BABV
PENUTUP DAN IMPLIKASI MANAJERIAL

Pada bab ini, peneliti akan memaparkan kesimpulan serta menyampaikan
implikasi manajerial dari penelitian yang telah dilakukan. Selain itu, peneliti juga

menyertakan saran penelitian yang diperlukan oleh penelitian berikutnya.

5.1 Kesimpulan

Berdasarkan hasil penelitian yang telah dilakukan, maka peneliti dapat mengambil

Kesimpulan sebagai berikut:

1. Homofili mempengaruhi afinitas pada influencer David Gadgetln. Ketika
pengaruh positif maka semakin tinggi homofili semakin meningkatkan
afinitas pada influencer Gadgetln. Hal ini terjadi karena audiens merasa
memiliki kesamaan nilai, minat, atau pengalaman dengan influencer,
sehingga mereka lebih mudah terhubung secara emosional dan
mempercayai rekomendasi yang diberikan.

2. Kehadiran sosial influencer David Gadgetln mempengaruhi afinitas pada
influencer David Gadgetln. Ketika pengaruh positif maka semakin tinggi
kehadiran sosial influencer semakin meningkatkan afinitas pada influencer
David Gadgetln. Hal ini disebabkan karena kehadiran sosial yang kuat
membuat audiens merasa lebih dekat dan terhubung secara personal dengan
influencer. Interaksi yang aktif, responsif, dan konsisten dari David
Gadgetln di berbagai platform media sosial menciptakan persepsi kehadiran

nyata, sehingga pengikut merasa dihargai dan diperhatikan.
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3. Daya tarik fisik mempengaruhi afinitas pada influencer David Gadgetln
secara signifikan. Ketika pengaruh positif maka semakin tinggi daya tarik
fisik influencer semakin meningkatkan afinitas pada influencer David
GadgetIn. Hal ini terjadi karena daya tarik fisik sering kali menjadi faktor
awal yang menarik perhatian audiens dan menciptakan kesan positif.
Penampilan yang menarik dapat meningkatkan kepercayaan diri influencer
dalam berinteraksi dengan pengikut, sehingga pesan yang disampaikan
menjadi lebih efektif dan mudah diterima. Selain itu, daya tarik fisik juga
dapat memperkuat citra dan branding influencer, sehingga audiens merasa
lebih tertarik dan termotivasi untuk mengikuti serta mendukung konten
yang dibuat.

4. Afinitas mempengaruhi kepercayaan audiens pada influencer David
GadgetIn secara signifikan. Ketika pengaruh positif maka semakin tinggi
afinitas semakin meningkatkan kepercayaan pada influencer David
GadgetIln. Hal ini dikarenakan afinitas yang kuat menciptakan rasa
kedekatan dan keterikatan emosional antara audiens dan influencer,
sehingga audiens merasa lebih nyaman dan yakin terhadap informasi atau
rekomendasi yang disampaikan. Dengan adanya kepercayaan yang tinggi,
audiens cenderung lebih menerima dan mengikuti saran dari influencer,
yang pada akhirnya dapat memperkuat hubungan jangka panjang serta
meningkatkan efektivitas komunikasi dan pengaruh yang dimiliki oleh
David GadgetIn.

5. Afinitas mempengaruhi loyalitas audiens pada influencer David Gadgetln

secara signifikan. Ketika pengaruh positif maka semakin tinggi afinitas
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semakin meningkatkan loyalitas pada influencer David GadgetIn. Hal ini
terjadi karena afinitas yang kuat menciptakan hubungan emosional yang
mendalam antara audiens dan influencer, sehingga audiens merasa lebih
terikat dan memiliki komitmen untuk terus mengikuti serta mendukung
konten yang disajikan.

. Kepercayaan pada influencer David Gadgetln tidak mempengaruhi niat
pembelian secara signifikan. Ketika pengaruh negatif maka kepercayaan
tidak mempengaruhi niat pembelian. Hal ini dapat terjadi karena meskipun
audiens mempercayai influencer, faktor lain seperti daya tarik fisik mungkin
memiliki peran yang lebih dominan dalam mempengaruhi keputusan
pembelian. Selain itu, kepercayaan yang ada mungkin belum cukup kuat
atau belum diikuti dengan motivasi yang cukup untuk mendorong tindakan
pembelian secara langsung. Oleh karena itu, kepercayaan saja tidak selalu
menjamin peningkatan niat beli tanpa adanya faktor pendukung lain yang
turut mempengaruhi keputusan konsumen.

. Loyalitas pada influencer David Gadgetln mempengaruhi niat pembelian
secara signifikan. Ketika pengaruh positif maka semakin tinggi loyalitas
semakin meningkatkan niat pembelian. Hal ini terjadi karena audiens yang
sudah loyal cenderung memiliki komitmen kuat untuk terus mendukung dan
memilih produk atau layanan yang direkomendasikan oleh influencer
tersebut. Selain itu, konsumen yang loyal biasanya menjadi advokat merek
yang aktif, yang tidak hanya membeli secara berulang tetapi juga
merekomendasikan produk kepada orang lain, sehingga memperkuat niat

pembelian dalam komunitas pengikut influencer David GadgetIn.
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8.

10.

Afinitas pada influencer David Gadgetln mempengaruhi niat pembelian
secara signifikan. Ketika pengaruh positif maka semakin tinggi afinitas
semakin meningkatkan niat pembelian. Hal ini disebabkan karena afinitas
yang kuat menciptakan kedekatan emosional dan rasa keterikatan antara
audiens dengan influencer, sehingga audiens lebih percaya dan termotivasi
untuk mengikuti rekomendasi produk yang disampaikan. Selain itu, afinitas
juga memperkuat persepsi positif terhadap nilai dan kualitas produk yang
dipromosikan, sehingga meningkatkan keinginan konsumen untuk
melakukan pembelian.

Kepercayaan tidak memediasi pengaruh afinitas pada influencer David
Gadgetln terhadap niat pembelian. Ketika pengaruh negatif maka
kepercayaan tidak memediasi pengaruh antara afinitas terhadap niat
pembelian. Hal ini menunjukkan bahwa meskipun audiens memiliki
kedekatan atau afinitas dengan influencer, kepercayaan yang terbentuk tidak
cukup kuat atau tidak berperan sebagai jembatan yang menghubungkan
afinitas tersebut dengan keputusan untuk membeli produk.

Loyalitas pada influencer David Gadgetln memediasi pengaruh afinitas
terhadap niat pembelian secara signifikan. Ketika pengaruh positif maka
semakin tinggi loyalitas berarti memediasi pengaruh antara afinitas terhadap
niat pembelian. Hal ini terjadi karena afinitas yang kuat terhadap influencer
membangun keterikatan emosional yang kemudian meningkatkan loyalitas
audiens. Loyalitas tersebut mendorong audiens untuk lebih percaya dan
merasa terikat secara personal, sehingga niat pembelian terhadap produk

yang direkomendasikan oleh influencer juga meningkat. Dengan kata lain,
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loyalitas berperan sebagai penghubung penting yang menguatkan hubungan
antara kedekatan dengan influencer dan keputusan konsumen untuk

melakukan pembelian.

5.2 Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, maka peneliti dapat memberikan

implikasi manajerial sebagai berikut:

1.

Berdasarkan hipotesis kesatu ditemukan bahwa homofili berpengaruh
terhadap afinitas terhadap influencer David Gadgetln. Hal ini berarti
influencer David Gadgetln dapat membuat konten yang menonjolkan
kesamaan karakteristik demografis, minat teknologi dan juga pola konsumsi
gadget antara David Gadgetln dengan audiensnya. David Gadgetln juga
dapat meningkatkan mekanismen feedback real-time dalam berhubungan
dengan audiensnya di media sosial David Gadgetln.

Berdasarkan hipotesis kedua yaitu kehadiran sosial influencer David
Gadgetln berpengaruh terhadap afinitas pada influencer David Gadgetln.
Dengan temua hipotesis kedua ini, David Gadgetln dapat meningkatkan
interaksi real-time nya dengan para audiens melalui rutin mengunggah
konten review produk, respons komentar setelah unggah konten review.
Selain itu, David juga dapat menceritakan pengalaman pribadinya terkait
perkembangan teknologi kepada para audiensnya sebagai strategi

penguatan branding dirinya sebagai influencer produk digital.

. Berdasarkan hipotesis ketiga yaitu daya tarik fisik influencer David

Gadgetln berpengaruh terhadap afinitas pada influencer David Gadgetln.
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Dengan temuan ini, David Gadgetln dapat meningkatkan kualitas aspek
visual dalam setiap kontennya seperti tata rias, pemilihan pakaian, dan juga
pengaturan cahaya dalam produksi konten harus direncanakan secara
professional, karena telah terbukti dapat meningkatkan keterikatan
emosional antara influencer David Gadgetln dengan audiensnya.

. Berdasarkan hipotesis keempat yaitu afinitas berpengaruh terhadap
kepercayaan pada influencer David GadgetIn. Pada temuan hasil penelitian
ini membuktikan bahwa dengan David Gadgetln membangun kedekatan
dan kesamaan dengan audiensnya mampu meninngkatkan kepercayaan
audiens terhadap David Gadgetln dengan cara membuat konten-konten
review produk digital yang personal, interaktif dan relevan sesuai dengan
kebutuhan mayoritas audiens David Gadgetln.

. Berdasarkan hipotesis kelima yaitu afinitas berpengaruh terhadap loyalitas
pada influencer David Gadgetln. Mengunggah konten-konten review
produk digital yang peronal dan autentik dapat menjadi salah satu cara bagi
David Gadgetln untuk meningkatkan afinitas yang dapat berpengaruh pada
loyalitas audiens pada David Gadgetln. Selain itu, David juga dapat
meningkatkan kualitas konten review produknya, dan juga menjaga
konsistensi gaya komunikasinya dalam setiap konten di media sosial David
GadgetIn.

. Berdasarkan hipotesis ketujuh yaitu loyalitas pada influencer David
Gadgetln berpengaruh terhadap niat pembelian. Loyalitas antara audiens
dengan influencer David GadgetIn dapat dibangun dan ditingkatkan melalui

program khusus seperti komunitas eksklusif, penghargaan bagi pengikut
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setia, atau konten interaktif. Selain itu, konsistensi dalam penyampaian
pesan dalam setiap konten review produk digital David Gadgetln juga
mampu memperkuat loyalitas para audiens dengan influencer David
Gadgetln.

7. Berdasarkan hipotesis kedelapan yaitu afinitas pada influencer David
Gadgetln berpengaruh terhadap niat pembelian. Dengan hasil temuan
penelitian ini, David Gadgetln dapat membuat konten yang mampu
menciptakan interaksi intens antara audiens dengan David Gadgetln seperti
live streaming, Q&A, sehingga dapat memperkuat afinitas atau keterikatan
yang mendorong niat pembelian.

8. Berdasarkan hipotesis kesepuluh yaitu loyalitas yang memediasi pengaruh
antara afinitas pada influencer David Gadgetln terhadap niat pembelian.
Dengan hasil temuan penelitian ini, David GadgetIn perlu focus terhadap
strategi konten dan komunikasi pada setiap konten review produk digitalnya
agar mampu meningkatkan afinitas audiens terhadap David Gadgetln yang

dapat memicu loyalitas dan mendorong niat pembelian.

5.3 Keterbatasan Penelitian

Pada penelitian ini terdapat batasan yang perlu diperhitungkan dalam mendapatkan
hasil dan sebagai acuan untuk pengembangan studi pada masa mendatang, Batasan

pada penelitian ini sebagai berikut:
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. Pada penelitian ini produk gadget yang direview tidak spesifik misalnya
pada laptop, smartphone atau aksesories lainnya oleh influencer David
Gadgetln, sehingga tidak diketahui niat pembelian konsumen lebih spesifik.
. Nilai adjusted R square yang rendah pada variabel kepercayaan
menunjukkan bahwa model penelitian saat ini hanya mampu menjelaskan
sebagian kecil variasi dalam tingkat kepercayaan responden. Hal ini
mengindikasikan adanya variabel-variabel lain yang belum dimasukkan
dalam model yang berpotensi memiliki pengaruh lebih signifikan dan
mampu meningkatkan kemampuan prediksi terhadap kepercayaan.

. Terdapat indikator pada variabel loyalitas yang mengukur variabel
kepercayaan. Hal ini menyebabkan indikator dari variabel loyalitas kurang
tepat karena lebih spesifik mengukur variabel kepercayaan.

. Pada penelitian ini, peneliti melakukan pengujian pengaruh afinitas
terhadap niat pembelian pada seluruh media sosial yang digunakan oleh
David GadgetIn yaitu Tiktok, Youtube dan Instagram. Jadi, tidak diketahui
lebih spesifik pengaruh afinitas terhadap niat pembelian pada media sosial
yang lebih spesifik.

. Peneliti menggunakan 168 responden pada penelitian ini karena
keterbatasan waktu dalam pengerjaan penelitian. Sehingga menyebabkan
adanya kemungkinan data yang kurang valid karena jumlah responden yang
berjumlah 168.

. Terdapat 2 karakteristik responden pada penelitian ini yang menyebabkan
profil responden masih bersifat umum. Hal ini menjadi keterbatasan pada

penelitian ini karena responden yang mengisi kuesioner tidak spesifik pada
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kalangan ekonomi, usia dan juga pengikut influencer David Gadgetln

melalui media sosial Instagram, Youtube atau Tiktok.

5.4 Saran Untuk Peneliti Selanjutnya

Berikut adalah beberapa hal yang dapat dijadikan acuan bagi peneliti selanjutnya

dalam mengembangkan hasil dari penelitian ini:

1.

Peneliti selanjutnya dapat menggunakan objek yang lebih spesifik lagi.
Misalnya, influencer gadget yang mereview laptop saja atau smartphone.
Dengan begitu, hasil niat pembelian pada penelitian berikutnya menjadi
lebih spesifik pada satu produk.

Penelitian selanjutnya perlu mempertimbangkan penambahan variabel-
variabel tambahan yang relevan dan berpotensi memperkuat model agar
dapat memberikan gambaran yang lebih komprehensif dan akurat mengenai

faktor-faktor yang memengaruhi kepercayaan.

. Peneliti selanjutnya dapat menghilangkan indikator pada variabel loyalitas

yang mengukur variabel kepercayaan dan menggantinya dengan indikator
yang mengukur variabel loyalitas. Dapat dicari melalui jurnal-jurnal
penelitian valid yang meneliti menggunakan variabel loyalitas dalam
penelitian tersebut.

Peneliti selanjutnya dapat memilih media sosial yang lebih spesifik untuk
diteliti, agar hasil dari penelitian selanjutnya diketahui pengaruh afinitas

terhadap niat pembelian spesifik pada media sosial tertentu seperti Youtube.
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5. Penelitian selanjutnya dapat meningkatkan jumlah responden menggunakan
batas maksimal perhitungan responden menurut jurnal penelitian Hair tahun
2019. Sehingga dapat meminimalisir terjadinya bias atau data yang kurang
valid karena kurangnya jumlah responden.

6. Penambahan karakteristik responden pada penelitian selanjutnya dapat
menjadi pertimbangan bagi peneliti selanjutnya agar meningkatkan akurasi
atau spesifikasi dari hasil penelitian karena penambahan kriteria dari

responden yang mengisi kuesioner.
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Lampiran 2 Indikator Jurnal Utama

Constructs Items Sources
The influencer provides a sense of human sensitivity
Homophily Interacting with this influencer was like having a real (gilly et al., 1998)

conversation
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| would continue to watch the posting of the
influencers

| can relate to all of the posts/content

Influencers
Social
Presence

| can identify/relate with influencer

Influencer allows me to communicate directly with her
or him

Influencer would respond to me quickly and efficiently

This influencer is usually present (e.g. show his/ herself
photos/videos) in the promotional/ advertisement
posts

(aw et al., 2022; Jun & Yi,
2020; Kim & Kim, 2022)

Influencer
Physical
Attractiveness

| find this influencer very attractive physically

This influencer has a lotin common with me

This influencer has thoughts and ideas that are similar
to mine

Influencer wants to do best at providing concerned
content

(Bhattacharya & sen,
2003; Curras-Pérez et al.,
2009)

Affinity

| feel a strong sense of belonging to this influencer
account

| enjoy being a follower of this influencer account

| am very committed to this influencer account

This influencer shares my values

(Park etal., 2010)

Trust

Product recommendations from the influencer are
reliable

Influencers give genuine reviews

Influencer ads are a reliable source of information to
get to know the quality and properties of the product

We can depend on getting the truth in most influencer
ads

(sands et al., 2022; Yan
etal.,, 2024)

Loyalty

| will keep on following influencers account as long as
they are providing me with satisfying content

I would love to recommend influencer to my friends

I would encourage friends and relatives to see the
influencers content

Influencers’ reviews are Believable

(Kim & Kim, 2022; Jun &
Yi, 2020)

Purchase
Intension

I will buy the product if the influencer i like started
endorsing it

| intend to keep purchasing the product reviewed by
influencers

My willingness to buy the product recommended by
influencer is high

| will probably buy a product if the influencer endorsing
itis an expert

(aw et al., 2022; Poulis
etal.,2019; Wangetal,,
2017)
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“Pengaruh Afinitas Terhadap Niat Pembelian

(Studi pada influencer Gadgetln)”
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A. Pertanyaan Filter
1. Apakah anda mengetahui influencer David GadgetIn?

a. Ya

b. Tidak (Jika anda menjawab tidak, anda tidak dapat melanjutkan ke
section berikutnya)

2. Pernah melihat atau menonton konten review produk digital di media

sosial influencer David GadgetIn?

a. Ya

b. Tidak (Jika anda menjawab tidak, anda tidak dapat melanjutkan ke
section berikutnya)

B. Profil Responden
1. Jenis Kelamin

a. Laki-laki
b. Perempuan

2. Pendidikan terakhir

a. S2

b. Sl

c. SMA/SMK
d. SMP

3. Pekerjaan

a. Pelajar/Mahasiswa

b. Wiraswasta

c. Pegawai Swasta

d. Pegawai Negeri
Lainnya...

f.

C. Homofili
No Pertanyaan Skala
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STS

TS

SS

David GadgetIn memiliki rasa kepekaan pada

manusia (human sensitivity).

Berinteraksi dengan David Gadgetln seperti

melakukan percakapan nyata.

Saya akan terus menonton postingan David

Gadgetln.

Saya terhubung dengan semua postingan dan

konten David GadgetIn.

D. Kehadiran Sosial Influencer

No

Pertanyaan

Skala

STS

TS

SS

Saya merasa terhubung dengan David gadgetin.

David GadgetIn mengizinkan saya untuk

berkomunikasi langsung dengannya.

David GadgetIn akan merespon saya dengan

cepat dan efisien.

David GadgetIn biasanya tampil dalam iklan

atau promosi yang dia posting.

E. Daya Tarik Fisik Influencer

No

Pertanyaan

Skala

STS

TS

SS

David GadgetIn memiliki penampilan yang

menarik secara fisik.

David Gadgetln memiliki banyak kesamaan

2 | dengan saya.
David GadgetIn memiliki pemikiran dan ide
3 | yang sama dengan saya.
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4

David GadgetIn memberikan yang terbaik

dalam menyajikan konten yang menarik.

F. Afinitas

No

Pertanyaan

Skala

STS

TS

SS

Saya merasakan kepemilikian tinggi pada akun

media sosial David Gadgetin yang saya ikuti

Saya menikmati menjadi pengikut akun media

sosial David Gadgetln.

Saya sangat berkomitmen dengan akun David

GadgetIn.

David GadgetIn memiliki nilai-nilai yang sama

dengan saya.

G. Kepercayaan

No

Pertanyaan

Skala

STS

TS

SS

Produk digital yang direkomendasikan oleh
David GadgetIn bisa diandalkan.

David Gadgetln memberikan ulasan dengan

tulus.

Iklan yang di-endorse oleh David Gadgetln

adalah sumber informasi yang dapat diandalkan.

Saya dapat mengandalkan untuk mendapatkan
kebenaran di hampir semua iklan David

GadgetIn.

H. Loyalitas

No

Pertanyaan

Skala

STS

TS

SS
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Saya akan tetap menjadi pengikut akun David
GadgetIn selama mereka menyediakan konten

yang memuaskan.

Saya akan senang untuk merekomendasikan

2 | David Gadgetln kepada teman-teman saya.
Saya akan mendorong teman dan kerabat untuk
3 | melihat konten David GadgetIn.
Ulasan yang disampaikan David GadgetIn dapat
4 | dipercaya.
I. Niat Pembelian
Skala
No Pertanyaan xS Ze N SS
Saya akan membeli semua produk jika David
1 | Gadgetln mulai meng-endorse produk tersebut.
Saya berniat untuk terus membeli produk yang
2 | diulas oleh David GadgetIn.
Keinginan saya untuk membeli produk yang
3 | direkomendasikan oleh David GadgetIn tinggi.
Saya kemungkinan akan membeli produk jika
David GadgetIn meng-endorse produk tersebut
4 | sebagai seorang ahli.
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PENGARUH AFINITAS PADA INFLUENCER
DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Halo! perkenalkan, saya adalah mahasiswa program studi Manajemen di Fakultas Bisnis
dan Ekonomika. Saat ini saya tengah menjalankan penelitiansebagai salah satu syarat
untuk menyelesaikan tugas akhir saya. penelitian ini berjudul "Pengaruh Afinitas Pada
Influencer David Gadgetin Terhadap Niat Pembelian Produk Digital " untuk mendukung
kelancaran penelitian ini, saya membutuhkan partisipasi dari responden yang memenuhi
kriteria berikout:

1. Mengetahui influencer David Gadgetin.

2. Pernah melihat atau menonton konten review produk digital di media sosial David
Gadgetin.

Jika anda memenuhi kriteria tersebut, sayva sangat berharap anda bersedia meluangkan
waktu untuk mengisi kuesioner ini. partisipasi anda akan sangat berarti bagi keberhasilan

penelitian ini.
gaya menjamin bahwa semua jawaban anda akan diperlakukan dengan penuh kerahasiaan
dan hanya digunakan untuk kepentingan akademik sesuai dengan standar profesionalitas

dan etika penelitian.

Terima kasih atas perhatian dan partisipasi anda. semoga anda selalu diberikan
kebahagiaan.

adipradnyana88@gmail.com Ganti akun =Y

E2 Tidak dibagikan

Berikutnya Kosongkan formulir

114



PENGARUH AFINITAS PADA INFLUENCER
DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

adipradnyanaB8@gmail.com Ganti akun ey

G2 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Apakah anda mengetahui influencer David Gadgetin? *
() Ya

() Tidak

Kembal Berikutnya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER
DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

adipradnyana88@gmail.com Ganti akun ey

B2 Tidak dibagikan

“ Menunjukkan pertanyaan yang wajib diisi

PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMEELIAN PRODUK DIGITAL

Pernah melihat atau menonton konten review produk digital di media
sosial influencer David Gadgetin?

.;":':j. va

() Tidak

Kembal Berikutnya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER
DAVID GADGETIN TERHADAP NIAT

PEMBELIAN PRODUK DIGITAL

adipradnyana8&@agmail.com Ganti akun

Ea Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT

PEMBELIAN PRODUK DIGITAL

Jenis Kelamin *

() Laki-Laki

() Perempuan

Pendidikan terakhir *

() s2
() st

() SMA/SMK

() sMmP

Pekerjaan *

() Pelajar/Mahasiswa
() Wiraswasta

() Pegawai Swasta
() Pegawai Negeri

O Yang lain:

Kembali Berikutniya
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PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Homofili adalah perasaan keterkaitan yang berasal dari nilai,
preferensi, dan ingatan yang sama di antara pasangan hubungan.

David Gadgetin memiliki rasa kepekaan pada manusia (human sensitivity). *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Berinteraksi dengan David Gadgetin seperti melakukan percakapan nyata. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan terus menonton postingan David Gadgetin. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya terhubung dengan semua postingan dan konten David Gadgetin. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutmya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Kehadiran sosial influencer dalam postingan mereka merupakan
isyarat sosial yang penting dan dapat secara signifikan memengaruhi persepsi
audiens tentang influencer dan efektivitas postingan.

Saya merasa terhubung dengan David gadgetin. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin mengizinkan saya untuk berkomunikasi langsung dengannya. *

1 2 3 4 2

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin akan merespon saya dengan cepat dan efisien. *

1 2 3 4 2

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin biasanya tampil dalam iklan atau promosi yang dia posting. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutmya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Persepsi daya tarik fisik adalah pengalaman visceral yang bermuatan
afektif, dengan penilaian daya tarik dibuat dalam sepersekian detik.

David Gadgetin memiliki penampilan yang menarik secara fisik. *

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin memiliki banyak kesamaan dengan saya. *

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin memiliki pemikiran dan ide yang sama dengan saya. *

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin memberikan yang terbaik dalam menyajikan konten yang N
menarik.

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutmya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

imteraksi yang terjadi antara influencer
dan pengikutnya mengarah pada pembentukan ikatan emosional yang biasa disebut
sebagai Keterikatan atau afinitas

Saya merasakan kepemilikian tinggi pada akun media sosial David Gadgetin yang *
saya ikuti

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya menikmati menjadi pengikut akun media sosial David Gadgetin. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya sangat berkomitmen dengan akun David Gadgetin. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin memiliki nilai-nilai yang sama dengan saya. *

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulir.
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PEMNGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Kepercayaan pada dasarnya adalah kepercayaan pada

keandalan seseorang atau sistem, mengenai serangkaian hasil atau peristiwa
tertentu, berdasarkan keyakinan pada kehormatan atau cinta mereka, atau pada
kebenaran pengetahuan teknis yang mengatur sistem ahli.

Produk digital yang direkomendasikan oleh David Gadgetin bisa diandalkan. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

David Gadgetin memberikan ulasan dengan tulus. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Iklan yang di-endorse cleh David Gadgetin adalah sumber informasi yang dapat *
diandalkan.

1 2 3 4 2

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya dapat mengandalkan untuk mendapatkan kebenaran di hampir semua iklan *
David Gadgetin.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutmya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMBELIAN PRODUK DIGITAL

Loyalitas sebagai keuntungan pelanggan terbentuk sebagai akibat
dari personifikasi perasaan, emosi, pikiran mengenai organisasi dan layanan.

Saya akan tetap menjadi pengikut akun David Gadgetin selama mereka *
menyediakan konten yang memuaskan.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan senang untuk merekomendasikan David Gadgetin kepada teman- *
teman saya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan mendorong teman dan kerabat untuk melihat konten David Gadgetin. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Ulasan yang disampaikan David Gadgetin dapat dipercaya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutmya Kosongkan formulir
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PENGARUH AFINITAS PADA INFLUENCER DAVID GADGETIN TERHADAP NIAT
PEMEELIAN PRODUK DIGITAL

Niat pembelian dapat didefinisikan sebagai niat
perilaku yang menggambarkan seberapa besar kemunakinan pembeli akan membeli
produk atau layanan tertentu.

Saya akan membeli semua produk jika David Gadgetin mulai meng-endorse *
produk tersebut.

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya berniat untuk terus membeli produk yang diulas oleh David Gadgetin. *

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Keinginan saya untuk membeli produk yang direkomendasikan oleh David *
Gadgetin tinggi.

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya kemungkinan akan membeli produk jika David Gadgetin meng-endorse N
produk tersebut sebagai seorang ahli.

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutmya Kosongkan formulir
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Pernah
melihat atau

Apakah menonton
konten
anda . review . -
Timestamp mengetahu1 produk Jems. Pendldlkan Pekerjaan
lnﬂuel?cer digital di Kelamin terakhir
David . .
Gadgetn? medla sosial
influencer
David

GadgetIn?
4/12/2025 23:13:22 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/12/2025 23:19:14 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/12/2025 23:20:49 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/12/2025 23:21:38 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/12/2025 23:22:25 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/12/2025 23:35:28 Tidak
4/12/2025 23:41:44 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/12/2025 23:41:45 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/12/2025 23:51:56 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 0:04:22 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 0:07:46 Tidak
4/13/2025 0:11:29 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 0:13:16 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 0:25:54 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 0:47:00 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 0:52:00 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 1:03:32 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 1:05:33 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 1:06:57 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 1:07:17 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 1:29:17 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 1:31:11 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 1:42:55 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 2:06:03 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 2:29:13 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 5:23:21 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 5:26:54 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 5:44:10 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/13/2025 6:04:30 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 6:38:17 Ya Ya Laki-Laki SMA/SMK | Pegawai Negeri
4/13/2025 7:22:03 Ya Ya Perempuan | Sl Pelajar/Mahasiswa
4/13/2025 7:29:50 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 7:39:58 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 7:48:51 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 7:52:47 Ya Ya Perempuan | Sl Wiraswasta
4/13/2025 8:30:10 Ya Ya Perempuan | Sl Pegawai Swasta
4/13/2025 8:37:47 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
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4/13/2025 8:38:30 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 8:41:25 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 8:48:44 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 8:52:33 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 8:56:38 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 9:01:23 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 9:21:21 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 10:12:34 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 10:24:02 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 10:28:18 Ya Ya Laki-Laki S2 Pelajar/Mahasiswa
4/13/2025 10:35:49 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 11:00:06 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 11:01:36 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 11:05:52 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 11:10:57 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 11:33:02 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 11:38:03 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 11:43:04 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 12:04:47 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 12:18:25 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 12:31:02 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 12:31:12 Tidak

4/13/2025 12:31:32 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 12:33:27 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 12:34:54 Ya Ya Perempuan | S1 Wiraswasta
4/13/2025 12:42:08 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 12:43:21 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 12:44:09 Ya Ya Perempuan | S1 Pegawai Swasta
4/13/2025 12:49:44 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 12:56:22 Ya Ya Laki-Laki SMA/SMK | Wiraswasta
4/13/2025 12:57:28 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 12:57:30 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 12:58:40 Ya Ya Laki-Laki SMA/SMK | Wiraswasta
4/13/2025 12:59:33 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 12:59:56 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 13:03:00 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 13:04:46 Ya Ya Perempuan | S1 Wiraswasta
4/13/2025 13:07:36 Ya Ya Perempuan | S1 Pegawai Swasta
4/13/2025 13:09:36 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 13:12:51 Ya Ya Perempuan | SI Pegawai Swasta
4/13/2025 13:13:30 Ya Ya Perempuan | S1 Pegawai Swasta
4/13/2025 13:13:47 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 13:16:49 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 13:22:03 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 13:22:39 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 13:23:09 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 13:28:58 Ya Ya Perempuan | Sl Pelajar/Mahasiswa
4/13/2025 13:31:20 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 13:31:21 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
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4/13/2025 13:32:28 Ya Ya Perempuan | S1 Wiraswasta
4/13/2025 13:37:51 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/13/2025 13:42:26 Ya Ya Perempuan | S1 Pegawai Negeri
4/13/2025 13:43:31 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 13:44:23 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 13:47:02 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 13:49:41 Ya Ya Perempuan | SMA/SMK | Wiraswasta
4/13/2025 13:50:10 Ya Ya Perempuan | SMA/SMK | Wiraswasta
4/13/2025 13:52:23 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 14:00:29 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 14:06:44 Ya Ya Laki-Laki S1 Wiraswasta
4/13/2025 14:13:54 Ya Ya Perempuan | S1 Pegawai Swasta
4/13/2025 14:20:38 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 14:22:33 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 14:25:45 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 14:30:09 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 14:30:49 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:31:39 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:31:55 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 14:32:20 Ya Tidak

4/13/2025 14:36:02 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:36:04 Tidak

4/13/2025 14:38:58 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:39:06 Ya Ya Laki-Laki SMA/SMK | Pegawai Swasta
4/13/2025 14:39:44 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:42:54 Ya Ya Perempuan | S1 Wiraswasta
4/13/2025 14:46:16 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:46:51 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/13/2025 14:51:13 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:53:37 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 14:54:35 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 15:05:53 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 15:10:14 Ya Ya Laki-Laki S2 Pegawai Swasta
4/13/2025 15:26:13 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 15:32:57 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 15:36:22 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 15:44:06 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/13/2025 15:46:17 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/13/2025 15:49:40 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/13/2025 15:53:29 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 16:07:22 Ya Ya Perempuan | SMA/SMK | Pelajar

4/13/2025 16:08:43 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 16:16:31 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 16:16:47 Ya Ya Perempuan | SMA/SMK | Wiraswasta
4/13/2025 16:23:52 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 16:30:20 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 16:34:38 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/13/2025 16:34:43 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 16:41:01 Ya Ya Laki-Laki S1 Pegawai Swasta
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4/13/2025 16:52:42 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 17:06:33 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 17:07:25 Ya Ya Perempuan | S1 Pegawai Swasta
4/13/2025 17:10:18 Ya Ya Laki-Laki S1 Pegawai BUMN
4/13/2025 17:11:55 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 17:17:23 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 17:22:07 Ya Ya Laki-Laki S1 Pegawai Swasta
4/13/2025 18:03:20 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 18:15:56 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 18:35:29 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 18:38:10 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 18:45:16 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 18:48:15 Ya Ya Perempuan | S1 Wiraswasta
4/13/2025 18:58:57 Ya Ya Perempuan | S1 Pegawai Swasta
4/13/2025 19:06:59 Ya Ya Laki-Laki SMA/SMK | Pelajar/Mahasiswa
4/13/2025 19:11:03 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 19:16:46 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 19:41:49 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 20:20:42 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 22:27:38 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/13/2025 22:36:00 Tidak

4/13/2025 23:04:56 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/13/2025 23:21:17 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/14/2025 6:24:00 Ya Ya Perempuan | SMA/SMK | Wiraswasta
4/14/2025 9:40:14 Ya Ya Perempuan | S1 Fotografer
4/14/2025 9:40:22 Tidak

4/14/2025 10:04:04 Ya Ya Laki-Laki S1 Pegawai Negeri
4/14/2025 10:06:00 Ya Ya Laki-Laki S1 Pegawai Negeri
4/14/2025 10:08:18 Ya Ya Perempuan | S1 Pegawai Swasta
4/14/2025 11:25:21 Tidak

4/14/2025 12:12:52 Ya Ya Perempuan | S1 Pelajar/Mahasiswa
4/14/2025 12:54:47 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/14/2025 13:14:43 Ya Ya Perempuan | SMA/SMK | Pegawai Swasta
4/14/2025 14:24:47 Ya Ya Perempuan | S1 Pegawai Swasta
4/14/2025 15:27:03 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/14/2025 17:50:01 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/14/2025 21:35:54 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
4/14/2025 22:49:18 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/15/2025 6:56:18 Ya Ya Laki-Laki S1 Pelajar/Mahasiswa
4/15/2025 11:23:10 Ya Ya Perempuan | SI Pelajar/Mahasiswa
4/15/2025 18:37:57 Ya Ya Perempuan | SMA/SMK | Pelajar/Mahasiswa
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Data Statistik Deskriptif Homofili

Name Min Max Standard Mean Kategori
deviation
HI 2 5 0.702 4.113 Tinggi
H2 1 5 0.801 4.024 Tinggi
H3 1 5 0.866 3.976 Tinggi
H4 1 5 0.977 3.738 Tinggi
Total 3.962 Tinggi
mean
Data Statistik Deskriptif Kehadiran Sosial Influencer
Name Min Max Standard Mean Kategori
deviation
KSI1 1 5 0.877 3.798 Tinggi
KSI2 1 5 1.101 3.554 Tinggi
KSI3 1 5 1.149 3.542 Tinggi
KSI4 1 5 0.845 4.173 Tinggi
Total 3.766 Tinggi
mean
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Data Statistik Deskriptif Daya Tarik Fisik Influencer

Name Min Max Standard Mean Kategori
deviation
DTF1 1 5 0.840 3.905 Tinggi
DTF2 1 5 1.152 3.429 Tinggi
DTF3 1 5 1.102 3.690 Tinggi
DTF4 1 5 0.783 4.327 Tinggi
Total 3.837 Tinggi
mean
Data Statistik Deskriptif Afinitas
Name Min Max Standard Mean Kategori
deviation
Al 1 5 0.995 3.762 Tinggi
A2 2 5 0.833 4.095 Tinggi
A3 1 5 0.990 3.821 Tinggi
A4 1 5 0.993 3.792 Tinggi
Total 3.867 Tinggi
mean
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Data Statistik Deskriptif Kepercayaan

Name Min Max Standard Mean Kategori
deviation
KP1 2 5 0.713 4.274 Sangat
Tinggi
KP2 1 5 0.738 4.274 Sangat
Tinggi
KP3 2 5 0.787 4.256 Sangat
Tinggi
KP4 3 5 0.701 4.238 Sangat
Tinggi
Total 4.260 Sangat
mean Tinggi
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Data Statistik Deskriptif Loyalitas

Name Min Max Standard Mean Kategori
deviation
L1 2 5 0.760 4.202 Tinggi
L2 2 5 0.701 4.262 Sangat
Tinggi
L3 2 5 0.762 4.250 Sangat
Tinggi
L4 2 5 0.677 4.327 Sangat
Tinggi
Total 4.260 Sangat
mean Tinggi
Data Statistik Deskriptif Niat Pembelian
Name Min Max Standard Mean Kategori
deviation
NP1 1 5 1.125 3.595 Tinggi
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NP2 1 5 1.045 3.696 Tinggi
NP3 1 5 0.878 4.060 Tinggi
NP4 1 5 0.922 4.018 Tinggi
Total 3.842 Tinggi
mean
Hasil Nilai Loading Factor
Nilai Outer Kesimpulan
Kode Loading
Al 0.833 Valid
A2 0.772 Valid
A3 0.871 Valid
A4 0.867 Valid
DTF1 0.652 Valid
DTF2 0.912 Valid
DTF3 0.903 Valid
Hl 0.641 Valid
H2 0.673 Valid
H3 0.839 Valid
H4 0.881 Valid
KP1 0.774 Valid
KP2 0.777 Valid
KP3 0.839 Valid
KP4 0.875 Valid
KSI1 0.831 Valid
KSI2 0.855 Valid
KSI3 0.889 Valid
KSI4 0.679 Valid
L1 0.833 Valid
L2 0.840 Valid
L3 0.853 Valid
L4 0.799 Valid
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NP1 0.852 Valid
NP2 0.892 Valid
NP3 0.768 Valid
NP4 0.863 Valid
Nilai AVE
Variabel AVE Kesimpulan
Afinitas 0.700 Signifikan
Daya Tarik Fisik 0.690 Signifikan
Homofili 0.586 Signifikan
Kehadiran Sosial Influencer 0.668 Signifikan
Kepercayaan 0.668 Signifikan
Loyalitas 0.692 Signifikan
Niat Pembelian 0.714 Signifikan
Nilai Cross Loading
Daya
Tarik Kehadiran Sosial
Variabel | Afinitas Fisik Homofili Influencer Kepercayaan | Loyalitas | Niat Pembeliar
Al 0.833 0.714 0.577 0.624 0.377 0.407 0.645
A2 0.772 0.539 0.636 0.542 0.573 0.549 0.609
A3 0.871 0.658 0.611 0.667 0.424 0.379 0.649
A4 0.867 0.737 0.665 0.714 0.442 0.513 0.652
DTFI 0.455 0.652 0.549 0.545 0.378 0.353 0.473
DTF2 0.717 0.912 0.638 0.777 0.276 0.340 0.622
DTF3 0.757 0.903 0.655 0.723 0.398 0.408 0.638
Hl1 0.390 0.409 0.641 0.379 0.525 0.476 0.447
H2 0.536 0.521 0.673 0.507 0.420 0.495 0.554
H3 0.634 0.623 0.839 0.652 0.475 0.486 0.555
H4 0.673 0.660 0.881 0.702 0.466 0.448 0.637
KP1 0.360 0.260 0.478 0.294 0.774 0.594 0.401
Nilai Cronbach Alpha
Cronbach's Composite
Variabel Alpha Reliability
Afinitas 0.856 0.903
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Daya Tarik Fisik 0.771 0.868
Homofili 0.760 0.847
Kehadiran Sosial Influencer 0.832 0.889
Kepercayaan 0.836 0.889
Loyalitas 0.852 0.900
Niat Pembelian 0.865 0.909
Nilai Fornel Lecker
Variabel Afinitas Daya Homofili | Kehadiran | Kepercayaan | Loyalitas Niat
Tarik Sosial Pembelian
Fisik Influencer
Afinitas 0.837
Daya Tarik 0.792 0.831
Fisik
Homofili 0.746 0.736 0.765
Kehadiran 0.762 0.827 0.752 0.818
Sosial
Influencer
Kepercayaan | 0.545 0.411 0.602 0.457 0.817
Loyalitas 0.555 0.436 0.611 0.508 0.731 0.832
Niat 0.764 0.700 0.721 0.707 0.553 0.605 0.845
Pembelian
Nilai Adjusted-R Square
. R Square
Variabel Adjusted
Afinitas 0.691
Kepercayaan 0.293
Loyalitas 0.304
Niat Pembelian 0.626

Nilai F-Square
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Variabel Afinita | Day | Homofi | Kehadira | Kepercayaa | Loyalita Niat
S a li n sosial n s pembelia
tari influence n
k r
fisik
Afinitas 0.422 0.446 0.654
Daya tarik 0.156
fisik
Homofili 0.109
Kehadiran 0.039
sosial
influencer
Kepercayaa 0.004
n
Loyalitas 0.060
Niat
pembelian
Nilai Q-Square
- Q* (=1-
Variabel SSE/SSO)
Afinitas 0.472
Kepercayaan 0.188
Loyalitas 0.202
Niat Pembelian 0.439
Nilai Path Coefficients
Hipotesis ngzlnl‘:l Sl 4 Resimpulan
P y of (|O/STDEV)) | Values
Homofili -> Afinitas (H1) | 0.290 2811 0.00s | Positif dan
signifikan
Kehadiran_Sosial_Influencer Positif dan
-> Afinitas (H2) 03 1.981 0.048 Signifikan
Daya Tarik _Fisik -> Positif dan
Afinitas (H3) 0.407 3.139 0.002 signifikan
Afinitas -> Kepercayaan Positif dan
(H4) 0.545 10.210 0.000 signifikan
Afinitas -> Loyalitas (H5) | 0.555 9.560 0.000 | Positif dan
signifikan
Kepercayaan_ -> Tidak
Niat Pembelian (H6) 0.057 0.618 0537 1 Gionifikan
Loyalitas -> Niat_Pembelian Positif dan
(HT) 0.226 2.054 0.041 signifikan
Afinitas -> Niat_Pembelian Positif dan
(HS8) 0.608 7.684 0.000 signifikan
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Nilai Specific Indirect Effect

Hipotesis Original Sample Standard T statistics | Pvalues
Sample | mean (M) | deviation | (|(O/STDEV))
(0) (STDEY)
Afinitas -> 0.031 0.032 0.050 0.618 0.537
kepercayaan
-> niat
pembelian
(H9)
Afinitas -> 0.126 0.125 0.063 1.995 0.047
loyalitas ->
niat
pembelian
(H10)
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H3

H4

KSI1
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Ks13
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H4

Ksi

KsI2

Ksi3
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DTF2

DTF3
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0.641
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Kehadiran
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Influencer

Daya Tarik
Fisik

Struktur Awal Penelitian

kP2 KP3

Kepercayaan

KP4

Afinitas

Niat

Pembelian
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Struktur Calculation PLS Algoritma
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ABSTRACT

This study investigates the impact of homophily, influencer social presence, and
influencer physical attractiveness on affinity in the beauty and fashion industry through
influencer marketing. Trust and loyalty mediating roles are also explored in connection
with customer purchase intention. The data was collected from 408 respondents via a
digital survey guestionnaire and analysed the proposed model using Smart PLS 4.0.
Results show a positive influence of homophily, influencer social presence, and
influencer physical attractiveness on consumer purchase intention, partially mediated
by affinity, trust, and loyalty. The significance of affinity suggests that a strong emotional
connection with influencers plays a crucial role in shaping purchasing decisions. The
current study contributes to the existing body of knowledge by examining the roles of
affinity, trust, and loyalty in homophily, influencer social presence, influencer physical
attractiveness, and consumer purchase intention within the beauty and fashion
industry—a  relatively unexplored area. These insights are valuable for industry
practitioners aiming to build trust, establish a strong socdal presence, and enhance
customer loyalty. Thus, this study highlights the pivotal role of affinity and offers
practical guidance for influencer marketing strategies that can boost customer purchase
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Introduction

Influencer marketing has emerged as a major force in today's volatile marketing sense (Zahara et al,
2023). Social media platforms have created a vast digital realm where individuals can create content and
engage with large audiences, transforming passive consumers into active content creators and distribu-
tors {Wang, 2021). This transformation has given rise to influencer marketing, a potent channel that
leverages the engagement of digital audiences (Tafesse & Wood, 2021). Social media influencers (5Mls)
have become opinion leaders, welding significant influence owver their followers (Leung et al, 2022).
Recent surveys have reaffirmed the efficacy of influencer marketing, with 90% of marketing practitioners
considering influencers as highly effective in engaging consumers (Geyser, 2021). Consequently, busi-
nesses have integrated influencer marketing into thelr communication strategies (Campbell & Farrell,
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2020). In this rapidly evolving marketing landscape, understanding how influencers leverage their status
to influence their dedicated followers has become essential (Cam Thuy et al, 2023).

Influencer marketing is based on influencers, individuals who gather devoted followers across social
media platforms (Ye et al, 2021). Secial media influencers (5Mis) tend to build their expertise in specific
areas. One example is Kritika Khurana, an influential figure in the fashion and entertainment industry,
better known as That Boho Girl. Her Instagram followers have reached a whopping 1.8 millien. Khurana
has established a unique brand identity that emphasizes her boho style, which is reflected in her blog
and Outfit of the Day (#00TD) videos, where she offers makeup and styling tips (Shandy et al, 2023). In
addition, Kritika has a growing company called Dee Clothing and has received sponsorships from pres-
tigious brands like L'Oreal, Myntra, Knorr, and Pure Sense. Similarly, Parul Gulati, an Indian actress and
model, has a considerable following of over 1.6 million on Instagram. Gulati's possession of Mish Hair, a
hair extension brand valued at 50 crores, adds to her diverse professional pursuits. It is crucial to com-
prehend consumer motives for following a certain social media influencer (SMI), even if they have a
substantial number of followers and brand endorsements.

Do individuals follow Kritika solely due to her role as a fashion and lifestyle content creator? Perhaps
they seek styling guidance from her, or there might be other factors motivating their followings unrelated
to improving their fashion sense. Over the past few decades, leveraging celebrities, including movie stars
and Bollywood personalities, for marketing purposes has been a long-standing strategy in the industry
(Mitra, 2021). However, with the pervasive presence of social media, influencer endorsements have gained
significant traction (Appel et al, 2020). Recent research indicates that approximately 50% of internet users
subscribe to influencer accounts on social media platforms, with a significant 40% of individuals on
YouTube expressing trust in the influencer’s recormmendations (Digital Marketing Institute, 2024; Wang &
Huang, 2022). Consequently, brands increasingly pricritize collaborations with Social Media Influencers
I5MIs), recognizing their ability to effectively engage consumers in the digital realm {Sriram et al, 2021).
This trend is evident in the substantial incorporation of influencer marketing into marketers’ overall out-
reach strategies, with its prevalence expected to continue growing in the foreseeable future (Celesting, 2023).

Their sense of influencer marketing lies in engaging these followers, fostering a sense of homophily
iH), and guiding their purchase intention (Pl) through the influencers social presence (ISP) (Carmona,
2021). Central to this dynamic is the formation of connections between followers and influencers, a topic
of paramount significance in contemporary marketing. Influencer marketing has shifted towards endur-
ing strategies emphasizing dependable partnerships and deeper engagements (Ketter & Avraham, 2021).
The intensity of an influencer’s relationship with their audience has become a crucial factor in planning
influencer marketing campaigns (Geyser, 2021). Therefore, understanding the persuasive mechanisms
underlying the relationship between influencers and their followers is essential, as traditional perspec-
tives fall short of explaining the significance of these bonds in current industry practices.

In practice, influencers can attract large numbers of followers and impact their followers' knowledge
and behaviors (Breves et al, 2021). This attribute, known as influencer attachment or affinity (A)) encap-
sulates the admiration and positive regard followers have for these digital personalities (Jun & Yi, 2020).
However, despite the acknowledged significance of influencer physical attractiveness (IPA), there is lim-
ited research examining its antecedents and conseguences across various factors of influencers {Phuong
et al, 2023). Investigating the mechanisms behind influencer attractiveness holds immense promise for
practitioners and academia. To address this gap, we draw upon attachment theory (Bowlby, 1979) and
social identity theory (Turner, 1981).

The majority of influencer studies focus on existing champions who have high reputations and signif-
icant societal impact and can effectively function as recognizable influencers and brand identities (Lee &
Lee, 2021). However, prominent campaigners frequently begin as ordinary people who provide social
media content. Influencers must start from the ground up, putting in time and effort to build their
human trademarks (Ouvrein et al, 2021). This research explores the drivers of followers” behavioural
intents, specifically customer purchase intention (P1), in the framework of influencer marketing. The study
model defines the procedure by which followers’ behavioural intents are formed, capturing the compo-
nents of influencer homephily (H), influencer social presence (I15P), and influencer physical attractiveness
(IPA) It is based on Turner's (1981) social identity theory and Bowlby's (1979) attachment theory. The
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model incorporates the effects of affinity (A) on mediated purchase intention, trust (T), and loyalty (L)
on follower-influencer linkages. With the increasing significance of influencer marketing, this study has
the ability to deliver a thorough understanding of the intricate associations that exist between influenc-
ers and their followers (Jason et al, 2023). As we go deeper into the field of influencer marketing,
we intend to provide critical insights that will inform more effective methods, improve brand-consumer
interactions, and fuel the continued evelution of this revolutionary force in modemn marketing. The find-
ings add to the established literature on influencer marketing and propose direction to practitioners
locking to implement effective influencer marketing methods.

Literature review

Social Media Influencers (SMI) are the predominant and rapidly expanding industry in marketing, garner-
ing the highest level of attention. The primary goal is to enhance the visibility of products as well as
enhance awareness of the brand by leveraging the influence of these individuals who are perceived to
be influential {(Hugh et al, 2022; Ye et al, 2021). The influencer marketing literature has garnered sub-
stantial scholarly attention, giving rise to multiple research streams dedicated to unraveling the intricate
dynamics between influencers and their followers (Song & Kim, 2022). However, previous studies have
observed the lack of a comprehensive theoretical foundation and a consensus on the conceptualization
of SMis (Malik et al, 2023).

Despite the abundance of studies, academia has developed a nuanced understanding of influencer
marketing. Research has predominantly focused on identifying traits that enable Social Media Influencers
iSMIs) to influence followers. These traits encompass characteristics such as ambition, intelligence, and
trustworthiness, as summarized by Audrezet et al. (2020) and Kim and Kim {2021} In a recent study
based on the literature review of 154 peer-reviewed research articles, Hudders et al. (2021) summarize
multiple attributes that are crucial for SMis to increase their reach among followers. Primarily relying on
gualitative methods, this article discusses SMis from followers” perspectives and highlights attributes
sought by individuals to connect with SMis, including trust, honesty, entertainment, and usefulness
iBalaban et al, 2021). Additionally, they address issues like envy and the erosion of trust and credibility
when SMIs promote sponsored products. While existing literature largely emphasizes influencer charac-
teristics and source effects, recent attention has shifted toward understanding the motivations behind
influencer-follower relationships (Lee et al, 2021). This phenomenon stimulates more investigation into
the factors that drive followers to actively participate in social media interactions. Given that the main
objective of social media platforms is to promote human interaction, it is crucial to analyze these emo-
tions (Wu & Srite, 2021). While researchers have accomplished significant progress in comprehending the
intricacies of influential marketing, further investigation is required to investigate followers' intentions
and cultivate ties between social media influencers and their followers.

Scholarly studies hawve meticulously identified key attributes of influencers that exert significant
impacts on follower outcomes. These attributes include influencer physical attractiveness (IPA) (Barta
et al, 2023), influencer social presence {I5P) (Albogami, 2023), and homophily (H) (Miza Braga & Jacinto,
2022). These factors have emerged as essential elements shaping the dynamics of influencer-follower
interactions. Another vital research avenue explores the psychological responses evoked in followers
through their interactions with influencers. These interactions, characterised by the exchange of content,
dialogues, and endorsements, can trigger a wide spectrum of psychological responses among followers.
A salient psychological response identified in this context is the emotional attachment or affinity (A) that
followers develop towards influencers (Cheung et al, 2022). This emotional connection can profoundly
influence follower behavicur and decision-making processes.

A distinct research stream centers on examining followers” attitudes toward content created and dis-
seminated by influencers (lgnatius Enda Panggati et al, 2023). These attitudes encompass dimensions
such as trust (T} in the influencer (Sun & Wang, 2019) and loyalty (L) towards the influencer (Balaban &
Szambolics, 2022), exerting influences on followers' behavioural outcomes. Trust, in particular, has been
highlighted as a critical factor shaping the effectiveness of influencer marketing campaigns. It often
serves as the bridge between influencer-generated content and follower actions, such as purchase
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intentions. Loyalty, on the other hand, can be delineated as the frequency with which followers consume
the influencer's content, significantly impacting their behavioral intentions.

Previous studies indicate that establishing strong emotional bonds between followers and influencers pro-
motes long-term relationships (Sanchez-Fernandez & Jiménez-Castillo, 2021) and intensifies attachment, which
strengthens loyalty (Breves et al, 2021). Additionally, attachment influences followers' perceptions of market-
ing messages; attached followers view promotional posts positively and as genuine endorsements (Chen
et al, 2021). They perceive these posts as personal recommendations, enhancing credibility and reliability. The
attachment also reduces followers’ resistance to marketing messages, as they are more forgiving of influencers’
promotional intentions (Audrezet et al, 2020; Belanche et al, 2021). However, the predominant research
strand within influencer marketing revolves around the investigation of influencer characteristics and their
profound influence on follower behavior, with a specific focus on purchase intention (Pl) (Fakhreddin &
Foroudi, 2021).

Among the numerous attributes of influencers, follower affinity (A} has garnered significant
attention. It is widely acknowledged that affinity towards influencers serves as a crucial mediating
determinant of followers' behavioral outcomes (Luo, 2002). However, despite the substantial focus
on this aspect, there remains a conspicucus gap in understanding the formation of influencer affin-
ity and the intricate consequences it exerts on followers' psychological responses. SMIs forge emo-
tional bonds with followers by sharing similarities in lifestyle and personality (Balaban & Szambolics,
2022), fulfilling the need for relatedness (Lee et al, 2021). Personal content fosters closeness and
active conversations, enhancing emotional bonding (Chen et al., 2021). Social presence, character-
ized by enthusiastic communication and interaction, increases followership and trustworthiness
(Breves, Liebers, et al, 2021; Bouchillon, 2021). SMIs' responsiveness and warmth in communication
further deepen affinity as they actively engage with followers and reflect their opinions (Foster
et al, 2021). Thus, 3MIs" personal and interactive approach fosters strong follower affinity towards
influencers.

Furthermaore, research has highlighted that it is essential to acknowledge that influencer market-
ing extends beyond the conventional one-way communication between a customer and a salesper-
son. Instead, influencer marketing operates within the intricate framework of online social
communities, often referred to as virtual communities (Rundin & Colliander, 2021). Previous studies
on social media influencers primarily focused on traditional influencers, such as those in the film
industry {Wang & Lee, 2021). Unlike traditional influencers, who typically possess ample supporting
resources, social media influencers are typically self-starters with fewer resources at their dispoesal
iGajanova et al., 2019). Hence, we pose the following inguiry: Does affinity towards social media
influencers act as a mediator in the relationship between influencers and customer responses? This
gquestion remains unaddressed in empirical research, to the best of our knowledge.

Virtual communities serve as platforms where influencers engage with both individual followers
and the broader follower community (Kim & Kim, 2021). Followers” psychological responses, like
their identification with the influencer, extend beyond the individual influencer to encompass the
entire virtual community (Appel et al., 2020). Exploring the ripple effect of followers' psychological
responses within these communities is an area requiring further investigation. Therefore, this study
aims to address gaps identified in the literature. Firstly, although the importance of influencer
physical attractiveness (IPA) is recognized, there is limited research on its antecedents and conse-
quences across various influencer factors, Secondly, despite its significant role in shaping follower
perceptions and behaviors, influencer attachment or affinity (A) lacks thorough exploration.
Additionally, existing studies may lack comprehensive models integrating various influencer dynam-
ics, such as homophily (H), influencer social presence (15F), and IPA, to understand their collective
influence on follower behavieral intentions. Lastly, deeper insights into the intricate relationships
between influencers and their followers are needed, especially regarding the mechanisms of trust
iT) and loyalty (L} in follower-influencer connections.
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It is worth acknowledging that the roots of influencer attraction and its impact on followers'
mental reactions to influencers and the online community are unknown. Furthermore, research has
missed the reality that diverse consumer views with wvarying susceptibility to influencers can
influence followers' behavioral goals (see Table 1). This study seeks to fill these research gaps by
examining the intricate relationships that exist between influencers and their followers, additionally
contributing to effective strategies and interactions between brands and consumers in this rapidly
evolving landscape.

Theoretical framework
Attachment theory

In the realm of influencer marketing, the interactions that transpire between influencers and their
followers lead to the formation of emotional bonds commenly referred to as ‘Attachment’ or ‘Affinity’
(A). Bowlby (1979) defines (A} as an individual's emotional connection with another and a mecha-
nism for regulating behaviour to ensure security. It serves as a guiding force, directing individuals'
actions to sustain closeness with a particular target, thereby nurturing heightened levels of intimacy,
commitment, satisfaction, and stability within the relationship (Collins & Read, 1990). Moreover, this
attachment or affinity exerts an influential impact on individuals' thoughts, emotions, and
self-perceptions (A). In influencer-follower relationships, attachment theory explains how interactions
shape the marketing process (Zahara et al, 2023). Affinity leads followers to internalise these inter-
actions, impacting their thoughts and emotions and strengthening their commitment to the rela-
tionship. In this context, three influencer attributes play a role in establishing attachment (Rani Eka
Diansari et al., 2023).

Social identity theory (SIT)

The affirmative judgement of specific entity characteristics is known as a recognised similarity. It can
predict consumer behaviours and aids im understanding how connections are first made and devel-
oped {Turner, 1981). Favouritism for influencers is essential in influencer marketing. Investigating this
from the standpoint of social identity theory (Turner & Oakes, 1286), which investigates the connec-
tion between allure and identification, can offer insight into the reasons and repercussions of this
attraction. Social identity theory describes how people define themselves in relation to others and
divides these interactions into three categories: communal, item, and personal. According to Turner
(1981), influencer liking leads to identification at the collective tier, comparable to alliances with
(Turner, 1991), and at the item tier, similar to affiliations with businesses and websites. This
affinity-identification relationship, which is based on social identity theory (Turner & Oakes, 1286),
applies to influencer marketing, which includes both personal and wvirtual collective layers. Turner
(1981) proposed that distinctiveness, similarity, and competence, which indicate three needs
thomophily, influencer social presence, and influencer physical allure, respectively), are predecessors
of collective-level attraction.

Development of hypothesis

The inquiry layout in Figure 1 presents three predecessors of influencer fondness: similarity, online expo-
sure of influencers, and attractiveness of influencers. This fondness for the influencer subsequently influ-
ences follower-influencer ties, intensifying followers' behavioural intentions (e.g. reliance, devotion, and
purchase intention).
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Influencer
Social Purchase
Presence Intentions

Influencer
Physical

Attractivenes
Figure 1. Conceptual model of the study.

Influencer qualities and influencer attractiveness

Homophily with an influencer, driven by shared values and experiences, positively comrelates with influ-
encer affinity. This association is underpinned by both social identity theory and attachment theory.
According to social identity theory, individuals seek relationships with those who have similar features or
interests, so satisfying their desire for relatedness. When consumers perceive commonality and social
appeal in an influencer, it triggers an attachment parallel to attachment theory. Similarly, how shared
experiences and familiarity foster emotional bonds.

H1: Homophily with the influencer is positively related to influencer affinity.

Social media influencer (SMI) followers form connections when they see their lifestyles and personal-
ities mirrored in content (Lim & Rasul, 2022). Homophily nurtures this emotional bonding, satisfying the
need for relatedness and encouraging active engagement. Ultimately, it fortifies the attachment between
followers and influencers. Homephily thus catalyses influencer affinity, drawing on fundamental human
needs for relatedness and attachment.

H2: Influencer social presence is positively related to influencer affinity.

Influencer marketing hypotheses suggest a positive association between influencer social presence and
influencer affinity, which aligns with Social Identity Theory and Attachment Theory. However, the concept
of emotional resonance adds a unigue dimension. Influencers’ social presence can evoke emations in fol-
loweers, intensifying the bond formed (Mishra & Sarmu, 2021). When influencers convey authenticity, empa-
thy, or shared passion, they resonate emotionally with their audience, intensifying the connection and
affinity. This emotional resonance provides a fresh perspective on the connection between influencer social
presence and influencer affinity, emphasizing the pivotal role of emetions in fostering stronger bonds.

H3: Influencer physical attractiveness is completely associated with influencer affinity.
The hypothesis suggests a positive relationship between influencer physical attractiveness and influ-
encer affinity, based on Attachment Theory and Social |dentity Theory. Social Identity Theory suggests

that people naturally gravitate towards those with similar characteristics, which can be seen in physical
attractiveness (Nguyen et al, 2020). This creates a visual identity resonance, reinforcing feelings of
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belonging and connection. Attachment Theory suggests that physically attractive influencers are per-
ceived as more trustworthy and relatable, leading to a deeper sense of attachment and affinity. Visual
resonance emphasizes the visual dimension in the influencer-follower relationship.

H4: Influencer affinity is completely associated with trust in the influencer.

Influencer social presence, encompassing sociability and relatedness, positively correlates with influ-
encer affinity in online interactions. This aligns with sccial identity and attachment theories, fostering
trust and influencer behavior (Kozinets et al., 2021). Social media influencers’ interactive comrmunication
style enhances followership, trustworthiness, and brand attitude. This personalized approach fosters emo-
tional attachments, shaping influencer affinity. Thus, an influencer's social presence cultivates stronger
bonds and emotional connections.

HS: Influencer affinity is positively related to loyalty towards the influencer.

Influencer marketing is a dynamic field that involves a multifaceted approach to loyalty. It goes
beyond traditional repeat purchase behavior, encompassing persistent engagement, advocacy, and
commitment. Followers who form a deep sense of belonging and emotional attachment within
virtual communities are more likely to exhibit enduring loyalty (Sanchez-Fernandez & Jiménez-Castillo,
2021). This loyalty extends beyond transactional interactions and can transform into a profound
emotional connection, similar to attachment bonds in Attachment Theory. This connection is often
demaonstrated through active participation, support, and advocacy within the influencer’s community.

H&: Trust in influencers is significantly connected to purchase intention.

Trust in influencers significantly influences consumers’ purchase intentions, supported by attach-
ment theory and social identity theory. Social identity theory suggests individuals form positive
associations with individuals or groups they perceive as similar or desirable (Kim & Kim, 2021). Trust
in influencers leads to a perception of their recommendations as credible and reliable, stemming
from a sense of affinity and shared values. According to attachment theory, individuals gain a sense
of security and support from influencers, which fosters trust in their knowledge and judgement.
Thus, confidence in influencers raises purchasing intentions dramatically.

H7: Consumer Loyalty for the influencers is inextricably linked to purchase intention.

According to social identity theory and attachment theory, individuals build profound relation-
ships with influencers who embody their favoured gqualities or ideas. Dedication to influencers
leads to higher trust in their recommendations and purchase intent (Lou & Yuan, 2019). According
to attachment theory, emotional attachment to influencers gives comfort, support, and guidance,
fostering dedication. This commitment is founded on the influencers expertise and judgement,
resulting im favourable purchasing intentions. As a result, more consumers follow influencers
because they believe their suggestions will lead to rewarding and helpful purchases.

H8: Consumer Affinity for the influencers is positively related to purchase intention.

According to the study, customer emotional attachment to influencers has a beneficial effect on
purchase intention. Strong attachment fosters trust in their suggestions, fostering loyalty and open-
ness to product endorsements (Turner & Oakes, 1986). In turn, this trust motivates buying inten-
tions. The research backs the notion that emotional connections and trust are pivotal in shaping
consumer behavior, highlighting the significance of fondness in driving purchase intentions.

H39: Trust acts as a mediator in the relationship between affinity and purchase intention.

According to community identity theory and connection theory (Hein, 2022), belief is a critical
component in the relationship between liking and purchase intention. According to comrmunal
identification theory, individuals develop a tremendous affinity for influencers who resemble them,
encouraging belief and reliability. The importance of individuals creating ties to influencers who
provide safety, aid, and guidance is emphasised by connection theory. This notion is supported by
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research, emphasising the importance of cultivating trust in influencers to influence purchasing
decisions.

H10: Loyalty mediates the effect of affinity on purchase intention.

Understanding customer behaviour and buying intentions reguires an understanding of allegiance.
According to collective identity theory, individuals have strong attachments with organizations or trade-
marks that match their self-comcept and collective identity (Walters, 2020). Fondness for a trademark fosters
allegiance, which moderates its impact on purchasing intentions. Bond theory emphasises emotional links
and confidence, which deepen these bonds and influence buying decisions.

Methodology of the study
Sample collection and sampling method

To ensure the truthfulness and consistency of our study, we employed a cross-sectional survey methodology,
which was meticulously created and pre-tested. The survey was self-administrated to capture social-demographic
diversity. Ethical approval for this study was obtained from the Technical Committee of SIBM, Pune, and this
request was duly approved. To mitigate bias in the selection process, every respondent was approached for
consent and participation at each survey point. All participants provided informed written consent prior to
participating in the study. Additionally, the introductory page of the guestionnaire included a section whera
participants were re-informed about their consent. This ensured that they fully understood their rights and the
study’s objectives. The section explicitly conveyed the authors' gratitude for the participants’ valuable input and
provided detailed information on study objectives, procedures, potential risks, and participants’ rights.
Participants were assured of confidentiality and informed that their responses would be used solely for aca-
demic research purposes. Additionally, they were made aware of the voluntary nature of participation, with the
right to withdraw at any time without consequence. Data collection utilized a digital survey questionnaire, with
respondents recruited from diverse online social media platforms such as Google Invite, WhatsApp, Instagram,
and Facebook invitations (Kay et al, 2020). Respondents for this study were selected using purposive sampling
to ensure the sample met specific inclusion oriteria essential for the research. This method was chosen to facil-
itate timely and relevant data collection. Eligibility was limited to individuals with prior experience following
influencers in the beauty and fashion industry and a purchase history within the past six months influenced
by influencer marketing. This targeted approach allowed the collection of pertinent data from a knowledgeable
and relevant respondent pool, therely enhancing the validity and reliability of the study’s findings. Preliminary
testing invelving 50 respondents was carried out to refine the measurement scale used in the study.

To align with the study’s focus on influencer marketing, the researchers provided two specific defini-
tions: ‘influencer’ and ‘influencer marketing (refer to Table 1). The survey was designed with three stages.
During Stage 1, participants were informed of their consent rights and provided with detailed instruc-
tions. These instructions included definitions of key terms, specifically ‘influencer’ and ‘influencer market-
ing' (Parts | and Il in Table 1). They were subsequently asked to recollect their interactions with influencers.
Definitions of Influencer and Influencer Marketing.

Table 1. Table of definitions.

Part Narme Definition Example

Definition |: Influencer An individual with substantial anline ‘A popular Instagram influencer recommendation on the
prominence Is capable of exerting a latest products significantly influences his followers’
persuasive impact on the attitudes and purchasing dedsions!

behaviours of thelr digital awdience.

Definition II: Influencer's Marketing  An advertising strateqy In which brands team  ‘The companles partnered with a popular beauty viogger
up with online personalities to prormobe to promote thelr new skincare line to her dedicated
products or services to a broader audience, audience, resulting in a surge in praduct sales!
leveraging influencers’ credibility and reach.

Author own compdation.

In the second stage of data collection, participants were asked to fumish demographic details, induding their
full name, age, and gender. Stage 3 focused on questionnaire items derived from the study’s conceptual model,
and participants responded based on their recollections (Tsai et al, 2021). After excluding 35 invalid responses,
the study retained 408 valid responses, comprising 49.5% female and 50.5% male respondents. Motably, 72.6%
of the participants were under the age of 35. The respondents’ demographic details are given in Table 2.
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Table 2. Respondents demographics.

Item Demagraphics Sample Percentage (%)
Geander Male il 505
Fernale iz 405
Age 18-25 122 3D
25-35 173 416
3545 7& 184
Above 45 years k3 93
Education Senlor high school n 7
Undergraduate .1} 49
Graduate 118 5336
Masters 157 386
Respondents Professional Government Employee 75 184
Background
Priwate Industry =1:3 2.
Leff-employed/ Independent 2 51
Enterprisa
Retired’ Unemployed individual 14 345
Stwdents 199 42
Tirme Spent on social media (Hours) <1 &6 16.2
1-3 128 E1E

Sample demographics (M=408]. Authors own compilation.

Scale development

This research used a Likert scale of 5 points to evaluate constructs such as homophily, influencer social
presence, influencer physical attractiveness, affinity, trust, loyalty, and consumer purchase intention. Five
items were adopted for each construct, adapted from various sources (Hajli, 2019). For homophily, social
presence, physical attractiveness, affinity, trust, loyalty, and purchase intention, items were modified and
adapted from (Gilly et al, 1998 Jun & Yi, 2020; Kim & Kim, 2022; Park et al, 2010; Sands et al, 2022;
Wang et al, 2019; Yan et al, 2024). The complete list of scale items can be found in Table 3 (Table A1)

Table 3. Source and description of the study constructs.

Constructs Scales Sources

Influencer Homaphily [H) (Gilky et al, 1998]

Influencer Social Presence {I5F] (Aw et al, 2022; Jun & Y1, 2020; Kim & Kim, 2022).
Inflsencer Physical Attractiveness (IFA) (Bhattacharya & Sen, 2003; Curras-Pérez et al, 200%)
Affinity (Al (Fark et al., 2010

Trust in Influeancer (T) (Sands et al, 2022; Yan et al, 2024]

Lowalty L) (Kim & Kirm, 2022; Jun & ¥, 2020)

Purchase Intention (P1) (Aw et al, 3022 Poulls et al, 201% Wang et al, 2017]

Author's own compilation

Analysis of data and results
Assessment of common method bias

Harman's single-factor test was employed to measure the potential impact of common method bias. This
test, as per Harman's single-factor test, scrutinizes whether a single factor can explain a substantial pro-
portion of the covariance among variables, which would signify the presence of common method bias.
In our examination, the initial component accounted for a mere 38% of the variance, representing that
communal method bias did not exert a significant influence. Consequently, the author ascertained that
the proposed framework endured unaffected by commen method bias.

Measurement of reliability and validity

This study utilized the Partial Least Squares (PLS) method for predictive modeling using the SMART PLS
4.0 software (Purohit et al, 2022). The evaluation included validity and reliability aspects, including scales,
Cronbach's alpha, Average Variance Extracted (AVE), factor loadings, and Composite Reliability (CR). The
results showed robust factor loading values, high internal consistency, and composite reliability values
(Hajli, 2019). Convergent validity was established by examining AVE values across different constructs,
with all values exceeding the threshold of 0.50. The PLS methodology was chosen due to its ability to
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accommodate formative and reflective indicators, allowing for complex interactions among variables and
aveiding inadmissible solutions and factor indeterminacy. However, constraints such as data distribution,
measurement scales, and sample size need to be considered. Owerall, the research data demonstrated
commendable levels of reliability and validity. The limitations imposed by the method are data distribu-
tion, measurement scales, and sample size. Overall, the dependability and validity of the research data
were excellent. The method's constraints on data distribution, measurement scales, and sample size.

The measuring model was theroughly evaluated to determine the accuracy of the scales, Cronbach's
alpha, Average Variance Extracted (AVE), factor loadings, and Composite Reliability (CR). The analytical
outcomes revealed that all items exhibited factor loading values ranging from 0671 to 0.901, consis-
tently exceeding the established threshold of 0.6, thereby affirming their statistical significance and
acceptability (Appel et al., 2020). Moreover, the constructs exhibited notably high levels of reliability, as
evidenced by Cronbach’s alpha spanning from 0.820 to 0903 and composite reliability for the items
ranging from 0.873 to 0.924. These values surpassed the recommended threshold of 0.70, signifying a
robust level of reliability within the model, as depicted in Table 4. Convergent validity was effectively
established through the AVE values, which ranged from 0669 to 0.775 across the constructs (refer to
Table 4). Notably, all the values of AVE surpassed the established threshold of 0.50, thereby affirming the
presence of convergent validity. Grounded on these insights, it is cbvicus that the research data consis-
tently demonstrated a high degree of reliability and wvalidity.

Table 4. Composite reliability, factor loadings, Cronbach's Alpha and AVE.

Compasite Reliability  Average Varance
{

Construsct Items Factor Loading Cranbach’ Alpha CRl Extracted [AVE]
Influencer Homophily HY  Sence of human sensitivity 0.870 0.833 0869 0669
Interaction feels like real 0.594
conversations
Content is similar to me 0818
Feels like hame a.671
Influencer Social Presence  Relatedness 0817 0.851 059 0492
(15F) Personal communication 0.885
Sense of human sensitivity 0.583
Real corversation 0.733
Influancer Physical Physically attractive 0824 0.820 0881 0645
Attractiveness {IPA) Lat commen with me 0.529
Beautiful @754
Inspiring 2812
Affinity (Al Emotlonal bond 05401 0.895 0937 0.762
Personally connected .50
Sense of belongingness 0.566
Shares my value a.821
Trust In Influancer (T} Reliable 0.893 0.903 0932 0775
Genulne reviews 0.595
Credibla a.&8mn
Trustworthy 0.862
Lowalty (L) Keep an following 0.725 0.E38 0852 0674
Continwe watching posting 0.881
| willl watch the content 0.815
whienever | use social
media
Encourage my friends and 0.854
farnily to watch the
Influencer
Furchase Intention [P) | willl purchase the praduct .80 0.875 0915 0726
If an Influencer | like
endaorse it
Keep on purchasing 0.533
Influencers ressewead
products
| may buy the product if 0.599
the Influencer endarsing
It, s an expert.
Willingness to buy 0.78%
Influencer recommended
product is high

*All individual item's factor loadings have demonstrated statistical significance at a level of p<.001.
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Discriminant validity analysis

To evaluate the discriminant validity of the variables, the standard proposed by Fornell and Bookstein
(1282) was employed. This criterion entails a comparison between the sguare roots of the Average
Variance Extracted (AVE) for each construct and the comelations between the constructs themselves,
In Table 5, the square root values of each construct were found to be notably higher than the correla-
tions of those constructs with others, thus substantiating the discriminant validity of the constructs.
The Fornell-Larcker measure further affirmed the discriminant validity of the variables. Additionally, it
is noteworthy that the factor loadings of the remaining items associated with each variable surpassed
the established thresheold value of 0.600, underscoring the substantial contribution of each item to its
respective construct. Comprehensive details regarding the constructs’ reliability, validity, and discrimi-
nant validity are found in Table 5.

Table 5. Assessment of disciiminant validity.

Influencer physical  Influencer soclal Purchase
Affinity Homophily attractiveness presence Layalty Intentian Trust

Affinity 0.873
Haomophily 0903 0.818
Infleencer physical 0815 0.542 0.B06

Attractiveness
Infleancer Social 0942 0.864 0.1 0.832

Presence
Liyalty 0.766 a.rin 0794 o 0.821
Purchase Intention 0.aE10 &4 0823 0788 0746 0.854
Trust 0.798 851 0E03 0784 iy ) 0.7ar 0.BEO

The main diagonal {highlighted im bold) already demotes that it corresponds to ‘the squane roots of the varance shared by each varlable.

Model fit

In accordance with Fornell and Bookstein (1982), the assessment of model fit encompasses the con-
sideration of several indices. The Standardized Root Mean Residual (SEMR] values serve as indicators
of the dissimilarity between the observed and meodel-implied correlation matrices (as displayed in
Table 6). The computed SRMR values amounted to 0.079 for the saturated model and 0.102 for the
assessed model, thereby indicating a favourable fit. Furthermore, the d_ULS values, which gauge the
discordance between observed and anticipated covariances, were 2.560 for the saturated model and
4.264 for the evaluated model, while the d_G wvalues signify the distinction in degrees of freedom,
respectively (Liu et al., 2022). Overall, the various medels for indices suggest that the estimated model
provides a satisfactory data fit.

Table &. Assessment of the model fit.

Saturated maodel Estimated model
SEMR oove 0102
d_uLs 2560 4.364

Model goodness of fit.

Structural model

The primary objective of this study’s structural model (Figure 2) was to investigate the intercon-
nections among various constructs and their influence on the outcome variable. Throughout the
analysis, the examination included an assessment of path coefficients, which signify both the mag-
nitude and direction of these relationships, aleng with the evaluation of statistically significant
indicators.
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Figure 2. Empirically tested conceptual model (SmartPLS 4.0).

Table 7 presents the outcomes derived from the examination of the structural model, elucidating the
approximate impact of each predictor variable on the ultimate value. As an illustration, the path coeffi-
cient of Trust and Purchase Intention was computed at 0.668, signifying a statistically significant and
positive relationship (An et al, 2019). This underscores that heightened levels of trust correspond to
increased levels of Purchase Intention.

The study found a substantial and positive association between loyalty and customer purchase inten-
tion, with higher levels corresponding to higher intention. Affinity signifies a positive association with
trust and loyalty, with 0.798 and 0.766, respectively (Hair et al., 2011). Homophily, Influencer Social pres-
ence, and Influencer Physical Attractiveness were found to have significant links with affinity, with 0.385,
0.076, and 0.674, respectively. Trust and loyalty were also found to have substantial and positive connec-
tions, with 0.478 and 0.403, indicating higher levels of trust are associated with higher loyalty and pur-
chase intent {Hair et al, 2020). Overall, the study highlights the significance of social presence and trust
in influencing consumer behaviour.

Overall, the outcomes of the proposed model analysis support the hypothesised relationships
among the constructs. They indicate that Affinity, Loyalty, and Trust are all important factors influ-
encing consumer behavior, specifically in relation to Purchase Intention. Figure 2 shows the standard
path coefficient {p) and t-value, path significance, and R-sguare value for endogenous constructs
(Table 7).

Table 7. Path coefficient.

Standard deviation T statistics
Orniginal sample (0]  Sample mean (M) [STDEW) {|{OWSTDEV] p walues

Affinity -> Loyalty 0.765 niar 0oz 35247 Ao
.P-ﬁhl‘t}' -= Purchase Intantion [ 0693 0ua28 24655 A0
Affinity -= Trust 0.F9E 099 0024 33564 A0
Hamophily -> Affinity 0385 03g7 0033 11.578 o
Influsncer Pl'rysxal =004 =007 0036 2116 034

Attractiveness -= Affinity
Influencer Social Presence -= fiTrE] 0.a71 0037 1828 ]

Affinity
Lowalty == Purchase Intention 0403 0403 0os BOIT Ao
Trust - Purchase Intention 0478 0478 0053 9107 ]

Significance levels *p< 05, **p< 001
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R-square interpretation

The models predictive precision was evaluated through R-square values, which reflect the sguared cor-
relation between the actual and predicted values for individual constructs. The outcomes revealed that
custormner purchase intention exhibited an R-sguare value of 0.668, loyalty attained an R-square value of
0587, trust in effective marketing achieved an R-square value of 0.636, and affinity demonstrated an
R-square value of 0.921. These findings collectively indicate that the medel provides a notably high
degree of accuracy in predicting outcomes for each construct.

The analytical accuracy of the proposed model was evaluated further by the Batu-Geisser Q-square
value, which is a cross-validated odds ratio. The mean square values for customer purchase inten-
tion, loyalty, trust, ineffective marketing, and affinity were 0.666, 0.586, 0.635, and 0.920, respec-
tively. All these values exceeded the null hypothesis, confirming the model’s predictive value for the
constructs.

The extent of the effects was also assessed following the guidelines suggested (Hair et al, 2019). In
line with established criteria, where an effect size of f22002 denotes a small effect, 220,15 indicates a
medium effect, and f2 z0.35 signifies a substantial effect, the outcomes are outlined in Table 8. Notably,

Table 8. Predictive relevance analysis.

R-squares R-squares ad)usted
Affinity 0921 0.920
Lowalty 587 586
Purchase Intention G668 666
Trust 636 &35

The value of K = 010, except for D Alzo, the value of OF Is = 0.

a mediating effect size was discerned for the interaction of affinity, while a considerably substantial
effect size was evident for trust and loyalty within the context of effective marketing. These findings
underscore the substantial impact of trust and loyalty in shaping consumer purchase intention, thus
substantiating the significance of these constructs within the meodel.

Owverall, the outcomes indicate the proposed model has a robust analytical ability, with moderate to
large effect sizes for the studied constructs. This analysis suggests that the model is able to accurately
capture the complex relationships between the variables studied. The findings provide valuable insights
into consumer behavior and expand the influencer marketing literature.

Hypothesis testing

Table 9 presents the statistical significance of a path analysis among all the study constructs. The study
investigated and tested 10 hypotheses concerning the impact of homophily (H), influencer social presence
i15P), and influencer physical attractiveness (IPA) on affinity (A) and the mediating effects of trust (T) and
loyalty (L) customer purchase intention (Pl The path analysis results revealed that the path coefficients
between the variables were statistically significant. This implies that the relationship between the variables
has a direct effect on each other (Becker et al, 2022). The direct effect of H on & (H1), ISP on A (H2), IPA

Table 9. Hypothesis Testing.

Direct Effects Mediating Effects
Hypothesis Mo Hypothesized Path  B-lalwe o-Walue Tvalue B-Walue o-Walue Tvalue Fermarks
H1 H= A 385 o 11.578 Suppoarted
H2 5P = A G4 0o 18.280 Suppoarted
H3 A = A —h07G 034 2116 Suppoarted
H4 AT 798 o 33.564 Suppoarted
H5 A=l 766 0o 35.47 Suppoarted
H& T2k 0478 ] 5107 Supported
H? L= Pl DAl3 o B.OST Suppoarted
H& AP G691 0o 028 Suppoarted
Ha AT =Pl 0.211 o0 4628 Supported
H1o AS3L=>Pl 01580 Aa 4.397 Suppoarted

Tpa 01 p bt palll
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on A (H3), A on T (H4), Acn L (H5), T on Pl (HB), L on Pl (H7) and A on Pl (HB) along with the effect of
affinity on consumer purchase intent, mediating by loyalty and trust (H9 and H10), were supported respec-
tively. Table 9 summarizes the findings and provides support for the proposed hypotheses.

Table @ and Figure 2 present findings concerning the path estimates and significance of hypotheses
(H1 to H11) related to affinity towards social media influencers. H1 and H2, which posited a positive
relationship between homophily and influencer social presence, were supported (H1: B=0.385, p = 033
H2: B=0574, p = 037). However, H3, suggesting a positive link between influencers’ perceived physical
attractiveness and affinity, was not supported, revealing a statistically significant negative relationship
(H3: B = —0.076, p = .036).

Furthermore, cur results demonstrate that affinity significantly impacts trust and loyalty towards influ-
encers, thus supporting H4 (8 = 798, p = 000) and HS (8=0766, p = .000), respectively. This positive
influence continues downstream, as trust, loyalty, and affinity towards social media influencers collec-
tively enhance purchase intentions, endorsing He6 (8 = —0.076, p = .036), H7 (§=0.478, p = .000), and H8
(F=0691, p = .000).

Additionally, our findings reveal a substantial and positive mediation of trust and loyalty on the rela-
tionship between affinity and purchase intentions, thus providing support for H11 (Hair et al, 2019).
These results collectively shed light en the intricate dynamics of consumer behaviour towards social
media influencers, highlighting the nuanced role of affinity in shaping trust, loyalty, and purchase inten-
tions. H11a (8=0691, p = .000) and H11b (8=0691, p = .000).

Mediation variables analysis

Mediation analysis was conducted to examine two aspects: (a) the mediating function of trust and (k)
the mediating function of loyalty in the association between affinity and purchase intention. The out-
comes of the mediation analysis, considering trust as the mediator, unveiled a statistically significant
indirect effect of affinity on buyers’ purchase intention (H3: 8=0.211, r=4.628, p <.01) mediated by trust
(Maseem & Yaprak, 2022). Notably, the total effect of affinity on customer purchase intention was statis-
tically significant (8=0.811, t=37459, p = .01). Even when trust was included as a mediator, the results
remained statistically significant (8=0.420, t=7.487, p = .01). These findings confirm H2 by indicating the
presence of a complementary partial mediating function of trust in the link between affinity and pur-
chase intentions.

Sirnilarly, the mediation study, with loyalty as the mediator, revealed a significant indirect influence of
affinity on purchasers’ purchase intention (H10: = 0,180, t=4.397, p = .01) via loyalty mediation. The total
impact of affinity on purchasers’ purchase intention remained statistically significant (8=0.811, t=37.459,

Table 10. Exploring mediation effects.

Total effect [A-=Pl) Direct effects [A-=Pl) Indirect effects |A-=Pll

Percentile
Bootstrap 97.5%

corfidence

Interval
Cosfficlent T value p value Coefficient T walue pwalue Hypotheses Coefficient (SE)  Twalee pwvalue Lower Upper
0aEN 3rAss 000 0420 TA8T 000 H:: AT =P 0z2m D045 40638 000 0135 0.301
0EN 3TASY 000 0420 TAST 000 HI0: A > L= Pl DL1ED 0041 4357 000 0103 0.261

Signifies Statistically Significance "p < 10; p= 05; p<.001.

p = .01), while the inclusion of loyalty as a mediator had no influence on the results (#=0420, t=7.487,
p = .01). These findings reinforce H10 by indicating a complementary partial mediation function of loy-
alty in the link between affinity and purchase intentions (refer to Table 10).

The study’s findings provide comprehensive knowledge of the underlying mechanisms that influence
buying intent. They emphasize the relevance of including mediating factors in consumer decision-making
models because they expose the sophisticated dynamics at work. Ultimately, our research contributes to
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a more comprehensive comprehension of consumer behaviour, which can inform marketing strategies
and practices.

Discussion
Summary of findings

This study explores the dynamics of influencers’ attachment to their audience through personal attri-
butes, emphasizing micro-influencers characterized by smaller networks and the adoption of long-term
partnership strategies. The current study is undertaken to fill the knowledge gap in prior research in this
field. The existing studies have primarily focused on the perspectives of influencerfocused or
brand-focused benefits (Aw et al, 2022; Hugh et al, 2022). The extant empirical research has not consid-
ered social media users” basic motivations for consuming digital content, such as their affection towards
the influencer and their psychological association with the content of the influencer (Gomes et al, 2022;
Kim & Kim, 2022: Zhang & Choi, 2022). The research reveals how these influencers employ interpersonal
influence through engaging communication on social platforms, influencing consumer responses to mar-
keting messages, and highlighting the growing popularity of these influencers in the marketing industry
(Yazdanian et al., 2019).

Additionally, the study revealed that influencers foster connections with their audience by authenti-
cally sharing personal experiences, providing valuable content, and actively engaging with their follow-
ers. It emphasized the significance of homephily in influencer-follower relationships, elucidating how
influencers strategically leverage shared characteristics and interests with their audience to deepen con-
nections and enhance purchase intentions. This finding aligns with the previous literature indicating a
positive correlation between consumer product purchases and influencers with whom they share simi-
larities (hormophily) (Balaban et al, 2022; Lee et al, 2021). However, the finding contradicts with studies
that have discovered a negative relationship between homophily and purchase intention (Shen et al,
2022). The reason for contradiction can be excessive homophily, which may lead to skepticism or disen-
gagement among followers. This skepticism could arise from a desire for diversity and newness in the
content they consume (Wu et al, 2022), emphasizing the complexity of consumer behavior within influ-
encer marketing contexts.

Influencers’ social media presence, as well as their physical appeal, are important in the creation of
connection. This association boosts loyalty and trustworthiness, mimicking consumer-brand relations. As
followers get closer to influencers, they are more inclined to maintain their relationship and regard their
content as more trustworthy. This aligns with findings from (Casaléd et al, 2020) as well as research by
Zhao et al. (2020), which observed that valuable and high-guality information to users assists influencers
in obtaining user trust and support as developing stronger emotional attachment with users. Similar
outcomes are documented in studies focusing on consumers’ emotional attachment to the influencer
content (Zhang & Chei, 2022).

This relationship diminishes skepticism and rebuttal of promotional information, lowering resistance
to marketing messaging. This finding is consistent with earlier research on attachment in consurmer-brand
interactions, which shows that attachment leads to personal detriments and forgiving of wrong informa-
tion (Ki et al, 2020). One intriguing result of our study is the negative effect of the physical attractive-
ness of influencers on affinity, which is inconsistent with past studies (&w & Chuah, 2021; Lou & Yuan,
2019). Despite its influence on followers' responses, the study finds that attachment does not affect their
impression of influencer recommendations as advertising. One possible reason is that the previous stud-
ies did not take inte account the components affecting influencer-followers interaction and the hetero-
geneity of consumer preferences, which overwhelms the power of influencer physical attractiveness. In
the same realm, Kim and Kim (2021) discovered that the physical attractiveness of influencers is an
effective cue for positive initial judgment but not in facilitating relatively long-term interactions between
influencers and consumers.

This is due to increased public knowledge of sponsored posts, influencer remuneration, and the FTC's
need for clear sponsorship disclosure. Regardless, connection contributes to higher credibility and
decreased resistance to endorsernents. The study also emphasizes the significance of affinity in drawing
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customers and building trust and loyalty to influencers, thereby supporting the study by Aw and Chuah
(2021). It underlines the importance of influencer social media presence in increasing customer interac-
tion and brand recognition, as well as closing the gap between buyers and sellers (Ao et al, 2023). The
study also emphasizes the importance of follower-influencer connections and community interactions in
increasing followers” affinity, which leads to increased purchase intentions (Moraes et al, 2019; Reinikainen
et al, 2020). The study concludes that affinity, trust, and loyalty act as a mediator in the connection
between various factors and customer purchase intention, implying that strategic incorporation of these
factors into social commerce platform marketing strategies has the potential to improve customer reten-
tion and drive sales growth.

Contributions to theory and managerial relevance

Contribution to literature

This study significantly advances the influencer marketing literature by delving into the interpersonal
resources inherent to influencers, including homaophily, secial presence, and physical attractiveness. These
resources are found to be instrumental in fostering stronger connections with followers, as elucidated by
previous research (Liu et al, 2022; Sckolova & Perez, 2021). By examining these aspects, the study
extends the theoretical framework of Attachment Theory, offering insights into how these interpersonal
resources play a crucial role in strengthening connections with followers. This allows influencers to estab-
lish a personal connection akin to attachment, thereby deepening their influence on follower purchase
decisions, as highlighted by prior research by Sanchez-Fernandez and Jiménez-Castillo (2021).

Moreover, the research validates the mediating roles of affinity, trust, and loyalty within Social Influence
Theory (SIT) and Attachment Theory (AT}, consistent with the propositions of Turner and Oakes (1986)
and Bowlby (1979). This underscores the interplay of these psychological constructs and their impact on
consumer behavior within influencer marketing contexts. Additionally, the study expands upon SIT by
investigating the effect of influencer social presence on customer purchase intentions. Traditionally, SIT
emphasizes homophily as a key driver of social influencer processes, focusing on how individuals are
more likely 1o be influenced by others who are similar to themselves (Kim & Kim, 2021; Lim, 2022). This
study adds to the social influence theory that beyond mere similarity, the active engagement and per-
ceived accessibility of influencers play a vital role in molding consumer attitudes and behaviors (Gupta
et al, 20232).

Furthermere, through the exploration of the relationship between influencer social presence, physical
attractiveness, and the mediating factors of affinity, trust, and loyalty, the research provides empirical
evidence supporting its theoretical framework. For instance, a study by Kim and Kim (2021) found that
influencers with high social presence and physical attractiveness tend to engender greater affinity and
trust among followers, leading to increased purchase intentions (Breves, Amrehn, et al, 2021). This ermpir-
ical validation strengthens the theoretical underpinnings of the study and contributes to a profound
understanding of the mechanisms driving consumer behaviour in influencer marketing contexts (Aw &
Chuah, 2021).

Consequently, this research contributes a versatile medel applicable to diverse consumer products
endorsed by influencers, thereby refining and advancing the Observational Learning Theory (Daradkeh,
2022) and the Theory of Planned Behavior (Lavuri, 2021). By elucidating the intricate mechanisms under-
lying influencer-follower relationships and their impact on consumer decision-making, this study signifi-
cantly enriches the theoretical foundations of influencer marketing. It offers practical implications for
marketers seeking to leverage influencers effectively in their campaigns.

Managerial relevance

The findings of this research underscore the critical importance of transparency in social media influ-
encer marketing, particularly among millennials and Gen Z consumers, aligning with previous studies
(Liu et al, 2022; Sokolova & Perez, 2021). Marketers should prioritize transparent messaging, openly dis-
closing sponsorships, and actively involving followers in marketing campaigns to enhance authenticity
and credibility (Balaban et al, 2021; Lina et al, 2022). Suppose a skincare brand collaborates with a
skincare influencer whe maintains transparency in sponsored content, as demonstrated by Giuffredi-Kahr
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et al. (2022). In that case, it fosters trust and credibility among followers, ultimately driving brand engage-
ment and purchase intentions.

Maoreover, the study highlights the imperative of delivering captivating, informative, and trustworthy
marketing messages to effectively influence purchase intentions, a sentiment echoed in previous research
iAo et al, 2023; Dash et al, 2021). For instance, a fitness apparel brand partnering with a fitness influ-
encer known for delivering informative content that educates her followers about the brand's products
and their benefits (Durau et al., 2022) enhances brand awareness and positively impacts purchase inten-
tions among its target audience. Furthermore, the research emphasizes the pivotal role of user affinity,
trust, and loyalty in driving sales through influencer-driven advertisements, consistent with the findings
of Kim and Kim (2021} and Wong and Hague (2021).

Additionally, the study highlights a negative relationship between the perceived physical attractive-
ness of influencers and the level of affinity among consumers. This unexpected finding suggests that
while physical attractiveness may initially attract attention, it may not necessarily foster long-term affinity
or trust among followers (Aw & Chuah, 2021; Lou & Yuan, 2019). For marketers and practitioners, this
finding underscores the importance of prioritizing authenticity and relatability over superficial qualities
when selecting influencers for brand collaborations (Balaban & Szambolics, 2022). Influencers themselves
may benefit from diversifying their content to focus en guality content and genuineness rather than
solely relying on their appearance (Kim & Kim, 2021). Finally, consumers should critically evaluate influ-
encer content beyond surface-level attractiveness, considering factors such as transparency, insights,
credibility, and alignment with personal values when engaging with influencers and making purchasing
decisions (Kapitan et al, 2021).

The study further highlights the substantial impact of homophily on user affinity towards influencers,
indicating that when influencers align with their audience in terms of lifestyle, values, or interests,
it fosters a stronger sense of connection and trust among followers (Sokelova & Perez, 2021).
This underscores the importance for marketers and practitioners to thoroughly understand the demo-
graphics and preferences of their target audience when selecting influencers for collaborations (Quvrein
et al, 2021). By strategically aligning with influencers who resonate with their audience, marketers can
enhance the effectiveness of influencer marketing campaigns and drive higher levels of affinity and
engagement (Harrigan et al, 2021).

Lastly, the study highlights the necessity of incorporating product invelvernent into influencer market-
ing strategies, particularly within the fashion industry, supporting the findings of (Belanche et al, 2021;
Cabeza-Ramirez et al, 2023). An illustrative example would be a fashion brand collaborating with a fash-
ion influencer who actively involves her followers in the brand's product development process (Hugh
et al, 2022), fostering a sense of ownership and excitement ameng her audience, thereby driving pur-
chase intentions.

Conclusion

This research delves into the influence applied by social media influencers on customer purchase inten-
tions, elucidating that influencer social presence holds significant sway over consumer behavior and pur-
chasing choices. Motably, trust, loyalty, affinity, and homophily emerge as pivotal factors in elucidating
this intricate association. Additionally, the credibility and relatability of influencers serve to augment their
influence on purchase intentions. Within this context, the study posits that marketers can effectively
employ influencer physical attractiveness and affinity as strategic marketing tools, as corroborated by
Dwivedi et al. (2021). Furthermore, the judicious selection of authentic influencers, coupled with vigilant
monitaring of social media discourse, holds the potential to heighten the efficacy of social media adver-
tising campaigns.

Crucially, affinity plays a pivotal role in mediating the interplay between influencers’ social presence,
homophily, and customer purchase intentions. Ensuring the provision of engaging content and cultivat-
ing follower loyalty emerges as imperatives for galvanizing followers inte meaningful action. This study
offers both practical implications and theoretical significance value for marketers leveraging influencer
social presence. Such insights empower marketers to craft robust campaigns and optimize returns on
investments in this dynamic landscape.
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Limitations and future lines of research

The study on social media, marketing, and consumer behavior in India has significant contributions but also
presents limitations. Cultural variations and socic-economic traits may influence consumer decisions, so future
research should consider these factors. Influencer characteristics, such as expertise, knowledge, consistency, and
authenticity, are crucial for trust and follower identification. The cross-sectional quantitative approach, focusing
on beauty and fashion, requires controlled experimental settings to minimize product variations and enhance
reliability. The study's unigue focus on influencer-following audiences raises questions about result generaliz-
ability. Additionally, the study does not consider individual follower characteristics and the impact of emotional
attachment on different cultural contexts and age groups. The study highlights the need for future research to
consider cultural contexts, influencer characteristics, and controlled experimental approaches, as well as broaden
the scope to address its limitations and open avenues for further research.
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Appendix A

Table A1, Constructs with iems and sources.

Constructs Items Saurces
Homophily The influencer provides a sense of human [Gilly et al., 19%98)

Influencers Soclal Presence

Inflsencer Physical Attractiveness

Trust

Loyalty

Purchase Intension

sensitivity

Interacting with this influencer was like having a
real comversation

| would contimee to watch the posting of the
Influencers

| can relate to all of the posts/content

I can identfyfrelate with Influencer

Influencer allows me to cormmunicate directly
with her or him

Influencer wiould respond to me quickly and
efficiently

This influences Is wsually present (e.g. show his/
herself photosfvideos) in the promotional!
advertisement posts

| find this influencer very attractive physically

This influencer has a kot In comman with me

This influencer has thoughts and sdeas that are
similar to mine

Influencer wants to do best at providing
concerned content

| feel a strong sense of belonging to this
Influencer accaunt

| enjay being a follower of this Infleencer
accaunt

| am very committed to this Infleencer account

This influences shares my values

Praduct recornmendations from the Influencer
are reliable

Influencess give genuine reviews

Influencer ads are a rellable source of
Information to get to know the quality and
properties of the product

‘We can depend on getting the truth in most
Influencer ads

| will keep on following Influencers account as
long as they are providing me with satlsfying
content

| would love to recommend Influencer to my
friends

| would encourage friends and relatives to see
the influemcers content

Influencers’ reviews are Bellevable

| willl buy the product if the Influencer | like
started endorsing it

| intend to keep purchasing the product
reviewed by Influencers

My willingness 1o buy the product
recommended by influencer is high

| will probably buy a product If the Influencer
endarsing It 15 an expert

(A et al, 2022 Jun & i, 2020; Kim &
Kim, 2023)

[Bhattacharya & Sen, 2003; Currds-Pérez

et al, 09

[Park et al, 2013}

[Sands et al, 3022; Yan et al. 2024)

[Kirm & Kim, 2022 Jun & ¥i, 2020

A et al, 2022 Poulis et al, 2019 Wang
at al, 2017

Author's own compdation
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