BABYV
KESIMPULAN & SARAN

5.1 Kesimpulan

Berdasarkan hasil penelitian yang telah dilakukan mengenai pengaruh
Advertisers, Opinion Leaders, Friends and Peers, serta Celebrities terhadap niat beli
Gen Z pada platform Kick Avenue, maka diperoleh kesimpulan sebagai berikut:

1. Advertisers berpengaruh positif dan signifikan terhadap niat beli (H1
diterima).
Hasil penelitian menunjukkan bahwa Advertisers yang aktif di media sosial
mempengaruhi niat beli konsumen, khususnya di kalangan Gen Z. Semakin
sering konsumen melihat iklan yang menarik dan relevan, maka semakin
tinggi niat mereka untuk membeli produk yang dipromosikan.

2. Opinion Leaders berpengaruh positif dan signifikan terhadap niat beli (H2
diterima).
Penelitian ini menemukan bahwa Opinion Leaders memiliki pengaruh yang
signifikan terhadap niat beli Gen Z. Konsumen cenderung lebih mempercayai
dan mengikuti rekomendasi dari Opinion Leaders yang mereka anggap
memiliki pengetahuan dan kredibilitas di bidangnya.

3. Friends and Peers berpengaruh positif dan signifikan terhadap niat beli (H3
diterima)
Friends and Peers menunjukkan pengaruh yang signifikan terhadap niat beli.
Gen Z cenderung lebih mempercayai rekomendasi dari teman-teman dekat

mereka, yang sering berbagi pengalaman dan ulasan produk di media sosial.
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4. Celebrities berpengaruh positif dan signifikan terhadap niat beli (H4
diterima)
Celebrities yang mempromosikan produk dengan tepat dapat meningkatkan
kepercayaan dan daya tarik produk di mata konsumen. Gen Z lebih cenderung
membeli produk yang dipromosikan oleh celebrities terkenal yang mereka

sukai dan percayai.

5.2 Implikai Manajerial

Berdasarkan hasil penelitian ini, beberapa implikasi manajerial yang dapat menjadi

masukan bagi pihak Kick Avenue dalam merancang strategi pemasaran adalah:

1.

Optimalisasi Penggunaan Advertisers

Advertisers memiliki peran penting dalam memperkenalkan produk kepada
audiens yang lebih luas melalui iklan berbayar di media sosial. Untuk
meningkatkan niat beli, Kick Avenue perlu memperkuat strategi iklan berbayar
yang ditargetkan pada audiens Gen Z di platform-platform seperti Instagram dan
TikTok, dengan iklan yang menarik dan relevan. Advertisers sebaiknya
menyesuaikan pesan iklan dengan preferensi dan gaya hidup Gen Z, serta
memanfaatkan fitur iklan yang lebih interaktif, seperti video produk atau konten
yang bisa dibagikan.

Peningkatan kolaborasi dengan opinion leaders

Opinion leaders yang memiliki kredibilitas dan pengaruh dalam dunia fashion,
terutama di kalangan Gen Z, sangat mempengaruhi keputusan pembelian. Kick
Avenue sebaiknya lebih selektif dalam memilih influencer atau blogger fashion

yang memiliki pengaruh besar di kalangan audiens mereka. Kolaborasi dengan
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opinion leaders dapat meningkatkan kepercayaan audiens terhadap produk dan
mendorong mereka untuk membeli produk yang direkomendasikan. Oleh karena
itu, Kick Avenue bisa lebih mengoptimalkan endorsements oleh opinion leaders
yang dianggap berkompeten dan terpercaya dalam dunia fashion.

. Memperkuat Pengaruh friends and peers

Berdasarkan hasil penelitian, friends and peers memiliki pengaruh yang paling
kuat terhadap niat beli. Untuk itu, Kick Avenue perlu mengoptimalkan strategi
word-of-mouth marketing dengan menciptakan program referral atau insentif
bagi pengguna untuk mengajak teman-teman mereka bergabung dan membeli
produk. Program ini bisa memperkuat pengaruh teman dalam jaringan sosial
mereka dan meningkatkan loyalitas pelanggan. Selain itu, memberikan testimoni
atau review dari teman juga dapat membantu meningkatkan rasa percaya
terhadap produk yang dijual.

. Pentingnya Penggunaan Celebrities.

Celebrities berperan besar dalam membangun kesadaran merek dan
mempengaruhi keputusan pembelian melalui daya tarik mereka. Kick Avenue
sebaiknya bekerja sama dengan selebriti yang memiliki hubungan emosional
dengan Gen Z, serta memilih selebriti yang relevan dengan produk yang dijual.
Kolaborasi dengan selebriti yang populer di kalangan audiens muda dapat
memperkuat daya tarik produk dan mendorong lebih banyak konsumen untuk
melakukan pembelian. Misalnya, endorsemen oleh selebriti yang memiliki gaya
hidup yang dekat dengan tren streetwear dapat meningkatkan kredibilitas

produk.
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5.3 Kelemahan Penelitian

Beberapa keterbatasan dalam penelitian ini adalah sebagai berikut:

1.

Terbatas hanya pada satu platform

Penelitian ini hanya fokus pada platform Kick Avenue, yang mungkin tidak
dapat digeneralisasi untuk semua platform e-commerce atau produk fashion
lainnya. Preferensi konsumen terhadap platform lain mungkin berbeda,
sehingga perlu dilakukan penelitian lanjutan dengan objek yang lebih
beragam.

Variabel dan model yang terbatas

Penelitian ini hanya mempertimbangkan pengaruh empat kategori SMIs
yaitu, Advertisers, Opinion Leaders, Friends and Peers, Celebrities terhadap
Niat beli, sementara masih banyak faktor lain seperti harga, kualitas produk,
dan persepsi merek yang juga dapat mempengaruhi niat beli konsumen belum
dimasukkan. Penelitian selanjutnya dapat memasukkan lebih banyak variabel
yang relevan untuk memberikan gambaran yang lebih lengkap mengenai
faktor-faktor yang mempengaruhi keputusan pembelian konsumen.

Tidak ada kriteria advertisers, opinion leaders, dan celebrities.

Dalam penelitian ini ada kurangnya dalam penjelasan detail mengenai kriteria
responden dalam kuesioner yang terkait dengan celebrities, opinion leaders,
dan advertisers. Meskipun penelitian ini fokus pada pengaruh influencer
dalam media sosial terhadap keputusan pembelian Gen Z, saya menyadari

bahwa kriteria responden yang menjelaskan seperti apa karakteristik dari
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celebrities, opinion leaders, dan advertisers yang digunakan dalam penelitian

perlu lebih diperjelas.

5.4 Saran Penelitian ke Depan

Berdasarkan hasil penelitian ini, beberapa saran untuk penelitian selanjutnya adalah:

1.

Mengembangkan objek penelitian

Penelitian ini sebaiknya melibatkan lebih banyak platform atau produk fashion
untuk melihat apakah hasil yang sama berlaku di industri fashion secara umum.
Agar hasil penelitian lebih luas dan mewakili kondisi pasar secara besar,
sebaiknya penelitian selanjutnya melibatkan bebagai platform lainnya. Dengan
begitu, perbandingan antar platform dapat dianalisis dan hasilnya bisa menjadi
referensi yang lebih beragam bagi pelaku industri produk mewah.
Menambahkan variabel yang lebih beragam

Variabel lain yang dapat mempengaruhi niat beli, seperti kualitas produk,
harga, atau pengaruh iklan melalui media lain, sebaiknya juga dipertimbangkan
dalam penelitian berikutnya. Dengan ini, penelitian berikutnya disarankan
untuk menambahkan variabek-variabel tersebut agat hasilnya leboh

komprehensif dan mendalam.
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LAMPIRAN

LAMPIRAN PERTANYAAN KUESIONER

Apakah Anda mengetahui apa itu Kick Avenue?

| o Ya | o Tidak |
Apakah Anda merupakan Gen-Z (Kelahiran 1997 - 2012)
| o Ya | o Tidak |
Apakah Anda pernah melihat konten dari Kick Avenue di media sosial secara
general?
| o Ya | o Tidak |
Jenis Kelamin
\ o Perempuan \ o Laki-laki \
Usia
| o 13-17 Tahun o 18-20Tahun | o 20-24Tahun |
Pendidikan terakhir
| o SD/SMP/SMA/SMK| o D1/D2/D3 | o S1/S2/83 |
Pendapatan
o <Rp.1.000.00 o Rp.1.000.00 o Rp. o >Rp
0 0- 2.000.00 5.000.00
2.000.000 0- 0
5.000.00
0
Lampiran 1 PERTANYAN KUESIONER
Skala
Adpvertisers Sangat | Tidak Netral | Setuju | Sangat
Tidak Setuju setuju
Setuju
1 | Saya sering
melihat iklan kick
avenue di media
sosial
2 | Iklan di media

sosial dapat
memengaruhi
perilaku saya
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Saya sering
mengunjungi iklan
kick avenue di
media sosial

Opinion Leaders

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
setuju

Saya sering
mengikuti
unggahan dan juga
video kick avenue
dari pemimpin
opini (Opinion
Leaders)

Pilihan gaya
berpakaian saya,
misalnya dalam
memilih produk
mewah di kick
avenue, sedikit
banyak
dipengaruhi oleh
pemimpin opini
(Opinion Leaders)

Saya suka
berpakaian seperti
pemimpin opini
(Opinion Leaders)
yang saya sukai

Friends and Peers

Skala

Sangat
Tidak
Setuju

Tidak
Setuju

Netral

Setuju

Sangat
setuju

Teman-teman saya
sering
merekomendasikan
beberapa produk
mewah dari kick
avenue kepada
saya

Saya sering
mengikuti
unggahan dan
video produk
mewah Kkick
avenue dari teman-
teman saya
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Pilihan gaya
berpakaian saya,
misalnya dalam
memilih produk
mewah di kick
avenue, sedikit
banyak
dipengaruhi oleh
teman-teman saya

Teman-teman
berperan dalam
perilaku pembelian
saya terhadap
produk mewah di
kick avenue

Skala
Celebrities Sangat | Tidak Netral | Setuju | Sangat

Tidak Setuju setuju
Setuju

Saya sering

mengikuti

unggahan dan

video produk

mewah Kick
avenue dari
selebriti di media
sosial

Saya sering
membeli produk
mewah di kick
avenue yang
direkomendasikan
oleh selebriti di
media sosial

Pilihan gaya
berpakaian saya,
misalnya dalam
memilih produk
mewah di kick
avenue, sedikit
banyak
dipengaruhi oleh
selebriti

Saya suka
berpakaian seperti
selebriti sosial yang
saya sukai
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Selebriti berperan
dalam perilaku
pembelian saya
terhadap produk
mewah di kick
avenue

Purchase Intention

Skala
Sangat | Tidak Netral | Setuju | Sangat
Tidak Setuju setuju
Setuju

Saya akan memilih
produk mewah di
kick avenue yang
direkomendasikan
oleh teman dan
rekan saya di
media sosial

Saya akan
terpengaruh oleh
iklan kick avenue
di media sosial

Chat di media
sosial
memengaruhi
keputusan
pembelian saya di
kick avenue

Saya sering
merujuk pada
orang-orang di
media sosial ketika
membuat
keputusan
pembelian produk
mewah di kick
avenue
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Lampiran 2 KUESIONER GOOGLE FORM

e oo Mte o e
20 o &t A

PENGARUH
ADVERTISERS,
OPINION LEADERS,
FRIENDS AND PEERS,
DAN CELEBRITY
TERHADAP
PURCHASE
INTENTION GEN-Z
(STUDI PADA
PLATFORM KICK
AVENUE)

Halo, perkenalkan saya Made Gopin Pralian yang
merupakan mahasiswa program studi Sarjana
Manajemen angkatan 2021 Fakultas Bisnis dan
Ekonomika, Ur Atma Jaya Y

» ¥

Saat Ini saya sedang melakukan penelitian
mengenai "PENGARUH ADVERTISERS, OPINION
LEADERS, FRIENDS AND PEERS, DAN CELEBRITY
TERHADAP PURCHASE INTENTION GEN-Z (STUDI
PADA PLATFORM KICK AVENUE)" sebagal bagian
dari penyelesaian tugas akhir (Skripsi). Maka dari
itu, saya mohon kesediaan Anda untuk mengisi
kuesioner ini. Jawaban dari Anda akan saya
gunakan untuk memenuhi kebutuhan penelitian.

Kriteria responden dalam penelitian ini adalah
sebagai berikut:

1. Merupakan Gen-Z (kelahiran 1997 - 2012)
2. Mengetahui tentang Kick Avenue

3. Pernah melihat konten promasi dari Kick Avenue
di medla soslal secara general

Jika Anda merupakan kriteria yang saya butuhkan,
mohon untuk meluangkan waktunya untuk mengisi
kuesioner ini. Atras bantuan Anda saya ucapkan
terima kasih. Apabila ada pertanyaan dari isi
kuesioner ini, Anda dapat menghubungi saya
melalui IG (madegopin)

Catatan: Semua jawaban Anda akan dijaga
kerahasiaannya dan digunakan hanya untuk
kepentingan penelitian ini,

Terima kasih atas partisipasi Andal $» >

farpaika7@gmail.com Switch account
2 Not shared

(<)

Next Clear form
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Pertanyaan Filter 1 N

Mohon dapat mengisi pertanyaan berikut untuk mengetahui kesesuaian terhadap kriteria responden yang
dibutuhkan.

Apakah Anda pernah melihat konten dari Kick Avenue di media sosial secara general? *

Labubu brainrot

Tidak

Pertanyaan Filter 2 ¥

Mohon dapat mengisi pertanyaan berikut umtuk mengetahui kesesuaian terhadap kriteria responden yang
dibutuhkan.

Apakah Anda merupakan Gen-Z (Kelahiran 1997 - 2012) °

Ya

Tidak
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Pertanyaan Filter 3 Y

Mohon dapat mengisi pertanyaan berikut untuk mengetahui kesesuaian terhadap kriteria responden yang
dibutuhkan.

Apakah Anda mengetahui apa itu Kick Avenue? *

KICK AVENUE Q & o TIpgral con

THENGING

) Ya

Tidak
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Profil Responden

Dimslhresyi | oopeshiomal

Lisin *
{ 1 TH- 20 Tahun

(1 20 -24 Tahun

{1 1377 Tahun

Pendadikan Terakhir ™

i 1 E0/EMPSSMASSME
{1 D/Of0d

[ e PP

Pendanatan *
{ 1 «RpT.HNG 00

{1 Re. i DD0000 - 2 00 00y
{ 1 FRIDDOO00- 5 IHID 0O

(7} » Rp.5.000 00
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Adveriizens

i
n

Adveriiuers oty panglklas dafas pendisan inl menduk poda iediido gfou ponscahasas yang moampeomatkian
produk 355y syanan malakd barbagal platform, nretama mada socisl

Banit adalak panjalasan skala Liker 5 poin
1 =Songat Tedak Sasup

2 = THiak Setuju

-
ki
i
I=
i

Sangas Tidak Sesuju ':-" '::i ':-:' ":;' ':-:' Sangar Saiuu
Ik i ey B ial dapat memengeiuhi peiiake ==y ™
b z 3 -+ =
Eangat Tidak Sefuju o o 0 o 2 Sangat Sefuju
Says senng mengunjung ikian kick avenee di media sosial *
1 I 3 = 5
Sangat Tidak Sesufu o o o 0 o Sangat Setuju
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Opinion Leaders i
Opinion Leaders atau pemimpin opini dalam penelitian ini merujuk pada individu yang memiliki pengaruh
besar terhadap keputusan atau perilaku orang lain, terutama dalam hal rekomendasi produk atau layanan.
Berikut adalah penjelasan skals Likert 5 poin:

1 = Sangat Tidak Setuju

2 = Tidek Setuju

3 =Netral

4 = Setuju

5 = Sangat Setuju

Saya sering mengikuti unggahan dan juga video kick avenue dari pemimpin opini (Cpinion
Leaders)

Sangat Tidak Setuju O O @, \_ O Sangat Setuju

Pilihan gaya berpakaian saya, misalnya dalam memilin produk mewah di kick avenue, sedikit
banyak dipengaruhi oleh pemimpin opini (Opinion Leaders)

Q

O O Sangat Setuju

O

Sangat Tidak Setuju {:' |

Saya suka berpakaian seperti pemimpin opini (Opinion Leaders) yang saya sukai *

1 2 3 4 3
Sangat Tidak Setuju O O O @) O Sangat Setuju
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Friends and Peers

Friends and Peers atau teman dan rekan dalam penelitian ini meruik pada pengaruh yang diberkan cleh
individu yang dekat dengan kongurnen, seperti teman sebaya, keluanga, atsu kolega, dalam mempenganehi
ksputuzan pembealizn,

Eerikut 2dalsh penjelasan skalz Likert 3 poinc
1 = Bangat Tidak Satuju

2 = Tidak Setuju

3 = Hetral

4 = Setuju

5= Sangat Setuju

Teman-teman saya sering merekomendasikan beberapa produk mewah dari kick avenue
kepads saya

O

Sengat Tidak Satuju o @) ®] O Sangat Setuju

Saya sermg mengikuti unggahan dan video produk mesesh kick svenue dari teman-teman :
sa3y3

Sangat Tidak Setuju O D, O ®) O Sangat Setuju

Pilihan gays berpahkaizn saya. misalnya dalam memilih produk mewah di kick avenue, sedikit °
banyak dipengaruhi oleh teman-teman-saya

Sangat Tidak Setuju o o O & @ Sangat Setuiu

Teman-teman berperan dalam perilaku pembelian eaya terhadsp produk mewah di kick
avenue

®
®,
P,
O
¢
i
€

Sangat Tidak Setuju 8]
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Celebriti v
Cedebrities atzy selebriti dalam penalitian ini mergulk pada indrvidy terkenal vang memiliki pengaruh besar
terhadap keputusan pembelisn konsumen.

Berilout adalzh penjelasan skala Likert 5 poin:

1 = Sengat Tidak Setuju

2 = Tidak Sewjis

3= HNetral

4 = Setuju

5= Sangat Setuju

Saya sermg mengikuti unggehan dan wideo produk mewszh kick avenue dan selebnti di media
sosial

—
(3]
[
d=
o

Sangzt Tidak Setuju % @ o O @ Sangat Satuu

Saya sering membeli produk mewah di kick avenue yang direkomendasikan oleh selebrti &
media sosial

Sangat Tidak Setuju O 0 O O o Sengat Setuju

Pilihan gays berpakaian saya, misglnya dalam memilih produk mewah di kick avenue, sedikit
banyzk dipengaruhi oleh selebrit

1 2 a 4 ]
Sangat Tidak Setuju O B O O o Sangat Setuu

Saya suks berpakaian seperti selebriti sosial yang saya sukai *
1 z 3 < 3
Sangat Tidak Sstuin D, 0 O 2 o Sengat Setuu

Selebriti berperan dalam perilaku pembefian saya terhedap produk mewsah di kick avenuea *

Szngat Tidak Sstugu @) O @ (@] O Sangat Sstig
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Purchase [ntention »
Purchase Intention stsu niat beli daleam penelitian ini menjuk pada sejauh mans konsumen berkeinginan

untuk membef produl stau layansn setelah menerma pengamuh dari besbagai faktor seperti ikan,
rekomendasi dan pemampin opini, teman, rekan, stau seksbti.

Berikut zdalah penjelasan skala Likert 5 pos
1 = Samgat Tidak Satuju

2 =Tidak Setuju

3 = Netral

4 = Setuju

3= Sangst Sstuy

Saya akan memilih produk mewsh di kick awenue yang direkomendzsikan aleh teman dan .
reken saya di media aosial

Sangzt Tidak Setuu O i, O O O Sangat Setgu

Sangzt Tidak Satuju o 9] @ O O Sangat Setuu
Chat di media sosial memengaruhi keputesan pembefian saya di kick avenue *
1 2 a 4 )

Sangat Tidak Setuju o o D] o 3 Sengat Setiu

Saye sering menyjuk pada orang-orang di mediz sosal ketike membuat keputuzan pembelian
produk mewah di kick avenue

Sangat Tidak Setuju o 0 o o C Sangat Satuu
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PENUTUP DAN UCAPAN TERIMAKASIH b4

Terima kasih telah meluangkan waktu untuk mengisi formulir ini. Jawaban yang Anda berikan sangat berharga
untuk penelitian ini dan akan membantu saya memahami pengaruh advertisers, opinion leaders, friends and
peers, serta celebrities terhadap purchase intention konsumen, khususnya di kalangan generasi Z yang aktif di
media sosial. Hasil penelitian ini diharapkan dapat memberikan wawasan yang bermanfaat bagi
pengembangan strategi pemasaran di platform Kick Avenue.

Jika Anda memiliki pertanyaan lebih lanjut atau ingin memberikan masukan tambahan, jangan ragu untuk
menghubungi saya.

Lampiran 3 JAWABAN PERTANYAAN

NO AD | AD|AD | OL|OL|OL|FP|FP |FP|FP|CL|CL|CL|CL|CL|PI|PI|PI|PI
1 2 3 1 2 3 1 2 3 4 1 2 3 4 5 112134

1 4 5 4 4 4 4 5 4 5 5 4 5 5 4 4 15| 5|5

2 5 4 4 5 5 5 4 4 5 4 4 5 4 5 5 5|14 |5 |5

3 4 3 4 4 3 3 3 4 3 4 4 3 3 4 3 314|133

4 4 3 4 4 3 3 3 4 3 3 3 4 3 3 4 3 14|34

5 4 3 4 3 3 3 4 3 3 4 3 3 4 3 3 3 14|43

6 4 3 4 4 3 3 4 4 3 4 3 3 4 3 4 3|13 |4 4

7 4 3 4 3 3 4 3 3 3 4 3 3 4 3 4 4 13144

8 4 5 4 4 5 4 4 5 5 4 4 5 4 5 5 4 |1 4|5 ]| 4

9 4 5 5 4 4 5 5 4 5 5 4 5 4 5 5 5|15 |45

10 4 5 4 4 5 4 5 4 5 5 4 5 4 4 5 4 1 5|5 ]| 4
11 4 5 5 4 4 5 5 5 4 4 5 5 4 4 4 4 | 4|5 |5
12 4 4 4 4 5 4 4 4 4 4 4 5 4 4 5 4 | 5|5 ]| 4
13 3 3 3 4 3 3 4 3 3 4 3 3 4 4 3 4 13| 3] 4
14 4 3 3 3 3 3 3 3 3 4 3 3 4 3 4 3 14|43
15 4 3 3 3 3 4 3 3 3 4 4 3 3 4 3 3141413
16 4 3 4 3 3 3 4 3 3 4 3 3 4 3 4 314133
17 4 3 4 3 3 3 4 3 3 4 3 3 3 4 3 4 13143
18 4 3 3 3 3 3 4 3 3 4 3 3 4 3 4 3 14| 3] 3
19 4 3 3 3 3 4 4 3 3 4 3 3 4 3 4 4 13| 3] 4
20 4 3 3 3 4 3 3 4 3 3 3 3 4 3 3 3|14 |43
21 4 3 3 3 4 3 3 3 3 4 3 3 4 3 3 3143 ]| 4
22 4 4 3 4 3 3 4 3 3 4 4 3 3 4 3 4 | 31314
23 4 4 3 4 4 4 5 4 5 5 4 5 5 5 4 4 1415|565
24 5 5 4 4 4 4 5 4 4 5 5 4 3 5 4 5|14 |4 4
25 5 4 5 4 4 5 4 5 5 5 4 5 4 5 4 4 |1 41 4] 5
26 4 5 4 4 5 4 5 5 4 5 4 5 4 5 4 4 1 5|5 ]| 4
27 4 5 5 4 4 5 4 4 5 5 4 5 5 4 5 4 | 5| 5] 4
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Lampiran 4 HASIL OLAH DATA

1. Nilai Loading Factor

Indikator | Nilai Outer Loading Kategori
AD1 0.777 Valid
AD 2 0.768 Valid
AD 3 0.821 Valid
OoL1 0.792 Valid
OL 2 0.726 Valid
OL 3 0.834 Valid
FP 1 0.75 Valid
FP 2 0.758 Valid
FP 3 0.736 Valid
FP 4 0.736 Valid
CL1 0.826 Valid
CL?2 0.707 Valid
CL3 0.708 Valid
CL4 0.799 Valid
CL5 0.749 Valid
Pl 1 0.754 Valid
P12 0.744 Valid
Pl 3 0.775 Valid
Pl 4 0.782 Valid
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Outer loadings - Matrix

AD 2
AD3
cL1
cL2
cL3
cL4
CLS
FP 1
FP 2
FP 3
FP 4
oL 1
oL2
oL 3
PI 1
Pl 2
PI 3
Pl 4
AD 1

2. AVE

AD CL FP
0.821
0.749

Average

Indikator variance
extracted (AVE)

AD 0.622
CL 0.576
FP 0.555
oL 0.616
Pl 0.584
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Construct reliability and validity - Overview

AD
cL
FP
oL
PI

Cronbach's alpha Composite reliability (r...
0.697 0.697
0.815 0.819

0.687 0.694

Composite reliability (r...

762 0.7 0.84%
. Cross Loading

Indikator [ AD | OL FP CL Pl

AD 1 0.777 1 0.559 | 0.581 | 0.623 | 0.635
AD 2 0.768 | 0.736 | 0.703 | 0.762 | 0.736
AD 3 0.821 | 0.588 | 0.565 | 0.657 | 0.653
OoL1 0.623 | 0.792 | 0.633 | 0.676 | 0.668
oL 2 0.563 | 0.726 | 0.628 | 0.667 | 0.639
OL3 0.698 [ 0.834 | 0.641 | 0.741 | 0.745
FP 1 0.55(0.487 | 0.75|0.582 | 0.606
FP 2 0.702 |1 0.731 | 0.758 | 0.736 | 0.701
FP 3 0.58 | 0.634 | 0.736 | 0.676 | 0.646
FP 4 0.492 |1 0.524 | 0.736 | 0.549 | 0.569
CL1 0.7341 0.705 | 0.661 | 0.826 | 0.716
CL2 0.611 | 0.681 | 0.651 | 0.707 | 0.666
CL3 0.585 | 0.632 | 0.604 | 0.708 | 0.63
CL4 0.727 |1 0.694 | 0.698 | 0.799 | 0.751
CL5 0.626 | 0.649 | 0.649 | 0.749 | 0.647
Pl1 0.604 | 0.652 | 0.647 | 0.623 | 0.754
P12 0.733 [ 0.667 | 0.64 | 0.717 | 0.744
P13 0.648 | 0.673 | 0.669 | 0.701 | 0.775
Pl 4 0.636 | 0.677 | 0.645 | 0.707 | 0.782
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Discriminant validity - Cross loadings

AD CL FP oL
AD2 0.768 0.762 0.703 0.736
AD3 0.821 0657 0.565 0.588
CcL1 0734 0826 0.661 0.705
CL2 0.611 0.707 0.651 0.681
CcL3 0.585 0.708 0.604 0632
CcL4 0727 0.799 0.698 0.694
CL5 0.626 0.749 0.649 0.649
FP 1 0.550 0.582 0.750 0.487
FP 2 0702 0.736 0.758 0.731
FP 3 0.580 0676 0.736 0.634
FP 4 0.492 0.549 0.736 0.524
oL1 0.623 0676 0633 0.792
oL:Z2 0.563 0667 0628 0726
oL3 0.698 0.741 0.641 0.834
Pl 1 0.604 0.623 0.647 0.652
Pl 2 0.733 0717 0.640 0.667
Pl 3 0.648 0.701 0.669 0673
Pl 4 0.636 0.707 0.645 0.677
AD1 0777 0623 0.581 0.559
4. Cronbach Alpha
Indikator Cri?ﬁﬁgh's religboim?/o(srlﬁi_a)

AD 0.697 0.697

CL 0.815 0.819

FP 0.733 0.736

oL 0.687 0.694

Pl 0.762 0.763
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P

0.736
0653
0716
0.666
0630
0.751
0.e47
0.606
0.701
D646
0.569
0668
0639
0.745
0.754
0.744
0775
0782
0635



Construct reliability and validity - Overview

Cronbach's alpha

AD
cL
FP
oL
PI

Composite reliability (r... Composite reliability (r...  Average variance extrac...

0697 0.697 na3? 0.622

5. Adjusted R-Square

R-square adjusted
0.864

Pl

R-square - Overview

R-square R-square adjusted
Pi 0.867 0.864
6. F Square
AD CL FP oL Pl
AD 0.106
CL 0.066
FP 0.081
oL 0.112
Pl
f-square - Matrix
AD CL FP oL Pl
AD 0.106
CL 0.066
FP 0.081
oL 0112
Pl
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7. Bootstrapping

2;:?12}2' T statistics P values | Keterangan

o) | (O/STDEV)
A0 oom 3.857 0 FS’?SEI'LE;‘;‘
e | 027 3.576 0 2?53.':.322
FEf 0.21 3,059 0.002 Fs’?s:ii;i Eg‘rr]‘
S'lgl 0.269 2577 0.01 Fs’?sm Eg‘;‘

Path coefficients - Mean, STDEV, T values, p values

Original sample (O) Sample mean (M) Standard deviation (ST... T statistics (|O/STDEV|) P values
AD -> PI 0.244 0.243 0.063 3.857
CL->PI 0.269 0.277 0.104 2.577
FP -= Pl 0.210 0.207 0.069 3.059
OL -= Pl 0.270 0.267 0.076 3.576
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Lampiran 5 JURNAL UTAMA

The current issue and full text archive of this journal is available on Emerald Insight at:
httpsifwww.emerald.comfinsight/1361-2026. htm

Who are social media influencers Sl media
for luxury fashion consumption of
the Chinese Gen Z? Categorisation

and empirical examination 603

Yan Sun and Rachel Wang Received 13 July 2020
Business School, Oxford Brookes University, Oxford, UK A e A ol
Dongmei Cao

Coventry Business School, Coventry University, Coventry, UK, and
Rouyi Lee
Yie Worldwide, Kuala Lumpur, Malaysia

Abstract

Purpose - Social media mfluencers (5Mls) play an increasingly important role in mfluencing youth and their
shopping hehaviours in digital marketing. Research has examined various but fragmented ShMls, which cause
:ncnn-.wtency in empirical results. This research seeks to cate:;mrlse the most popular SMIs in hoxury fashion
and examine their distinctive effects on Gen £ consumption in China,

Dealgmmethodologyfapprmch The authors categorise SMls into four groups based on two
dimensions, 1e. network interactivity vs social connectedness. Drawing on the social network theory, the
authors de\e]np the research model. A sample of 400 survey data is collected and analysed using the PLS-
SEM technique.

Flndln,gs The empirical results suggest that among the four popular SMIs groups, the effects of celebrities,
opinion leaders and friends and peers on luxury fashion consumption of Gen Z are statistically -.1g'anu_1nt
while that of advertisers are insignificant; that friends and peers have the most substantial effect among the
others.

Originality/value - The study contributes tounderstandmg SMIs and consumer behaviour in digital emerging
markets. By categonsmg SMIs, this study reconciles inconsistencies m the concept. This study contributes toa
better understanding of SMIs and their roles in the digital marketing of lnxury fashion consumption.
Keywords Social media influencer, Luxury fashion, Social networks theory, Guanxi, Social connectedness,
Network interactivity

Paper type Research paper

1. Introduction

Chma has made up one-third of global luxury consumption (Bu ef af, 2017). Bain and Co (2018)
predicted that Chinese consumers would contribute RMB 1 trillion (approx. £0.11 trillion) in
global luxury sales by 2025, With the ease of the COVID-19 lockdown measures in China, people
return to boutiques and shopping malls, and revenge/rebound spending is expected to drive and
lift the global heaury industry to grow again (William and Hong, 2020), Considering the already
substantial market size and the increasing surging consumption power, no one wonders that the
Chmese market will continue and become even more appealing to the global fashion hury
retails. However, not all international brands, including non-hxury brands, enjoy success in
China. Tesco, the latest example of failure, has completely withdrawn from the Chinese marlket
after a bumpy journey since the day of its launch (Hopkins, 2015). We argue in this research that
understanding this emerging and the attractive market is one of the critical reasons for the

ashaon Marketmg and

. . . . ' . 3 Marna it An Interna ol
success or failure of hxury fashion busmesses i this emerging but lucrative market. e i
Moreover, with technological advancement, digital marketing and online sales VoE “"ﬂ,f,—]

have gradually overtaken the traditional ones since the 1990s and became mainstream — ©Emead Pt Li s

(Alves ef al, 2016; Arrigo, 2018; Huang ef al, 2018). Social media platforms play a critical role  vorwnemean a0t
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1 the retail trend and influence consumption behaviour (Akar et al , 2015; Cao ef al, 2021). For
mstance, WeChat, the all-in-one social media platform in China, has 900 million users daily.
The average time spent on WeChat among millions of users is about 70 min per day (Statista,
2018). As suggested by Bain and Co (2018), Luxury consumption will be 100% mfluenced by
online interaction by 2025, In this context, luxury brands and retailers are more than eager to
understand the digital footprints of lwoury consumers and particularly of social media
mfluence in shaping the global hixury market.

The extant literature has suggested that social media platforms affect consumers’
engagement behaviours (Geissinger and Laurell, 2016; Lim et al, 2019; Cao ef al, 2021) and
that social media mfluencers (SMls) are significantly related to consumption behaviour
(Shephard et al, 2016; Nam and Dan, 2018). Who, however, are the SMIs for luxury fashion
consumption in the Chinese market? Literature has suggested various SMls and their
different roles mfluencing consumption behaviours, focusing on celebrity endorsement (e.g.
Park and Yang, 2012; Knoll and Matthes, 2017; Wang ¢f al, 2017; Jin and Ryu, 2019). Research
suggests that family, peers, and opinion leaders have a significant effect on purchase
mntention. However, the role of these other SMls has been underexplored though studied ma
few himited publications (e.g. Vernette, 2004; Brandao ef al, 20149). Moreover, different SMls
may influence consumer behaviour differently (Biswas ef af, 2006). There 1= little
understanding of who the SMls are and their various effects on consumer behaviour,
particularly in the context of the emerging and fast-developing luxury fashion market in
Chima. This research amms to categorise SMls and empirically examine their effects on the
lwury fashion consumption of Chinese Gen Z. Born n 1995 and afterwards, Gen Z is digital
natives who are extensively engaged towards technology (MacKenzie and McGuire, 2016;
Wiedmer, 2015) and also a target segment by SMls marking (Lin ef af, 2019).

Gen Z forms a significant force for luxury goods (Lee, 2018 WARC, 2019). According to
Salleh et al (2017), Gen Z are hypertext, overprotected, and tend towards mstant gratification.
Roesler (2015) reported that 47% of millennials are mfluenced in their purchases by social
media, compared to 19% for all other age groups (Roesler, 2015). Furthermore, 70% of Gen Z
m China are willing to purchase from social media (Lee, 2018; Jourdan and Master, 2018),
mdicating that it is crucial to investigate Gen Z's purchase mtention i luxury products from
the social media perspective. However, Gen Z's consumption behaviour in the huxury sector
remains under-researched. Deng and Chen (2018) suggested that Gen Z m China would prefer
domestic brands compared to foreign brands, which is a sharp contrast to the old generation.
In other words, repeating existing strategies and campaigns are not the best strategy for
luxury brands to attract Gen Z in China (Lee, 2018). Thevefore, this study explores how SMls
determine Chinese Gen £'s purchase decisions for luxury fashion consumption.

For the remainder of the paper, we categorise SMls and develop hypotheses in the
following literature review. Then, we introduce the research methods and design. Further, we
report and analyse the statistical results. Discussion of the findings and conclusions of our
contributions are m the end.

2. Literature review

2.1 Social networks theory

Social network theory explains the patterns of mteractions and exchanges experienced by

mdividuals in a society or community (Borgatti and Foster, 2003). A social network 1s defined

as “the collection of all the formal and mformal social ties to which an actor i1s connected™ (Che

et al, 2018). An individual’s position in a social network 1s reflected by his or her engagement

activities and social connectedness with others in society (Mirkovski ef al, 2018).
Developed further by the popularity of social media, soctal networks are also built to

connect individuals m the current digital era to strengthen communications among users and
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mmpact online purchase (Jin and Ryu, 2019). Social networking sites (SNSs help make
purchase decisions, including finding accurate information on the digital platforms and
reducing their shopping risks), and advertisements on the SNSs show a significant positive
mmpact on shopping behaviours (Yan ef al, 2019). During the Covid-19 pandemic mn 2020, the
retaillmg landscape worldwide has been changed dramatically overmight. The traditional
retail channel (physical stores) is no longer an option for individual consumers during the
lockdown in various countries while shopping on digital platforms becomes “new normal” for
global consumers. Social media sites rapidly become the touchpoint for digital marketers to
reach and mteract with mdividual consumers (REvan et al, 2017). SMIs are more active and
prominently affect online consumption, particularly in the Guanxi networking society
in China.

2.2 Guanxi soctety and soctal networks theory

“Guanxi” refers to the unique Chinese network first mtroduced in sociological studies around
the late 1970s, which describes relationships between people and connections built via
traditional nteractions among mdividuals (Hofstede, 1980). It is widely recognised that
Guanxi drives the fundamental dynamic of social networks m Chinese society and
communities. For instance, 1t is believed that people are relationship-orniented m nature and
circles (large or small) are created from both personal and professional perspectives. Fan
(20202, b) suggested three types: family guanxi, intra-organisational Guanxi, and extra-
organisational Guanxi.

Strongly influenced by Confucian culture since ancient times, Guanxi still plays an
essential role in cultivating relationships among individuals and between organisations in
China today (Guo ef al, 2018). Compared to the rule-based western societies, China is well
known as a guanxi-based society, and interpersonal trust between individuals even offers an
informal but effective way to deal with business transactions (Zhao and Vinig, 2019; Shareef
et al, 2020), Guanxi acts as a medium to support network building and strengthen connection
development m the business environment in China, for instance, to gather business
mformation or opportunities.

Hofstede (1980) maintamed a high degree of collectivism is one of the critical aspects of
Chinese culture. Furthermore, Guanxi 1s a cultural phenomenon reflecting an individual's
normal life m China and influences business strategy and practices, including a necessary
procedure to establish an intention to complete business transactions (Chung and Hamilton,
2001). Yang (2019) explained that Guanxi among individuals could be improved by
information sharing and greatly enhance online purchase intention. For instance, to maintain
a good Guanxi with others, individuals would follow their friends and peers in the social
media communities and show their support by positively responding to the posted content
and timely forwarding the recommendation of purchases to others.

Guanxi successfully expands from the physical world to the virtual environment in the
current digital age and 1s effectively applied mn the e-business context. For instance, Guanxi
plays an essential role in the crowdfunding sector in China and encourages online trust in
business communities (Zhao and Vinig, 2019).

2.3 Categorisation of SMis

Over the last decade, social media has become increasingly popular in digital marketing, such
as engaging consumers (Cao ef al, 2021) and promoeting brands and influencing the purchase
mntention among individual consumers (Delbaere ef al, 2020). SMIs are individuals who
actively create content (e.g. texts, images and videos) and regularly posts their views on their
preferred social media channels; their posts are quickly consumed and followed by large
social media audiences. Olanrewaju ef al (2020) suggested that the social status achieved by
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Figure 1.

Categorisation of SMis

SMls 1s used for business networking, information search and crowdfunding for their
business.

The concept of SMI has been discussed in existing literature with a different focus (Jin and
Phua, 2014). The latest illustration is proposed as “individuals who gained popularity on the
social media platform and a position of mfluence on their audience” in the general marketing
context (Delbaere ef al, 2020). However, this definition does not help understand the SMls ma
specific sector such as fashion luxury consumption in this study. Furthermore, little attention
has been drawn to the “categorisation of SMIs” under the context of luxury fashion and the
young generation in emerging markets,

Marketing professionals in business sectors widely quote types of SMls. As suggested by
Kaya (2018), GRIN (2020), Gulberti (2019) and Bovd (2016), types of SMls such as Miero-
Influencers (10-100 K), Mid-Tier Influencers (100-500 K), Mega Influencers (500 K-2 M), and
Al-Star Influencers (+2 M) are set up using numbers of followers. However, using such types
of SMls lacks support from the academic literature and empirical test results. The strength of
the influence maintained by tvpes of SMls remamns unknown, and the degree of the
mteraction between individuals and SMls 1s largely underexplored.

From the existing literature, we identify four popular groups of SMIs, who through their
social media activities, can influence consumers' purchase ntention. Firstly, advertiser SMIs
of luxury brands and their online mteractivities can influence purchase behaviour (Phan ef al,
2011; Duffett, 2017). Many studies have shared similar views of the impact of social media
advertising on purchase intention (Powers ef al, 2012; Wang and Qiao, 2020). Secondly,
opinien leaders and their engagement on social media have been noted as an influential force
on consumer behaviour in a few studies such as Vernette (2004), Wiedmann and Hennings
(2013), and Brandao ef al (2019). Thirdly, friends and peers have considerable influences on
one's purchase ntention and behaviour (Rajput and Kanna, 2014). Consumers trust content
from their friends and peers more than any other form of marketing communication
(Dennhardt, 2014; Mo and Wong, 201%; Singh et af, 2020). Lastly, messages that delivered by
celebrities recetve more attention and make a stronger mmpression than those messages
transmutted without celebrity endorsement (Kahle and Homer, 1985; Knoll and Matthes,
2017). Consumers tend to transfer their perception towards the celebrity to the product being
endorsed. Thus, the acceptability of brands will increase as they trust the celebrity (Biswas
et al, 2000; Li et al, 2019). Therefore, this study mvestigates how these four groups of SMls
mfluence Chinese Gen Z's purchase decision in luxury products (Figure 1).

The four groups of SMls can be distinguished based on two dimensions: social
connectedness and network interactivity, Social connectedness refers to the extent of a close
relationship n society. The magnitude of the social connectedness is reflected by the number

b
Friends and peers

Opinlon leaders

Celebrities

Network interactivity

Advertisers

v

Social connectedness
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of “friends” and “contacts” on the social media page (Sedera ef al, 2019). A Facebook user has
338 friends on average, and 15% of the users have more than 500 friends (Smith, 2019).
WeChat, the dominating social media tool in China, reposts 1 billion daily active users, and an
average user has 194 contacts on WeChat (Igbal, 2020).

The connectedness via social media has brought the origmal defimition of social
connectedness (as the experience of belonging to a social relationship or network) to digital
connectedness. Social connectedness provides mdividuals with a “so-real” wvirtual
environment to minimise physical interactions (Daft and Lengel, 1986; Sedera ef af, 2019).
As proposed i Figure 1, “Friends and peers” shows closer connectedness among four factors
mfluencing luxury consumption in young consumers in China. “Opimon leader” is i the
second place of “social connectedness” while “Celebrity” 1s n the third place, which has more
influence than “Advertiser”.

Interactivity has been defined from various perspectives in previous literature. For
mstance, Zhao and Lu (2012} explained “interactivity” through mobile responsiveness among
users, and Lee (2005) suggested “mnteractivity” as a multidimensional construct in the digital
context. Alalwan ef af (2020) validated the role of “interactivity” from the customer’s
perspective under digital technology and mobile shopping.

Network mteractivity is defined as the extent of network mnteractions m this study. On
sorial media brand communities, luxury brands provide immediate, interactive and low-cost
communication with their youth customers through SMls (Armgo, 2018). Among the four
proposed groups of SMs in Figure 1, “Friend and peer” presents the most dynamic network
interactivity, Individuals can act as influencers to mfluence each other on information
adoption and decision-making daily, such as choosmg a holiday destmation, making a
purchase on specific products and services, or catching up with the latest political and social
1ssues (Lm and Huang, 2018).

24 Hypotheses and research model

According to Bovee (1992) and Todorova (2015), the advertisers' role is to develop impersonal
marketing communication about a product and service through different media. The five
fundamental purposes of advertising are to grab attention/raise interest, develop and sustam
interest, create desire, incite action, and create goodwill (Shahid, 1999). The marketing
communication of a luxury brand should be able to distinguish it from a non-luxury brand. For
mstance, luxury brands must strictly follow their brand identity so that consumers can
differentiate the brand from other non-luxury brands (Bastien and Kapferer, 2012), Fionda and
Moore (2009) found that luxury products or brands are more likely to use a fashion show and
other similar events in marketing communication. In this case, advertising of lwoary products
or brands are not made to sell but to “keep the dream alive” via customer engagement.

It 1s to believe that effective advertising can strengthen luxury product purchase intention
among consumers as well-articulated advertising can minimise the product risk by providing
sufficient information and highlighting the essential attributes of the products (Khan ¢f al,
2017). In mainland Chmna, advertismg undoubtedly plays a vital role in creating brand
meaning. Notably, social media advertising becomes a widely used tool to encourage
communication between luxury brands and potential customers (Wang and Ciao, 2020).

Although many studies have investigated the influence of advertisers on consumers
purchase mtention, very little literature has forused on the effect of advertisers on Chinese
(en Z's purchase mntention of luxury goods.

A1 Advertises/advertisements through social media significantly influence Chinese Gen
Z's purchase decision concerning luxury goods.

Compared to non-luxury brands, lucury brands took a relatively slow approach to social
media while many brands are still carefully exploring the benefits from social networks.
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Encouraged by the positive results of “use of Facebook” among retailers, the burning
question for luxury brands now becomes how to present themselves online instead of
whether to move to the virtual environment (Brandao ef e, 2019},

Inevitably, social media influencer has grown to be an essential marketing tool for many
organisations to promote their products and reach consumers (Jaakonmaki ef al | 2017; Sudha
and Sheena, 2017). Opinion leaders mhabit a place between celebrities (less approachable) and
friends and peers (more approachable), and they build a closer relationship with the audience
through regular interaction and share of interests (Dhanani, 2017). For instance, personal
experience, product reviews, photos and videos are shared and exchanged between
influencers and followers almost in real-time via a social media platform.

One of the key elements contributing to the emergence of opinion leaders is interaction
{Uzunoglu and Kip, 2014), The interaction with online users or fans significantly impacts
their purchase intention as consumers can directly contact the content creators (Alves el al,
2016). In the United States, 70% of millennials trust and relate to opinion leaders more than
celebrities as they bond with them from shared interest, daily interaction, and responses to
the content they created that are not possible with traditional celebrities (Burgess, 2017). On
the other hand, the theory of conspicuous consumption maintains that haxury brands are
projecting one'’s wealth and social status. Luxury fashion consumption provides ego-
enhancing benefits, and opinion leaders usually set up a level of social status that
consumers would like to achieve. Hence, this affects consumers’ purchase intentions as they
purchase luxury goods to obtain a social situation like the opinion leaders (Sivanathan and
Pettit, 2010).

The trend of influential marketing continues to grow recently. It becomes an extension to
word-of-mouth marketing focusing on social context and operating more professionally.
Furthermore, it is a form of relationship and trust built between the content creator and their
audience, which can be beneficial for brands to improve business awareness and customer
lovalty (Sudha and Sheena, 2017). For example, Bughin (2015) found that approximately 50%
of first-time buvers were more likely to be influenced by the recommendation from opinion
leaders, Sudha and Sheena (2017) mdicated that blogs could significantly impact young
women purchase mtention after reading a positive review of a product. Nam and Dan (2018)
also showed that opinion leaders have a tremendous impact on consumer purchase mtention
i Ho Chi Minh City, Vietnam. Hence, we propose Hypothesis 2 as follows.

H2  Opinion leaders through social media activities significantly mfluence Chinese Gen
Z's purchase mtention of luxury goods.

Ivengar ef @l (2008) suggested that friends and peers might influence the purchase decisions
of an individual under a social network setting. Wu e af (2015) also investigated whether the
information exchange concerning luxury products was an enjoyvable communication between
friends and peers. Interestingly, Eom and Seock (2015) found that Western female consumers
are less affected by peers than Asian consumers and that brand image and media influences
are the main determinants of luxury consumption in mature markets. However, in Chinese
society, the social setting among friends and peers serves as the primary influence on
purchasing luxury products (Wang and Qiao, 2020). Peer reference significantly impacts
purchase decisions involving hixury fashion brands (Zhang and Kim, 2013).

Individuals from collectivist cultures, for mstance, China, tend to emphasise the goals of
the whole group and remains interdependent among group members (Mo and Wong, 2019). In
Chinese society, people need to make a serious commitment to be accepted as one part of the
social class or reference group (Phau and Prendergast, 2000; Hung ef al, 2011). Catching up
with friends and peers in the socal context is the reason to explain luxury purchase in
general, which 1s to secure one’s position in a social group by following the same consumption
trend (Husic and Cicic, 2009).
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Previous studies showed that friends and peers have a significant impact on consumers’
purchase intention. The more likely the peer pressure exists, the more likely they will follow
their friends and peers to buy a particular brand or product (Akar ef al, 2015; Gulat, 2017).
Hence, marketers take advantage of this phenomenon by providing incentives related to the
pressure from friends and peers, such as coupons or discounts offering the purchase of
dentical products with friends and peers (Chang and Nguyen, 2018). However, very little
evidence is found to support whether this impact between friends and peers would still affect
social media. Therefore, it is worthwhile to investigate how friends and peers could influence
Chinese Gen Z's purchasing intention of luxury goods via social media and to propose that,

H3. Friends and peers through social media activities influence Gen Z's purchase
intention of luxury goods.

Celebrities are the individuals who are known to the public, such as actors, supermodels, pop
singers, athletes and others of the Ime for their achievement m various areas (Friedman and
Friedman, 1979). Marketers frequently use them to endorse products, services, ideas and
organisations (Ohaman, 1991). The physical attractiveness of celebrities can influence the
consumers' perception of a brand and enhance the promotional effect (Kahle and Homer,
1585). Park and Yang (2012) also found that celebrity conformity had a positive impact on the
purchase intention of the celebrity-endorsed brand.

The expanded investigation has been conducted by adding the celebrities’ personality,
likability, experience, and credibility (Abbas ef al, 2018). According to Wang ef al (2017), the
celebrity’s credibility is an essential factor n enhancing consumers’ brand attitude,
credibility, and purchase intention. Ahmed ef al (2014) also proved that the higher the
endorser’s credibility, the better result can be achieved in stimulating consumers’ purchase
intention. Therefore, using an attractive celebrity with high credibility and related experience
to promote products 1s the golden rule for companies to seize market share and increase
FEVENUES.

In China, celebrities represent traditional values and social norms, Consumers feel mare
secure and confident by imitating celebrities’ dressing style (Hung ¢f al, 2011). In terms of
“individual access to resources in a society, celebrities usually are in an advantageous
position which reflects” the character of exclusivity of lwury (Li ef al, 2019). This creates
opportunities for luxury retailers in China to emphasise their products or brands as a
celebrity's favourite or utilise well-known individuals as brand ambassadors, Besides,
celebrities also act as role models where consumers are inclined to follow the brands endorsed
by their favourite celebrities (Ahmed ef al, 2014). This is mainly a common phenomenon in
China, where people claimed that dressing m the latest fashion as celebrities and showing
similar tastes helps to gain self-esteem and self-confidence.

Ghaffar et al (2017) also reported that celebrity endorsement, directly and indirectly,
affects consumer purchase mtention. The empirical result concluded by Tan ef af (2013) also
indicated that celebrity endorsement has a significant and positive relationship with the
purchase intention of the luxury brand. Therefore, we propose that celebrity endorsement in
soctal media sites would influence Chinese Gen Z's purchasing intention towards
luxury goods.

H4 Celebnities through social media activities mfluence Chinese Gen Z's purchase
intention of luxury goods.

As a summary, the research model depicting the hyvpotheses under investigation is presented in
Figure 2. Hofstede (2018) suggested that China has a surprisingly low level of indulgence and
high lusury consumption. This puzzle can be explamed from the Guanxd culture and the social
networks theory in previous literature, suggesting the SMIs as the main motives behind hixury
purchase among Chinese consumers (Zhang and Kim, 2003; Xie, 2014; Gao and Jia, 2014).
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JFMM 3. Research methodology
26.4 3.1 Measures
2 A questionnaire was designed for the primary data collection for this study. Part one of the
questionnaire was concerned with participants’ demographic information, including age,
gender, education, income and occupation. Part two asked participants about their behaviour
and opintons regarding advertisers, opinion leaders, friends and peers, and celebrities related
610 to their purchase behaviours. Three items measuring advertiser influence were adapted from
Nazeer (2017). Opinion leader mfluence was measured by three items adapted from Sudha
and Sheena (2017). We adopted four items measuring friend and peer influence from Wang
et al (2012). Celebrity influence was measured by five items, adapted from Wang ef al (2017).
Measurement items of purchase intention were adapted from Brandao ef al (2019). Except for
Part one, participants were required to answer the questions on a five-point Likert scale from
strongly disagree (as “1"), disagree (as “2"), neutral (as “3"), and agree (as “4") to strongly
agree (as “4").

3.2 Sampling and data

The target sample for this study is the Generation Z of Chinese Nationals who consume
luxury products. The sample was selected using convenience and snowball methods. The
social media platforms WeChat and Weiho, and emails were used for the questionnaire data
collection. We sent out 1,844 survey requests and a sample of 400 valid responses collated for
this study. The sample size 1s sufficient to support the intended research and statistical tests
(Tabachnick and Fidell, 2018).

All respondents fell nto Generation Z with ages ranging from 18 to 24 in 2019, among
whom 53.3% are between 18-20 vears old, and 46.8% are between 21-23 years old. The
sample i composed of 47.8% males and 52.3% females. Among all respondents, twelve per
cent completed a secondary and below education, 36.8% completed diploma education, and
51.2% achieved a degree and above education level. About 12% of respondents’ annual
meome 1s lower than the national average disposable mcome (National Bureau of Statistics,
2020) and more than 55 % respondents’ vearly income is more than 100,000 RMB, suggesting
that most of the respondents have the financial capacity to purchase luxury products. Asa
result, the analysis of the respondents’ age, gender, education and income status confirm that
they are an appropriate sample for this study.

PLS-SEM (partial least squares and structural equation modelling) was utilised for the
data analysis. First of all, SEM analyses structural relationships between latent constructs,
which is one of the fundamental reasons for its popularity in social science studies (Richter
et al, 2006; Cao ef al, 2021). Secondly, PLS-SEM selected for this study was due to its
advantages, such as capacity (Hair ef @l, 2014) and flexability to introduce new latent
variables and explore new relationships to an established theory (Ringle ef al, 2015; Richter
et al, 2016; Cao ef al, 2021). Furthermore, compared to the covariance-based SEM method,
PLS-SEM has more functional advantages, for example, a lower sample size requirement
(Hair ef al, 2014) and ease to apply to solve complex relationships such as mediation and
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moderation models (Richter et al, 2016; Caoef al, 2021). Therefore, PLS-SEM was judged to be
an appropriate choice for this study.

4. Statistical results
This section presents the analytical results, including the descriptive statistics, the reliability
and validity of the constructs, and the results of the structural model and hypotheses testing.

4.1 Descriptive stafisiics

Table 1 reports descriptive statistics, mcluding the mean and standard dewviation of the
sample. The means of all items range from 3.59 to 3.78. The result of the means suggests that
the respondents, in general, chose “agree” or “strongly agree” with the statements m the
questionnaire, indicating the items exammed are well relevant to this study.

4.2 Construct reliability and validity

Before the factor analysis, a normality test was conducted to examme whether the issues of
normality are evident in the study. The results are shown in Table 2. The skewness values
range from —0.663 to —0.782, and the Kurtosis values between 0.199 and 0.758 align with the
acceptable range of +1. The results confirm that there is no significant issue of normality in
the study.

PLS algorithm was performed for factor analysis using Smart PLS 3.0, Table 3 presents
the results for construet reliability and validity testing. All outer loadings, ranging from 0949
to 0.987, are above the threshold value of 0.70. All Cronbach’s alpha (CA) values ranging from
0972 to 0988 and composite reliability (CR) values ranging from 0.982 to 0.991 are above the
threshold value of 0.70, indicating that satisfactory consistency and reliability are achieved.

Measurement itemns Mean/SD
Advertisers

1 often view advertsements for looury prodocts on social media SRR
Social media advertizements can influence my behaviour 371114
1 often visit social media advertisement pages of luxury products 375113

Chiiont leaders

[ often follow pests and videos by opinion leaders 3617118
My fashion choice, for instance, selection of luxury, 13 toa degree influenced by opmnion leaders 365113
I like to dress like an opinion keader | like 350123
Friends and peers

My friends often recommend some oy products to me 366117
1 often follow peets and videos of lnary products by friends 369112
My fashion choice, for instance, selection of luxury, is to =ome degree influenced by friends 365115
Friends play a role in my purchasing behaviour of hooury product 364121
Celebrities

1 often follow social media posts and videos of a lusury product by celebrities 37017
1 often prrehase a lwoury product recommended on social media by celebrities 371119
My fashion choice, for instance, selection of luxury, is to =ome degree influenced by celebrities 372116
I like to dress like a social celebrity 1 like 3TR.0%
Celebrities play 2 role in my purchasing behaviour of heoury product 37217

Purchase intention

I'would choose a husury product recommended by social media friends and peers 373115
Iwould be influenced by socal media advertizement 375112
Social media chat influences my purchase decision 375114
[ often refer to people on social media when making a luxury purchase decision 371114

Social media
influencers

611

Table 1.
Descriptive statistics:
means and standard
deviations
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Table 2.
Results of
normality tests

All average variance extracted (AVE) scores range from 0946 to 0954, suggesting the
mternal convergent validity of the constructs.

Discriminant validity of the constructs was verified using the heterotrait-monotrait
(HTMT) ratio criterion. As presented in Table 4, all HTMT values (off-diagonal), ranging
from 0.374 to 0.615, are lower than the suggested HTMT 0.85 criterion (Ringle of al, 2015).
Therefore, the discriminant validity of the constructs was established.

4.3 Model and hypotheses testing
The structural relationships and the model fit were then exammed. Table 5 presents the
algorithm and bootstrapping tests results, meluding the effect sizes of coefficient j§, the
corresponding significance of the effects of T values and p values and conclusions of support
for each hypothesis.

The results suggest that advertising is insignificantly related to Gen Z's intention to
purchase luxury products, e.g. Advertisers — Purchase intention (§ = 0.098, p < 0.1). This
finding does not support H1.

Advertizers  Opmion leaders  Friends and peers Celebrities  Purchase mtention

N Vahd 400 400 400 400 400
Missing 0 0 0 0 ]
Skewness - 0.663 ~-0713 ~0.681 ~-0.712 ~(0.782
Std. ervor of 0122 0.122 0122 0122 0122
skewness
Kurtosis 0.159 0694 0.730 0.758 0521
Std. ervor of 0.243 0243 0243 0.243 0243
kurtosts

Table 3.
Measurement
ASSESSMENt outer
lnadings, construct
reliability and validity

Indicator Advertisers Celehrities Friends and peers Purchase intention Opinion leaders

Adl 0983

Ad2 0987

Ad3 (948

cll (1984

c12 (976

CI3 (480

CI4 (965

Cls (980

Frl 0.973

Fr2 0570

Fri 0.981

Frd 0.968

Pl 0.964

P2 0983

PI3 0977

P4 0.980

0Ll 0984
oL2 0977
OL3 0962
AVE (947 (954 0.946 0953 048
CR 0982 04991 0.986 0.988 04982
CA (a7 (988 0881 0083 0973
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Celebrity is significantly related to Gen Z's intention to purchase luxury products with a Social media
small-to-medium-size effect, eg. Celebrities — Purchase mtention (§ = 0.223, p < 0.001). influencers
This finding supports H2. Friends and peer are significantly related to Gen Z's purchase )
intention m luxury products with a medium-size effect, e.g. Friends and peers — Purchasing
intention (f = 0,407, p < 0.001). This finding supports H3. Opinton leaders are significantly
related to Gen Z's purchase intention in luxury products with a small-size effect, e.g. Opinion
leaders — Purchasing mtention (§ = 0.146, p < 0.01). This finding supports H4.

Table 5 and Figure 3 also present the model fit indicators, including SRMR (0.025), Chi- 613
square (2310.11), NFI (0.912), The R square value (0.472) indicates that the model and the
independent variables explain Gen Z's purchase intention under investigation and that SMls,
ncluding celebrities, friends and peers, and opimon leaders are the significant determinants
for the Chinese Gen Z's luxury fashion consumption behaviour.

Figure 3 further depicts the algorithm results produced by the SmartPLS3 software.

5. Discussion
Four hypotheses mvestigating the impact of SMIs on Chinese Gen £'s purchase intention in
luxury products have been tested m this study.

Firstly, our results suggest that there is no evidence to support the effect of advertisers on
social media sites on Chinese Gen Z's purchase intention in luxury fashion products. This
result does not align with existing studies on advertisements’ impact on consumers’ purchase
behaviour (Powers ef al, 2012; Nazeer, 2017). Traditional ads can stunulate consumers’
rational perception of the brand by formulating brand equity (Keller, 2001) and maintaming a
desire and dream among the audience to own luxury products or brands (Kapferer and
Bastien, 2009). However, this study reveals that advertiser among the four SMls has the most
negligible effects. This result 1s perhaps primarily due to the himited network interactivity
and accessibility with the customers, which causes dyvsfunctim i Gen Z consumers'

1 2 3 4 5
1 Advertisers 0873
2 Celebrities 0.409 0877
3 Friends and peers 0481 0454 0973 Table 4
4 Opinion leaders 0519 0498 0374 0.974 Ersctisinant wahdit 7
5 Purchase intention 0462 0529 0615 0462 7t R e e H
Note(s): The diagonal displays the square root of the average varance extracted (AVE) in italics (HTMT) ratio

Standard 3 B

Coefficients  Mean deviation statisties  values*  Support
Advertisers = Purchase 0.098 0,006 0.054 1.855 0.064 No
mtention
Celebrities — Purchase intention 0223 0224 0054 4058 0.000 Yes
Friends and peers — Purchase 0407 0407 0054 7539 0,000 Yes
intention
Opinion leaders — Purchase 0.146 0.145 0052 2760 0.006 Yes Tahle 5.
mntention Results of
Note(s): *p = 003 (two-tailed) X algorithm and
Model fit Summary: SRMR = (1025, Chi-Square = 1310111, NFI = (:912, & (Purchase intention) = 0.472 bootstrapping tests
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Figure 3.
SmartPL5 algorism
results
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emotional connections and motivation. Although consumers are exposed to a considerable
amount of nformation and advertising message every day, it has become critical for social
media marketers to engage and build up a relationship with individual consumers online
actively (Kang and Kim, 2017). Instead of relying on advertiser on traditional media, the
advantage of social media 1s that it 15 convenient and can reach an extensive coverage of
audience with little costs (Phan ef al, 2011).

Secondly, the results confirm that opinion leaders are significantly and positively related
to Chinese Gen Z's purchase intention in ooy fashion products. This result is different from
the existing study by Kennedy and Bolat (2017), which concludes that given opinion leaders
are being paid to post favourable reviews on social media, there is a reduced trust from
consumers and consequently decreased mfluences over consumers' purchase intention. With
the prevalence of social media in consumers' daily activities, retailers have recognised the
mcreased importance of opinion leaders reaching their target market (Jankonmaki ef af,
2017). In line with the existing research on the credibility of opinion leaders (Burgess, 2017),
this study further indicates that social connectedness and network interactivity between
opinion leaders and consumers consequently positively impact the purchase intention m
hcury fashion products.

Thirdly, the results confirm that the mfluence of friends and peers is the strongest of all
four SMls on Chinese Gen Z's purchase intention in heoury fashion produets. This result
agrees with the findings from Ivengar ef al (2008), which suggests consumers’ intention to
match the behaviour and status of their friends and peers in the same social network. The
result supports the study by Wu et af (2015), which suggests that Chinese are prone to display
therr status among their friends and peers and enjoy communicating about their experience
with luxury products within their social networks. Moreover, among the four factors under
mvestigation, the influence of friends and peers demonstrates the most influential impact on
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their purchase intention. This result is in line with the existing study by Dennhardt (2014),
who argued that the trust the consumer’s place in their friends and peers makes it the most
influential factor in all of the vanables. Considering that Chmna is a collectivist society and
haghly relationship-based, luxury fashion promotions shall examine the influence of friends
and peers on soctal media, so their friends and peers who follow their feed will be made aware
of the brand. They will tend to follow due to their need to be included by their soctal network.

Fourthly, the results confirm that celebrity endorsement is positively significant in Chinese
Gen Z's purchase intention in luxury products. This result agrees with some existing studies
(Kahle and Homer, 1985; Biswas et al, 2006; Wu ef al, 2015), confirmng celebrities” imfluence on
consumers’ purchase mtention. Considering that the Chinese place high importance on their
“face” Guanxi culture, it 1s recommended that luxury brands not only use celebrnities but also
change their celebrity ambassadors periodically, so the brand can capture a different range of
target markets and help convert more consumers to purchase their products. The opportunity
to own something recognised by their favourite celebrities will also help the Chinese consumers
achieve their self-actualisation needs, particularly when they are being placed at the same social
class as these celebnties who are highly respected by society.

As a result, the proposed four popular and distinctive SMIs and their effects provide the
theoretical implications that social connectedness and network interactivity can adequately
explam and predict Chinese Gen Z's purchase intention of luxury fashion in medial social
marketing. We are aware that these theoretical propositions need more empirical
examinations in the future.

6. Conclusion
Through a sample of 400 Chinese Gen Z respondents, this study finds that the four SMls play
different roles in influencing Chinese Gen Z's purchase intention of lhuoury fashion. Opinion
leaders, fmends and peers, and celebrities significantly influence purchase intention, while
there is no evidence to support the role of advertisers. Also, Friends and peers have the most
substantial effect; opinion leaders are the next strongest SMls; celebrities have a significant
but most minor impact compared to the others. The underpinning theory could be that social
connectedness and network interactivities explain the different relationships. The stronger
the social connectedness and the more network mteractivities, there will be the more positive
and more substantial effect on Chinese Gen Z's purchase intention of luxury fashion.
There are limitations in our study which provide potentials for the future research
direction. One of the limitations is the conceptualisation of SMls. We have developed two
dimensions for the categorisation of SMls, which are network interactivity and social
connectedness. However, we have not directly examined the conceptual relationships.
Therefore, the findings in the current study make it possible to conceptualise SMls and
empirically examine the more conceptual relationships of SMls m the future. Second, the
findings n this study are related to the Chinese Gen Z's purchase intention associated with
their social media engagement. Therefore, caution should be taken while applying the
findings to general contexts. Third, the challenges and concerns related to social media
content must also affect Gen Z's purchase mtention. This dark side of digital social media
marketing could be another future research,
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