidat
et al, 2022). Research supports expertise's impact on attitudes towards
endorsers, influencing purchase intentions in the fashion industry (Obeidat et
al, 2022) as well as its positive influence on attitudes towards influencers,
purchase intention, and brand attitude (Chetioui et al., 2020). Therefore, the
authors hypothesize that influencers' perceived expertise positively affects
attitudes towards influencers, leading to the following hypothesis:
H4: The perceived expertise possessed by influencers has a positive influence
on attitude towards influencers.

Attractiveness and Attitude Towards Influencer

In the "McGuire’s Attraction Model," the attractiveness component is
divided into five sub-components: attractive, stylish, beautiful, elegant, and
sexy. (Ohanian, 1990). A good physical appearance can help an influencer
attract followers and build trust in a way that alone influence or expertise is
impossible (Nurhandayani et al, 2019). The appeal or attractiveness of
influencers was also recognized as a significant factor impacting elements like
brand image, satisfaction, and the intention to make a purchase (Lim etal., 2017;
Masuda et al, 2022; Wiedmann & von Mettenheim, 2020). Moreover, the
attractiveness of influencers positively influences attitudes towards influencers,
WOM, and purchase intention (Burnasheva et al,, 2019; Huang & Copeland,
2020; Masuda et al., 2022; Pham et al,, 2021; Taillon et al., 2020). Because of
that, the author also raises the leading to the following hypothesis:
H5: The attractiveness possessed by influencers has a positive influence on

attitude towards influencers.

Likeability and Attitude Towards Influencer

Likeability significantly influences consumer reactions to brands,
products, or services, including physical attractiveness, likeability, and flattery
(Gomes et al., 2022; Nguyen et al., 2015). Influencers foster strong relationships
and a sense of connection with their audience (Dwidienawati et al., 2020; Saima
& Khan, 2020). Consumers tend to purchase from individuals they like or trust
their recommendations (Cialdini, 2001; Teresa Borges-Tiago et al., 2023).
Building a positive image aligns with persuasion theory and serves as an
effective marketing tool (Cialdini, 2001). Research confirms the positive impact
of likability on attitudes towards influencers, brands, word-of-mouth, and
purchase intention (Schouten et al., 2020; Torres et al., 2019; Trivedi & Sama,
2020). The Likeability hypothesis proposes that influencers positively affect
attitudes towards influencers based on these findings.
H6: The likeability possessed by influencers has a positive influence on attitude

towards influencers.
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Familiarity and Attitude Towards Influencer
Familiarity is a collection of accumulated consumer experiences regarding
products and services obtained over time (Alba & Hutchinson, 1987). The
familiarity characteristic of influencers can increase the comfort level of ad
recipients towards influencers so that influencers appear more persuasive
(Grave, 2017; Martensen et al., 2018). On the other hand, purchase intention is
influenced by the likeability and familiarity of specific digital influencers
(Gomes et al.,, 2022; Magano et al., 2022; Torres et al,, 2019). Because of that, the
author will raise the hypothesis that Familiarity owned by influencers positively
affects Attitudes toward influencers.
H7: The familiarity possessed by influencers has a positive influence on attitude
towards influencers.

Similarity and Attitude Towards Influencer

Similarity refers to the degree to which individuals can relate to
influencers based on shared beliefs, values, or other characteristics (Hoffner &
Buchanan, 2005). Perceiving a sense of similarity with influencers fosters a
stronger sense of connection and attachment (Jin et al., 2019; Lee & Watkins,
2016). It also influences followers' perception of the influencer's authenticity
and sincerity in product reviews (Amos et al., 2008; Shoenberger & Kim, 2023).
The concept of similarity further impacts the perceived trustworthiness of
influencers (Naderer et al., 2021), which ultimately predicts purchase intention
by enhancing perceived similarity and shared characteristics with social media
users (Koay et al., 2022; Schouten et al, 2020). Other studies support the
influence of similarity on trustworthiness and purchase intention (Al-Darraji et
al, 2020; Gomes et al., 2022; Vrontis et al., 2021). Therefore, the author presents
the similarity hypothesis, suggesting that influencers positively affect attitudes
towards influencers.
H8: Attitude towards influencers positively mediates the relationship between

similarity and purchase intention.

Similarity and Purchase Intention

The indirect effect on purchase intention, similarity also directly
influences purchase intention. Similarities between influencers can affect
purchase intentions due to the identification effect (Naderer et al., 2021). This
can increase trust and purchase intentions because followers feel that the brand
or product matches their identity (Belanche etal.,, 2021; Casalé et al., 2020; Shan
et al., 2020), also embraces them to have a positive attitude (Janssen et al,,
2022). A study shows that similarities between bloggers and readers can
positively influence blog reader engagement and the intention to buy
recommended products (Gomes et al., 2022; Magano et al., 2022). Other studies
show a significant effect of similarity on purchase intention (Kanwar & Huang,
2022; ]J. K. Lee, 2021; Magno, 2017; Santiago Joanna K. et al., 2020). Therefore,
the authors will raise the similarity hypothesis that influencers positively affect
purchase intention.
H9: Similarity owned by influencers has a positive effect on Purchase intention.
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Parasocial Interaction and Purchase Intention
Parasocial relationships are sometimes seen as imaginary relationships
experienced by fans who idolize celebrities and are one-way, from fans to these
celebrities (Aw & Labrecque, 2020; Balaban, Szambolics, et al., 2022; H. Kim,
2022). Followers tend to feel emotionally attached, which can influence their
attitude toward the recommended product (Bi & Zhang, 2022; Khamis et al,,
2017; Lin et al, 2021). Parasocial-Interaction between audiences and
influencers can also directly influence audience buying interest (Gomes et al.,
2022). In line with the study about credibility and parasocial interaction
influence purchase intentions, proving that parasocial interaction and
credibility can influence purchase intentions (Sokolova & Kefi, 2020). Because
of that, the author will raise the Parasocial Interaction hypothesis that
influencers positively affect Purchase intention.
H10: Parasocial interaction owned by influencers positively affects purchase
intention.

Content Quality and Purchase intention

Social media marketing is credible when the content is accurate, authentic,
and trustworthy (Appelman & Sundar, 2016). Consumer’s assessment of digital
influencer credibility depends on source and message credibility dimensions
(Esteban-Santos et al., 2018). The level of trust and audience liking for product
content tend to increase when influencers provide quality content regarding
design, message, and attractive delivery methods (Lou & Yuan, 2019; Terho et
al,, 2022). This will likely lead to a strong possibility to purchase intention of the
recommended product (Magno, 2017). In several studies, content quality can
directly influence followers' purchase intentions (Bazi et al., 2023; Cheung et al,,
2022). Therefore, the authors will raise the hypothesis that Content Quality
owned by influencers has a positive effect on Purchase Intention.
H11: Content Quality owned by influencers positively affects Purchase

intention.

Attitude towards Influencers and Purchase intention

The relationship between consumer attitudes and intentions tends to be
more consistent when consumers are involved (Cooke & Sheeran, 2004). Using
social media influencers that many people like can generate a positive attitude
toward the brand among consumers and increase purchase intention (Chetioui
et al,, 2020). Other studies found that purchase intention is based on a positive
attitude (Ajzen, 2011). Therefore, previous studies have shown that attitudes
toward influencers can directly predict purchase intention (Bergkvist et al,,
2016; Gomes et al., 2022). Moreover, influencer characteristics of a product can
positively influence followers' perceptions of credibility and attitude towards
influencers which will later affect purchase intention (Barta et al, 2023;
Belanche et al,, 2021; Masuda et al., 2022). Therefore, the hypothesis formed is:
H12: Attitude towards influencers owned by influencers has a positive effect on

purchase intention.
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METHOD
Research Design

This quantitative study used an explorative-definitive research design to
determine the direct and indirect relationships between variables (Malhotra,
2010). The selected research also explained a structured research design with
quantitative-descriptive research (Malhotra & Birks, 2006). The study obtained
or collected data from a population sample at a specific time (Malhotra, 2010).
Analyzing the data included diverse statistical techniques, such as descriptive
statistics (mean, standard deviation, minimum and maximum values, skewness,
and kurtosis). The analysis also performed using CB-SEM AMOS 24 following
the recommended two-stage analytical procedure for Structural Equation
Modeling (SEM) (Hair et al., 2010). In the first stage, the measurement model
underwent testing, which assessed the reliability of the indicators, internal
consistency reliability, convergent validity, and discriminant validity. In the
second stage, the hypotheses were tested by analyzing the structural model.

Respondents & Data Collection

Data were collected through an online questionnaire by social media from
April 2023 until the beginning of May 2023 in Indonesia. In 2022, the total
population of Gen-Z and Millennials in Indonesia amounted to 143.41 million
people (IDN Media, 2023). This research uses non-probability purposive
sampling. To determine the sample quantity this study used 5 times rule of
items and determined to reach 250 samples (Hair et al., 2010). The samples of
respondents used in this study were Gen-z and Millennials in Indonesia,
domiciled in Indonesia, active users of Instagram social media, followers or
followers of at least 1 or more beauty influencers on Instagram in the last 3
months, knew the brands/ beauty products (make-up/skincare/sun care/body
care) promoted by beauty influencers who were followed on the Instagram
media platform. This study collected data from 250 respondents.

Measures and Instruments

The questionnaire used in the study had multiple sections. The first
section consisted of screening questions to identify respondents who were Gen
Z and Millennials in Indonesia and had been following beauty influencers on
Instagram for at least 3 months. The second section included a
sociodemographic questionnaire, covering gender, age, education, professional
status, and domicile. Additional questions in the study were related to beauty
influencers, beauty products, and respondents' social media behavior, such as
average daily time spent on Instagram, Instagram activities, followed beauty
influencers, and promoted products. The main questions measured variables
using a 5-point Likert scale. The instrument used in the research contained 42
items across eleven dimensions, sourced from some studies (Gomes et al., 2022;
Magano et al., 2022).
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Table 1. Operational Definition

Products in Indonesia

No Variable Indicator Source
Convincing
Perceived Credibelity (Magano et al,,
Credibility Well-reference 2022)
Worthwile product to buy
Reliable influencers
: : : (Magano et al,,
2 Trustworthiness Sincerity
2022)
Product usage
Perceived [ndustry expertise (Magano et al,,
3 . Great knowledge
Expertise . 2022)
Experienced
Attractive
. Fashion (Magano et al,,
4 Attractiveness Physical attractive 2022)
Enjoyable look
Good image
. . Likeable image (Magano et al,,
> Likeability Virtual sincerity 2022)
Friendly image
Knowledge about influencers
I . . (Magano et al,,
6 Familiarity Easily recognize
2. 2022)
Familiarity
Lifestyle
7 Similarity General similarity (Magano etal,
e 2022)
General similarity
“Friend to be”
How influencer treats people
Parasocial POOk forward to watching (Gomes etal,,
8 Interaction influencer content 2022)
Part of their social circle
“Friend to be”
Comfortable content
Reliable information
. Accuracy (Gomes et al,
9 Content Quality Innovative information 2022)
High quality information
Role model image
Attitude Interesting content (Magano et al
10 towards Different & updated & v
. 2022)
Influencers recommendation
Reliable source
Purchase intention in the future
Purchase a brand based on the
11 Purchase recommendation (Gomes et al,
Intention 2022)

Follow brand recommendations

Brand recommendation for others
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RESULT
Respondent Analysis

The demographic profile analysis included 250 participants. The majority
of participants were female (86%). The age groups with the highest
representation were early adults aged 23-26 (34%). Regarding education, most
had completed a bachelor’s degree (44%). In terms of occupation, the majority
were students (45.2%). The respondents were primarily from Java Island
(81.2%). On average, participants spent 1-2 hours daily on Instagram (38%).
The most common activity on Instagram is sharing information (41.2%). The
beauty influencers most frequently accessed were Tasya Farasya (25.1%),
followed by other influencers with varying percentages. Skincare products were
the most recommended by influencers (65.2%). Most respondents spent
between IDR 100,000 and IDR 500,000 on beauty products per month (54.4%).

Measurement Model

The model exhibited satisfactory fit based on the following indicators:
normed chi-square (CMIN/df=1.302), Root Mean Square Error of
Approximation (RMSEA = 0.035), Comparative fit index (CFI = 0.957), Tucker-
Lewis’s index (TLI = 0.951), and Parsimonious Comparative Fit Index (PCFI =
0.831) (Hair et al., 2010). The average Standard Loading Factor (SLF) values for
all items varied exceeds 0.50, demonstrating satisfactory convergent validity.
Additionally, the composite reliability scores for each construct exceeded 0.7
(Hair et al,, 2010). Meanwhile, according to discriminant validity, the square
root of the AVE exceeds the correlation between that construct and any other
construct (Henseler et al., 2015). These findings suggest that all the measures
and assessments used in this study were both valid and reliable.

Tabel 2. Measurement Model

No Code SLF CR AVE
1 PC1 0,866 0,899 0,691
PC?2 0,887
PC3 0,785
PC 4 0,782
2 T1 0,684 0,819 0,603
T2 0,835
T3 0,802
3 PE1 0,793 0,810 0,591
PE2 0,870
PE3 0,623
4 Al 0,662 0,813 0,522
A2 0,755
A3 0,781
A4 0,685
5 L1 0,570 0,796 0,497
L2 0,710
L3 0,803
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L4 0,716
6 F1 0,722 0,798 0,570
F2 0,818
F3 0,720
7 S1 0,736 0,791 0,560
S2 0,815
S3 0,688
8 PSI'1 0,733 0,885 0,566
PSI 2 0,834
PSI 3 0,824
PSI 4 0,809
PSI 5 0,662
PSI 6 0,625
9 CQ1 0,685 0,780 0,471
CQ2 0,752
CQ3 0,709
CQ4 0,589
10 ATI1 0,603 0,781 0,474
ATI 2 0,724
ATI 3 0,745
ATI 4 0,672
11 PI1 0,545 0,757 0,443
PI 2 0,771
PI3 0,739
Pl 4 0,579
Structural Analysis

The proposed mediation hypothesis was examined through a path
analysis, as depicted in Figure 1

Perceived
Credibility
o
O
G
. 7223 .
T'rustworthiness 0.684 Content Quality
, g 2.824
& 43
2530 <32
23 Purchase
Perceived 269 Intention
Expertise o
pertise 2 75 \
o
Pty
o
Attractiveness 1.591 Attitude Towards
Altractiveness 0.147 Influencer
5
e
e
Likeability &
e 03
> W33
o
Familiarity 9
Y 3
Ny 8
o
Similarity
Parasocial
Interaction

Figure.1. Result of Structural Analysis
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As depicted in Figure 2. That measures with software AMOS 24, concluded
the data of structural model fit the model well-normed chi-square (CMIN/df =
1.397), Root Mean Square Error of Approximation (RMSEA = 0.040),
Comparative fit index (CFI = 0.944), Tucker-Lewis index (TLI = 0.951), and
Parsimonious Comparative Fit Index (PCFI = 0.827). Furthermore, the
researchers evaluated the R-squared (R2) values for Content Quality, Attitude
Towards Influencers, and Purchase Intention, which are endogenous
constructs. The R2 for Content Quality was found to be 0.676, suggesting that
the predictors can account for 67.6%. While the R2 for Attitude Towards
Influencer was 0.468, indicating that the predictors can explain 46.8% of the
variability in Intention. Similarly, R2 for Purchase Intention was 0.487,
indicating that the predictors can explain 48.7%.

For the hypothesis result, the dimensions of similarity, content quality,
attitude towards influencers, and parasocial interaction were found to have the
most direct impact on purchase intention. While perceived credibility,
perceived expertise, likeability, and familiarity were identified as the
dimensions that primarily influenced attitude toward influencers.
Trustworthiness directly influences content quality. However, trustworthiness,
attractiveness, and similarity did not yield significant results in relation to
attitudes towards influencers. Furthermore, Attitude Towards Influencers does
not mediate between Similarity and Purchase Intention.

Table 3. Hypothesis Result

. P-
Hypothesis Coeff Value T-Value Result
X1 (Perceived Credibility)
H1 - Y2 (Attitude Towards 0,222 0,007 2,695 Supported
Influencer)
X2 (Trustworthiness) 2 Y1
H2 (Content Quality) 0,684 0.000 7,223 Supported
X2 (Trustworthiness) = Y2 Not
H3 (Attitude Towards 0,107 0,308 1,020
Supported
Influencer)
X3 (Perceived Expertise)
H4 - Y2 (Attitude Towards 0,192 0,007 2,693 Supported
Influencer)
X4 (Attractiveness) = Y2 Not
H5 (Attitude Towards 0,147 0,112 1,591
Supported
Influencer)
X5 (Likeability) = Y2
H6 (Attitude Towards 0,169 0,020 2,323 Supported
Influencer)
X6 (Familiarity) = Y2
H7 (Attitude Towards 0,188 0,037 2,090 Supported
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Influencer)
Confident
. : Indirect  P- Interval
Mediation Hypothesis Effect  Value 959 Result
(LB-UB)
X8 (Parasocial Interaction) (-0.030)

Hs - Y2 (Attitude Towards 0013 0,630 to Not
Influencer) 2 Y3 (0.081) Supported
(Purchase Intention) '

. P-
Hypothesis Coeff Value T-Value Result

Ho X7 (Similarity)>Y3 0,198 0,033 2,135  Supported

(Purchase Intention)
X8 (Parasocial
H10 Interaction)=>Y3 (Purchase 0,185 0,024 2,262 Supported
Intention)
Y1 (Content Quality)=>Y3
(Purchase Intention)
Y2 (Attitude Towards
H12 Influencer)->Y3 (Purchase 0,278 0,005 2,831 Supported
Intention)

H11 0,232 0,005 2,824 Supported

DISCUSSION
Credibility Towards Attitude towards Influencer

The result shows credibility possessed by influencers indirectly becomes
a vital factor in the purchase intention of beauty products mediated by attitude
towards influencer, it means that (H1) accepted and supported by several
studies (Appelman & Sundar, 2016; Li & Zhang, 2018; Magano et al.,, 2022).
Influencers are perceived to have the power to influence purchasing decisions
due to the credibility they possess, both in terms of knowledge and their
relationship with buyers (Kadekova & Holiencinova, 2018; Reinikainen et al,,
2020; Schouten et al,, 2020). Moreover, based on descriptive statistics, Gen Z
and Millennials have a high awareness on “worth it products”. Therefore, most
respondents feel the influencers they follow recommend products worth
buying. Thus, the presence of influencers capable of recommending good
products increases the positive attitude towards influencers, which impacts
increased consumer purchase intention (Sesar et al., 2022).

Trustworthiness Towards Content Quality

This research also found a significant relation between trustworthiness
and content quality as mediation variables to purchase intention, it conclude
that H2 accepted. Trustworthiness, briefly defined as honesty, integrity, and
reliability, plays a crucial role. The trust score of an influencer is considered a
highly significant factor, and based on research, the trust variable can influence
consumer choices (Cabeza-Ramirez et al, 2022). Moreover, quality content
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plays a role in followers' behavior based on audience perception (Munsch,
2021) and on innovation and creativity in posts (Wiedmann & von Mettenheim,
2020). This is supported by other findings, indicating that trustworthiness
indirectly affects purchase intention when mediated by the quality of digital
influencer content (Chetioui et al., 2020; Magano et al., 2022).

Trustworthiness towards Attitude towards Influencer

There are insignificant results between trustworthiness and attitude
toward influencers, it concludes that H3 is unaccepted. This finding does not
align with previous research (Gomes et al., 2022). However, this finding aligns
with other studies where the inconsistency between influencer product claims
and verifiable reality can decrease trustworthiness and attitude towards the
influencer (J. E. Lee & Watkins, 2016). Often, they promote products with
financial interests and are not neutral, such as endorsements and brand
ambassadorships (Cabeza-Ramirez et al., 2022; Lee & Watkins, 2016).

Perceived Expertise towards Attitude towards Influencer

The expertise of influencers significantly affects attitudes towards
influencers, it concludes that H4 is accepted. Audiences prefer content and
recommendations from influencers considered experts in their field (Diaz-
Garcia etal., 2022; Obeidat et al.,, 2022). According to Social Cognitive Theory by
Albert Bandura, individuals can learn from others' experiences through
observation and imitation (Bandura Albert, 1991). In the context of influencers,
followers perceive them as reliable sources of information. Several studies have
indicated that perceived expertise positively influences attitudes towards
influencers (Chetioui et al., 2020; Magano et al., 2022).

Attractiveness towards Attitude towards Influencer

Attractiveness does not significantly affect Attitude towards Influencer, it
concludes that H5 is unaccepted. Other studies state that non-physical
attractiveness variables of influencers have a more substantial influence on
consumer attitudes toward influencers (Argyris et al, 2021; Balaban,
Mucundorfeanu, et al., 2022; Rungtrakulchai & Setthapat, 2021). These results
are supported by the Social Comparison Theory by Leon Festinger (1994), that
consumers tend to compare themselves with influencers they follow (Festinger,
1994). This theory aligns with most of the respondent results that they tend to
look for a recommendation from an influencer with a “down to earth” look and
similar physical appearance so they can compare realistically over product
usage.

Likeability towards Attitude towards Influencer

Likeability significantly affects Attitude towards Influencer, it concludes
that H6 is accepted. Regarding likeability, many Gen-Z & and Millennial
respondents tend to follow influencers based on their friendly image, as if they
could be friends, which increases consumer purchase intention. Based on
several studies, people tend to buy from someone they like or based on
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recommendations from someone they like (Cialdini, 2001; Teresa Borges-Tiago

etal., 2023).

Familiarity towards Attitude towards Influencer

Familiarity significantly affects Attitude towards Influencer, it concludes
that H7 is accepted. Familiarity is a collection of accumulated consumer
experiences related to products and services they have encountered over time
(Alba & Hutchinson, 1987). The familiarity characteristics possessed by
influencers can enhance the comfort level of ad recipients towards the
influencer, making the influencer appear more persuasive (Martensen et al.,
2018). This finding is consistent with previous research (Magano et al., 2022)).
Influencers considered familiar by their audience can build better relationships
with them and make the audience feel more connected to them (Saima & Khan,
2020), ultimately influencing a positive attitude toward influencers (Grave,
2017; Zhu et al,, 2022).

Similarity towards Attitude towards Influencer

The result shows the attitude towards influencers cannot mediate the
relationship between similarity and purchase intention, it concludes that H8 is
unaccepted. Consumers prioritize factors like expertise, content quality, and
credibility over similarity when evaluating influencers (Jin et al., 2019). In this
study, the top 10 influencers with over 1 million followers, categorized as "Mega
Influencers," project a luxurious and unattainable image. However, many prefer
micro or macro influencers who share more realistic and relatable opinions and
circumstances. Therefore, these smaller influencers are more relevant as
references for beauty product purchases.

Similarity towards Purchase Intention

Similarity significantly affects Purchase Intention, it concludes that H9 is
accepted. This finding is consistent with previous research (Magano et al,
2022). An influencer perceived to have similarities with their audience can build
a stronger connection because someone can identify themselves with an
influencer. In the Theory of Homophily, individuals prefer interacting and
listening to people who are similar or compatible with themselves (Hoffner &
Buchanan, 2005). This is supported by the questionnaire results showing that
most respondents follow micro-influencers in the "others" category with fewer
than 50k followers. These micro-influencers can better mirror and similar with
the respondents’' lives, including beauty routines like skincare and makeup
usage.

Parasocial Interaction towards Purchase Intention

Parasocial Interaction significantly affects Purchase Intention, it concludes
that H10 is accepted. Parasocial relationships are viewed as imaginary
connections experienced by fans who idolize celebrities and direct their
admiration towards those celebrities (Gomes et al, 2022).Based on this
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research, most respondents feel they can establish friendships with the beauty
influencers they follow. Thus, the presence of influencers perceived as can be
seen as friends virtually will contributes to increased consumer purchase
intention. Based on previous study, parasocial interaction can make the
audience feel that they have an imaginary close relationship with the
influencers they follow (Balaban et al., 2022; Lin et al., 2021).

Content Quality Towards Purchase Intention

Content Quality significantly affects Purchase Intention, it concludes that
H11 is accepted. Based on the survey results, Gen Z and Millennials nowadays
prefer the presence of influencers that providing content with the most accurate
information can impact increased consumer purchase intention. This aligns
with the finding that social media marketing is credible when the content is
accurate, authentic, and trustworthy (Appelman & Sundar, 2016). When
influencers provide quality content, both in terms of design, message, and
engaging delivery, the level of trust and liking of the audience towards the
content, brand, or product tends to increase, ultimately encouraging potential
consumers to make purchase decisions (Lou & Yuan, 2019; Terho et al., 2022).

Attitude towards Influencer Towards Purchase Intention

Attitude towards Influencer significantly affects Purchase Intention, it
concludes that H12 is accepted. The alignment of an influencer's characteristics
with a product can positively influence followers' perceptions of credibility and
attitude towards the influencer, ultimately affecting purchase intention (Barta
et al., 2023; Belanche et al., 2021; Masuda et al.,, 2022). This research finds the
presence of influencers providing the latest information on beauty products can
impact increased consumer purchase intention. (Ajzen, 2011) found that
purchase intention is based on a positive attitude (Ajzen, 2011). Therefore,
previous research shows that attitude toward influencers can directly predict
purchase intention (Bergkvist et al., 2016; Gomes et al., 2022).

CONCLUSION

In conclusion, this study found that beauty influencers' credibility,
expertise, likeability, and familiarity influence attitudes toward influencers as a
mediator to purchase intention, while trustworthiness also contributes
indirectly to purchase intention mediated by content quality. Moreover, content
quality, attitude towards influencers, parasocial interaction, and similarity
significantly affect the purchase intention of beauty products by Gen Z and
Millennials in Indonesia. Therefore, the implications for managerial in beauty
industry based on the hypothesis result and descriptive analysis: Beauty
influencers should prioritize their credibility’s, content quality and followers'
trust by providing accurate, relevant, and up-to-date information since Gen Z
and Millennials are known as digital generations. Furthermore, beauty
influencers should show their expert skill by research skincare product
ingredients, and demonstrating accuracy and honesty in reviewing products.
Also, beauty influencers can foster a sense of similarity, familiarity, likeability,
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and parasocial interaction by sharing personal experiences and presenting
themselves authentically without excessive editing or manipulation. The
respondents were mainly from Java Island, so the findings may not fully
represent the entire population of Gen Z and Millennials in Indonesia. Second,
the study focused on general beauty products rather than specific categories
like makeup or skincare. Third, it didn't analyze different types of influencers,
such as macro or micro-influencers. Fourth, it only looked at Instagram, not
other social media platforms. Lastly, it didn't ask about content preferences,
Instagram tools usage, or actual purchases. Future research should address
these limitations for a more comprehensive understanding.

REFERENCES

Abdullah, T., Deraman, S. N. S., Zainuddin, S. A., Azmi, N. F. A., Abdullah, S. S,,
Anuar, N. I. M,, Mohamad, S. R, Zulkiffli, F. W., Hashim, N. A. A., Abdullah,
A. R, Rasdj, A. L. M., & Hasan, H. (2020). Impact of Social Media Influencer
on Instagram User Purchase Intention towards the Fashion Products: The
Perspectives of UMK Pengkalan Chepa Campus Students. European
Journal of Molecular & Clinical Medicine. myscholar.umk.edu.my

Ajzen, 1. (2011). The theory of planned behaviour: Reactions and reflections. In
Psychology and Health (Vol. 26, Issue 9, pp. 1113-1127).
https://doi.org/10.1080/08870446.2011.613995

Alba, ]. W.,, & Hutchinson, ]J. W. (1987). Dimensions of Consumer Expertise.
Journal of Consumer Research, 13(4), 411-454.
https://doi.org/https://doi.org/10.1086/209080

Al-Darraji, Z., Al-Mansour, Z., & Rezai, S. (2020). Similarity, Familiarity, and
Credibility in influencers and their impact on purchasing intention Title
Similarity, Familiarity, and Credibility in influencers and their impact on
purchasing intention Tutor (230; FOA).

AlFarraj, O., Alalwan, A. A,, Obeidat, Z. M., Baabdullah, A., Aldmour, R., & Al-
Haddad, S. (2021). Examining the impact of influencers’ credibility
dimensions: attractiveness, trustworthiness and expertise on the
purchase intention in the aesthetic dermatology industry. Review of
International Business and Strategy, 31(3), 355-374.
https://doi.org/10.1108/RIBS-07-2020-0089

Al-Sous, N., Almajali, D., & Alsokkar, A. (2023). Antecedents of social media
influencers on customer purchase intention: Empirical study in Jordan.
International Journal of Data and Network Science, 7(1), 125-130.
https://doi.org/10.5267/j.ijdns.2022.11.010

Alyahya, M. (2021). The marketing influencers altering the purchase intentions
of saudi consumers: The effect of sociocultural perspective. Polish Journal
of Management Studies, 24(2), 24-40.
https://doi.org/10.17512/pjms.2021.24.2.02

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between
celebrity endorser effects and advertising effectiveness: A quantitative
synthesis of effect size. International Journal of Advertising, 27(2), 209-
234. https://doi.org/10.1080/02650487.2008.11073052

Appelman, A, & Sundar, S. S. (2016). Measuring message credibility:

IQTISHODUNA Vol. 19 No. 2 Tahun 2023 |149
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

Candra

Construction and validation of an exclusive scale. In Journalism and Mass
Communication Quarterly (Vol. 93, Issue 1, pp. 59-79). SAGE Publications
Inc. https://doi.org/10.1177/1077699015606057

Argyris, Y. A, Muqaddam, A., & Miller, S. (2021). The effects of the visual
presentation of an Influencer’s Extroversion on perceived credibility and
purchase intentions—moderated by personality matching with the
audience. Journal of Retailing and Consumer Services, 59.
https://doi.org/10.1016/j.jretconser.2020.102347

Aw, E. C. X,, & Labrecque, L. I. (2020). Celebrity endorsement in social media
contexts: understanding the role of parasocial interactions and the need
to belong. Journal of Consumer Marketing, 37(7), 895-908.
https://doi.org/10.1108/]CM-10-2019-3474

Balaban, D. C, Mucundorfeanu, M. & Naderer, B. (2022). The role of
trustworthiness in social media influencer advertising: Investigating
users’ appreciation of advertising transparency and its effects.
Communications, 47(3), 395-421. https://doi.org/10.1515/commun-
2020-0053

Balaban, D. C., Szambolics, J., & Chirica, M. (2022). Parasocial relations and
social media influencers’ persuasive power. Exploring the moderating
role of product involvement. Acta  Psychologica, 230.
https://doi.org/10.1016/j.actpsy.2022.103731

Bandura Albert. (1991). Social Cognitive Theory of Self-Regulation.
Organizational Behavor and Human Decision Processes, 50(2), 248-287.
https://doi.org/https://doi.org/10.1016/0749-5978(91)90022-L

Barta, S., Belanche, D., Fernandez, A., & Flavian, M. (2023). Influencer marketing
on TikTok: The effectiveness of humor and followers’ hedonic experience.
Journal of Retailing and Consumer Services, 70.
https://doi.org/10.1016/j.jretconser.2022.103149

Bayer, E., Srinivasan, S., Ried], E. ]., & Skiera, B. (2020). The impact of online
display advertising and paid search advertising relative to offline
advertising on firm performance and firm value. International Journal of
Research in Marketing, 37(4), 789-804.
https://doi.org/10.1016/j.ijresmar.2020.02.002

Bazi, S., Filieri, R., & Gorton, M. (2023). Social media content aesthetic quality
and customer engagement: The mediating role of entertainment and
impacts on brand love and loyalty. Journal of Business Research, 160.
https://doi.org/10.1016/j.jbusres.2023.113778

Belanche, D., Casalo, L. V., Flavian, M., & Ibafiez-Sanchez, S. (2021). Building
influencers’ credibility on Instagram: Effects on followers’ attitudes and
behavioral responses toward the influencer. Journal of Retailing and
Consumer Services, 61.
https://doi.org/10.1016/j.jretconser.2021.102585

Bergkvist, L., Hjalmarson, H., & Magi, A. W. (2016). A new model of how
celebrity endorsements work: Attitude toward the endorsement as a
mediator of celebrity source and endorsement effects. International
Journal of Advertising, 35(2), 171-184.
https://doi.org/10.1080/02650487.2015.1024384

Berhanu, K, & Raj, S. (2020). The trustworthiness of travel and tourism

150] IQTISHODUNA Vol. 19 No. 2 Tahun 2023
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

The Effect of Social Media Influencer Characteristics on Purchase Intention on Beauty
Products in Indonesia
information sources of social media: perspectives of international tourists
visiting Ethiopia. Heliyon, 6(3).
https://doi.org/10.1016/j.heliyon.2020.e03439
Bi, N. C., & Zhang, R. (2022). “I will buy what my ‘friend’ recommends”: the
effects of parasocial relationships, influencer credibility and self-esteem
on purchase intentions. Journal of Research in Interactive Marketing.
https://doi.org/10.1108/]RIM-08-2021-0214
Breves, P. L., Liebers, N., Abt, M., & Kunze, A. (2019). The perceived fit between
instagram influencers and the endorsed brand: How influencer-brand fit
affects source credibility and persuasive effectiveness. Journal of
Advertising Research, 59(4), 440-454. https://doi.org/10.2501/]JAR-
2019-030
Burnasheva, R., GuSuh, Y., & Villalobos-Moron, K. (2019). Factors Affecting
Millennials’ Attitudes toward Luxury Fashion Brands: A Cross-Cultural
Study. International Business Research, 12(6), 69.
https://doi.org/10.5539/ibr.v12n6p69
Cabeza-Ramirez, L. ]J., Fuentes-Garcia, F. ]., Cano-Vicente, M. C., & Gonzalez-
Mohino, M. (2022). How Generation X and Millennials Perceive
Influencers’ Recommendations: Perceived Trustworthiness, Product
Involvement, and Perceived Risk. Journal of Theoretical and Applied
Electronic Commerce Research, 17(4), 1431-1449.
https://doi.org/10.3390/jtaer17040072
Carah, N., & Shaul, M. (2016). Brands and Instagram: Point, tap, swipe, glance.
Mobile Media and Communication, 4(1), 69-84.
https://doi.org/10.1177/2050157915598180
Casal¢, L. V,, Flavian, C., & Ibafiez-Sanchez, S. (2020). Influencers on Instagram:
Antecedents and consequences of opinion leadership. Journal of Business
Research, 117, 510-519. https://doi.org/10.1016/j.jbusres.2018.07.005
Chetioui, Y., Benlafgih, H., & Lebdaoui, H. (2020). How fashion influencers
contribute to consumers’ purchase intention. jJournal of Fashion
Marketing and Management, 24(3), 361-380.
https://doi.org/10.1108/JFMM-08-2019-0157
Cheung, M. L., Leung, W. K. S, Aw, E. C. X,, & Koay, K. Y. (2022). “I follow what
you post!”: The role of social media influencers’ content characteristics in
consumers’ online brand-related activities (COBRASs). Journal of Retailing
and Consumer Services, 66.
https://doi.org/10.1016/j.jretconser.2022.102940
Childers, C. C., Lemon, L. L., & Hoy, M. G. (2019). #Sponsored #Ad: Agency
Perspective on Influencer Marketing Campaigns. Journal of Current Issues
and Research in Advertising, 40(3), 258-274.
https://doi.org/10.1080/10641734.2018.1521113
Cialdini, R. B. (2001). The Science of Persuasion. 284(2), 76-81.
https://doi.org/10.2307 /26059056
Constantinides, E. (2014). Foundations of Social Media Marketing. Procedia -
Social and Behavioral Sciences, 148, 40-57.
https://doi.org/10.1016/j.sbspro.2014.07.016
Cooke, R., & Sheeran, P. (2004). Moderation of cognition-intention and

IQTISHODUNA Vol. 19 No. 2 Tahun 2023 |151
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

Candra
cognition-behaviour relations: A meta-analysis of properties of variables
from the theory of planned behaviour. In British Journal of Social
Psychology (Vol. 43, [ssue 2, pp- 159-186).
https://doi.org/10.1348/0144666041501688

Diaz-Garcia, J. A., Ruiz, M. D., & Martin-Bautista, M. ]J. (2022). NOFACE: A new
framework for irrelevant content filtering in social media according to
credibility and expertise. Expert Systems with Applications, 208.
https://doi.org/10.1016/j.eswa.2022.118063

Dwidienawati, D., Tjahjana, D., Abdinagoro, S. B., Gandasari, D., & Munawaroh.
(2020). Customer review or influencer endorsement: which one
influences purchase intention more? Heliyon, 6(11).
https://doi.org/10.1016/j.heliyon.2020.e05543

Esteban-Santos, L., Garcia Medina, 1., Carey, L., & Bellido-Pérez, E. (2018).
Fashion bloggers: communication tools for the fashion industry. Journal
of Fashion Marketing and Management, 22(3), 420-437.
https://doi.org/10.1108/JFMM-10-2017-0101

Festinger, L. (1994). Reflections on How to Study and Understand the Human
Being. In Source: Social Research (Vol. 61, Issue 4).

Gao, Y., Wang, J., & Liu, C. (2021). Social media’s effect on fitness behavior
intention: Perceived value as a mediator. Social Behavior and Personality,
49(6). https://doi.org/10.2224 /sbp.10300

Geyser, W. (2023, February 7). The State of Influencer Marketing 2023:
Benchmark Report. Influencer Marketing Hub.

Gomes, M. A, Marques, S., & Dias, A. (2022). The impact of digital influencers’
characteristics on purchase intention of fashion products. Journal of
Global Fashion Marketing, 13(3), 187-204.
https://doi.org/10.1080/20932685.2022.2039263

Grave, ]J. F. (2017). Exploring the perception of influencers vs. Traditional
celebrities: Are social media stars a new type of endorser? ACM
International ~ Conference  Proceeding  Series, Part F129683.
https://doi.org/10.1145/3097286.3097322

Hair, J. F., Black, W., Babin, B. ., & Anderson, R. E. (2010). Multivariate Data
Analysis 7th Edition (7th edition). Pearson.

Henseler, ]., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling.
Journal of the Academy of Marketing Science, 43(1), 115-135.
https://doi.org/10.1007 /s11747-014-0403-8

Ho Nguyen, H., Nguyen-Viet, B., Hoang Nguyen, Y. T., & Hoang Le, T. (2022).
Understanding online purchase intention: the mediating role of attitude
towards advertising. Cogent Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2095950

Hoffner, C., & Buchanan, M. (2005). Young adults’ wishful identification with
television characters: The role of perceived similarity and character
attributes. In Media Psychology (Vol. 7, Issue 4, pp. 325-351).
https://doi.org/10.1207 /S1532785XMEP0704_2

Hootsuite. (2023). Social Media Trends 2023.

Huang, O., & Copeland, L. (2020). Gen Z, Instagram Influencers, And Hashtags’
Influence On Purchase Intention Of Apparel. In Academy of Marketing

152| IQTISHODUNA Vol. 19 No. 2 Tahun 2023
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

The Effect of Social Media Influencer Characteristics on Purchase Intention on Beauty
Products in Indonesia
Studies Journal (Vol. 24, Issue 3).

IDN Media. (2023a). Indonesia Gen Z Report 2022.
https://www.imgs.idntimes.com/

IDN Media. (2023b). Indonesia Millenial Report 2022.
https://www.imgs.idntimes.com/

Janssen, L., Schouten, A. P., & Croes, E. A. ]. (2022). Influencer advertising on
Instagram: product-influencer fit and number of followers affect
advertising outcomes and influencer evaluations via credibility and
identification. International Journal of Advertising, 41(1), 101-127.
https://doi.org/10.1080/02650487.2021.1994205

Jin, L, Li, K, Li, Z,, Xiao, F., Qi, G. ]., & Tang, ]. (2019). Deep Semantic-Preserving
Ordinal Hashing for Cross-Modal Similarity Search. IEEE Transactions on
Neural Networks and Learning Systems, 30(5), 1429-1440.
https://doi.org/10.1109/TNNLS.2018.2869601

Kadekova, Z., & Holiencinova, M. (2018). Influencer marketing as a modern
phenomenon creating a new frontier of virtual opportunities.
Communication Today, 9(2), 90-105.
https://www.ceeol.com/search/article-detail?id=715881

Kanwar, A., & Huang, Y. C. (2022). Exploring the impact of social media
influencers on customers’ purchase intention: A sequential mediation
model in Taiwan context. Entrepreneurial Business and Economics Review,
10(3), 123-141. https://doi.org/10.15678 /EBER.2022.100308

Karagiir, Z., Becker, J. M., Klein, K., & Edeling, A. (2022). How, why, and when
disclosure type matters for influencer marketing. International Journal of
Research in Marketing, 39(2), 313-335.
https://doi.org/10.1016/j.ijresmar.2021.09.006

Kemenperin. (2020). Laporan Informasi Industri 2020.

Kemp, S. (2022, January 26). Digital 2022: Another Year Of Bumper Growth. We
Are Social. https://wearesocial.com/uk/blog/2022/01/digital-2022-
another-year-of-bumper-growth-2/

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, ‘micro-celebrity’ and the
rise of Social Media Influencers. Celebrity Studies, 8(2), 191-208.
https://doi.org/10.1080/19392397.2016.1218292

Killian, G., & McManus, K. (2015). A marketing communications approach for
the digital era: Managerial guidelines for social media integration.
Business Horizons, 58(5), 539-549.
https://doi.org/10.1016/j.bushor.2015.05.006

Kim, D., & Kim, H. (2021). Influencer advertising on social media: The multiple
inference model on influencer-product congruence and sponsorship
disclosure.  Journal of Business Research, 130, 405-415.
https://doi.org/10.1016/j.jbusres.2020.02.020

Kim, H. (2022). Keeping up with influencers: exploring the impact of social
presence and parasocial interactions on Instagram. International Journal
of Advertising, 41(3), 414-434.
https://doi.org/10.1080/02650487.2021.1886477

Koay, K. Y., Cheung, M. L., Soh, P. C. H,, & Teoh, C. W. (2022). Social media
influencer marketing: the moderating role of materialism. European

IQTISHODUNA Vol. 19 No. 2 Tahun 2023|153
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

Candra

Business Review, 34(2), 224-243. https://doi.org/10.1108/EBR-02-2021-
0032

Lee, . E., & Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury
brand perceptions and intentions. Journal of Business Research, 69(12),
5753-5760. https://doi.org/10.1016/j.jbusres.2016.04.171

Lee, J. K. (2021). The effects of team identification on consumer purchase
intention in sports influencer marketing: The mediation effect of ad
content value moderated by sports influencer credibility. Cogent Business
and Management, 8(1).
https://doi.org/10.1080/23311975.2021.1957073

Lee, Y., & Koo, J. (2015). Athlete endorsement, attitudes, and purchase
intention: The interaction effect between athlete endorser-product
congruence and endorser credibility. Journal of Sport Management, 29(5),
523-538. https://doi.org/10.1123 /jsm.2014-0195

Li, X,, & Zhang, G. (2018). Perceived Credibility of Chinese Social Media: Toward
an Integrated Approach. In International Journal of Public Opinion
Research (Vol. 30, Issue 1, pp. 79-101). Oxford University Press.
https://doi.org/10.1093 /ijpor/edw035

Lim, X. J., Mohd Radzol, A. R. bt, Cheah, ].-H. (Jacky), & Wong, M. W. (2017). The
Impact of Social Media Influencers on Purchase Intention and the
Mediation Effect of Customer Attitude. Asian Journal of Business Research,
7(2). https://doi.org/10.14707 /ajbr.170035

Lin, C. A, Crowe, ]., Pierre, L., & Lee, Y. (2021). Effects of Parasocial Interaction
with an Instafamous Influencer on Brand Attitudes and Purchase
Intentions. In The Journal of Social Media in Society Spring 2021 (Vol. 10,
Issue 1).

Lou, C, & Yuan, S. (2019). Influencer Marketing: How Message Value and
Credibility Affect Consumer Trust of Branded Content on Social Media.
Journal of Interactive Advertising, 19(1), 58-73.
https://doi.org/10.1080/15252019.2018.1533501

Lukitaningsih, A. (2013). Iklan Yang Efektif Sebagai Strategi Komunikasi
Pemasaran. Jurnal Ekonomi Dan Kewirausahaan, 13(2), 116-129.
download.garuda.kemdikbud.go.id

Magano, J., Au-Yong-oliveira, M., Walter, C. E., & Leite, A. (2022). Attitudes
toward Fashion Influencers as a Mediator of Purchase Intention.
Information (Switzerland), 13(6).
https://doi.org/10.3390/info13060297

Magno, F. (2017). The influence of cultural blogs on their readers’ cultural
product choices. International Journal of Information Management, 37(3),
142-149. https://doi.org/10.1016/j.ijinfomgt.2017.01.007

Malhotra, N. K. (2010). Marketing research : an applied orientation (6th edition).
Pearson Education.

Malhotra, N. K., & Birks, D. F. (2006). Marketing Research : An Applied Approach
(Wetzels Martin, Skinner Heather, & Rohan Eddie, Eds.; 2nd edition).
Prentice Hall Financial Times.

Martensen, A., Brockenhuus-Schack, S., & Zahid, A. L. (2018). How citizen
influencers persuade their followers. Journal of Fashion Marketing and
Management, 22(3), 335-353. https://doi.org/10.1108/]JFMM-09-2017-

154| IQTISHODUNA Vol. 19 No. 2 Tahun 2023
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

The Effect of Social Media Influencer Characteristics on Purchase Intention on Beauty
Products in Indonesia
0095
Masuda, H., Han, S. H,, & Lee, J. (2022). Impacts of influencer attributes on
purchase intentions in social media influencer marketing: Mediating roles
of characterizations. Technological Forecasting and Social Change, 174.
https://doi.org/10.1016/j.techfore.2021.121246
Munsch, A. (2021). Millennial and generation Z digital marketing
communication and advertising effectiveness: A qualitative exploration.
Journal of Global Scholars of Marketing Science: Bridging Asia and the
World, 31(1), 10-29. https://doi.org/10.1080/21639159.2020.1808812
Mustika, D. V., & Wahyudi, L. (2022). Does the Quality of Beauty E-commerce
Impact Online Purchase Intention? The Role of Perceived Enjoyment and
Perceived Trust. International Journal of Economics, Business and
Management Research, 06(04), 199-218.
https://doi.org/10.51505/ijebmr.2022.6415
Naderer, B., Matthes, ]., & Schifer, S. (2021). Effects of disclosing ads on
Instagram: the moderating impact of similarity to the influencer.
International Journal of  Advertising, 40(5), 686-707.
https://doi.org/10.1080/02650487.2021.1930939
Nguyen, B., Choudhury, M. M., & Melewar, T. C. (2015). An integrated model of
firms’ brand likeability: antecedents and consequences. Journal of
Strategic Marketing, 23(2), 122-140.
https://doi.org/10.1080/0965254X.2014.914071
Nurhandayani, A., Syarief, R., Syarief, R., & Najib, M. (2019). The Impact of Social
Media Influencer and Brand Images to Purchase Intention. Universitas
Brawijaya Journal of Applied Management (JAM), 17(4), 650-661.
https://doi.org/10.21776/ub.jam.2019.017.04.09
Obeidat, Z. M., Alalwan, A. A,, Baabdullah, A. M., Obeidat, A. M., & Dwivedij, Y. K.
(2022). The other customer online revenge: A moderated mediation
model of avenger expertise and message trustworthiness. Journal of
Innovation and Knowledge, 7(4).
https://doi.org/10.1016/j.jik.2022.100230
Ohanian, R. (1990). Construction and validation of a scale to measure celebrity
endorsers’ perceived expertise, trustworthiness, and attractiveness.
Journal of Advertising, 19(3), 39-52.
https://doi.org/10.1080/00913367.1990.10673191
Paco, A., & Oliveira, S. (2017). Influence marketing in the fashion and beauty
industry. In Estudos em Comunicacao (Issue 25, pp. 119-136).
Universidade da Beira Interior. https://doi.org/10.20287 /ec.n25.v1.a07
Pham, M,, Chi, H,, Dang, T. Y., Hong, T., Hoang, Y., Thanh, T., Tran, N., Huong, T.,
& Ngo, Q. (2021). The Effects of Online Social Influencers on Purchasing
Behavior of Generation Z: An Empirical Study in Vietnam. Journal of Asian
Finance, Economics and Business, 8(11), 179-0190.
https://doi.org/10.13106/jafeb.2021.vol8.n011.0179
Pornpitakpan’, C. (2004). The Persuasiveness of Source Credibility: A Critical
Review of Five Decades’ Evidence. In Journal of Applied Social Psychology
(Vol. 34, Issue 2).
Ramela, O., de Villiers, M. V., & Chuchu, T. (2022). Assessing The Effectiveness

IQTISHODUNA Vol. 19 No. 2 Tahun 2023 |155
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

Candra

Of Influencer Marketing Communication Of Beauty Products On Social
Media In South Africa: A Consumer’s Perspective. Communitas, 27, 74-84.
https://doi.org/10.18820/24150525/Comm.v27.6

Reinikainen, H., Munnukka, J., Maity, D., & Luoma-aho, V. (2020). ‘You really are
a great big sister’-parasocial relationships, credibility, and the
moderating role of audience comments in influencer marketing. Journal of
Marketing Management, 36(3-4), 279-298.
https://doi.org/10.1080/0267257X.2019.1708781

Rungtrakulchai, R., & Setthapat, P. (2021). The Study of Influencer Marketing
among Generation Z in Thailand: Types of Contents, Frequency, and
Platforms. 6th International Conference on Business and Industrial
Research, ICBIR 2021 - Proceedings, 64-67.
https://doi.org/10.1109/1CBIR52339.2021.9465842

Saima, & Khan, M. A. (2020). Effect of Social Media Influencer Marketing on
Consumers’ Purchase Intention and the Mediating Role of Credibility.
Journal of Promotion Management, 27(4), 503-523.
https://doi.org/10.1080/10496491.2020.1851847

Santiago Joanna K., Magueta Daniel, & Dias Cataria. (2020). Consumer Attitudes
Towards Fashion Influencers On Instagram: Impact Of Perceptions And
Online Trust On Purchase Intention. Issues In Information Systems, 21(01),
105-117. https://doi.org/10.48009/1 _iis_2020_105-117

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer
endorsements in advertising: the role of identification, credibility, and
Product-Endorser fit. International Journal of Advertising, 39(2), 258-281.
https://doi.org/10.1080/02650487.2019.1634898

Seri¢, M., Ozreti¢-Dosen, ., & Skare, V. (2020). How can perceived consistency
in marketing communications influence customer-brand relationship
outcomes? European  Management Journal, 38(2), 335-343.
https://doi.org/10.1016/j.emj.2019.08.011

Sesar, V., Martincevi¢, L., & Boguszewicz-Kreft, M. (2022). Relationship between
Advertising Disclosure, Influencer Credibility and Purchase Intention.
Journal of  Risk and Financial Management, 15(7).
https://doi.org/10.3390/jrfm15070276

Shan, Y., Chen, K. J,, & Lin, J. S. (2020). When social media influencers endorse
brands: the effects of self-influencer congruence, parasocial identification,
and perceived endorser motive. International Journal of Advertising,
39(5), 590-610. https://doi.org/10.1080/02650487.2019.1678322

Shoenberger, H., & Kim, E. (2023). Explaining purchase intent via expressed
reasons to follow an influencer, perceived homophily, and perceived
authenticity. International Journal of Advertising, 42(2), 368-383.
https://doi.org/10.1080/02650487.2022.2075636

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it,
why should I buy? How credibility and parasocial interaction influence
purchase intentions. Journal of Retailing and Consumer Services, 53.
https://doi.org/10.1016/j.jretconser.2019.01.011

Sriram, K. V., Namitha, K. P, & Kamath, G. B. (2021). Social media
advertisements and their influence on consumer purchase intention.
Cogent Business and Management, 8(1).

156| IQTISHODUNA Vol. 19 No. 2 Tahun 2023
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

The Effect of Social Media Influencer Characteristics on Purchase Intention on Beauty
Products in Indonesia
https://doi.org/10.1080/23311975.2021.2000697

Taillon, B. ], Mueller, S. M., Kowalczyk, C. M., & Jones, D. N. (2020).
Understanding the relationships between social media influencers and
their followers: the moderating role of closeness. Journal of Product and
Brand Management, 29(6), 767-782. https://doi.org/10.1108/JPBM-03-
2019-2292

Teresa Borges-Tiago, M., Santiago, J., & Tiago, F. (2023). Mega or macro social
media influencers: Who endorses brands better? Journal of Business
Research, 157. https://doi.org/10.1016/j.jbusres.2022.113606

Terho, H., Mero, |, Siutla, L., & Jaakkola, E. (2022). Digital content marketing in
business markets: Activities, consequences, and contingencies along the
customer journey. Industrial Marketing Management, 105, 294-310.
https://doi.org/10.1016/j.indmarman.2022.06.006

The State of Influencer Marketing 2021: Benchmark Report. (2021).

Torres, P., Augusto, M., & Matos, M. (2019). Antecedents and outcomes of digital
influencer endorsement: An exploratory study. Psychology and Marketing,
36(12),1267-1276. https://doi.org/10.1002/mar.21274

Trivedi, J., & Sama, R. (2020). The Effect of Influencer Marketing on Consumers’
Brand Admiration and Online Purchase Intentions: An Emerging Market
Perspective. Journal of Internet Commerce, 19(1), 103-124.
https://doi.org/10.1080/15332861.2019.1700741

Tsen, W. S., & Cheng, B. K. L. (2021). Who to find to endorse? Evaluation of
online influencers among young consumers and its implications for
effective influencer marketing. Young Consumers, 22(2), 237-253.
https://doi.org/10.1108/YC-10-2020-1226

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social media
influencer marketing: A systematic review, integrative framework and
future research agenda. International Journal of Consumer Studies, 45(4),
617-644. https://doi.org/10.1111/ijcs.12647

Wiedmann, K. P., & von Mettenheim, W. (2020). Attractiveness, trustworthiness
and expertise - social influencers’ winning formula? Journal of Product
and Brand Management, 30(5), 707-725. https://doi.org/10.1108/]PBM-
06-2019-2442

Zhu, H,, Kim, M., & Choi, Y. K. (2022). Social media advertising endorsement: the
role of endorser type, message appeal and brand familiarity. International
Journal of Advertising, 41(5), 948-969.
https://doi.org/10.1080/02650487.2021.1966963

IQTISHODUNA Vol. 19 No. 2 Tahun 2023 |157
http://ejournal.uin-malang.ac.id/index.php/ekonomi


http://ejournal.uin-malang.ac.id/index.php/ekonomi

