BAB V
PENUTUP

Bab ini memberikan uraian yang berisikan mengenai kesimpulan dari hasil

uji hipotesis yang telah dilakukan di BAB IV. Selain itu, bab ini juga berisikan

implikasi manajerial, saran yang penulis ajukan sebagai bahan pertimbangan bagi

pihak-pihak yang berkepentingan serta keterbatasan penelitian.

5.1 Kesimpulan

Berdasarkan hasil penelitian dan pembahasan yang telah dilakukan,

dapat disimpulkan beberapa hal berikut ini:

1.

Hasil penelitian menunjukan bahwa paparn influencer berpengaruh
signifikan dan positif terhadap niat beli pada influencer Arief Muhammad.
Hal ini dapat diartikan bahwa semakin baik konten yang diunggah Arief
Muhammad melalui media sosial Instagramnya, maka akan semakin tinggi
juga tingkat niat beli audiensnya.

Hasil penelitian menunjukan bahwa paparan influencer berpengaruh
signifikan dan positif terhadap desire to mimic pada influencer Arief
Muhammad. Hal ini dapat diartikan bahwa, bila semakin baik konten yang
diunggah Arief Muhammad melalui media sosial Instagramnya, maka
akan semakin tinggi juga tingkat desire to mimic audiensnya.

Hasil penelitian menunjukan bahwa desire to mimic berpengaruh
signifikan dan positif terhadap niat beli audiensnya. Hal ini dapat diartikan
bahwa, bila semakin tinggi keinginan audiensnya untuk meniru apa yang
dilakukan Arief Muhammad melalui media sosial Instagramnya, maka
akan semakin tinggi juga tingkat niat beli audiensnya.

Hasil penelitian menunjukan bahwa materialisme berpengaruh signifikan
dan positif terhadap niat beli pada influencer Arief Muhammad. Hal ini
dapat diartikan bahwa semakin tinggi nilai materialistis pada konten yang
diunggah Arief Muhammad melalui media sosial Instagramnya, makan
akan semakin tinggi juga tingkat niat beli audiesnnya.

Hasil penelitian menunjukan bahwa materialisme berpengaruh signifikan

dan positif terhadap niat beli pada influencer Arief Muhammad. Hal ini
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dapat diartikan bahwa semakin tinggi nilai materialistis pada konten yang
diunggah Arief Muhammad melalui media sosial Instagramnya, makan
akan semakin tinggi juga tingkat niat beli audiesnnya.

6. Hasil penelitian menunjukan bahwa materialisme secara signifikan
memediasi pengaruh antara paparan influencer dan niat beli pada
influencer Arief Muhammad. Dengan begitu dapat disimpulkan mediasi
ini memiliki jenis complementary mediation / partial mediation.

7. Hasil penelitian menunjukan bahwa desire to mimic secara signifikan
memediasi pengaruh antara paparan influencer dan niat beli pada
influencer Arief Muhammad. Dengan begitu dapat disimpulkan mediasi

ini memiliki jenis complementary mediation / partial mediation.

5.2 Implikasi Manajerial
Penelitian ini dilakukan dengan tujuan untuk melihat pengaruh paparan
influencer, desire to mimic, dan materialisme terhadap niat beli. Maka dari itu,
peneliti berharap agar penelitian ini dapat memberikan manfaat bagi influencer
maupun pihak lain yang akan memasarkan produk yang dimilikinya. Berikut
merupakan implikasi manajerial dalam penelitian ini, yaitu:

1. Dalam penelitian ini menunjukkan bahwa variabel paparan influencer
berpengaruh terhadap niat beli. Dalam meningkatkan niat beli, influencer
harus aktif dalam berinteraksi dan merespons pengguna media sosial untuk
mempertahankan audiens dengan menjaga konten agar tetap menarik.

2. Berdasarkan hasil penelitian, variabel paparan influenceer memiliki
pengaruh secara signifikan terhadap variabel desire to mimic. Berdasarkan
hasil ini dapat digambarkan hanya dengan paparan yang ditampilkan oleh
influencer Arief Muhammad melalui Instagram dampat membuat audiens
muncul rasa untuk menirunya entah dari cara berpakaian, gaya hidup,
ataupun sekadar perilaku, dengan Arief Muhammad memberikan impresi
yang bagus dengan memberikan variasi konten berkualitas tinggi akan
dapat memikat audiens secara lebih kuat.

3. Desire to mimic memiliki pengaruh yang positif dan signifikan terhadap
niat beli. Memahami konsep "desire to mimic™" dan pengaruhnya terhadap
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niat beli dapat membantu bisnis memanfaatkan potensi influencer
marketing secara maksimal. Dengan membangun hubungan emosional
yang kuat, menciptakan komunitas yang solid, dan memanfaatkan strategi
yang tepat, bisnis dapat meningkatkan penjualan dan loyalitas pelanggan
memlaui influencer.

. Temuan bahwa materialisme memiliki pengaruh positif dan signifikan
terhadap niat beli pada audiens yang dimiliki Arief Muhammad
memberikan implikasi yang sangat menarik bagi dunia bisnis dan
pemasaran. Materialisme, dalam konteks ini, merujuk pada nilai-nilai yang
mengutamakan kepemilikan barang material sebagai simbol status dan
kebahagiaan, berdasarkan hasil penelitian tersebut dapat digambarkan juga
jika seorang influencer dapat membantu bisnis untuk membangun merek
yang kuat, namun perlu diingat sebagai seorang pemasar, seorang
influencer juga harus menghindari manipulasi produk, sehingga dapat
dipastikan bahwa pesan yang disampaikan tidak merugikan konsumen atau
lingkungan

Melanjutkan implikasi sebelumnya, Temuan bahwa paparan influencer
seperti  Arief Muhammad memiliki pengaruh positif dan signifikan
terhadap materialisme membuka pintu bagi pemahaman yang lebih dalam
tentang perilaku konsumen. Materialisme, yang didefinisikan sebagai
penekanan pada kepemilikan barang material sebagai simbol status dan
kebahagiaan, semakin dipengaruhi oleh figur publik seperti influencer,
materalisme yang digambarkan dengan dengan barang barang mewah
dapat menjadikan pebisnis untuk memilih influencer sebagai media
pemasaran mereka.

. Pada penelitian ini juga menemukan dimana variabel materialisme secara
signifikan memediasi pengaruh antara paparan influencer dan niat beli, dan
juga ditemukan hubungan antara materalisme dan niat beli diperkuat
dengan penampilan influencer dengan beragam produk mahal, gaya trendy
dan konten berkualitas, yang dapat membangkitkan keinginan audiens akan
nilai materialistik, sehingga dapat digambarkan jika menampilkan barang

barang mahal bisa menjadi suatu daya tarik tersendiri untuk para influencer
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untuk dapat memperluas jangkauan audiens mereka. Hal ini dapat
dicontohkan dengan ketika sesorang audiens melihat paparan influencer
yang menggambarkan nilai materialistik seperti mobil mewah, rumah
mewah ataupun produk produk mewah lainnya, hal ini dapat memicu
audiens, mengikatkan niat belinya untuk membeli barang tersebut.

Melanjutkan implikasi sebelum sebelumnya, pada penelitian ini juga
menemukan dimana variabel desire to mimic secara signifikan memediasi
pengaruh antara paparan influencer dan niat beli, Hal ini juga dapat
dicontohkan dengan ketika audiens dari Arief Muhammad yang melihat
kontennya terpaparkan oleh kontennya Dimana dia menggunakan baju dari
Billionaire’s Project, hal ini dapat memicu audiensnya untuk membeli hal
yang serupa karena keinginannya berpenampilan seperti Arief Muhammad.
Memahami peran "desire to mimic" dalam proses pengambilan keputusan
konsumen sangat penting bagi keberhasilan kampanye pemasaran. Dengan
memanfaatkan mekanisme psikologis ini, bisnis dapat membangun

hubungan yang lebih kuat dengan konsumen dan meningkatkan penjualan.

5.3 Keterbatasan Penelitian

Dalam penelitian ini, peneliti telah merangkum beberapa keterbatasan

yang ada serta memberikan saran bagi para peneliti di masa mendatang.

Berikut ini adalah penjelasan mengenai keterbatasan yang ditemukan dalam

penelitian tersebut:

1.

Dalam penelitian ini, terdapat satu variable yaitu paparan influencer yang
kurang spesifik dalam memfokuskan penelitian ini. Hal ini diakibatkan
sedikitnya jurnal penelitian terdahulu yang menggunakan variabel paparan
influencer pada beberapa tahun kebelakang, sehingga mengakibatkan
keterbatasan dalam pemahaman penelitian ini terhadap pengaruh dan
pentingnya paparan influencer dalam konteks yang beragam. Kurangnya
publikasi juga menghambat perkembangan teori dan praktik terkait
paparan influencer, serta membatasi kemampuan untuk membuat

generalisasi yang kuat atas temuan-temuan tersebut.
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Dalam penelitian ini, media sosial yang diteliti hanya terbatas pada
pengguna platform Instagram saja, padahal influencer sendiri masih
terserbar luas pada platform media sosial lainnya.

Responden dalam penelitian ini mayoritas berumur 18 — 22 karena peneliti
memiliki kendala yaitu kesulitan dalam menjangkau responden di semua
kalangan usia.

Pada pertanyaan filter seharusnya tidak hanya pernah menonton atau
mengetahui  Arief Muhammad saja tetapi juga Mengikuti Arief
Muhammad, kurang spesifiknya responden dapat memberikan
kebingungan terhadap responden.

5.4 Saran Penelitian Kedepan

Berikut adalah saran dari peneliti bagi peneliti lain yang akan melakukan

penelitian di masa mendatang:

1.

Pada penelitian kedepannya, diharapkan agar peneliti bisa mengeksplorasi
pengaruh variabel lain terhadap paparan influencer, untuk mendapatkan
pemahaman yang lebih lengkap. Dengan cara lain bisa dengan
memperluas cakupan publikasi ilmiah dengan mendorong para peneliti
untuk menerbitkan temuan-temuan mereka tentang paparan influencer
dalam jurnal-jurnal.

Pada penelitian selanjutnya, diharapkan agar peneliti dapat menambahkan
media sosial lainnnya untuk meneliti influencer. Dengan melakukan
penelitian tentang aktivitas influencer pada beberapa platform, peneliti
dapat membandingkan hasil dari pengaruh influencer yang berbeda di
setiap platform. Hal ini akan memberikan pemahaman yang lebih
komprehensif tentang efektivitas pemasaran melalui influencer.
Penelitian kedepannya diharapkan dapat lebih menyeluruh dalam
menjangkau respondennya sehingga dapat mencangkup berbagai kalangan
usia dan data yang diperoleh peneli dapat lebih merata.

Pada saat memberikan pertanyaan filterisasi untuk responden memberikan
keterangan yang lebih spesifik seperti mengikuti influencer Arief
Muhammad agar tidak mendapati bias responden
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LAMPIRAN

Lampiran 1.1 Surat Pengatar

SURAT PENGANTAR KUESIONER

Hal  : Permohonan Pengisian Kuesioner Penelitian
Kepada Yth.

Bapak / Ibu / Saudara/i Responden

Di tempat

Dengan hormat,

Saya yang bertanda tangan dibawah ini:

Nama : Farel Ryan Laksmana
NPM : 200325533

Fakultas : Bisnis dan Ekonomika
Program Studi : Manajemen
Universitas : Atma Jaya Yogyakarta

Dengan ini, memohon kesediaan Bapak/Ibu/Teman-teman untuk berkenan
membantu mengisi kuesioner terlampir yang merupakan bahan untuk penelitian
skripsi saya, dengan judul “Pengaruh Paparan Influencer Arief Muhammad
Terhadap Niat Beli Dengan Desire To Mimic Dan Materialisme Sebagai Mediasi”
sebagai salah satu persyaratan kelulusan Sarjana (S1). Seluruh informasi yang
diberikan oleh responden pada kuesioner ini hanya digunakan untuk kepentingan
penelitian saja dan tidak akan disalahgunakan ataupun disebarluaskan.

Demikian surat permohonan ini saya buat, atas perhatian dan partisipasi
Bapak/Ibu/Teman-teman dalam membantu kelancaran penelitian ini saya ucapkan
terima kasth.

Yogyakarta, 10 agustus 2024

Hormat saya,

Farel Ryan Laksmana
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Lampiran 1.2 Pertanyaan Kuesioner

Pertanyaan Filter

1. Apakah anda memiliki akun Instagram?
a.
b. Tidak
2. Apakah anda mengenali/mengetahui influencer Bernama Arief
Muhammad?
a. Ya
b. Tidak
3. Apakah anda pernah melihat konten dari Arief Muhammad pada Instagram?
a. Ya
b. Tidak

Pertanyaan Filter

Pertanyaan Demografi Responden

1. Usia Responden

a. <I8

b. 18-22
c. 23-26
d. 27-30

e. 30> tahun

2. Jenis Kelamin
a. Laki-laki
b. Perempuan

3. Status
a. Pelajar/Mahasiswa
b. Wiraswasta
c. Pegawai Negeri
d. Pegawai Swasta

4. Pendapatan
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c o .

i

<Rp 1.000.000,00

Rp 1.000.000,00 — Rp 2.500.000,00

Rp 2.500.00,00 — Rp 4.000.000,00

> Rp 4.000.000,00

5. Waktu menggunakan sosial media Instagram dalam sehari

a.
b.
C.

d.

Lebih dari 4 jam
3 -4jam
2 -3 jam

Kurang dari 1 jam

Indikator Pertanyaan Paparan Influencer

Indikator

Pernyataan

Skala

STS

TS

CTS | N

CS

SS

PI1

Melihat konten dari Arief
Muhammad  di platform
Instagram adalah bagian dari
aktivitas sehari-hari saya

P12

Saya bangga memberi tahu
orang-orang  bahwa  saya
menonton/membaca postingan
Arief Muhammad di
Instagram.

P13

Sebagian waktu saya dalam
sehari, saya alokasikan untuk
menonton konten dari Arief
Muhammad di Instagram.

P4

Saya merasa tertinggal ketika
belum melihat konten dari
Arief Muhammad di Instagram
dalam sehari.

P15

Saya ingin seperti  Arief
Muhammad yang memiliki
gaya dan penampilan kekinian.

P16

Saya bercita-cita untuk
memiliki gaya hidup seperti

Arief Muhammad.
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Indikator Pertanyaan Niat Beli

Indikator

Skala

Pernyataan

STS

TS

CTS| N

CS

SS

NB1

Produk yang dipromosikan
olen Arief Muhammad di
Instagram menarik perhatian
saya.

NB2

Produk yang dipromosikan
oleh Arief Muhammad di
Instagram memengaruhi
Keputusan pembelian saya.

NB3

Jika Arief Muhammad
mempromosikan suatu produk,
saya akan membelinya.

NB4

Saya ingin membeli produk
karena saya menyukai
kepribadian Arief Muhammad
yang mempromosikannya

NBS

Saya ingin membeli produk
yang dipromosikan oleh Arief
Muhammad.

NB6

Saya merasa senang jika
berhasil membeli produk yang
dipromosikan  oleh  Arief
Muhammad.

Indikator Pertanyaan Desire to Mimic

Indikat
or

Pernyataan

Skala

T/|CT

DM1

Saya ingin menjadi secerdas Arief
Muhammad.

DM2

Saya ingin menjadi humoris seperti
Arief Muhammad.

DM3

Saya ingin memiliki gaya pakaian
yang sama dengan Arief
Muhammad.

DM4

Saya ingin seperti Arief Muhammad
yang memiliki gaya dan penampilan
kekinian.

DM5

Saya bercita-
cita untuk memiliki gaya hidup seper
ti Arief Muhammad.

77




Lampiran 1.3 Lampiran Google Form

PENGARUH PAPARAN INFLUENCER
ARIEF MUHAMMAD TERHADAP NIAT
BELI DENGAN DESIRE TO MIMIC DAN
MATERIALISME SEBAGAI MEDIASI

farelryan9@gmail.com Ganti akun <
B3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan Filter 1

Pertanyaan ini digunakan untuk mendapat responden yang sesuai untuk penelitian.

Apakah anda memiliki Instagram ? *

O Ya
() Tidak

Kembali Berikutnya Kosongkan formulir
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PENGARUH PAPARAN INFLUENCER
ARIEF MUHAMMAD TERHADAP NIAT
BELI DENGAN DESIRE TO MIMIC DAN
MATERIALISME SEBAGAI MEDIASI

farelryan9@gmail.com Ganti akun @
Ga Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Pertanya Filter 2

Pertanyaan ini digunakan untuk mendapat responden yang sesuai untuk penelitian.

Apakah anda mengenali/mengetahui influencer bernama Arief Muhammad ? *

QO va
O Tidak

Kembali Berikutnya Kosongkan formulir
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PENGARUH PAPARAN INFLUENCER
ARIEF MUHAMMAD TERHADAP NIAT
BELI DENGAN DESIRE TO MIMIC DAN
MATERIALISME SEBAGAI MEDIASI

farelryan9@gmail.com Ganti akun o
£a Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan Filter 3

Pertanyaan ini digunakan untuk mendapat responden yang sesuai untuk penelitian.

Apakah anda pernah melihat konten dari Arief Muhammad pada Instagram ? *

QO va
O Tidak

Kembali Berikutnya Kosongkan formulir
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Paparan Influencer

Responden dimohon menjawab pertanyaan yang diberikan dengan memilih salah satu
jawaban yang relevan dengan pendapat responden. Jawaban akan diklarifikasikan menjadi
beberapa pilihan sebagai berikut:

Poin 1 = Sangat Tidak Setuju (STS)

Poin 2 = Tidak Setuju (TS)

Poin 3 = Cukup Tidak Setuju (CTS)

Poin 4 = Netral (N)

Poin 5 = Cukup Setuju (CS)

Poin 6 = Setuju (S)

Poin 7 = Sangat Setuju (SS)

Contoh iklan interaktif media sosial yang digunakan awor adalah dengan

Melihat konten dari Arief Muhammad di platform Instagram adalah bagian dari ~ *
aktivitas sehari-hari saya.

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya bangga memberi tahu orang-orang bahwa saya menonton/membaca *
postingan Arief Muhammad di Instagram.

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Sebagian waktu saya dalam sehari, saya alokasikan untuk menonton konten dari  *
Arief Muhammad di Instagram.

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya merasa tertinggal ketika belum melihat konten dari Arief Muhammad di *
Instagram dalam sehari.

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya merasa saya bagian dari komunitas penggemar Arief Muhammad di *
Instagram.

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya akan merasa sedih jika saya tidak bisa terhubung dengan Arief Muhammad *
melalui Instagram lagi.

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Responden dimohon menjawab pertanyaan yang diberikan dengan memilih salah satu
jawaban yang relevan dengan pendapat responden. Jawaban akan diklarifikasikan menjadi
beberapa pilihan sebagai berikut:

Poin 1 = Sangat Tidak Setuju (STS)

Poin 2 = Tidak Setuju (TS)

Poin 3 = Cukup Tidak Setuju (CTS)

Poin 4 = Netral (N)

Poin 5 = Cukup Setuju (CS)

Poin 6 = Setuju (S)

Poin 7 = Sangat Setuju (SS)

Saya ingin menjadi secerdas Arief Muhammad. *
Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya ingin menjadi humoris seperti Arief Muhammad. *

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Materialisme

Responden dimohon menjawab pertanyaan yang diberikan dengan memilih salah satu
jawaban yang relevan dengan pendapat responden. Jawaban akan diklarifikasikan menjadi
beberapa pilihan sebagai berikut:

Poin 1 = Sangat Tidak Setuju (STS)

Poin 2 = Tidak Setuju (TS)

Poin 3 = Cukup Tidak Setuju (CTS)

Poin 4 = Netral (N)

Poin 5 = Cukup Setuju (CS)

Poin 6 = Setuju (S)

Poin 7 = Sangat Setuju (SS)

Saya mengagumi orang-orang yang memiliki rumah, mobil, dan pakaian mewah. *

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Barang-barang yang saya miliki menggambarkan banyak hal tentang seberapa  *
baik kehidupan saya.

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

84



Saya ingin memiliki gaya pakaian yang sama dengan Arief Muhammad. *
1 2 3 4 5 & 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya ingin seperti Arief A
kekinian.

gaya dan penampilan *

“

&u_,/\

Al
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Membeli barang memberi saya banyak kesenangan. *

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya menyukai barang barang mewah. *

1 2 = 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Hidup saya akan terasa lebih baik ketika saya berhasil membeli barang-barang ~ *
yang belum pernah saya miliki sebelumnya.

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya akan lebih bahagia jika saya dapat membeli lebih banyak barang. *

1 2 S 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Responden dimohon menjawab pertanyaan yang diberikan dengan memilih salah satu
jawaban yang relevan dengan pendapat responden. Jawaban akan diklarifikasikan menjadi
beberapa pilihan sebagai berikut:

Poin 1 = Sangat Tidak Setuju (STS)

Poin 2 = Tidak Setuju (TS)

Poin 3 = Cukup Tidak Setuju (CTS)

Poin 4 = Netral (N)

Poin 5 = Cukup Setuju (CS)

Poin 6 = Setuju (S)

Poin 7 = Sangat Setuju (SS)

Produk yang dipromosikan oleh Arief Muhammad di Instagram menarik perhatian *
saya.

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Produk yang dipromosikan oleh Arief Muhammad di Instagram memengaruhi *
keputusan pembelian saya.

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Jika Arief Muhammad mempromosikan suatu produk, saya akan membelinya. *

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya ingin membeli produk karena saya menyukai kepribadian Arief Muhammad *
yang mempromosikannya

1 2 3 4 5 6 7

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya ingin membeli produk yang dipromosikan oleh Arief Muhammad. *

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya merasa senang jika berhasil membeli produk yang dipromosikan oleh Arief *
Muhammad.

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Pertanyaan Demografi

Jenis Kelamin *

(O Perempuan

(O Laki- laki

Umur *

O <18

(O 18-22Tahun
(O 23-26Tahun
(O 27-30 Tahun

(O 30> Tahun

Status *

(O Pelajar/Mahasiswa
(O Wiraswasta
O Pegawai Negeri

(O Pegawai Swasta

O Yang lain:
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Pendapatan per bulan *

(O <Rp1.000.000
(O Rp 1.000.000 - Rp 2.500.000
(O Rp2.500.000 - Rp 4.000.000

(O Rp4.000.000 >
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Lampiran 1.4 Hasil Pengisian Responden

Apakah
anda
Apakah Apakah anda rﬁ)qeerl?r?;t Waktu
anda mengenali/mengeta konten Jenis menggunakan
Timestamp memiliki hui influencer dari Arief Kelamin Umur Status Pendapatan per bulan sosial media
Instagra bernama Arief art Arie instagram
m ? Muhammad ? L UET I dalam sehari
ad pada
Instagram
?

10/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

12:51:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

12:54:.04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

12:57:.04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 Pelajar/Mabhasis

13:00:04 | Ya Ya Ya Laki - laki <18 wa < Rp 1.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:03:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:06:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

13:09:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:12:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

13:15:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

10/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:18:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:21:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:24:.04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 23-26

13:27:04 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | Rp 4.000.000 > 2-3 jam
10/8/2024 27 - 30 Kurang dari 1

13:30:04 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | Rp 4.000.000 > jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:33:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18-22 Rp 1.000.000 - Rp

13:36:04 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | 2.500.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:39:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:42:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:45:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18-22 Rp 2.500.000 - Rp

13:48:04 | Ya Ya Ya Laki - laki Tahun Wiraswasta 4.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer d aner) £ K ;3 - Umur Status Pendapatan per bulan sosial media
Instagra bernama Arief N elamin instagram
m ? Muhammad ? PIUITERA dalam sehari
' ' ad pada
Instagram
?

10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:51:.04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:54:.04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 27-30

13:57:.04 | Ya Ya Ya Laki - laki Tahun Wiraswasta Rp 4.000.000 > 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:00:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 23-26 Lebih dari 4

14:03:04 | Ya Ya Ya Laki - laki Tahun Pegawai Negeri | Rp 4.000.000 > jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

14:06:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:09:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:12:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:15:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:18:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:21:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
: dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:24:.04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:27:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 3-4 jam
10/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:30:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:33:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:36:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:39:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:42:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:45:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:48:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18-22 Rp 2.500.000 - Rp

14:51:04 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | 4.000.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:54:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
: dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

14:57:.04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 27 - 30 Kurang dari 1

15:00:04 | Ya Ya Ya Laki - laki Tahun Pegawai Negeri | Rp 4.000.000 > jam
10/8/2024 23-26 Rp 2.500.000 - Rp

15:03:04 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:06:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:09:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp Lebih dari 4

15:12:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:15:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 27 -30 Pelajar/Mahasis | Rp 2.500.000 - Rp

15:18:04 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:21:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:24:.04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
10/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:27:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
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Apakah

anda
Apakah Apakah anda ﬁgl?;; Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
: dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

15:30:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:33:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:36:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:39:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:42:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
10/8/2024

15:45:04 | Ya Tidak
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

15:48:04 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
10/8/2024 18 -22 Pelajar/Mahasis

15:51:04 | Ya Ya Ya Laki - laki Tahun wa Rp 4.000.000 > 2-3 jam
10/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:54:.04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
11/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:57:04 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
11/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:07:09 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
: dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

11/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp Lebih dari 4

16:17:14 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 jam
11/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:27:19 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
11/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:37:24 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
11/8/2024

16:47:29 | Tidak
11/8/2024

16:57:34 | Ya Tidak
11/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

17:07:39 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
11/8/2024

17:17:44 | Ya Tidak
11/8/2024

17:27:49 | Ya Tidak
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

17:37:54 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024

17:47:59 | Ya Tidak
11/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

17:58:04 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
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Apakah

anda
Apakah Apakah anda ﬁgl?;; Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

11/8/2024

18:08:09 | Ya Tidak
11/8/2024

18:18:14 | Ya Tidak
11/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

18:28:19 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

18:38:24 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

18:48:29 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 3-4 jam
11/8/2024 23-26 Rp 2.500.000 - Rp

18:58:34 | Ya Ya Ya Laki - laki Tahun Wiraswasta 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

19:08:39 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

19:18:44 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4

19:28:49 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
11/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

19:38:54 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

19:48:59 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
: dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

11/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

19:59:04 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
11/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

20:09:09 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
11/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp

20:19:14 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp Lebih dari 4

20:29:19 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 jam
11/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

20:39:24 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
11/8/2024 Pelajar/Mabhasis

20:49:29 | Ya Ya Ya Laki - laki <18 wa < Rp 1.000.000 3-4 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

20:59:34 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

21:09:39 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

21:19:44 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
11/8/2024 Pelajar/Mahasis | Rp 1.000.000 - Rp

21:29:49 | Ya Ya Ya Perempuan <18 wa 2.500.000 2-3 jam
11/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

21:39:54 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
21:49:59 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 3-4 jam
11/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp
22:00:04 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
11/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp
22:10:09 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
11/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
22:20:14 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
11:08:32 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
11:12:42 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
11:16:52 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
11:21:02 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
11:25:12 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
11:29:22 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
11:33:32 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
11:37:42 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
11:41:52 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp
11:46:02 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
11:50:12 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp
11:54:22 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
11:58:32 | Ya Ya Ya Perempuan Tahun wa 4.000.000 3-4 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
12:02:42 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
12:06:52 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
12:11:02 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
12:15:12 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mabhasis
12:19:22 | Ya Ya Ya Laki - laki Tahun wa < Rp 1.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
12:23:32 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
12:27:42 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp
12:31:52 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
12:36:02 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
12:40:12 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
12:44:22 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
12:48:32 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
12:52:42 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
12:56:52 | Ya Ya Ya Perempuan Tahun wa 2.500.000 3-4 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp Lebih dari 4
13:01:02 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 jam
12/8/2024 18- 22 Pelajar/Mabhasis
13:05:12 | Ya Ya Ya Perempuan Tahun wa < Rp 1.000.000 2-3 jam

102




Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?
12/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp
13:09:22 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:13:32 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
13:17:42 | Ya Ya Ya Laki - laki <18 wa 2.500.000 jam
12/8/2024 23-26
13:21:52 | Ya Ya Ya Laki - laki Tahun Wiraswasta Rp 4.000.000 > 3-4 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:26:02 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:30:12 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
13:34:22 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:38:32 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:42:42 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:46:52 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
13:51:02 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer d aner) £ K ;3 - Umur Status Pendapatan per bulan sosial media
Instagra bernama Arief N elamin instagram
m ? Muhammad ? PIUITERA dalam sehari
' ' ad pada
Instagram
?

12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

13:55:12 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

13:59:22 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

14:03:32 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4

14:07:42 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:11:52 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

14:16:02 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

14:20:12 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

14:24:22 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
12/8/2024 27-30

14:28:32 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | Rp 4.000.000 > 2-3 jam
12/8/2024 23-26 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:32:42 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

14:36:52 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?
12/8/2024 23-26 Rp 2.500.000 - Rp
14:41:02 | Ya Ya Ya Perempuan Tahun Wiraswasta 4.000.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp
14:45:12 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18-22 Pelajar/Mahasis | Rp 2.500.000 - Rp Lebih dari 4
14:49:22 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
14:53:32 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Rp 1.000.000 - Rp
14:57:42 | Ya Ya Ya Laki - laki Tahun Wiraswasta 2.500.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
15:01:52 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
15:06:02 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
15:10:12 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
15:14:22 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp
15:18:32 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Lebih dari 4
15:22:42 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam

105




Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer d aner) £ K ;3 - Umur Status Pendapatan per bulan sosial media
Instagra bernama Arief N elamin instagram
m ? Muhammad ? PIUITERA dalam sehari
' ad pada
Instagram
?

12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:26:52 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

15:31:02 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18-22 Rp 1.000.000 - Rp

15:35:12 | Ya Ya Ya Perempuan Tahun Wiraswasta 2.500.000 3-4 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:39:22 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:43:32 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 3-4 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

15:47:42 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

15:51:52 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

15:56:02 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 3-4 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:00:12 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

16:04:22 | Ya Ya Ya Perempuan Tahun wa 4.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mabhasis

16:08:32 | Ya Ya Ya Perempuan Tahun wa < Rp 1.000.000 2-3 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta Kont Jenis menggunakan
Timestamp memiliki hui influencer ' - Umur Status Pendapatan per bulan sosial media
; dari Arief Kelamin :
Instagra bernama Arief Muh instagram
m ? Muhammad ? N dalam sehari
ad pada
Instagram
?

12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp Lebih dari 4

16:12:42 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 2.500.000 - Rp

16:16:52 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 3-4 jam
12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:21:02 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18- 22 Rp 1.000.000 - Rp

16:25:12 | Ya Ya Ya Laki - laki Tahun Wiraswasta 2.500.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:29:22 | Ya Ya Ya Perempuan Tahun wa 2.500.000 3-4 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:33:32 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp

16:37:42 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
12/8/2024 18-22

16:41:52 | Ya Ya Ya Perempuan Tahun Pegawai Swasta | Rp 4.000.000 > 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis

16:46:02 | Ya Ya Ya Laki - laki Tahun wa < Rp 1.000.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 2.500.000 - Rp

16:50:12 | Ya Ya Ya Laki - laki Tahun wa 4.000.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp Kurang dari 1

16:54:22 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 jam
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Apakah

anda
Apakah Apakah anda %?r?;t Waktu
anda mengenali/mengeta . menggunakan
. L A konten Jenis ; ;
Timestamp memiliki hui influencer o A . Umur Status Pendapatan per bulan sosial media
: dari Arief Kelamin :
Instagra bernama Arief instagram
Muhamm .
m ? Muhammad ? dalam sehari
ad pada
Instagram
?
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
16:58:32 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024
17:02:42 | Ya Ya Ya Perempuan 30> Tahun | Wiraswasta Rp 4.000.000 > 2-3 jam
12/8/2024 18-22 Pelajar/Mahasis | Rp 1.000.000 - Rp Kurang dari 1
17:06:52 | Ya Ya Ya Perempuan Tahun wa 2.500.000 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
17:11:02 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18 -22 Pelajar/Mahasis | Rp 1.000.000 - Rp
17:15:12 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 18- 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
17:19:22 | Ya Ya Ya Laki - laki Tahun wa 2.500.000 2-3 jam
12/8/2024 23-26 Rp 2.500.000 - Rp
17:23:32 | Ya Ya Ya Laki - laki Tahun Pegawai Swasta | 4.000.000 2-3 jam
12/8/2024 18 - 22 Pelajar/Mahasis | Rp 1.000.000 - Rp
17:27:42 | Ya Ya Ya Perempuan Tahun wa 2.500.000 2-3 jam
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Lampiran 1.5 Hasil Olah Data Smart-PLS

Nilai Mean,Min, dan Maks

Name No. Type Missingg Mean Median Scalemin Scalemax Observed min  Observed max Standard deviation = Excess kurtosis =~ Skewness ~ Cramér-von Mises p value
PI1 1 MET 8 6.218 6.000 1.000 7.000 1.000 7.000 0751 17.860 -3.041 0.000
P12 2 MET 8 6.399 7.000 1.000 7.000 1.000 7.000 1.029 14.956 -3.518 0.000
P32 E MET 8 8457 7.000 2.000 7.000 2,000 7.000 0801 13.546 -2.957 0.000
P14 4 MET 8 6383 7.000 1.000 7.000 1.000 7.000 0918 13.391 -3.123 0.000
PIS 5 MET 8 6.399 6.000 2.000 7.000 2,000 7.000 0796 13.103 -2.824 0.000
Pl6 6 MET 8 6399 6.000 1.000 7.000 1.000 7.000 0.848 19.481 -3.562 0.000
DM1 7 MET 8 6303 6.000 1.000 7.000 1.000 7.000 0791 15.265 -2.87T1 0.000
DM2 8 MET 8 6484 7.000 2.000 7.000 2,000 7.000 0802 13.872 -3.034 0,000
DM3 9 MET 8 6378 6.000 1.000 7.000 1.000 7.000 0813 17.299 -3.254 0,000
DM4 10 MET 8 6388 6.000 1.000 7.000 1.000 7.000 0827 16.164 -3.162 0,000
DM5 mn MET 8 6372 6.000 1.000 7.000 1.000 7.000 0818 16.696 -3.192 0.000
M1 12 MET 8 8372 6.000 2.000 7.000 2,000 7.000 0714 13485 -2.543 0.000
M2 12 MET 8 6378 7.000 2.000 7.000 2,000 7.000 o.sse 11.530 -2.889 0.000
M3 14 MET 8 6372 7.000 1.000 7.000 1.000 7.000 0945 14.651 -3.285 0.000
M4 15 MET 8 6.340 6.000 1.000 7.000 1.000 7.000 0.800 17.970 -3.274 0.000
M5 16 MET 8 6.404 6.000 2.000 7.000 2,000 7.000 0790 13.629 -2.880 0.000
M6 17 MET 8 6441 7.000 2.000 7.000, 2,000 7.000 0.800 13.388 -2.916 0,000
NB1 18 MET 8 6362 6.000 1.000/ 8,000 1.000 8000 0817 16.732 -3.120 0,000
NB2 19 MET 8 6457 7.000 1.000 7.000 1.000 7.000 0865 18773 -3.571 0,000
NB3 20 MET 8 6404 5,000 2.000 7.000 2,000 7.000 0769 11.763 -2.607 0,000
NB4 21 MET 8 6.394 6.000 1.000 7.000 1.000 7.000 0815 17.340 -3.278 0.000
NBS 22 MET 8 6.362 6.000 2,000 7.000 2,000 7.000 0.797 10.993 -2.590 0.000
NB& 23 MET 8 0.382 6.000 1.000 7.000 1.000 7.000 0820 16715 -3.207 0.000

Nilai Outer Loadings

DM M NB Pla
DM1 0.763 N
DM2 0.763

DM3 0.745

DM4 0.787

DM5 0.784

M1 0.218

M2 0.700

M3 0.686

M4 0.740

M5 0.791

M6 0:768

NB1 0.762

NB2 0.726

NB3 0.752

NB4 0.749

NBS 0.720

NEBG 0.744

P14 0.683
P12 0.696
P13 0.722
PI1 0.736
P15 0.759
Pl&6 0.763
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Nilai R-Square

DM
M
MNB

R-square

0.641

0.714

0.776

R-square adjusted

0.640
0.712
0.772

Nilai Construct Reliability dan Validity

Cronbach'’s alpha

DM
M
NB
PL

Nilai Discriminant Validity Fornell-Larcker

0.828
0.845
0.837
0.821

Composite reliability (rho_a)  Composite reliability (rho_c)

0.829
0.847
0.837
0.822

DM i MB PL
] &N _
DM 0.770
M 0766 | 0752
MNB 0827 | 0806 0742
|
PL {0801 | 0845 | 0827 0727

Nilai Diskriminan Validity (Cross Loading)

DM1 .
DM2
DM3 I
DM4
DM5
M1

M2

M3

M4

M5

Me
NB1
NB2
NB3
NB4
MNB5
MNB6&

DM | ___NB
0.763 0.547 0.617
0.763 0.582 0.686
0. 749 0.579 0.627
0.787 0.651 0.673
0.784 0.583 0.570
0.610 0818 0.655
0528 0.700 0.571
0518 0.686 0.546
0.605 0.740 0.626
0.625 0.791 0.597
0.564 0.768 0.634
0.671 0.520 0.762
0.603 0.615 0.726
0637 0.597 0.752
0.666 0.630 0.749
0.551 0.629 0.720
0.547 0.599 0.744

PL
0.608
0.614
0.593
0.662
0.600
0.661
0.6e11
0.621
06174
0.560
0.643
0.615
0.647
0.607
0.506
0.584
0.623
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0.879
0.886
0.880
0.870

Average variance extracted (AVE)
0.592
0.565
0.551
0.529



PI1 0622 05332 | 0618 0736

PI2 0331 | 03593 | 0587 0696
P2 0.602 0602 0622 0722
Pl4 0530 | 0637 | 0563 06383
PIS 0627 | 0662 | 0598 0759
Ple 0577 | 0634 | 0617 0763

Nilai Path Coefficient

Original sample (0) Sample mean (M)  Standard deviation (STDEV) T statistics (|JO/STDEV])
DM -> NB 0.398 0.296 0.088 4,530
M -> NB 0.251 0.245 0.106 2.366
PL-> DM 0.801 0.766 0.108 7434
PL-> M 0.845 02821 0.073 10.783
PL-> NB 0.296 0.289 0.105 2.805

Nilai Specific Indirect Effect

iginal sample (0) | Sample mean (M)  Standard deviation (STDEV) | T statistics (JO/STDEV])
0.213 0.202 0.091 2341
0318 0.304 0.081 3.927

PL-> M ->= NB
PL-> DM -> NB

Lampiran 1.6 Struktur Kerangka SEM-PLS

Struktur Awal Penelitian

DM1 DM2 DM3 D4 DM5

Pl MNE1

MB2

MNB3

NB4.

MBS

MNBG

N

M1 M2 M3 M4 M5 Mg
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P values
0.000
0.018
0.000
0.000
0.005

P values
0.019
0.000



Struktur Calculation PLS Algorithm

DM1 DMz DM3 D4 DM35

X ¢t

0763 0763 0.749

0787 784

Pl

NB1
e 0.801 oM 0.308 ez
0736 0782

0726
P2 NE3
~_0752-%
e 0749
P4 NE4
0720
PL
0763 0741
LE 0.845 0251 ULE
Pl NBS
/Oi;am oess M o740 0-791\”:53\
M1 M2 M3 M4 M5 M6
Struktur Calculation PLS Bootstrapping
DM1 DM2 DM3 DM DM
o000 0000 0000 0000 ggog
pI1 NE1
0.000
b 0,000 NB2
Piz e B3
+—0000
0,000
py T~ NB4
A/o.ucm
PIs ELY P ‘ NES
/ 0.000 0.018
pi6 NE6

0.000 o000 0.000

0000 ™M gpog 0000

N

M1 M2 M3 M4 M5 M6
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Abstract

Sacial media influencers, a new ope af opinion leader, are considered followers’ role models and strongly affect their ari-
twdes and behaviors. Although their power on social media platﬁwm; is an emerging phenomenon, the studies exploring the
impact of influencers’ endorsement of products on their followers’ buying intentions are still limited. By employing 272
respondents exposed to influencers, this study used PROCESS models to test hypotheses. The results demonstrate that the
desire to mimic influencers and the sense of materialism mediate the effect of influencers on followers” buying intentions, In
addition, fear of missing cut (FOMO) plays a moderation role in these relationships by altering the impaer of influencer expo-
sure on materialism and buying intention. These 'Find'n,gs contribute to the current literature on social media influencers, the
desire to mirmnic, materialism, and FOMO and also yield suggestions for influencers and markerers in their strategies.

Keywords

social media influencer, desire to mimic, marerialism, FOMO, purchase intention

Introduction

Along with the development of social media, social media
influencers have become an indispensable source of infor-
mation on current trends and product reviews. Social
media mfluencers, hereafter referred o as influencers,
reflect a dynamic phenomenon (Hudders et al., 2021).
Influencers have a strong power over how customers
think and behave (Tafesse & Wood, 2021), making them
a vital part of brands’ efforts to attract potential custom-
ers {Hughes et al | 2009). However, how can an influencer
affect social media users? Are any factors included in the
process, from exposure to mfluencers’ content on social
media to buying the recommended products? This study
tries 1o answer those guestions by establishing & new
model 1o explore factors helping influencers persuade
their audiences.

As a new type of independent third-party endorser,
influencers affect their audicnces” attitudes and behavior
via their blog or video content on social media (Freberg
et al., 2001). With their strong connection with audiences
and potential for creating and maintasining engagement,
influencers can drive the conversation to introduce prod-
ucts or services to target audiences and then persuade

customers to buy endorsed brands (Dinh & Lee, 3022
Lou & Yuan, 2019). As online opinion keaders, influen-
cers have the desirable characteristics that companies
look for and arc ideal partners for electronic commerce.
Based on such power on social media wsers. influencers
have become a successful tool for companies to connect
with their potential customers {Castillo-Abdul et al.,
2021}, and the importance of influencers in marketing
activities has risen in recent years (Boerman & Miller,
2022). For example, the value of influencer marketing
peaked at 3138 million in 2021 (Statsta, 2021), and in
2022, 75% of marketers plan to include influencers in
their campaigns (Geyser, 2023)

Although influencers have a vital role in connecting
customers and extending the reach of brands, there are
gaps in previous research abowt how and when
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consumers’ attitudes and behaviors are impacted by
influencers (Boerman & Miller, 2022; Vrontis et al.,
2021). Previous rescarch on influencers has mainly
focused on influencers’ endorsements (C. Ki & Kim,
201% Lou & Yuan, 2019; Schouten et al., 2020; Taillon
et al., 2020}, comparisons between traditional celebrities
and influencers { Kay et al_, 2020, and influencer market-
ing (C. W. Kiet al., 2020). However. a model to explain
the consumer journey from their exposure to influencers
to their buying intention endorsed product is stll under-
rescarched and needs to be explored.

This study applics Scheer and Stern's (1992) frame-
work about how one wants to influence another to take a
specific action, such as purchasing a product. Influencers
try to transfer their messages via their content on social
media and aim to impact audiences” attitudes. Exposure
to influencers’ content subtly pushes followers” tendency
to mimic influencers. It also increases their matenialism,
which turns into purchasing cndorsed products. Scheer
and Stern’s (1992) framework has only explained the gen-
eral journey audiences go through when avdiences are
exposed to the source. However, there s still a need to
explore the potential moderators that can alter the dec-
sion of social media users. Based on this gap, this study
proposes o new model that can cxamine influencers®
power over their followers under the fear of missing out
(FOMO)

As wvisible individuals on social media, influencers
act as role models. so many followers are likely 1o
mimie their actions and choices (C. Ki & Kim, 2019).
Consumers desire to mimic their role models by con-
suming related products to connect to that model
(Ruvio et al., 20013). In addition, influencers build a
deep psychological connection with their followers via
social media content to reveal their lifestyles and inter-
ests (Ladhan et al., 2020). This strong relationship can
impact followers® buying decisions, which has been dis-
covered in previous research. Mevertheless, those stud-
ies mainly focused on the parasecial relationship aspect
with influencers (Hung et al., 2011; Shan et al., 2020).
To get a deeper understanding. this study uses the
desire to mimic as a buffer to give a broader expenience
of the impact of influencers on followers” purchase
intention.

The connection o influcncers on social media can
increase materialism among social media users and then
push them to consume endorsed products. Influencers
usually appear with a “wanna-be™ lifestyle (Chae, 2005)
with lots of possessions. When followers interact with
influencers on social media, it can enhance followers”
desire for material value. Influencers drive their fol-
lowers' materialism by constantly promoting products in
their content (Kim et al., 2021), which correlates with a
higher potential for buying those products (Islam et al.,

M18). Hence, it 15 ressonable that this study employs
materialism as mediation in the influencers’ exposure to
customer buying intention, which has been rarely men-
tioned in previous rescarch.

The present study examines the indirect associations
between exposure to influencers and purchase intention
mederated by the fear of missing out (FOMO). FOMO
15 wsually considered a type of social anxiety, the desire
to be noticed and connected with others because they fear
that others might be enjoving better experiences (All,
2015; Przybylski et al., 2003 Wegmann et al, 2017).
Although the impact of influencers on their followers"
attitudes and behaviors has been suggested in previous
research (Dinh & Lee, 2022; Freberg et al, 201 1; Tafesse
& Woad, 2021), the condition that can alter this relation-
ship has rarely been examined before. FOMO can be
considered the desire for social connection that turns
exposure into a deep relationship (5. V. Jin, 2018). In
addition, materialistic people are not satisfied with just
ownership of a vanety of goods, but these goods must
indicate a unique and apparcntly superior social status
(Watson, 2003). Therelore, this study employs FOMO as
a motivation 1o test how FOMO can control the effects
of influencers on matenalism and strengthen purchase
intentions.

This study 15 made to address the gaps that have been
underexplored in the literature. While previous research
has explored the direct effect of influencer endorsement
on consumers’ buying intention, this study extends exist-
ing findings by assigning the mediation roles of desire to
mimic and materialism. We propose that through the
arousal of desire to mimic and materiabism. followers
want to consume influencers’ endorsed products as they
are “social media stars” By suggesting those hypotheses,
this study aims to bring a better understanding of not
only the influencer phenomenon but also the influence of
matenalism and the desire to mimic on purchase inten-
tions through influencer marketing. Moreover, although
exposure o influencers may impact followers’ desire to
mimic materialism and buving intenitions, how this rela-
tionship can change due to the fear of missing current
trends is still an unanswered question. FOMO is a con-
sumer motivation, but the study exploring its cffect as a
moderator 15 rare. To provide a more holistic under-
standing, this study employs FOMO as the conditional
i test the impact of influencers on {ollowers’ purchase
intention.

Literature Review
Influencers

Influencers cultivate committed followers by making
convincing stories about their main interests through
blogs or tweets to attract audiences via social media
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platforms (Lou & Yuoan, 2019). Influencers usually
communicate with sizable social networks (De
Veirman et al., 2017) by sharing their opinion on vari-
ous aspects of life, for example, fashion, lifestyle, and
travel (8. V. Jin et al., 2019}, via exciting and valuable
content {Vrontis et al., 2021). Therefore, they can
reach widespread social media users and impact their
thoughts and behaviors. Influencers can affect the
purchase decisions of followers based on their author-
ity, knowledge, position, or decp relationship with
their followers (Geyser, 2022). They affect their fol-
lower's attitudes and persuade followers to accept
their advice about product-related decisions (De
Veirman et al., 2017).

The framework of Scheer and Stern (1992) is applied
in this study to explain the power of influence on andi-
ence hehavior. First, the target has some nititudes
toward the content influencers create. Influencers impact
audiences through the resources that audiences value.
Audiences evaluate influencers and their content and
show a favorable attitude to influencers” tastes and opi-
mons {Lyons & Henderson, 2005). Second, andiences
decide to comply with and engage with the content influ-
encers create. Audiences want to follow influencers when
they agree with the influencers” recommendations.
Audiences adore the lifestyles. recommendations, or
behaviors that influencers show in their posts or viogs
(Ruvio et al., 2013). This favor can be presented in the
form of desinng to mimic (C. Ki & Kim, 2019) or over-
valuing material possessions (Kim e al, 2021). Lastly,
audiences will neact to the persuasion messages if they
choose to follow the recommendation. Audiences show
favorable attitudes, such as shanng influencer’s posts,
enhancing word-of-mouth, or developing the intention
to buy the same products as influencers (C. Ki & Kim,
2019).

The power of influencers on their follower purchase
intention has been tested in previous research through
the effect of their endorsements. For example, per-
ceived  expertise  increases  followers’  engagement
(Hughes et al.. 2019) and buying intention (Uribe
et al. 2016) because influencers are perceived as
cxperts in their specific fields (Hudders et al., 2021).
Furthermore, social media users consider influencers a
credible source with honest, sincere, and truthful con-
tent (Lou & Yuan, 2019). Thus when influencers intro-
duce new products, they arc confident in trying such
products (Uzunoglu & Misci Kip, 2014). In addition,
perceived similarity and opinion leadership lead to
higher engagement (Casald et al., 2020) and influence
purchase intention (Farivar et al., 2021). ln summary,
followers who perceive high influcntial power from
influencers are more likely to engage with endorsed
brands and have a greater intention to buy (Jiméncz-
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Castillo & Sanchez-Fernandez, 2019). Therefore, the
following hypothesis is established:

Hypothesis 1 (H1): Exposure to influencers 15 posi-
tively assoctated with followers’ buyving intentions.

Mediation Effect of Desire to Mimic

Mimicry in the marketing context is defined as the con-
scious desire to mimic a role model's purchase behavior
to ensure similarity and connectedness (Ruvio et al.,
2013). Interaction with influencers on social media allows
customers to see influencers as trustworthy, expert, and
unique. The admiration of influencers pushes followers
to want to imitate influencers (Cheng et al., 2021). C. Ki
and Kim's (2019) research reveals that when consumers
consder influencers as their role models, they follow
influcneers’ recommendations about products and buy
the same preducts to mimic influencers.

The desire to mumic is usually formed through expo-
sure to influencer-related content. Influencers have decp
knowledge of a specific aspect and early notice of the
market trend compared to most consumers (Keller &
Berry, 2003). They adopt new products and services
related to their domains and have the advantage of giv-
ing an insight into products in their posts (Aral, 2001).
Mimicry is not an unconscious behavior but a planned
process to build self-identification (Xiao et al. 2021)
The need to look, feel, act, and live like influencers drives
followers to mimic (Kemp et al. 2012). Followers
exposed to influencers choose the behaviors, activities,
or aspects they want to mmitate {Ruvio et al, 2013). The
more frequently consumers are exposed to influencer
content. the stronger the impact of influencers (Lou &
Kim. 2019) and the higher the level of engagement with
nfluencers (S-A. A_Jin & Phua, 2014).

The postive attitudes toward influencers make fol-
lowers want to mimic them and purchase endorsed prod-
wets (C. Ki & Kim. 201%). The deep connection between
influencers and followers maintains their engagement
and triggers followers” purchase intention. Previous study
reveals that consumers’ trust and wish to kdentify with
their role models increase the potential of purchase inten-
tion toward endorsed products (Shoenberger & Kim,
2019). The desire to mimic plays 8 mediating role in the
relationship. between influencers’ expasure and buying
endorsed product intention. Followers inspired by influ-
encers want to be bke them and try to mimic their por-
trayal by purchasing their recommended products and
following their advice (C. Ki & Kim, 2019). Based on
these discussions, we propose the following:

Hypothesis 2 (H2): Exposure to influencers 15 posi-
tively associated with followers’ desire to mimic.
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Hypothesis 3 (H3): Desire to mimic s positively asso-
ciated with purchase intention.

Hypothesis 4 (H4): Desire to mimic mediates exposure
to influencers to purchase intention.

The Mediating Effect of Materialism

Materialism is defined as a personal value that refers to
the degree of beliel one has about the need to acquire
and possess material objects to achieve a happy and sue-
cessful Ife (Richins & Dawson, 1992). Matenalism
includes three dimensions: (1) acquisiion centrality, (2)
acquisition as the pursuit of happiness, and (3)
possesston-defined success.

Exposure to influencers drives followers’ desire for
material values, Influencers’ main function is to spread
thear thoughts and experiences on social media to their
audiences (Freberg et al, 2011). Thus, influencers always
post attractive images, and high-guality content of an
exciting life, with numerous products to draw atiention
{Aral, 2011). When followers get to know influencers via
daily posts, they notice the advantage of owning products
that would bring & more satisfying and successful life
(Kimetal , 2021, Kim et al ‘s {2021) research shows that
material values directly correlate with accepting a favor-
ite influencer’s posts because of followers® thirst for being
noticed by others. In other words, a {ollower's interest in
possession is driven by constant exposure to influencers”
content shout endorsed products (Lo & Kim, 2019).

Significantly materialistic social media users prefcr
purchasing products to establish and maintain their sta-
tus mnd increase happiness (Brown et al, 2006).
Influencers are trend settlers that followers refer to when
forming their self-concept. Their suggestions about own-
ing possessions to gain benefit increase followers’ maten-
alistic thoughts (Clark, 2015). The relationship between
materialism and buying intention has been discovered in
previous research. For example, exposure to influencers
leads to social comparison, which in turn causes raises
the probability of buying endorsed products (Islam et al_,
2018). Previous studies also found that frequent exposure
te influencers creates parasocial relationships and
increases matenialism (Lou & Kim, 2019). Therefore,
materialism plays & mediating role in the relationship

between exposure to influencers and purchase intentions
toward endomsed products. This study proposes:

Hypothesis 5 (HS;: Exposure to mfluencers is posi-
tively associated with materialism.

Hypothesis 6 (H6): Materialism 15 positively associ-
ated with purchase intention.

Hypothesis 7 (H7): Materialism mediates exposure to
influencers to purchase intention.

Moderation Effect of FOMO

FOMO signifies “a pervasive apprehension that others
might have rewarding experiences from which one is
absent”™ (Preybylski et al., 2013} FOMO also refers to
the uneasy feeling of losing connection with what peers
are doing or missing out on material possessions that
others own (Chen, 2013). In other words, FOMO is the
anxicty about losing social interactions and meaningful
experiences, especially on social media platforms (Al &
Boniel-Missim, 2018). The FOMO concept usnally goes
along with low self-concept (Dutot, 2020), social anxicty
{£hang et al., 2020), the need to belong (Wang et al.,
2019), the desire to stay in touch (Beyens et al_, 2016),
worry about losing social interaction (Przybylski et al.,
2013), or the fear of falling behind (Good & Hyman,
2020).

Following influencers could be an important trigger
for online FOMO because communication with influen-
cers, amang other things, is marked by high stability and
intimacy (Abidin, 2016). Hence, exposure to influencers
creates the thirst for staying continually connected with
what influencers are doing and huilding a parasocial rela-
tionship with influencers (5. ¥. Jin et al., 2019). Based on
Table 1, FOMO plays various roles in previous research,
such as independent, mediator, and dependent varables,
However, previous research shows a notable gap in how
FOMO moderates the relationship between exposure to
influencers and purchase intention. Therefore, this study
tries to test the moderation effect of FOMO in this rela-
tionship as well as in mediation relationships.

People with high FOMO are more likely to feel happy
and excited even at the pre-purchase stage. as they know
that regularly engaging with influencers can help them
maintain and strengthen their relationship with society
(Chan et al, 2022). Moreover, individuals with socially
related psychological issues rely on influencers to figure
out and fulfill ther identification. By assocuting closely
with their preferred mflucncers, followers scck to enhance
their sclf-concept and build a more stable identity (Lec
et al., 2021). Engagement with influencer posts increases
followers' materialistic  tendencies  (Richins,  2011).
Influencers” appearance with expensive products. trendy
siyles, and high-gquality visuals arouses their followers'
thirst for matenalistic value (Dinh & Lee, 2022). When
consumers feel uncertain about themselves or fear falling
hehind social trends, they are more likely to self-present to
catch up (X1 et al., 2022). In addition, matenalists buy to
maintain social status and avoid feclings of low self-esteem
{(Watson, 2003). Therefore they must continue to acquire
more possessions to enjoy a high standard of bving as
superiors on social media {Fitrmanrnice & Comegys, 2006).
Hence, once followers are exposed to influencers on social
media and hope to belong to sogety and enhance their
social status, they will acquire more. The mediating role of
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Table |. Fear of Missing Out on Related Variables and Topics.

Authar Topic Role Related variable
Beyens e al. (2016) Social needs and Facebook use il Facebook use, percsived Facebook stress,
need to belong, need for popularity
Drurnan and Ozkeara (2021) Social identity and online game addiction Ll Meed ta belong, social identity, online game
addiction.
Drutet (2020) Social identity perspective of social media's v Coallective self-esteem, individual self-estesm,
impact on satisfaction with life narcissism, satisfaction with life.
Fang et al. (2020) Social media emational support, phubbing Ll Emotional support from social media,
behaviar problematic secial media use, phubbing
behavier.
Geod and Hyman (2020) Purchase likelibhood v Anticipated elation, sell-enhancement, and
anticipated expense regret.
Osemeahon and Agoyi (2020)  Consumer engagement in social media brand n Consumer engagement, smartphone use,
cormmunities brand loyaly
Praybyleki et al {2013) Ly | I, and beh al M Individual differences, social media
correlates of fear of missing out, FOMO ENgARerEL
scale developrment.
Reer et al (2019) Peychelagical well-being and sacial media Paycholagical well-being, social comparisan,
Engagement social media engagement.
Zhang ex al. (2020) FOMO seale development. Self-concept maintenance, willingress to pay

Mote. M = medator; Y * independent variable; OV ® dependend variable.

materalism on the effect of exposure to influencer content
engagemeni 15 enhanced when the need to belong is higher
rather than lower (Kim et al_, 2021).

Hypothesis 8 (HE): FOMO moderates the relationship

between exposure to influencers and matenialism,

Hypothesis 9 (H9): FOMO moderates the relationship
between  exposure  to  influencers and  purchase
intention.

Methodology

Based on previous research’s gap, this siudy aims 1o exam-
ine the effect of influencer ex on their followers
buying mtention (H1) through the mediation effects of
desire to mimic (H4) and materialism (H7). Followers are
exposed to mfluencers, desire to mimic their ideal model
{H2), and then want to buy their endorsed products (H3).
In addition, through the connection with influencers’ con-
tent, followers' materialistic thoughts incressed (HS), lead-
ing them to buy products recommended by influencers
(Ha). The mpact of influencers on followers’ matenalism
and buying mtention was altered by FOMO (HS, H9).
This study framework is presented n Figure 1.

Sampling

This study was conducted via Amazon's Mechanical
Turk (MTurk) platform in the US in 2020. A total of
300 respondents participated and completed the ques-
tionnaire. The participants had to have had experiences
with influencers. Therefore, participants who reported
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Figure |. Theoretical model.

not being expased to influencers before were excluded
from this study and finished the survey. After filtening
out invalid responscs, the final sample was 272 valid
participants.

The respondents” gender was nearly equal, with 133
male (489%) and 139 female respondemts (51.1%).
Respondents aged 18 to 49 were employed in this study
because the ages of most social media nsers are between
19 and 49 {Chaffey, 2022). Further, those in their 20s
{25.7%) and 30s (44.9% ) constitute 2 significant portion.

Measurements

This study used the measurement scales from previous
research to measure constructs. Each construct scale was
refined to fit the research context better. Likert scale
with seven levels (from 1: strongly disagree to 7: strongly
agree) was used to measure items in this study because it
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Table 1. Descriptive and Correlations of Variables.

Variables M o | 2 3 4 5
|. Expesure to influsncer 5244 1092 1
2 Desire vo mimic 5.789 0Bl 0584 1
3. Materializm 5.470 1028 0485 0.45%%* |
4. FOMO 5714 0.800 0237 0.246%* 0.308** 1
5. Purchase intention 5304 1130 0.715%* 0527+ 0546 0.261%* 1
Nate. W #2372 M = mean; SD = standard deviarion.
“p= .0l
Table 3. Mediation Effects of Exposure to Influencers an Purchase Intention.

Model | (purchase intention)  Model 2 (desire oo mimic)  Model 3 (materialism)  Model 4 {purchase intention)
Predictors b ] B t b t b t
Exposure to or: 1679+ 0.57 11:23%%* 0.4% | b i 0.54 10.47*=*

influencers

Desire to mimic 0.2 138*
Mazerialism 0.3 BT i
R* T 11 A% T8
F 281 .T3ve* 126 27+ BT 118.75%*

HNove. N #1272 Each codumn s a regression model that predeces tee cricerion
b D5, **p < 000

proved accurate and appropriate for an online survey
(Finstad, 2049).

Exposure to influencers (e = 0.837) was measured
with six items (e.g.. “Connecting with influencers through
social media platform is part of my everyday activity” or
“I dedicate a part of my daily schedule to connect with
influencers through socal media platform™) taken from
Ross ct al.'s (2009) study.

Desire o mimic (o = 0.792) was measured using mes-
surements applied in La Ferle and Chan's (2008)
rescarch. This scale includes five items (e.g.. “1 aspire 1o
the lifestyle of influencers™).

Matcnalism (o = (L.546) was measured by six iems
from Richins's (2004) measurements (e.g., “l admire peo-
ple who own expensive homes, cars, and clothes™).

FOMO (& = 0.899) was measured through Good and
Hyman's { 2020} research with eight items (e.g., <1 will feal
left cut of the trends if | don't have products endorsed by
influencers”).

Purchase intention (@ = (.586) was measured with six
items from Khan et al’s (2019} {e.g., “If my favorite
influencer endorses a product. T will buy it™).

Results

Preliminary Analyses
Means (M), standard deviations (50), and correlations
for variables are presented in Table 2. All estimated path

at the top of the codumn.

cocfficients were statically significant, which meant that
all the constructs were relatively correlated to others. For
cxample, cxposure to influencers was positively associ-
ated with desire to mimic (r = 564, p = .01)., matenalism
(r =489, p = .01), and purchase intention (r = 715, p
= 01). Besides, the desire to mimic and materialism were
also associated with purchase intention (r = 537, p < .01
and r =546, p = U1, respectively). Moreover, FOMO
was positively associated with exposure to mfluencers
(r= 273 p 01), desire to mimic (r = 246, p < 01),
matenalism (r = 308, p < 01), and purchas: intention
(r =261 p< 01).

Mediation Effects

This study used bootstrapping procedure withS (00 sam-
ples of the PROCESS macro model 4 of Hayes (2018) to
test the direct and mediation effects. All the results are
presented in Table 3. Multiple regression analysis indi-
caied that, m the first siep, exposure to influencers is sig-
nificantly associated with purchase intention, b = 0.72,
p =< 001 (see Model 1), which supports Hypothesis 1.
Second, to test Hypothesis 2, Model 2 was run. The posi-
tive relation between exposure to influencers and desire
to mimic was confirmed with & = 057, p < 001. The
results confirmed Hypothesis 5 about exposure to influ-
encers positively affecting materialism based on Model 3
{h =049 p< 001). Those two hypotheses were tested
based on the results of Model 4. This finding showed that
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Table 4. The Moderation Effect of FOMOL

Model | (materialism)

Model 2 (purchase intention)

Predictors b t b 3
Exposure to influencers 0.3% G847 047 S0
FOMO 025 420" il 2 oR*
Diesire eo mimic o4 Ly
Materialism ol k3
Expeosure to influencers X FOMO 0.3 146" oy 4387
e 30 60

F I8.04%* Ta.GTeee

Note N® 271 Each cokuma s 2 regression model that predicts the cricerion at the top of the columa

" 05, S DL SR 00

desire to mimic and materialism was significantly related
to purchase intention (b= 0.12, p < .05, and b =023, p
= 001, respectively).

Finally, the biss-corrected percentile bootstrap
method revealed that the mediation effect of exposure to
influencers on purchase intention wia desire to mimic
and matenalism was significant. Hypothesis 4 described
the mediation cffect of the desire to mimic on exposure
to influencers and purchase intention was supported with
ab = 0.07, 5£ = (M, CI [0.01, 0.15]. In addition, mate-
rialism also mediated the relationship between exposure
to influcncers and purchase intention, which supported
Hypothesis 7 (ab = 0,11, S = 0.05. C1 [0,03, 0.21]).

Moderation Effects
To test the moderation cffect of FOMO, this study used
the bootstrapping  produce  with5,000 samples  of
PROCESS macro Model 8 by Haves (2018). This study
tesied FOMO on the relationship between exposure 1o
influencers and materialism in Maodel 1 and the relation-
ship between exposure to influencers and purchase inten-
tion mn Model 2. The parameters of the two models are
shown in Table 4 when all the wvariables were
standardized.

According to Table 4, there was an effect of exposure
to influencers on materialism with b = 039, p = 001,
and this relationship was moderated by FOMO,
b =013, p< 05 Therefore, Model 1 indicated that
FOMO moderates the relationship hetween exposure to
influcncers and matenalism, supporting Hypothesis §.
To describe this effect, this study plotted matenizlism
against exposurc o influencers, separately for low (1 S0
below the mean) and high {1 8D above the mean) levels
of FOMO, as shown in Figure 2. This result revealed
that the effect of exposure to nfluencers on matenialism
is stronger when FOMO s high (b = 0.51, p = .001) than
when FOMO is low (b = 0,26, p = 01).
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Figure 1. FOMO moderates the effect of exposure to
influsncers en materialism.

To test Hypothesis 9, model 2 was established. This
study found a moderation effect of FOMO on the rela-
tionship between exposure to influencers and purchase
mtention (b =017, p < 001), supporting Hypothesis 9.
The finding described in Figure 3 showed that the effect
of exposure to influencers on purchase intention is stron-
ger when FOMO is high (b = 0L64, p = .(01) more than
when FOMO is low (b = 0.30, p < 001).

The results of this study are summarized in Figure 4.

Discussion

Although the power of influencers on purchase intention
was discussed in previous rescarch, little effort has
focused on a model based on the influence theory to
explain the effect of influencers on followers’ purchase
intention. This study found that the desire to mimic and
materialism mediate followers’ experiences before pur-
chasing. Moreover, FOMO is also utilized 85 3 modera-
tor affecting those relationships between varables.
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Exposure to influencers has both direct and indirect
effects on buying intention. This study empirically tested
this effect and found that influencers have the power to
influence the purchase decisions of ther followers when
followers are exposed to influencers’ content on social
media. Influencers are trendsetters who can affect their
followers' attitudes and behavior and ensure a greater

- LW FORIO

el G AL

FLBEHASE INTEHTION

ERPOSLUIRE TO INTLOEMCERS

Figure 3. FOMO moderates the effect of sxposure to
influencers on purchas= incention.

likelihood of product consumption by the followers (Lou
& Yuan, 2019). Although Dinh and Lee’s (2022) research
has found that influencers greatly affect consumers” buy-
ing decisions, this study goes beyond those findings. It
reveals the relationship between influencers and purchase
decisions under the FOMO effect to gain broadened
results. The power of influencers on followers” buying
decisions 1s stronger when FOMO is high than when
FOMO is low.

The findings also found that followers who are deeply
exposed to influencers are maore likely to engage with
influencers’” content and desire to mimic their favorite
influencers. C. Ki and Kim (2019) found that followers
want to look and behave just like their role models. In
addition, the parasocial relationship between influencers
and audiences and wishful identification (5. V. Jin et al.,
201%; Xiao ct al.. 2021) make followers want to imitate
their social media models. This result demonstrates that
the desire to mimic mediates the relationship between
influencer exposure and followers” buying decisions and
proves the vital role of influencers in persuading custom-
ers to buy products or brands.

Moreover, this study also considers the importance of
materialism as a buffer against cxposure to influcncers.
Previous studics found that when mdividuals are exposed
to others in daily life with matenalistic content, they
desire to own more possessions and a better life (Low &

Desire o

Mmimic .
w.
Exposureto |~ | N S oTae "~ Purchase
influencers | ™ | P intention
' .\ s
“‘w&‘t?.,.y‘.. }f/
\‘ Materialism |~

Notes: * p<0.05, *** p<0.001.

——» : Significant path

Figure 4. Hypothesis eesting.
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Kim, 2019). The interest in material possessions moti-
vates customers to own more wealth to enhance their
status (Aral, 2001). Based on those findings, this study
confirms the effect of matenalism in the influencer con-
text and upgrades the result by testing it under the mod-
erating mmpact of FOMO. There is an interaction
between FOMO and exposure to influencers when it
affects materialism. High FOMO followers are more
likely to form materialism when exposed to influencers
than low FOMO followers.

Conclusions

This study’s findings contribute to the existing literature
by shedding hight on the impact of influencers on fol-
lowers’ purchase intentions. It develops and empirically
tests a complete model with the mediation of desire-to-
mimic and materialism under the explanation of influ-
ence theory. Previous research tested influencers with
endorsements a5 expertise, attractiveness, credibility,
authenticity, and opinion leadership (C. Ki & Kim, 2019;
Lou & Yuan, 2019; Schouten et al., 2020; Taillon ct al.,
20200. However, this study analyzes the influence process
by examining how it affects followers’ motivation to buy
endorsed products. By adding the mediation of desire-to-
mimic and materalism as the affected attitudes after
exposure to influencers, this finding brings a different
viewpoint that sheds greater light on influencers’ cffect
on their followers.

Morcover, this study expands the literature on influ-
encers and FOMO by adding the moderating role of
FOMO to explain influencers’ effects. Although FOMO
is a rising phenomenaon wldly studied to explain custom-
ers’ attitudes and behavior (Dinh & Lee, 2002; Lee et al..
2021; Przybylski et al., 2013), very few studics have dis-
covered FOMO as a moderator to coatrol nfluencers”
cffects on materialism or followers” buying intention.
Thercfore, this study tres to fill the gap by adding
FOMO to see the change in such relationships that
would broaden views on this phenomenon.

This research also provides practical implications for
influencers and marketing practitioners who want to use
influencers in their strategies. Influencers can use these
findings te gain insights mto how their followers are
affected when exposed to their content. To strengthen
the impact of mfluencers as endorsers, it is necessary to
ensure that followers can frequently be exposed to their
content and thai using content becomes a daily activity.
Therefore, it is essential to increase exposure so the influ-
encers can connect with followers closer and more fre-
quently. An influencer’s power can be stronger when
they create content continuously n short intervals rather
than occasionally, allowing followers to consume the
content with high frequency.
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Moreover, this study confirmed that exposure to
influencers increases the desire to mimic and material-
ism, which can eventually lead to purchase intention.
Therefore, they should try to appear more modern to
attract and firmly establish their position among fal-
lowers. Influencers should not simply show off the prod-
ucts with their description but present them in their daily
lives, which consumers can then desire. Once influencers
can evoke followers' desire for their lives, the products
they appear with would be followers' cravings.

This study found that FOMO can enhance purchase
ntention. Thus, influencers can foster FOMO by boost-
ing buzz around events or purchases to encourage the
feeling of not wanting to miss out on the action or con-
versation, such as using language that creates a sense of
exclusivity, such as “only a few spots left” or “this is the
hottest event of the year.” Another suggestion for influ-
cncers 15 to fight FOMO by providing a curation service
so that followers can feel they have access to the latest,
hottest items and content. They could curate a selection
of the most popular items or content and share it with
their followers. along with their recommendations and
reviews. This can help followers feel like they have access
to the latest and hottest items and content without feel-
ing like they are missing out on something.

This study provides marketers with more insight into
how influencers can persuade potentiul customers to huy
a brand’s products based on their recommendations. The
relationship between influencers and followers represents
an exciting marketing potential for brands and compa-
nics (Geng & Maimaitucrxun, 2022; Hudders ct al., 2021;
Vrontis et al., 2021). Therefore, marketers can sponsor
influencers to introduce their products in their content
and collaborate with them to reach their followers
dircetly. Influencers could promote the brand’s new
product on their social media channels, ncluding
Instagram. YouTube, and TikTok, and they could create
content that showcases product benefits to their fol-
lowers. Produet reviews, viral social media campaigns,
and collaboration are helpful suggestions that brands can
connect with influencers to gain consumer engagement.

Maoreover, advertising 15 considered & communication
tool, while influencer marketing 15 related to organic
marketing. Consumers rarely pay muoch attention to
advertising because it scems absiract and is lost in the
noise. Henee, the findings from this stady again highlight
the importance of emerging influencers in marketing
strategy. Content created by influencers tends to be more
organic by converting marketing activities into events in
consumers’ daily lives. Influencers could incorporate
products into their regular content to make the content
feel more organic and relatable for their followers. The
influencers could host a giveaway or promotion encoura-
ging their followers to try the products. This can lead to
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increased engagement and sales, as consumers are more
likely to trust and relate to content created by influencers
they follow and admire.

This study has some Bmitations that future research
should address. First, the sample size of this research was
small, with only 272 valid respondents from the MTurk
platform in the US. This sample size and sampling method
limit. the reliability and generalizability of the study results.
Future studies should operate in larger sample sizes to pro-
vide greater statistical power results. Second, this study
uses the desire to mimic and materalism to explain the
effect of influencers on followers’ purchase intention. It
also employs FOMO as the moderating test for how

Appendix. Questionnaine

FOMO can control influencers’ direct and indirect impact
on buying recommended products in an empincal test.
However, this study is lmited in exploring these effects
under control varables that can affect the followers™ sev-
eral types of purchasing. In the future, more social and
self-related factors should be employed in the influencers’
context, such as self-presentation, social companson, and
soctal norms (Geng et al., 2022; Reer et al., 200%; Vrontis
et al, 2021). Finally, although there are different types of
influencers, such as travel and food influences, they can
have diverse mpacts on followers’ purchase intentions.
Future studies can explore these differences to gain general

and specific results.

Constructs hems

Sources

Exposure to

influsneers

Connecting with influencers through the SMNS platform is part of my everyday

Ross et al. (2005)

activiey.
I am proud oo tell peaple I'm watchingreading influencers’ posts on the SMS

with inifl

platfarm.
| dedicate a part of my daily schedule to
NS platform.

1 through the

| feel out of touch when | haven't connected with influencers through the SMS

platform for a day.

I feel | am part of the influencers” commurity on the SNS platform.
I would be sad if | eouldn’t connect with influencers thraugh the SMS platfarm

anymore.
I want to be as smart as influencers.
| want to be as humorous as influencers.
| want to be as stylist as influencers.
[ want to be as trendy as influsncers.
| aspire to the lifestyle of influencers.

Dresire o mimic

FOMO

I'm afraid bater | will feel sarry | didn't buy products endorsed by influencers.

La Ferle and Chan (2008)

Gaod and Hyman (2020)

1 will worry about I'm missing products endorzed by influencers.
1 will worry other people ars having more rewarding things than me by using

products endorsed by influsncers.

| feel concerned that other peaple are having more fun with products endorsed by

influencers while | don't

1 will feed lefe out the trends # | don't have products endorsed by influsncers.
I will feel sorry that | didn't experience products endorsed by influencers.
rifluencers.

1 will feel arxicus about not being

with products endorsed by i

I will feel bothered that | missed an opportunity to use that products endorsed by

influencers.
Magerialism

| admire people who own expensive homes, ears, and clothes.

Richins (2004)

The things | awn say a lot about how well I'm doing in life.

Buying things gives me a lot of plexsure.
I like a loe of hocury in my life.

My life would be better if | owned certain things | don't have.

I'd be happier if | could affard eo buy more things.
Products endorsed by influsncsrs draw my attention.
Products endorsed by influsncers influsnce my buying decitions.

Purchase
intentian

Khan etal (2019)

Wy frvorite influencer endorses a product, | will buy it

| buy a product because | like the personality of the influsncer endorser.
I buy a product that is endorsed by my favarite influsncer.

| feel happy in buying a product endarsed by a famous influencer.

139



Dinh et al.

Acknowledgments
Momne

Declaration of Conflicting Interests

The author(sp declared no potential conflicts of mterest with
respect 1o ihe research, authorship, and'or publication of this
article.

Funding

The author(sp received no financial support for the research,
authorship, and jor publication of this article.

Research Data for Review
Drata are available if requesied to the author.

ORCID iDs

Thi Cam Tu Dinh (5 hnps:) orcid o g O000-0002-1366-811X
Menggi Wang ([ hitps: | orcid.org/ D000-0002- 3364-908X
\'mnja.el;ee@ hitps:)/cocid.org OO00-2-2587- 3866

References

Abidin, C. (2006). Visibility laboor: Engaging with influencers’
fashion brands and #ootd adveriorial campaigns on |nsta-
gram. Media fnrernarional Austrafia, 16.0(1), 86100, hups:)/
doiorg/ 10,1177/ 1 3298 T8x 166651 77

Alt, D (2015). College students’ acadermic motivation, media
engagement and fear of missing oul. Comgputers in Haman
Belavier, 49, 111-119. hips://dod.org/10.1016/j.chb 2013502
057

Al D, & Bomiel-Mission, M. (2018). Parent-adolescent com-

mle ] =50 ) e I The iatE

opinion leadership. Jowrnal of Business Research - Tark, 117,
S10-519. hiips:/ doi.org/ 10.1016/j. jbusres 2018.07.005

Castillo-Abdul, B., Romero-Rodriguez, L. M., & Balseca, 1.
(2021). Hola followers! content analysis of Y ouTube chan-
nek of female fashion influencers in Spain and Ecoador.
Sage Open,  [H4),  1-140 hotpsy) dodorg/ 1010177/
Z15R244021 1036609

Chase. J. (2018). Explaining females’ envy toward social media
influencers. Media Psyeholegy, 20(2), 246-262. huips:/doi.
org/ 101080,/ 15213269 30171328312

Chaffey, D (2022). Global social media staristies research sum-
miary 02X hitpa:]www smartingights.com socialkmedia-
marketing social-media-strategy new-global-social-media-
resgarch,

Chan, 8. 8, Van Solt, M., Cruz, R. E., Philp, M_, Bahl, §_,
Serin, M., Amaral. N. B Schindler, R., Bartosiak, A,
Kumar. 5. & Canbuolur. M. (2022). Social media and mind-
fulness: From the fear of missing out {FOMO) o the joy of
missing out (JOMOL The Jourmad of Comameer Affairs,
Sai3), 1312-1331. hmpa:) (doiorg/ 10,1111 joca. 12476

Cheng. Y., Chen, Y.-E. R., & Hung-Baesecke, C.-J. F. (2021).
Social Media Influencers in CSR endorsement: The Effect
of consumer mimicry on CSR behaviors and consumer rela-
tionships. Soctal Seicnee Computer Review, 394), T44-761.
htps://dod.org/ LOLLET7 089443932098 T1 84

Chen, H. (2003). Sty o ool wear susntoring and predicrion
techrelogy  based o pudti-paraneter inforsarion fsion.
Southwest Jiaotong Lniveraity.

Clark, M. (2015} Connecting in the scandalverse: the power of
social media and parasocial relationships. In ). V. Pavlik
(Ed.). Digital rechmology and the fwiwee of broadeassing
ipp 199-213). Routledge.

De Veirman, M., Cauberghe, V., & Huodders, L. (2007, Mar-
keting through Instagram influencers: The impact of aum-
ber of followers and product divergence on brand anitude.

use:
role of fear of missing out (FoMOY. Jowrnal of Fameily foanes.
39, 3391-3400. hitps://doi.org/10.1 17701925153 1 8T8 3493

Aral, 8. (20111 Commentary—Identifying social influence: A

on opinion leadership and social contagion in pew

product  diffusion.  Morkering  Scionce, 32), 217-223.
hurpsy idoiorg) 10,1287 mikse. | 100,034

Bevens, 1., Frison, E.. & Egeermont, 8. (3016). 1 don't want 1o
miss a thing™: Adolescents” fear of missing out and its rela-
tionship to adolescents” social needs, Facebook wse, and
Facebook related stress. Computers in Hunan Behavier. 64,
1-8. hurps:) 'doiorg/ 101016/j.chb 2016.03.083

Boerman, 5 C.. & Miller, C. M. (3022). Understanding which
cues peophe use 1o identify inflluencer marketing on Insta-
gram: An eye tracking study and experiment Fpermrioma!
Jonerranl of Aaversising, 4101, 6-29. hitps://doi.ogg TO 1080,
0265045872021 19862 56

Brown, K. W., Kasser, T., Ryan. R. M.. & Konow, J. (2016).
Materalism, spending, and affect: An event-sampling study
of marketplace behavior and its affective coste Jourrmal of
Happiness  Studies, [N6), 2277-2202  hips/doi.org/10.
1007 /s 10902-013-9654-9

Casald, L V. Flaviin, C., & Ibdfez-Sinchez, S (2020). Influ-
encers on Instagram: Antecedents and comsequences of

140

Treter [ fouermad of Adveriising, 36(3), T98-828_ hups:/|
doi.org 1L I0G00265048T 20171348035

Dinh. T. C. T_. & Lee, ¥. (2022). | want to be as trendy as
influencers™ How “fear of missing out™ lewds to buying
intention for products endorsed by social medea influencers.
dourmal of Research in Tteractive Markering, I6(3), 346-364.
binapss/pdod. org/ 101108 frim-(4-2021-0127

Duman, H., & Ozkasa, B. ¥ {J021). The impact of social aden-
tity on online game addsction: The mediating rale of the fear
of missing out (FoMO) and the moderating role of the need
o belong. Currenr Peychology, $09), 43714580, hiips:)\doi.
org/ 10,1007 5121 44-019-00392-w

Duntot, V. (20200 A social identity perspective of social media’s
impact on satisfaction with life. Peoetalogy and Markering,
A7(6), 750772 hrpa:/ doiorg) 10002 mar 21333

Fang, 1. Wanp. X, Wen. Z_ & Fhou, 1. (2020). Fear of missing
out and problematic social media wse as mediators between
emotional support from social media and phubbing beha-
viod. Addicrive Behaviors, 107, 106430, hitps: doiorg/10.
1016 jaddbeh. 2020, 1 06430

Farivar, 8., Wang, F._ & Yuan, Y. (2021} Opinion leadesship
wa. para-social relationshige Key factors in influencer mar-
keting, Jowrnal of Retailing and Consumier  Serviees, 39,
10237 1 htrps: )/ jdoiorg/ 10.1016/j jretconser 2030102371



12

SAGE Open

Finstad, K. (2009). Response interpolation and scale sensitivity:
Evidence against S-point scabes. Jourmal of Usabilicy Snadies,
3, loa-110.

Fitzmaurice, 1., & Comegys, C. (3006). Materialism and social
comsumption. The Joarmal of Marketing Theory and Prac-
rice,  Md),  ZRT-2990 hnps:) doiorg 102753 mip 1 069-
G6TY | 40403

Freberg, K., Graham, K., MoGaughey. K.. & Freberg, L. AL
(2011} Who are the social media influencers? A study of
public perceptions of personality. Public Relanions Review,
I, 992 hitps: ) doi.org/10.1016j_pubrey. 20 10. 1 1.001

Geng, Y., & Mamaitwersun, M. (2022), Research progress of
green marketing in sustainable consumption based on Cite-
Space analyss. Sege Open, 123), 1-19. hitps://doiorg/10.
1177/ 21582440221 119835

Geng, Y., Maimaitversun, M., & Fhang, H. (2022). Coordi-
nated interactions berween economy and armospheric envi-
ronment:  lemporal-apatial  comparisons  from  China.
Enr t Develop and 8 bilirg, 2.
138871301 6. hitps: doi_org/ 10,1007 s 1 0668-021-02016-5

Cieyser, W. (2022). The Swore of hfencer Markering X022
Benclwaek Reporr. hitps:) finfl rketinghub.com,
mfluencer-marketing-renchmark-report)

Good, M. C_. & Hyman, M. B. (20000 fear of missing out':
Adgtecedents and influsnce on purchase likelihood. The Sour-
il of Markeiting Theory and Practice, 28(3). 330-31.
hutps: | doiorg 10, 1080010696679 2020.1 Tea359

Hayes, A F. | 3018). friroduetion 1o med

Ied

rR—

and
Inased approvsh

rovess A regr

(2nd ed ). Guilford Press.

Hudders, L, De Jans, 5., & De Veirman, h. (2021 ). The com-
mercialization of social media stars: A lierature review and
conceptual framework on the sirategie wse of social media
miluecncers.  fwrernarionel  Jourmal of  Adversising, $03),
327375 hutps: | (doi.org, 101080/ 02650487 3020 1836925

Hughes, C., Swaminathan, V., & Brooks, G. (2019). Driving
brand engagement through oaline socal influencers: An
empirical investigation of sponsored blogging campaigns.
Jourrnal of Marketing, 82(3). T8-06. hitps:/ doi.org/10.1177
0222429 (9854374

Hung, K., Chan, K. W, & Tse, C. H. (2011). Assessing celeb-
rity endorsement effects i China: A consumer-celebrty
relational approach. fourmal of Adverriing Research, 51,
GUR-623. hirps: | (doi.org 10,2501 fjar-51-4-608-623

Islam, T_, Sheikh, 7., Hameed, 7., Khan .. & Azam. R.
[ (2018). Social comparison, materialism, and compul-
sive buying based omn stimulus-response-model: A com-
parative study among adolescents and young adulis.
Young Conmamers, J9(1), 19-37. hiips://doi.org/ 10,1108
ye-07-2007-00713

Jiménez-Castillo, D, & Sinchez-Ferndndez, R. (2019). The role
of digital influencers in brand recommendarion: Examinig
their impact on cngagement, expected value and purchase
mntention. frernationa doswenal of Inforsurion Management,
49, 366-3T6. hugs: dod.org/ 10,1016/ ginfomgt 20 1907009

Jin, S-A. AL & Phua, 1. (2014). Following celebrities” tweets
about bramds: The impact of twitter-based electromnic word-
of-mouth on consumers’ source credibility perceplion, buy-
g intention, and social identification with celebrities.

dourmal of Adverrisimg, 432) 181195, baips:/ /doiorg/ 10,
LOS0/009 1 3367.201 3. 827606

Jin, 8. V. (2018). Celebrity 2.0 and beyvond!™ effects of Face-
book profile sources on social networking advertising. Comi-
puters i Human Behavior, 79, 1534168, hps:\doiorg 10,
1016/j.chb 201710033

Jin, 8. V., Mugaddam, A., & Ryu, E. (2009} Instafamous and
social media influencer marketing. Markesing feielligence &
Plenniug, 373, 367-379. hoips:/ /doi.org/ 10,1108 mip-09-
HE-0375

Kay, 5., Mulcaly, R., & Parkinson, 1. (2020). When less &
e The impact of macro and micro social media influen-
cers” disclosure. Sourmal of Markering Managenment (JMM ),
F6(3-4), 245278 hitps:/doi.org 10, 10800267257 H020.
1718740

Keller. E_. & Berry, 1. (2003). The influentiols. Free Press.

Kemp. E., Childers, C. ¥ & Williams, K. H. (2012). Place
branding: creating self-brand connections and brand sdvo-
cagy. Jourmal of Produer & Bromd Manaogement, 2(T),
S08-315. buips:/dod.org/ 10,1108/ 1061042121 1276259

Khan, M.. Memon, Z., & Kamar, 8. (2019). Celebrity endorse-
ment and purchase inentions: The role of perceived quality
ard brand loyalty. Marker Foree, 14, 99-120.

Ki, C., & Kim, ¥. (2019). The mechanism by which social
media influencers persuade consumers: The role of consu-
mers’ desire o mimic. Parebology and Markeriag, 36010),
Q05922 hps:(doiorp/ 10, 1002 /nur 21244

Ki, C. W., Cocvas, L. M., Chong. 5. M., & Lim, H. {2020).
Influencer marketing: Social media infleencers as human
brands attaching to followers and yielding positive market-
ing resulis by fulfilling needs. Jownal of Keroling and Con-
smiter  Services, §5, 102133 hops: | dodorg/ 10010165
jretcodser 2020 102133

Kim. E_, Shoenberger, H_, & Sun, Y_ (3021). Living in a mate-
rial world: Sponsosed nstagram posis and the role of mate-
rialism, hedonic cojoyment, perceived trust, and need w
belong. Sociol Media + Sociery, N3), 1-11. hitps: | 'doi.org,
H1177) 2056305121 1038306

Ladhan, R., Massa, E.. & Skandrani, H. (2200, YouTube
vloggers” popularity and influence: The roles of homophily,
emotional attachment, and expertise. Jorrna of Renailing
el Consumier Services, 34, 102027, hups: | doiorg 10,1016/
i M09, 002027

La Ferle, C_, & Chan, K_ (M08). Determinants for materialism
among adolescents in Singapore. Fewng Cowsumers, 9,
01214, hups: | (doiorg/ 101108 174736108 LSO | 633

Lee, J. A Bright, L. F_, & Eastin, M. 8_(2021). Fear of missing
out and comsumer happiness on Instagram: A serial media-
tion of social media infleencer-related acuvites. Cyberpsy-
chulogy, Behavior, mid Socksl Nenuoeking, 280(11), 762-T66.
hiips://dof.org 101089 cyber. 20200431

Lou. C., & Kim, H. K. {2019). Fancying the new rich and
famous? Explicaring the roles of influencer content, credibil-
ity, and pasental mediation in adolescents’ parasocial rela-
tionship, materalism, and purchase inentions. Frontiers ir
Fayehology, 10, 2567-67. hips:)'dot.org 10.3389) fpaye 3019,
02567

Lou, C., & Yuan, 5 (2009). Influencer marketing: How mes-
sage value and credibility affect consumer trust of branded

141



Dinh et al.

13

content on social media. SJournal of faleractive Advertising,
Iy, 38-T3.  hopsydoiorg 10, 1080, 15252009 2008,
1533501

Lyons, B., & Henderson, K. (2005, Opinion leadesship in a
computer-mediated  environment.  Soernel  of  Consner
Behaviur, 4, 319-320. hiips:| /doi org/ 10.1002/ch 22

Osemeahon, O. 5. & Agoyi, M. (2020). Linking FOMO and
smartphone wse to social media brand communities. Seirerin-
abifiry, {2, 2166, hitps:)'doiorg/ 10,3390 /501 2062 166

Preaybylaki, A K., Murayama, K., DeHaan, C. B, & Gladwell,
V. (2003). Motivational, emotional, and behavioral corre-
lates of fear of missing out. Compuiers in Husnn Belavior,
24y, 18411848 hups://doiorg 10.1016/jchb 2013.02014

Reer, F_, Tang. W. Y., & Quandt, T. (2019). Paychosocial well-
being and social media engagement: The mediating roles of
sockal comparison orientation and fear of missing oul. New
Media & Seciery. 20(7), 1486-1505. hueps://doi.org/ 101177/
1461 444818823718

Richins, M. L. (2004). The material values scale: Messurement
properties and development of a shon form. The Sourmnal of
Comsumrer Research, 31 200-219. hitps: /doi.org/ 1001086/
EREERT

Richins, M. L. (2011). Materialism, transformation expecta-
tions. and spending: Implications for eredit use. Jomraa! of
Pueblic Policy & Markering, 302, 141-156. hips: | /doiorg/
10,1309/ jppm. 302141

Richins, M. L_, & Dawson, 5 {1992). A consumer values orien-
tation for materialism and its Scabe develop-
ment and validation. The Jonrnal of Comsmrer Rewcarch,
FH 3, 303316, hiips:) \dod org/ 101086209304

Ross, O, Ore, E S Sisic, M., Arsencault, 1. M., Simmering.
M. G, & Orr, R. R (2009). Personality and maotivations
associated with Facebook we. Compurers in Human Seha-
vior, (X)), $TE-586. hops:) doiorg/10.1006/j.chb 2008_12.
024

Ruvio, A, Gavish, Y_, & Shoham, A (301 3). Consumer's dop-
pelganger: A role model perspective on intentional consumer
mimicry. Jowrsiad of Corsumier  Belraviowr, 1), 60-69.
hitps: | doi_org 101062 ch 1415

Scheer, L. K_, & Stern, L. W. (1992). The effect of influence
type and performance outcomes on anftude wward the
influencer. Jourmal of Markering Research, 29(1), 128142
hnrps: ! doiorg 10,1 1T7/00TI243 TONR0M | |

Schouten, A. P, Janssen, L., & Werspaget, M. (2030). Celebrity
vs. influencer endorsements in advertising: The role of iden-
tification, credibility, and product-endorser (it fatermariona
Jourrrerd of Advertising, 3W2), 258-281. hups:doiorg 10
1080, 012650487 2019 1634898

Shan, ¥, Chen, K.-I., & Lin, 1-S_ {2020). When social media
influcncers endorse brands The effects of sell-influencer
congruence, parasocial idenification, and perceived endor-
ser motive.  Iwermations! Jowenal of  Advertising.  3935),
Sod-610. hitps:{fdoi.org/10. 108002630487 20191678322

Shoenberger. H., & Kim, E. (. {20019). Product placement as
keveraged marketing communications: The role af wishful
wdentification, brand trust, and brand buying behaviours.

142

Trrervational fowrnal of Adverrizing, 38, 50-66. hoips: doi.
org 101080/ 026350487 20171391678

Statista. (H021). IyTuencer marketing worldwide - stariiries &
etz Terrpa: | www statsta com| togics 2496 influence-
msarketing

Tafesse. W_. & Wood, B. P (2021). Followers' engagement with
Instagram influencers: The role of influencers” content and
engagement strategy. Sornal of Retailing and Consmrer Ser-
vices, 38, 102303, hops:/doi.org) 101016 j jreteonser N20.
102303

Taillon, B. 1., Mueller, 5. M., Kowalezyk, C. M., & Jones, D.
M. (20200, Understanding the relationships between social
media influencers and their followers: The modesating role
of closeness. Sourmal of Prodier & Brand Marageoens, 29(6),
T67-T82. huips: \doi.org/ 10,1 108 jpbm-03-2019-2262

Uribe, R, Buzeta, C., & Vebisquez, M. (20016). Sidedness, com-
mercial intent and expertise in blog advertising. fourmal af
Business Research - Tk, 69 10), 44034410, hiips: | doiorg)
101016/ j.jhusres. 20 16,04 102

Uzunoglu, E., & Misci Kip, 5. (2014). Brand communication
through digival influencers: Leveraging blogger engagement.
Hrernationa! dowenal of fnformation Managenenr, 34(3),
02602 hutps:, ‘dod_ore 1001016 /j Sinfomgt 20 14.04.007

Vrontiz, D, Makrides. A Chnsiofi, M_. & Thrassou, A.
(3021). Social media influencer marketing: A systematic
review, integrative framework and future reseasch agenda.
Trrernation:s Jowrnal of Consurer Stulies, 43(4). 617-644.
hintpes:/dodarg/ 10111 Ges 12647

Wang, P Wang, X, Nie, 1. Zeng. P, Lin, K. Wang_ 1., Guo.
I, & Lei, L (2019). Envy and problematic smariphone use:
The mediating role of FOMO and the moderating role of
student-student relationship. Persomaing and Brdiviched Dif-
Jevences, {46, 136-142. hitps:) ‘doi.org/10_ 1016 paid H19.
4013

Watson, J. 1. (2003). The relationship of materialism to spend-
ing tendencies, saving, and Debi. foern of Ecommmic Psy-
chulogry. 24 T23-T39. hops: | (dodorg/ 10,1016 joep. 2003 06.
o0l

Wepmann, E., Oberst, U, Siodi, B. & Brand, M. (37).
Omline-specific fear of missing out and Interiset-use expec-
tancies contribute w0 symptoms of [mernet-conmuicaton
disorder. Addicrive Befuviors Reporrs, 3. 3342 huips:) \doi.
org/ 101006 j.abrep 201 7.04.001

Niao. L. Saleem. A Tamqg. 5. M. Ul Hag, J.. & Guo, M.
(20213, 1 wish 1 could be like herhim! How self-congruence
stimulates a desire 1o mimic. Jourrma! of Theoretical and
Applicd  Electronic Convrierce Research, J6(T). 30233042
htips:/doi.org 103390 jaer 16070163

Xi, Y., Huo, 1., Zhao, X, Jiang, ¥, & Yang, Q. (2022). The
effects of fear of missing out on social media posting prefer-
ences. Fa Jonrncdl of Marketing, $6{12), 345334484,
bittpess o aor e 10, 1108 ejm- 10-2021 -0814

Fhang, 7., Jiménez, F. R & Cicala, I E. (2020). Fear of miss-
ing out scale: A perspective. Poychology and
Markering, 3711, 1619-1634. hteps://doi.org/ 1001002/ mar.
406



