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BAB V
PENUTUP
Kesimpulan

Setelah dilakukan analisis hasil penelitian pada Bab IV, maka dapat diambil

kesimpulan bahwa sebagai berikut :

1.

Dari total responden yang didapatkan 213 responden yang telah memenuhi

kriteria peneliti. Dan responden berjenis kelamin laki-laki atau sebanyak

25,4% dan responden berjenis kelamin perempuan atau sebanyak 74,6%.

berdasarkan usia, didominasi oleh responden yang berumur 21 tahun

(56,8%) diperoleh 75 responden. Dan berdasarkan pada karakteristik

responden yang mengikuti instagram Keanu Angelo yaitu sebanyak 213

(100%) responden.

Berdasarkan dari hasil penelitian yang telah diperoleh dan dijabarkan pada

bab IV, diketahui bahwa :

1. HI1: Kredibilitas yang dirasakan berhubungan positif dengan konsumen
sikap terhadap influencer (Diterima).

2. H2: Kepercayaan berhubungan positif dengan konsumen sikap terhadap
influencer. (Diterima).

3. H3: Kontrol perilaku yang dirasakan secara positif terkait dengan
konsumen sikap terhadap influencer.(Diterima).

4. HS: Persepsi keahlian berpengaruh secara signifikan dan positif
terhadap sikap terhadap influencer. (Diterima).

5. H7: Sikap merek berpengaruh secara signifikan dan positif terhadap niat
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beli. (Diterima).

6. HS: Sikap terhadap influencer berpengaruh secara signifikan dan positif
terhadap niat beli.(Diterima).

7. H9 : Sikap terhadap influencer berpengaruh secara signifikan dan positif

terhadap sikap merek. (Diterima)

Implikasi Manajerial

Hasil penelitian ini telah dilakukan, implikasi manajerial yang dapat

diberikan yaitu sebagai berikut:

1.

Meningkatkan niat beli konsumen pada Bittersweet by Najla dapat
diusahakan melalui beberapa hal seperti mengetahui dampak yang diberikan
dari influencer dengan meningkatkan suatu merek, meningkatkan persepsi
keahlian, meningkatkan citra dan kredibilitas merek untuk membangun citra
merek menjadi lebih baik dan dapat dikenal oleh orang banyak dan akhirnya
akan memberikan meningkatkan pembelian dari konsumen.
Untuk dapat mencapai suatu tujuan yang direncanakan Bittersweet By Najla
meningkatkan niat beli dengan mengindikasikan bahwa endorse influencer
yang memiliki daya tarik dengan dapat dipercaya konsumen dan memiliki
daya tarik secara nyata dan akan meningkatkan minat beli konsumen.

Bittersweet By Najla penting untuk memperhatikan siapa influencer yang
tepat dan kepercayaan dalam segala macam aspek dari periklanan yang
mampu meningkatkan niat beli konsumen dan Bittersweet By Najla

diharapkan dapat terus mengevaluasi media sosial sebagai pemasaran guna
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mempertahankan penjualan untuk kedepanya.

Keterbatasan penelitian

Penelitian yang melakukan ini memiliki beberapa keterbatasan yang

mempengaruhi hasil dari penelitian ini, yaitu:

1.

2.

5.4

Lokasi yang digunakan peneliti hanya di daerah Jakarta dan Yogyakarta.
Penelitian hanya bisa mengambil sampel dari rentang umur yang paling
banyak mengetahui rata-rata hanya 21-22 tahun sehingga hasilnya tidak
bisa menggeneralisasi seluruh masyarakat Indonesia.

Responden penelitian diasumsikan pernah melihat endorsement mengenai
Bittersweet By Najla di akun /nstagram Keanu Angelo.

Saran untuk penelitian berikutnya butir pertanyaan harus lebih dari satu.

Saran Penelitian

Dari hasil yang telah didapatkan, penulis memberikan beberapa saran untuk

peneliti yaitu:

1.

Lokasi yang digunakan diharapkan dapat menyeluruh Indonesia agar dapat
merata.

Diharapkan Bittersweet By Najla dapat merata di segala kalangan umur.
Pada penelitian selanjutnya diharapkan responden penelitian pernah melihat
endorsement Bittersweet By Najla di akun instagram Keanu Angelo.
Dalam penelitian selanjutnya butir pertanyaan masing-masing variabel

disarankan lebih dari satu butir pertanyaan.
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Lampiran 1 KUESIONER

Hallo Teman-Teman!

Perkenalkan saya Adam Ibrahim Hidayat, Mahasiswa dari Universitas Atmajaya
Yogyakarta yang sedang mengambil kuliah jurusan Manajemen. Saat ini saya

sedang mengerjakan tugas akhir kuliah.

Pada era sekarang, iklan produk banyak dilakukan oleh endorsement melalui
influencer. Salah satu perusahaan yang melakukan endorsement yaitu Bitter Sweet
By Najla. Enodorsement adalah bentuk komunikasi seorang influencer yang
bertindak sebagai juru bicara dari produk tertentu. Keanu Angelo adalah salah satu
influencer yang. Melakukan endorsement produk Bitter Sweet By Najla melalui

Instagram.

Jika teman-teman ingin mengetahui sesuatu atau informasi mengenai penelitian ini,
bisa langsung menghubungi peneliti melalui email/Instagram
:adamibrhmh@gmail.com / @adamibrahim.h

Jawablah pertanyaan di bawah ini dengan pendapat kalian mengenai influencer

terhadap minat beli konsumen
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Jenis Kelamin :
Laki-laki
Perempuan
Usia saat ini :

berapa

Apakah anda mengikuti influencer Keanu Angelo di Instagram?:

Ya

Tidak

Harap pilih satu jawaban istilah pertanyaan atau pernyataan di bawah ini dengan
skala likert mohon mengisi kuesioner tersebut sesuai dengan saudara/saudari yang
sesungguhnya, keterangan sebagai berikut:

STS : Sangat Tidak Setuju

TS : Tidak Setuju

N : Netral

S : Setuju

SS : Sangat Setuju

NB  :Jika ada kalimat atau kata yang kurang jelas atau susah dipahami mohon

diberi highlight. Terimakasih.
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NO | PERNYATAAN STS | TS SS
1 Saya percaya bahwa influencer Keanu
Angelo dapat di percaya.
2 Saya percaya bahwa Keanu Angelo
memiliki kredibilitas yang baik.
3 Saya percaya yang diiklankan oleh Keanu
Angelo adalah referensi yang bagus untuk
membeli produk.
4 Produk yang diiklankan Keanu Angelo
memiliki nilai guna.
Kepercayaan
NO | PERNYATAAN STSHTS SS
1 Saya mempercayai Keanu Angelo untuk
melakukan keputusan pembelian.
2 Saya percaya bahwa Keanu Angelo adalah
influencer yang begitu jujur dalam mereview
produk.
3 Saya percaya Keanu Angelo mengonsumsi
Bitter Sweet By Najla yang ia iklankan.
Kontrol Perilaku Yang Dirasakan
NO | PERNYATAAN STS | TS SS
1 Selain influencer saya juga mengambil

faktor pribadi dan objektif menjadi
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pertimbangan membuat keputusan

pembelian.
2 Keanu Angelo memiliki reputasi yang baik.
3 Saya akan membeli Bitter Sweet By Najla
yang diiklankan oleh Keanu Angelo.
Norma Subjektif
NO | PERNYATAAN STS | TS SS
1 Saya mempertimbangkan pendapat orang
lain sebelum melakukan keputusan
pembelian.
Keahlian Yang Dirasakan
NO | PERNYATAAN STS | TS SS
1 Keanu Angelo adalah influencer yang ahli
dalam hal endorsement produk.
2 Keanu Angelo memiliki pengetahuan yang
baik terhadap produk yang di review (Bitter
Sweet By Najla).
3 Keanu Angelo menyediakan referensi
berdasarkan pengetahuan yang dimilikinya.
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NO | PERNYATAAN STS | TS SS
1 Endorsement Keanu Angelo sesuai untuk
saya.
2 Saya melihat tingkat kecocokan
mengkonsumsi makanan saya dengan Bitter
Sweet By Najla yang diiklankan Keanu
Angelo.
3 Iklan Bitter Sweet By Najla oleh Keanu
Angelo sesuai dengan kebutuhan saya.
Sikap Terhadap influencer
NO | PERNYATAAN STS | TS SS
1 Saya percaya bahwa Keanu Angelo adalah
public figure/model yang bertalenta untuk
produk makanan.
2 Saya percaya bahwa Keanu Angelo hadir
dengan konten yang menarik.
3 Keanu Angelo memberikan hal bru tentng
berbagai produk dan layanan.
4 Saya menganggap Keanu Angelo sebagai

sumber informasi dan penemuan yang dapat

diandalkan.




78

Sikap Merek
NO | PERNYATAAN STS | TS SS
1 Produk Bitter Sweet By Najla yang
diiklankan oleh Keanu Angelo dapat
dipercaya.
Niat Beli
NO | PERNYATAAN STS | TS SS
1 Saya memiliki niat untuk membeli produk
Bitter Sweet By Najla yang diiklankan oleh
Keanu Angelo.
2 Saya merekomendasikan produk Bitter
Sweet By Najla yang diiklankan oleh Keanu
Angelo.
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Lampiran 2 KUESIONER DARING

< WhatsApp

AA

@ docs.google.com

ool LTE @@ )

¢

|
<

PENGARUH
INFLUENCER
KEANU ANGELO
PADA SOCIAL
MEDIA INSTAGRAM
TERHADAP NIAT
BELI PRODUK
BITTER SWEET BY
NAJLA

Hallo Teman-Teman!

Perkenalkan saya Adam Ibrahim Hidayat,
Mahasiswa dari Universitas Atmajaya
Yogyakarta yang sedang mengambil kuliah

jurusan Manajemen. Saat ini saya sedan¢ /

mengerjakan tugas akhir kuliah.

g
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2:43 ol LTE @@)
< WhatsApp

& docs.google.com

Pada era sekarang, iklan produk banyak
dilakukan oleh endorsement melalui
influencer. Salah satu perusahaan yang
melakukan endorsement yaitu Bitter Sweet
By Najla. Enodorsement adalah bentuk
komunikasi seorang influencer yang
bertindak sebagai juru bicara dari produk
tertentu. Keanu Angelo adalah salah satu
influencer yang. Melakukan endorsement
produk Bitter Sweet By Najla melalui
Instagram.

Jika teman-teman ingin mengetahui sesuatu
atau informasi mengenai penelitian ini, bisa
langsung menghubungi peneliti melalui
email/Instagram :adamibrhmh@gmail.com /
@adamibrahim.h

* Wajib

Jenis kelamin

Laki-laki O O Perempuan

Usia: (berupa angka)

Jawaban Anda V4
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< WhatsApp

il LTE @)

& docs.google.com

Apakah anda mengikuti akun instagram
Keannu Angelo *

-
N

O Tidak (Anda boleh berhenti sampai

sini)

Berikutnya ‘ v

Jangan pernah mengirimkan sandi melalui Google Formulir.

Konten ini tidak dibuat atau didukung oleh Google.

Kebijakan Privasi

01 Google Formulir (/
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< WhatsApp

il LTE @@)

& docs.google.com

Bagian Tanpa Judul

Jawablah pertanyaan di bawah ini
dengan pendapat kalian mengenai
influencer terhadap minat beli
konsumen.

Harap pilih satu jawaban istilah
pertanyaan atau pernyataan di bawah
ini dengan skala likert mohon meng’
kuesioner tersebut sesuai dengan 4

saudara/saudaii.ynngmmgguhnyé,\/
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<4 WhatsApp

ool LTE @@ )

& docs.google.com

Harap pilih satu jawaban istilah
pertanyaan atau pernyataan di bawah
ini dengan skala likert mohon mengisi
kuesioner tersebut sesuai dengan
saudara/saudari yang sesungguhnya,

keterangan sebagai berikut.
Karakteristik Kepribadian Pengguna Media Sosial
1. STS : Sangat Tidak Setuju

2. TS :Tidak Setuju

3.N : Netral
4.8 : Setuju
5.8S :Sangat Setuju

Saya percaya bahwa influencer Keanu
Angelo dapat di percaya.

ss O O O O O ss

Saya percaya bahwa Keanu Angelo
memiliki kredibilitas yang baik.

ss O O O O O ss

7
e —
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<4 WhatsApp

ol LTE @@ )

& docs.google.com

Saya percaya yang diiklankan oleh
Keanu Angelo adalah referensi yang
bagus untuk membeli produk.

ss O O O O O ss

Produk yang diiklankan Keanu Angelo
memiliki nilai guna.

sts OO0 OO O s

Saya mempercayai Keanu Angelo untuk
melakukan keputusan pembelian.

ss O O O O O ss

4
Saya percopemsmmressteemeingelo
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2:44
< WhatsApp

1l LTE @m)

& docs.google.com

Saya percaya bahwa Keanu Angelo
adalah influencer yang begitu jujur
dalam mereview produk.

ss O O O O O ss

Saya percaya Keanu Angelo
mengonsumsi Bitter Sweet By Najla
yang ia iklankan.

sts O O O O O ss

Selain influencer saya juga mengambil
faktor pribadi dan objektif menjadi
pertimbangan membuat keputusan
pembelian.

ss O OO OO (27
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< WhatsApp

01l LTE @@ )

& docs.google.com

Keanu Angelo memiliki reputasi yang
baik.

ss O O O O O ss

Saya akan membeli Bitter Sweet By
Najla yang diiklankan oleh Keanu
Angelo.

ss O O O O O ss

Saya mempertimbangkan pendapat
orang lain sebelum melakukan
keputusan pembelian.

ss O O O O O ss

86
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2:44
< WhatsApp

ol LTE @B )

& docs.google.com

Keanu Angelo adalah influencer yang
ahli dalam hal endorsement produk.

st OO0 O O O ss

Keanu Angelo memiliki pengetahuan
yang baik terhadap produk yang di
review (Bitter Sweet By Najla).

ss O O O O O ss

Keanu Angelo menyediakan referensi
berdasarkan pengetahuan yang
dimilikinya.

ss O O O O O ss

7

- EndorsemeuiKaaniAngalosesuai
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ol LTE @)
< WhatsApp

@ docs.google.com

Endorsement Keanu Angelo sesuai
untuk saya.

sts O O O O O ss

Saya melihat tingkat kecocokan
mengkonsumsi makanan saya dengan
Bitter Sweet By Najla yang diiklankan
Keanu Angelo.

sts- Q- O O 0O -O ss

Iklan Bitter Sweet By Najla oleh Keanu
Angelo sesuai dengan kebutuhan saya.

ss O O O O O ss

7

- Saya percayasaahiadaanLangelo
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2:44
< WhatsApp

1l LTE @@ )

& docs.google.com

Saya menganggap Keanu Angelo
sebagai sumber informasi dan
penemuan yang dapat diandalkan.

sts O O O O O ss

Produk Bitter Sweet By Najla yang
diiklankan oleh Keanu Angelo dapat
dipercaya.

sts- O O .0 OO ss

Saya memiliki niat untuk membeli
produk Bitter Sweet By Najla yang
diiklankan oleh Keanu Angelo.

ss O O O O O ss
4
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2:44
< WhatsApp

ol LTE @)

& docs.google.com

Saya memiliki niat untuk membeli
produk Bitter Sweet By Najla yang
diiklankan oleh Keanu Angelo.

ss O O O O O ss

Saya merekomendasikan produk Bitter
Sweet By Najla yang diiklankan oleh
Keanu Angelo.

ss O O O O O ss

Jangan pernah mengirimkan sandi melalui Google Formulir.

Konten ini tidak dibuat atau didukung oleh Google.
Laporkan Penyalahgunaan - Persyaratan Layanan -
Kebijakan Privasi

i 4
m Google Formulir 7




Lampiran 3 KUESIONER ASLI
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Variabel Kuesioner Adaptasi Sumber
Perceived . 1 do believe that | Saya percaya bahwa | (Youssef
credibility fashion influencer Keanu Chetioui,

influencers 1 Angelo yang saya Hikma

follow are ikuti memang begitu | Benlafqih,

convincing. meyakinkan. dan Hind
Lebdaoui
2019)

. I do believe that | Saya percaya bahwa | (Youssef
fashion Keanu Angelo Chetioui,
influencers 1 memang begitu Hikma
follow are kredibel. Benlafqih,
credible. dan Hind

Lebdaoui
2019)

. I do believe that | Saya percaya bahwa | (Youssef
fashion iklan Keanu Angelo | Chetioui,
influencers adalah referensi Hikma
advertising is a | yang bagus untuk Benlafqih,
good reference | membeli produk. dan Hind
for purchasing Lebdaoui
products. 2019)

. 1 find Saya menemukan (Youssef
purchasing pembelian produk Chetioui,
product/service | yang diiklankan Hikma
advertised by oleh Keanu Angelo | Benlafqih,
fashion yang saya ikuti dan Hind
influencers 1 menjadi orang yang | Lebdaoui
follow to be berharga. 2019)
worthwhile.

Trust . I do believe that | Saya percaya bahwa | (Youssef
I can depend on | saya bisa Chetioui,
fashion bergantung pada Hikma
influencers 1 Keanu Angelo Benlafqih,
follow to make | untuk melakukan dan Hind
purchasing keputusan Lebdaoui
decision. pembelian. 2019)

. I do believe that | Saya percaya bahwa | (Youssef
fashion Keanu Angelo Chetioui,
influencers 1 adalah influencer Hikma
follow are yang saya ikuti Benlafqih,
sincere. memang begitu dan Hind

tulus. Lebdaoui

2019)
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. I do believe that | Saya percaya Keanu | (Youssef
fashion Angelo Chetioui,
influencers 1 menggonsumsi Hikma
follow use the | Bitter Sweet By Benlafqih,
same products | Najla yang ia dan Hind
they advertise. | iklankan. Lebdaoui

2019)

Perceived . In addition to Selain influencer (Youssef
behavioral fashion saya juga Chetioui,
control influencers 1 mengambil faktor Hikma

follow, I do pribadi dan objektif | Benlafqih,

take other menjadi dan Hind

personal and pertimbangan Lebdaoui

objective membuat keputusan | 2019)

factors into pembelian.

consideration

when making

my purchasing

decision.

. Iwil buy a Saya akan membeli | (Youssef
product only if | produk hanya jika Chetioui,
the social media sosial Hikma
media influencer memiliki | Benlafqih,
influencer reputasi yang baik. | dan Hind
referring to it Lebdaoui
has a good 2019)
reputation.

Subjecitve . [ do take into Saya benar-benar (Youssef
norms consideration mempertimbangkan | Chetioui,
my pendapat orang di Hikma
surrounding’s | sekitar saya sebelum | Benlafqih,
opinions before | mengacu pada iklan | dan Hind
referring to yang dipasarkan Lebdaoui
fashion oleh Keanu Angelo. | 2019)
influencer.
Perceived The fashion Keanu Angelo (Youssef
expertise influencers 1 adalah ahli di Chetioui,
am following bidangnya. Hikma
are experts in Benlafqih,
their field. dan Hind
Lebdaoui
2019)
The fashion Keanu Angelo (Youssef
influencers 1 memiliki Chetioui,
am following pengetahuan yang Hikma

baik.

Benlafqih,
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have a great dan Hind
knowledge. Lebdaoui
2019)
The fashion Keanu Angelo (Youssef
influencers 1 menyediakan Chetioui,
am following referensi Hikma
provide berdasarkan Benlafqih,
references keahlian mereka. dan Hind
based on their Lebdaoui
expertise. 2019)
Perceived . How do you Anda memandang (Youssef
congruence perceive the kompatibilitas Chetioui,
compatibility antara Anda dan Hikma
between you pengaruh Keanu Benlafqih,
and your Angelo terhadap dan Hind
preferred Anda. Lebdaoui
fashion 2019)
influencers?

. How do you Anda melihat (Youssef
perceive the tingkat kecocokan Chetioui,
level of match | mengkonsumsi Hikma
between your makanan Anda Benlafqih,
personality and | dengan Bitter Sweet | dan Hind
your preferred | By Najla yang Lebdaoui
fashion diiklankan Keanu 2019)
influencers? Angelo.

. How do you Relevansi publikasi | (Youssef
assess the Bitter Sweet By Chetioui,
relevance of Najla oleh Keanu Hikma
your preferred | Angelo sesuai Benlafqih,
fashion terhadap tipe dan Hind
influencer’s makanan anda. Lebdaoui
publications 2019)
with regard
your personal
beliefs and life
mode?

Attitude . I do believe that | Saya percaya bahwa | (Youssef
toward the fashion Keanu Angelo Chetioui,
influencer influencers berfungsi sebagai Hikma
serve as fashion | model pengonsumsi | Benlafqih,
models for me. | makanan untuk dan Hind
saya. Lebdaoui
2019)

. I do believe that | Saya percaya bahwa | (Youssef

fashion Keanu Angelo hadir | Chetioui,
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influencer dengan konten yang | Hikma
present menarik. Benlafqih,
interesting dan Hind
content. Lebdaoui
2019)

. I do believe that | Saya percaya bahwa | (Youssef
fashion Keanu Angelo Chetioui,
influencer memberikan hal Hikma
provide new baru penawaran Benlafqih,
deas about tentang berbagai dan Hind
different produk dan layanan. | Lebdaoui
products and 2019)
services.

. I do consider Saya menganggap (Youssef
fashion Keanu Angelo Chetioui,
influencer as a | sebagai sumber Hikma
reliable source | informasi dan Benlafqih,
of information | penemuan yang dan Hind
and discovery. | dapat diandalkan. Lebdaoui

2019)
Brand . I do trust Saya memercayai (Youssef
attitude brands merek Bitter Sweet | Chetioui,
advertised by By Najla yang Hikma
fashion diiklankan oleh Benlafqih,
influencers I Keanu Angelo. dan Hind
follow. Lebdaoui
2019)
Purchase . I most Saya memiliki niat | (Youssef
intention frequently have | untuk membeli Chetioui,
intentions to produk Bitter Sweet | Hikma
purchase By Najla yang Benlafqih,
products diiklankan oleh dan Hind
advertised by Keanu Angelo. Lebdaoui
the fashion 2019)
influencers 1
follow.

. I generally Saya (Youssef
recommend merekomendasikan | Chetioui,
products and/or | produk Bitter Sweet | Hikma
services By Najla yang Benlafqih,
advertised by diiklankan oleh dan Hind
the fashion Keanu Angelo. Lebdaoui
influencers 1 2019)

follow.
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How fashion mﬂuencers contribute
to consumers’ purchase intention

Youssef Chetioui, Hikma Benlafqih and Hind Lebdaoui
School of Business Administration, Al Akhawayn University in Ifrane,
Ifrane, Morocco

Abstract

Purpose - This study examines the impact of attitudes toward fashion influencers (FIs) on brand attitude and
consumer purchase intention. It also aims to identify factors affecting consumers’ attitudes toward FIs.
Design/methodology/approach - To achieve this goal, the authors propose a conceptual model that
combines the theory of planned behavior (TPB) and theoretical outcomes of prior literature related to influencer
marketing. Based on data collected from 610 Moroccan respondents, the authors empirically test the conceptual
model using a partial least squares (PLS) estimation.

Findings - This study illustrates that attitudes toward FIs positively impact brand attitude and consumer
purchase intention. The authors also demonstrate that perceived credibility, trust, perceived behavioral
control, perceived subjective norms, perceived expertise and perceived congruence positively impact attitudes
toward FIs,

Practical implications — The study findings help marketers and advertisers in the fashion industry to
understand how influencer marketing contributes to consumer purchase intention. They also allow marketers
to understand factors explaining attitudes toward FIs and therefore better select influencers capable of creating
purchase intentions among existing and potential customers.

Originality/value — The present paper bridges a gap pertaining to antecedents and factors that impact
attitudes toward FIs and consumer purchase intention. To the authors’ knowledge, this study is the first of its
kind to investigate the impact of attitudes toward influencers on both brand attitude and purchase intention in
the fashion industry.

Keywords Fashion influencers, Attitudes toward the influencer, Brand attitude, Influencer marketing,
Purchase intention, Social media

Paper type Research paper

1. Introduction

As a channel offering unlimited access to a huge amount of information from all over the
world, social media became part of its users’ daily routine (Pentina ef al, 2018). The growing
numbers of social media users shaped marketing trends and strategies, and marketers
started percelvmg social media platforms as key channels to communicate and interact with
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orientation in many industries. Fashion is one of the industries in which influencer marketing
has been widely considered in recent years.

With the progressively increasing demands in the fashion industry, shoppers are
becoming more fashion-sensitive and purchasing behaviors are highly influenced by fashion
trends (Lang and Armstrong, 2018). Such trends are most commonly led by fashion
influencers (FIs) or leaders (Park and Kim, 2016). Fls are personalities with large number of ;i dketng snd
followers on social media who generate fashion content and have the power to persuade Mgt Ao et
followers’ opinion and purchase behavior. They are considered as new players in the fashion e Pblsing Lnied

13612026

industry as they attract consumers with strong interest in stylish fashion items (Park and  vononsgrasssanons

JEMM Kim, 2016). Though, so far, there is a lack of literature tackling the relationships between
fashion leadership and consumer’s purchase intention (Lang and Armstrong, 2018).

This study aims to bridge this gap in literature by examining factors affecting attitudes

toward Fls and their impact on brand attitude and purchase intention. De Veirman ef al

(2017) suggest that a key struggle for marketers is to identify influencers that will better suit

their advertising campaign; such influencers should possess powerful convincing skills in

order to persuade followers. Different assessment indicators have been used to evaluate

— iflueNCELS in prior literature, namely number of followers, number of likes, number of

comments, credibility, expertise, congruence to the brand or to potential customers (Choi and

Rifon, 2012; Freberg ef al, 2011; Jabr and Zheng, 2017; Lee and Koo, 2012). Nevertheless,

research about influencers and purchase intention in the fashion industry, mainly in

emerging countries, is still limited. The motive of this study is a twofold. First, we aim to

identify the main factors affecting consumers’ attitudes toward influencers. Then, we

examine the impact of attitudes toward FIs on brand attitude and purchase intention. To do

00,




other theoretical outcomes revealed in prior literature. We came out with the following
research questions (RQs):

RQ1. What are the key factors that influence consumers’ attitudes toward fashion
influencers?

RQ2. Do consumers’ attitudes toward fashion influencers impact brand attitude?
RQ3. Do attitudes toward fashion influencers impact consumers’ purchase intention?
RQ4. Does brand attitude impact fashion consumers’ purchase intention?

This research has two main practical contributions. Firstly, it will be a guideline for marketers
and advertisers in the fashion industry to understand the factors to be considered in selecting
suitable influencers. Secondly, it provides valuable insights on how influencer marketing
contributes to consumer purchase intention, namely in the fashion industry where empirical
research is relatively scarce. This article is organized as follows: Section 2 covers the theoretical
background, that is, the concept of influencer marketing and purchase intention, and theoretical
foundation; Section 3 describes the conceptual model. Then Section 4 consists of the methods
used in the research. Data analysis and discussion are present in Sections 5 and 6, respectively.
Section 7 concludes this paper.

2. Theoretical background

2.1 The concept of influencer marketing

The emergence and growing popularity of social media led to the advent of new marketing
approaches, namely influencer marketing (Li ef al, 2012). Consumers have always valued
others’ opinions, yet the upward use of social media platforms has empowered ordinary
clients to share their opinions and experiences with their peers. Influencer marketing is
different from traditional word-of-mouth marketing as it allows marketers to gain more
control and insights over marketing outcomes. Marketers can have access to the number of
views, likes, comments, influencers’ posts and feedbacks related to their products and
services (De Veirman ef al, 2017). In their latest report, Taplnfluence (2019) stresses that
influencer marketing can create 11 times more return on investment compared to other
traditional advertising channels. In the context of fashion industries, fashion consumers,
mainly generations ¥ and Z, may well be more impacted by influencers as they tend to
consider them as assistants and even friends (Pate and Adams, 2013). This can be
corroborated by the common belief within younger generations that even individuals like
themselves can be fashion leaders (Palfrey and Gasser, 2013).
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3. Conceptual framework: model and hypothesis
3.1 The conceptual model
The proposed conceptual model, as illustrated in Figure 1, is largely based on the TPB (Ajzen,
1991); other relevant constructs were sourced from prior literature (Choi and Rifon, 2012;
Goldsmith et al, 2000; Jabr and Zheng, 2017; Lee and Koo, 2012; Martins et al, 2017). The aim
of this research is to determine the factors affecting consumers’ attitudes toward FIs. It
subsequently examines how the latter stimulates consumers’ attitudes toward brands and
purchase intention.

Based on Ajzen's (2011) TPB, perceived behavioral control, subjective norms and attitude
have been put forward. We added influencers’ perceived credibility, trust, perceived expertise

- -

Figure 1.
Conceptual model

Brand attitude




and perceived congruence as suggested by Martins ef al (2017) ; Goldsmith ef al (2000); and
Choi and Rifon (2012). Customers’ attitude toward influencers has been shown to be directly
impacted by the influencers’ perceived credibility, trust, expertise and congruence (Berglkvist
et al, 2016), while purchase intention has been proved to be influenced by customer’s attitude,
as suggested by the TPB. All constructs are further discussed in the succeeding sections.

3.2 Hypotheses
Previous studies suggest that perceived credibility is one of the most important keys when
people select/follow influencers (Nam and Dién, 2018). Lagner and Eisend (2011) confirm that,
though attractiveness might lead to immediate effectiveness, a celebrity’s perceived
credibility would have a much longer effect on the consumer’s behavior toward a brand.
Recommendations and E-WOM build upon trustworthiness and credibility, then influencers
have to be perceived as credible in order to persuade their followers (Kim et al, 2018).
Consequently, an FI who is perceived as credible is more likely to influence the follower's
attitude and purchasing intention. Hence:

H1. Perceived credibility is positively associated with the consumers’ attitude toward the

influencer.

Perceived credibility outlines whether a person recognizes a claim as true, honest and
unbiased (Hass, 1981). Trust relies on how a person behaves to accomplish an uncertain
objective (Giffin, 1967). In our research context, trust is defined as the degree to which
customers trust influencers, both in what they say and in what they do. Creating trust with
customers is crucial for a successful marketing in the current digital world (Jabr and Zheng,
2017). Past research reveals a positive relationship between trust and attitude (Macintosh and
Lockshin, 1997; Ohanian, 1990; Suh and Han, 2002). In an online marketing context, a
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consumer trusting an influencer is more likely to trust the influencer’s recommendations, and [nflyencers and

both his attitude toward the product and buying behavior can change consequently (Hsu
et al, 2013). Accordingly, an FI who is recognized as a highly trustworthy person has more
chances to impact the follower’s attitudes, choices and purchasing intention. Accordingly:

H2. Trustis posmve.ly associated with the consumers’ attitude toward the influencer.
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Perceived behavioral control has been introduced as a key component of the TPB. It indicates
“people’s perception of the degree to which they are capable of, or have control over,
performing a given behavior” (Fishbein and Ajzen, 2010). Prior literature defined percewed
behavioral control as conceptually the same as self-efficacy, which is “a judgment of one’s
ability to organize and execute given types of performances” (Bandura, 1997). Al-Debei ef al
(2013) demonstrate that customers are more likely to perform a specific behavior if they have
control over it. As of the TPB, perceived behavioral control has a direct positive impact on
both attitude and intention. Building on the aforementioned, we developed the following
hypothesis:

H3. Perceived behavioral control is positively associated with the consumers’ attitude

toward the influencer.

Subjective norms are defined as the social pressure that individuals face when behaving ina
certain way (Rhodes and Courneya, 2003). That is, they are more likely to behave in a certain
way as they face pressure from surroundings or other people they know. Hegner, Fenko and
Teravest (2017) define subjective norms as the desire toact in a way that pleases others and is
then internally controlled. It is mainly about a person’s perception of others’ opinions, namely
friends and relatives, about whether he or she should engage in the behavior. According to the
TPB, intention is a function of attitudes toward the behavior, subjective norms and perceived
behavioral control (Ajzen, 2011). Subjective norms are expected to be positively related to
attitudes toward FIs. Consequently:

H4. Perceived subjective norms are positively associated with the consumers’ attitude
toward the influencer.

Perceived expertise is another key contributing factor to consumers’ attitudes toward
influencers and to purchase intention. Consumers are more likely to take content and
recommendations conveyed by influencers perceived as experts in their field (Yadav ef al,
2013). An expert is generally perceived as highly qualified and therefore more likely to make
assesmmtsd:atamaouna&andwhdManysNdmmvealthatamatmﬂummsm
significantly impact consumers’ attitudes toward a particular brand (Hayes And Carr, 2015;
Bergimstetal 2016) An influencer’s perceived expertise increases the level of trust among
customers and consequently influences their attitudes toward the influencer and their
purchase intention (Smith ef al, 2005). Then:

H5. Perceived influencer’s expertise is positively associated with the consumers' attitude

toward the influencer.

Garretson and Niedrich (2004) define congruence as the extent to which meotivations are
corresponding to each other. Motivations’ congruence can facilitate creating impressions and has
emotional impact on consumers' responses (Hosany and Martin, 2012). Comparable effects could
be predictable in the context of influencer marketing. Strengthening the congruence of influencers
to potential customers could lead to higher purchase intention and better attitudes toward the
influencer. Xu (Rinka) and Pratt (2018) reveal that consumers tend to follow influencers as they
have shared personality traits, matching lifestyle or similar preferences. Higher degree of
congruence between influencers and potential customers reflects positive attitudes toward
influencers and results in an increased purchase mtentions (Choi and Rifon, 2012). Thus:
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Hé. Consumer’s perceived congruence with the influencer is positively associated with
the consumers’ attitude toward the influencer.

Attitude refers to the extent to which an individual approves or not a behavior before
achieving it (Al-Debei ef al, 2013). It reflects people’s favorable or unfavorable evaluations of
engaging in a particular behavior. That is, individuals are more likely to embrace a behavior
for which their attitudes were favorable (Armitage and Conner, 2001). Prior literature reveals
a positive association between attitude toward celebrities and attitude toward the brand
(Amos ef al, 2008; Silvera and Austad, 2004). Reed ef al (2012) suggest that consumers use
brands to transfer their identity to others, and likewise, they evaluate others based on their
consumption behavior. The images conveyed by brands are therefore of high
importance. Hence:
H7. Consumers’ attitude toward the influencer is positively associated with the
consumers’ brand attitude.
Earlier literature suggests that consumers’ attitudes toward brands have a significant impact
on purchase intentions (Mackenzie and Spreng, 1992). The elaboration likelihood model
(ELM) developed by Petty and Cacioppo (1986), introduces brand purchase intention as a
direct function of attitudes toward the brand. Subsequent research related to advertising
effectiveness confirms the brand attitude as a predictor of purchase intention (MacKenzie
ef al, 2006). Accordingly, the TPB suggests that an individual's behavioral intention is
influenced by his or her attitude toward the behavior. A positive attitude toward a brand
results not only in continuous preference toward those brands but also ina positive impact on
purchase intention (Huang et a/, 2011). Thus:
HS8. Consumers’ brand attitude is positively associated with the consumers’ purchase
intention.
Cooke and Sheeran (2004) stress that the relationship between consumer attitudes and
intentions is usually more consistent when consumers are highly involved. Using well-liked
influencers results in positive attitudes toward the brand and therefore to higher purchase
intention. Further research conceives attitude toward the influencer as a direct predictor to
purchase intention (Bergkvist ef al, 2016). In the same line, the TPB considers purchase
intention as a direct outcome of attitude (Ajzen, 2011). Hence:
HY9. Consumers’ attitude toward the influencer is positively associated with the
consumers’ purchase intention.

4. Methods

4.1 Measurement

All constructs were adopted, with some modifications, from prior literature (see Appendix).
All the questionnaire scales and items were presented in French, as it is widely used among
Moroccans (Benzakour, 2007). We also adopted the back-translation method (Brislin, 1986) to
translate the items from English to French.

To measure the different variables of the research, respondents were asked to
evaluate each proposed statement using a five-point scale ranging from 1 (strongly
disagree) to 5 (strongly a,gree) All constructs and related items are included in the
Appendix. Demographic questions relatmg to age, gender, education, income and job
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4.2 Sample and data collection

As of January 2019, official statistics from NapoleonCat (2019) convey that the number of
Facebook users in Morocco exceeds 17,440,000 (47.6% ) while Instagram users were estimated
to 4,425,000 (12.1% of the Moroccan population). These increasing numbers of social media
users stimulated the selection of a sample of Moroccan customers, as a proxy for developing
countries, in order to test the proposed model. In February 2019, the questionnaire was
pretested through 12 individuals with different backgrounds and language skills to make
sure that the questions were clear and effective. Respondents of the pilot test were asked to
provide feedback and suggestions when instructions or questions were not clear. The data
collected from the pilot study was not included in the analysis.

For the practicality of this study, we adopted a nonprobability sampling method,
combining self-selecting and snowball sampling. The questionnaire was issued on Facebook
as a voluntary selection method where individuals express their desire to take part of the
study (Saunders et al, 2012). It was also shared through email where contacts were asked to
complete the questionnaire and share it with other parties. This online administration of the
questionnaire was considered appropriate in this study since the target comprises
generations ¥ and Z, recognized as digital natives (Magno, 2017).

Our sample comprised Moroccans with knowledge about Fls, the reason why a filtering
question was placed at the beginning of the questionnaire to exclude respondents with no
familiarity with Fls. Throughout a four months' period (February through May 2019), a total
of 723 respondents successfully completed the questionnaire. About 610 valid responses were
maintained (84.37 %), while 113 responses were rejected for the lack of knowledge about Fls,
age constramts (only Y and Z generations were targeted) or for missing answers. The valid

testing. The final sample comprised 249 (41%) male respondents and 361 (59%) female.
About 517 (84.75%) respondents are aged under 30 years old, 93 (15.25%) respondents aged
between 31 and 40 years old (Table 1).

5. Results

Structured equation modeling (SEM), based on a confirmatory factor analysis, has been
carried out to test causal relationships and assess the measurement model. SEM is an
advanced statistical technique using a combination of statistical data and qualitative causal
assumptions (Henseler ef al, 2009).

The proposed conceptual model of this research is considered to be complex, so we opted
for the use of partial least squares (PLS) as the most appropriate method for similar models.
The next subsection examines the measurement model in order to assess indicator reliability,
construct reliability, convergent validity and discriminant validity. Then, the subsequent
subsection tests the structural model using SmartPLS 3.0 Software.

5.1 Measurement model
As illustrated in Table 2, we tested for indicator reliability. Our results suggest that all items
have loadings above 0.7 approving that the indicator reliability is accomplished (Hair ef al, 2010).
To examine the construct’s reliability, we used composite reliability (CR); results in Table 2 show
that all constructs have CR > 0.7, confirming that the construct reliability was achieved (Hair
et al, 2010).

Next, the convergent validity was assessed usmLthe average variance extracted (AVE);
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Next, the convergent vahdity was assessed using the average variance extracted (AVE);
for all the constructs, the AVE is above 0.5, guaranteeing the achievement of convergent
validity for our measurement model (see Hair ef al, 2010 and Henseler et al, 2009).

The discriminant validity was tested using two criteria. First, we used the Fornell and
Larcker (1981), which stresses that the root square of AVE for each latent variable should be

JFMM Percentage Percentage
Measure Item N (%) Measure Item N %)
Gender Male 249 4082 Job Employee 150 3115
Female 361 59.18 Pl.fkmg fora 10 164
Age 18-25 3mn 60.82 Manager 22 361
26-30 146 2393 Self- 37 6.07
— — — unpby!d
3140 93 1525 Student 51 5754
City of Casablanca 190 3115 Income Less than 130 2131
origin 1,000 MAD
Rabat 187 30.66 1001-2500 109 17.87
MAD
Fez 51 836 25015000 99 16.23
MAD
Meknes 3 508 5001-10000 108 17.87
MAD
Tangier 19 an 10,001 8 1279
15,000 MAD
Marrakech 18 285 More than 70 1148
15,000 MAD
Other 114 18.69 NA 15 246
Education  High school U 557
Undergraduate 279 4574 Fashion Yes 610 100.00
Mater 2 38.36 influencer No 0 0.00
familiarity
Table 1. Doctorate 13 213 Fashion Yes 502 8230
Survey respondent Other 50 820 influencer No 108 17.70

profile (» = 610) fellowship




greater than the correlation with any other latent variable. As can be seen in Table 3, this is
achieved for all latent variables. The second criterion used is the indicators’ cross-loadings,
Chin (1998) conveys that the loading of each indicator has to be greater than all of its cross-
loadings to be valid. As shown in Table 4, this was analyzed and all constructs have loadings
with higher values than their cross-loadings (Hair ef al, 2010). The assessment of the
construct reliability, convergent validity and indicator reliability provides satisfactory
results, confirming that the constructs can be used to test the proposed conceptual model.

5.2 Structural model

As the measurement model was proved to be valid, it is possible to test the structural
model. This article used a bootstrapping of 500 resamples to estimate the statistical
significance of path coefficients (Hair ef al, 2010). Chin (1998) reveals that the key
criterion for assessing the structural model is the coefficient of determination (R-square)
of the endogenous latent variables. The latter has to be higher than 0.33 for a model to
be moderately specified. R-square of the model’s exogenous latent variables is shown in
Figure 2.

As demonstrated in Table 5, results show that 60.1% of the variation in the attitude
mwaldthemﬂuca'mnbeexplamedby e exogenous variables illustrated in the
conceptual model. Hypotheses H1 of perceived credibility (# = 0.265; p < 0.01), H2 of trust
(B = 0.183; p < 001), H3 of perceived behavioral control (§ = 0.143; p < 001), H4 of

. o
Constructs ~ Items  Loadings AVE CR  Constructs ltems Loadings AVE (R Inﬂuencersanq
consumers
Brand ATTBR! 1000 1000 1000 Perceived EXP1 088 0803 0925 purchase
attitude expertise . -
Attude  ATTINI 0747 0586 0849 EXP2 0908 intention
fowardthe  ATTINZ 0813 EXP3 001
influencer ~ ATTIN3 0714 Perceived ~ PBC1 0731 0625 0768
ATTING 0753 behavioral ~ PBC2 0846
cmtrnl L —
Perceived ~ CONG1 0889 08 0923 Subjective  SUBN 1000 1000 1000
congruence norms

CONG2 0927 Purchase PIN1 0919 0864 04927

CONGI 0866 intention ~~ PIN2 01 Table 2.

AT, L0120, P LO0L T Erery L0000, fmi s oen
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Brand ATTBR1 1000 1000 1000 Perceived EXP1 088 0803 0925 purchase
attitude expertise B -
Attitude  ATTINI 0747 058 0849 EXP2 0908 intention
toward the  ATTIN2 0843 EXP3 0801
influencer ATTIN3 0714 Percetved PBC1 071 0625 0.768

ATTINA 0753 behavioral PBC2 0846

control

Perceived CONG1 0.889 08 0923 Subjective  SUBN 1000 1000 1000
congruence norms

CONG2 0927 Purchase PIN1 0919 0864 0927

CONG3 0.866 intention PIN2 0% Table 2.
Perceived CRED1 0813 0656 0884 Trust TR1 0839 0678 0863 Factor loadings,
credibility CRED2 0797 TR2 0843 composite reliabilities

CRED3 0788 TR3 0.788 and average variance

CRED4 0839 extracted (n = 610)

subjective norms @ = 0.091; p < 0.01), H5 of perceived expertise @ = (.248; p < 0.01) and
H6 of perceived congruence (3 = (.145; p < 0.01) are all statistically significant and explain
the variation of attitude toward the influencer.

The conceptual model explains 41.3% of the variation in the attitude toward the brand
(moderate). Hypothesis H7 of attitude toward the influencer (8 = 0.642; p < 0.01) is also
statistically significant and explains the variation in the attitude toward the brand
(Table 5).

Finally, the research model explains 40.6% of variation in purchase intention (moderate).
Hypotheses HS of attitude toward the influencer (§ = 0.288; p < 0.01) and H9 of attitude
toward the brand (§ = 0.412; p < 0.01) are statistically significant and therefore justify the
variation in the purchase intention (Table 5). In summary, a total of nine hypotheses in the
model have been strongly supported, which confirms that the conceptual model, proposed in
the present paper, can explain the impact of influencers on customers’ purchase intention in

‘To test for predictive relevance, the @-square or cross-validated redundancy (CV-Red) was
calculated for the three endogenous latent variables of our research model. According to
Fornell and Cha (1994), a CV-Red value greater than 0 implies that there is predictive
relevance. As illustrated in Table 6, the CV-Red values of attitude toward the influencer,
brand attitude and purchase intention are respectively 0.326, 0.403 and 0.333. All @-square
values are greater than zero, which supports the claim that this study model has adequate
ability to predict.

Finally, the goodness of fit (GoF) test indicates whether the model is large enough to be
considered as having sufficient global PLS model validity (Wetzels ef al, 2009). Our model’s
calculated GoF value (0.607) exceeds the cutoff value of 0.36 and allows us to conclude that
our study has a sufficient global PLS model validity (GoF calculations are available from the
authors upon request).

6. Discussion

6.1 Theoretical implications

This research has three theoretical implications. First, consumers’ attitudes toward Fls are
positively influenced by perceived credibility, trust, perceived behavioral control, subjective
norms, perceived expertise and perceived congruence, which is consistent with previous
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Figure 2.
Structural model
results
Independent vanables — Dependent Std. T Fs
Hypothesis  variable Std.beta emor  value value  Decision
H1 Percetved credibility — Attitude 0265%+ 0039 6760 0000 Supported
toward the influencer
H2 Trust — Attitude toward the influencer  0,183%* 0035 5166 0000 Supported
H3 Perceived behavioral 0.143%=* 0033 4355 0000 Supported
control — Attitude toward the
mfluencer
H4 Subjective norms — Attitude toward 0.091%+ 0032 2886 0004 Supported
the influencer
H5 Percetved expertise — Attitude toward  0.248%% 0035 7102 0000 Supported
the influencer
H6 Perceived congruence — Attitude 0.145%+ 0031 4744 0000 Supported
toward the mfluencer
H7 Attitude toward the 0642%+ 0022 28633 0000 Supported
influencer — Brand attitude
H8 Attitude toward the 0288%+ 000 7124 0000 Supported
Table 5. Influencer — Purchase intention
Path coefficients of the H9 Brand attitude — Purchase intention ~ 0412%+ 0041 9886 0000 Supported
research hypotheses  Note(s): **, *** indicate significance at the 1%, 0.1% levels
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1 tindings (Ajzen, 2011; Choi and Rifon, 2012; Jabr and Zheng, 2017). Perceived credibility was Influencers and

the strongest factor affecting attitudes toward the influencer, followed by expertise and trust, consumers’
while subjective norms had the weakest impact on consumers’ attitudes toward FIs. These urchase
results illustrate that an influencer who is perceived as credible is more likely to influence the P! <
follower’s attitudes and purchase intention as suggested by prior literature (Kim f al, 2018). Intention
Second, it has been demonstrated through this study that a high percentage of the variation in
the brand attitude can be explained by attitudes toward FIs. This suggests that consumers
are more likely to appreciate or recommend a brand that has been recommended by wWell-liked o ——
influencers. Last, our results convey that the variation in purchase intention can be explained
by both attitudes toward Fls and attitudes toward the brand. This implies that FIs do not only
influence consumers’ attitudes toward a certain brand but also create purchase intentions.
These theoretical implications lead us to conclude that influencer marketing is a good
alternative for fashion companies aiming to increase awareness about their offerings, boost
market share of their products and create purchase intention among existing and potential
customers.

6.2 Practical implications

The results of the present research allow us to draw two main practical implications. First,
perceived credibility, expertise and trust have been shown to be perceived by customers as
the most important factors when following Fls. Congruence to influencers, perceived
behavioral control and subjective norms also impact consumers’ attitudes toward FIs, to a
lesser extent. Fashion marketers and advertisers may consider these concerns when adopting
influencer marketing. Second, attitudes toward FIs have been demonstrated to have a
significant impact on attitudes toward brands and on purchase intention. This leads us to
suggest that influencer marketing should be well recognized by fashion marketers as an
efficient strategy to enhance E-WOM related to their products and correspondingly create
purchase intentions among customers.

6.3 Limitations and future research

Despite the interesting theoretical and practical implication of this study, it is still subject to
some limitations. First, the data used was collected using convenience snowball sampling.
The use of nonprobability sampling can be criticized, yet adopting a probabnhty sampling
method was impractica! in our framework. Second, the study was conducted with consumers
of only one developing country. Inadutoavercomesoaalmlmralandemmmmd:spanues.
similar studies are to be conducted in other contexts for comparison of outcomes. Finally, it
would be interesting to conduct a qualitative study to assess the impact of FIs on consumers’

SSO SSE &

Brand attitude 610,000 363980 403

Attitude toward the influencer 2440000 1644.345 0.326

Percetved congruence 1830.000 1830.000

Percetved credibility 2440000 2440.000

Perceived expertise 1830.000 1830.000 Table 6
Perceived behavioral control 1220000 1220.000 Q-square ; cross.
Purchase intention 1220000 813434 0.333 L tidated redundancy
Subjective norms 610.000 610,000 (CV-Red) of the
Trust 1830000 1830.000 endogenous latent

Notels): (F = (1. SSESSO)
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7. Conclusions

The contribution of this research was to identify the main factors affecting consumers’
selection of Fls and assess the impact of consumers’ attitudes toward influencers on attitudes
toward recommended brands and on purchase intention. To this end, we developed a model
based on an extension of the TBP to influencer marketing. Other variables were borrowed
from prior literature to construct our conceptual model. Our research presents a novel
framework for identifying the key factors impacting FIs’ fellowships and consumer purchase
intentions. Based on a sample of 610 Moroccan respondents, we empirically confirmed that
consumers’ attitudes toward influencers are significantly biased by perceived credibility,
trust, perceived expertise, perceived congruence, perceived behavioral control and subjective
norms, as was suggested in previous studies. Perceived credibility was demonstrated to be
the major factor persuading attitudes toward the influencer, followed by expertise and trust,
while subjective norms had the weakest impact on consumers’ attitudes toward the FI. Our
results reveal that Fls perceived as credible and trustworthy are more likely to influence
followers' attitudes and purchase intention. It has been illustrated that a large share of the
variation in the attitude toward the brand comes from attitudes toward Fls. This implies that
consumers are more likely to appreciate or recommend a brand that has been recommended
by popular influencers. Finally, our results suggest that attitudes toward Fls and toward the
brand have a significant impact on consumers’ purchase intention. This research adds to the
body of the literature by understanding consumers’ perceptions of Fls and their impact on
purchase intentions and behaviors. The findings are of significant relevance to the ongoing
debate concerning influencer marketing and how influencers shape perception of brands
through their endorsements.
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Appendix
consumers’
- - purchase
Variables Items Measurement items Sources intention
Perceived CRED1 1do belseve that fashion influencers [ follow are  Liu ef al (2012); Martins ef al
credibility convincing (2017); Yang et al (2013)
CRED2 1 do believe that fashion influencers I follow are
credible ————————
CRED3 1 do believe that fashion influencers advertising
13 a good reference for purchasing products
CRED4 1find purchasing product/service advertised by
fashion Influencers I follow to be worthwhile
Trust TR1 1 do believe that I can depend on fashion Lu et al (2014); Ohanian (1990)
influencers I follow to make purchasing
decisions
TR2 1 do believe that fashion influencers I follow are
sincere
TR3 1do believe that fashion influencers I follow use
the same products they advertise
Perceived PBC1 Inaddition to fashion infh Idotakeother Ajzen (2011) Fishbein and
behaviaral ] and objective fa i idy Ajzen (2010)
coatrol when making my purchasing decision
PBC2 1 will buy a product only if the social media
influencer referring to it has a good reputatica
Subjective norms ~ SUBN 1do take into consideration my surroundings’  Ajzen (2011)
inions before referring to fashicn infly
Perceived EXP1 The fashion influencers I am following are Bergkvist ¢f al (2016) Ohanian
expertise experts in their field (1990)
EXP2 ‘The fashion influencers I am following have
EXP3 The fashion influencers I am following provide
references based on their expertise
Perceived CONG 1 How do you perceive the compatibility between  Xu (Rinka) and Pratt (2018)
congruence you and your preferved fashion influencers
CONG 2 How do you perceive the level of match between
your personality and your preferred fashion
influencers
CONG 3 How do you assess the relevance of your
Tt ATy Y- af
regard your personal beliefs and life mode
Attitude toward  ATTIN1  Ido believe that fashion influencers serve as Ajzen (2011);, Casalé et al (2018)
the influencer fashion models for me
ATTIN2  1do believe that faghion influencers present
interesting content
ATTIN3  Idobelieve that fashion influencers provide new
deals about different products and seevices
ATTIN4  1do consider fashion influencers as a reliable
source of information and discovery
Brand attitude ATTBR1  Ido trust brands advertised by fashion Ajzen (2011} Berglvist et al
influencers T fallow (2016)
Purchase PIN1 1 most frequently have intentions to purchase  Ajzen (2011} Hsu and Lin
intention products advertised by the fashion influencers I (2015); Kumar ef al (2009); Table Al.
follow Martins ef al. (2017) Main survey variables,
PIN2 1 generally recommend products and/or services items, measures, and
advertised by the fashion influencers I follow sources
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