Validitas Diskriminan

| Kriteria Fornell-Larck... ||--] Cross Loadings ||| Rasio Heterotrait-Mon... i+

Kepercay... Kesamaa... Niat Beli Reputasi.. Sikap Ter...
KIF1 0.415 0.856 0.431 0.442 0.296
KIF2 0.372 0.833 0.450 0.366 0.291
KIF3 0.358 0.786 0.410 0.308 0.273
KIF4 0.506 0.847 0.499 0.418 0.301
KM1 0.852 0.474 0.525 0.425 0.395
KM2 0.796 0.337 0.440 0.307 0.343
KM3 0.850 0.428 0.513 0.409 0.356
KM4 0.815 0.402 0.451 0.336 0.359
KM6 0.817 0.428 0.528 0.372 0.379
KM7 0.810 0.413 0.554 0.364 0410
NB1 0.577 0.489 0.368 0.413 0472
NB2 0.521 0.512 0.869 0.427 0.429
NB3 0.492 0.421 0.861 0.366 0.377
NB4 0.522 0.450 0.863 0.374 0.430
RI1 0.327 0.394 0.334 0.846 0.305
RI3 0.455 0.431 0.461 0.924 0.339
SM1 0.381 0.278 0.407 0.326 0.814
SM2 0.366 0.288 0.413 0.324 0.851
SM3 0.400 0.315 0.430 0.270 0.856
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1. Introduwction

Mowadays, live-streaming as one of the emerging forms of sccial commerce represents ona
of the mast popular online strategies (Zheng et al, 2023) and one of the main sales
channels for most brands (Sokolova and Ke&fi, 2020). These are live synchronized real-lime
and interactive broadcasis between streamers and web users (L et ail, 2022, While often
inwiting reputed and iked influencers, live-streaming an social networks hedps brands towin
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more trust and adherence o sponsored brands {(Hou ef &', 2021). Accordingly, going live
on media improves the effectiveness of the messsge transmitted (Zheng ef ai, 2023).
Smilarly, U-screen (2024) estimates that the ke-streaming market recorded & growth of
20.6% betwesn 2022 and #2023 and that intamet users spent 548 bilkon hours on live-
streaming using their mobie phone. They are the embodiment of a far-reaching
prenomenan thet needs 1o be explored (Maellipeddi et !, 2021). On Instagram, live-
streamings by influencers continue to grow (Chen and Yang, 2023). Thea undoubtadly
results from Instagram's expenence-sharing feature, instant nformation trarsmission or
integraticn of virtual brand communities {Cazald af al, 2017a): Similary, prolifaration of live
shoppang opportunities an this platform and the breadth of potential ineractions it presents
have largety contributed 1o the prominence of the live-atreeming influencer phenomenon on
Irstagram [Houw of &, 2021). On thie platform, influencers generally master professions
liva-sireaming featurea auch es video sequencing filters and editing tools to promote the
bramd lwe to their followers. In caszes where the latier ntegrate the image of these
influencera and immerse themsehves in their lifestyle, trust in the brand iz further
strengthenaed and the influential relationship within the brand's virtual community B2 mane
likaly sustaimed {How ot &, 2021). In this regard, some studies have suggested that brand
1rust improves when the imege of the streemers sponeoring the brand fits well that of their
followers (Belanche &t ), 2021). Thie trust seems to preveil in cazes where the follcwed
influencera eroy & qood reputation (O and Cui, 2082} It is in this regard that some brands
contmualy search for influsncers perceived as credinle, able to integrate the imsge, ety
and valuas specific to their brand's sudience [Hu &t al., 2020).

Diespata the abundance of work on brands’ communication strategies on social networks,
eepecially on Instagram (Kircaburun end Grffiths, 20718}, few of them heve focused on live-
streamgs in the maketing literature. Similady, resessch desling with the percewed
congruence between the influencer and the follower i relatively scarce (Kim and Kim,
2021). Amcng these rare studies, that of Belanche et al. (2021} highlighted the interest of
consadering the mtluencer—follower congruence ta build more brand trust and foster brandg-
trendly essociations amcong Gen £ uwsers on Instagram. Interestingly, it seems ihat the
concept of congruence, which deacribes the extent 1o which folowers and influencers ane
similar in terms of styles and values (¥u and Frat, 2018), i= decieve 1o establishing a tust
relationehip with the consumer (Belanche o al, 2027). In this vein, Cren and Yang (2023)
indicated that this congruence bulds fnust captal and sirengtrena the influencer—iollower
relationehip. The= i= not without effect on the brand that the |aber endorses. Moreowver, by
consdering congruence 23 & bomm of match covering certaine decisse alements, i is
supposed fo promote & fevorable perception of the brand by mulipling posiive
Besociabons with it From a mansgenal point of wiew, it e probably 2 trigger capable of
Botvatng positive behevioral intentions in followers (Cassld et &0, 2017b). To better
undesstand tre effects of nfluencer-folower congruence on the reactions of followers to
live-sireamings, we appealed to equiliorium theory {Heider, 1846) and brand extension
theory (Maker and Kelier, 1890), onginally developed to explore individuas' reachons to
congruence. Despile the existence of such relewant theores anthe subject, few shidies
have so far focused on the attituding! and inientional reactions of follovers to live-
streamungs’ inffuencer follower congruence. This paper aime tharetore to fill the gap.

This paper is &n sttempt 1o combine the interactions of three key elementa: the rfluencer,
1me brand and the followers. |t fakes a closer look &t influencer-follower congruence a3 a
prefude to trust, and the attibudinal and intentionel reactions of followers to the brand.
Bearing on these pursuts, the paper sterts with a presentation of the relevant theoretical
and conceptual background. Then, it presents the date collection methodology and the
results, concluding with a set of theoreticel and manegerial recommendations and
implicators. Finally, it discusses the limitations and fubure resesrch avenues outlined by this
study.
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2. Conceptual background

Twao theories can serve as theoretical uncerpinningsa for this study. Theaa are equilibrium
theory {Heider, 1946} and brand extension theory (Asker and Keller, 18990). Equilibrium
theory {Heider, 1946) axplaina how consumers evaluate advartising information available on
social networks. The letter, seeking to escepe strees caused by dubiows information
sources, are expected to respond favorsbly to information scurces that ehare their lifestylas
and wabues. Applied o the context of social natworking, this theory suggests that to
preserve thair cognitiveand paychological balance, waers of thess networks tend 1o BCoept
the source of information that has a certain cognitive coherence with their styles and velues.
It therefore seems guite expected that they will be more interested in the influsncer whose
image i3 congruent with themsehes (Belanche of &, 2021). Thia probsably results in an
extension of the effecta recorded on the brand fouted by the influencer who anticipates
fevorable cormequences and therefore ehows more pemeabdity toward it (Cwnanda &t 5.
2022). Thanks 1o this perpetual seek of coherence characterizing individuals, congruence
between tha infusnces and the follower t therefore expectad to be comforting for the |etter
who wou'd probably percesve the presenied brand as trustworthy. Besides, 1he influencer
reputation showld strengthen the effect of congruence on brand trust, manteining the
psychologics' equilibrium establizhed between the fofower, the influencer and the
promated brand. In peralsd, brand extermicn theory states that sttitudes ard belists sbout
cne brand are tranafermed to the new brand, which is perceived as similar to the first. This
trensfer redates to, among other things, belieds about brand trust Im other words, &
consumer who ks exposed o an unfamiliar brand, but perceives it o be simdar to ancther
they truat, will atso trust the first brand. Thes ohenomenon is known a3 brend trenafer (Aaker
and Keller, 1880). Exstending the basic framework (Aaker and Keller, 1990) 1o brand
alliances, the study of Jarmes (2008) revealed that congruence presents an element that is
of perficular importance for in alisnce evalustions. Congruence tuma out to be &
determinant of consumer's aftitudes and purchesing intertions (James, 2008). Thus.
congruence etwaen the influencer and the follower ehould increase trust toward the brand
endaorsed by the influencer. Inde=d, the feelings of trust developed by the follower toward
the influencer ahould be transferrad to the brand they present in the lve-stresming. Taken
together, equilibrium theory (Heidar, 1946 and brand extension theory {Aaker =nd Keller,
1990} allow us o expect that followers wioukd feel more comfortable with Bve-sireamings
presented by tre nfluencers in whach they identify, especially when they are wel-reputed.
Such nfluencer-follower congruence would be abée to generate iealings of trust toward the
brand. The follewer should then develop favorebls attitudinel and intentional reactions
toward the brand.

2.1 The elfects of influencerlollower congruence an brand trus!

By diectly sssocieling tremseles with ther favorite influencersswig live-streamings,
tollowers feel they nave a peraonal and exclusne relationshep with them (Lec af 2!, 2021}, In
this-regand, the question of congruence with folicwers emerges. Congruence denotes the
adequacy botween these two polee of the influence relstionship (Belanche et ai, 2021}
Irfluencer-foliower congruence descrbes the way in which followere identify with the
influencer, becauss of the perceived fit between influencer personality and their perceived
consistency with followers' welues and Mestyles ($u and Pratt, 2018). Examining this
phenomenon, Belanche at &l [2021) believe that influencers often focus on & segmentad
and speciic audience to share similar imterests, while the latter are considersd “virtual
friends” sharing the same norms and intereste (Djafarova and Rushworth, 2017
Congruence thus seems ko bring more consistency 1o the comments about the brand thay
endoree and give it more trustworthinesa, which kesds to greater trust {Belanche ef &l
2021). The lztter refers 1o the belief that the consumer believes a source meets their specific
needs without taking advantzge of their indulgence {Romén et al, 2023). In particular,
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brand trust refers to 2 belief in the authentcity and loyelty of a brand's publcations an
different wet media (Tran and Steufton, 2020). It consiets in adepted belisfs and emotonal
attachrment of the consumer to the brand (Tang af &L, 2021). Ta batter understand the walue
aof brand trust in the context of Instagram live-streaming strategy, trust transfer theory
suggests that imdividuals trust content and brands if they are associated with or endorsed
by sources, they deem appropriate in terms of atyle and valees (Hu et &l, 2019). Brand st
helps distinguish between fair and unfair brands (Amarullah et &L, 2022). In a context of
liva-streamings on eocial media, brands are parficularly concerned 2bout the adeguacy of
theair image, values and words with their target (0§ and Cuil 2022). This concem can be
explained by the expected favoesble effects of congruence on perceived loyalty (Tiago
et al, 2023), religbility {Tran and Strutton, 2020} end judgements made by the follower
[Reinikamen at af, 2020). Specifically. when the int2mmet user perceives 8 messsge from an
influsncer whoes image e in Bne with himself {or hersalf), brand trust would be greates
[Roman et &', 2023). In reality, consumers prefer information sources that are smilar to
them. This preference hides a search for informetional conestency, as they feel maone
comiortanle and essily procese information from sources in which they identdy (Djafarowa
and Rushworth, 2017). Such consisiency eliows followers to buld and resffirm their raal self-
image. This underlines the axtent to which the perceived image and beliefa arcund & lve-
streamn influencer impact brand tust {Roman et al, 2023). Hence, the mare thess
influsncers are percaived congruent with followers’ real sehves, the mone favarabée emations
and beliefs are associated with the influencer eponsored the brand (Tiago et &b, 2023).
Then, the following hypothesis is formulatad:

H1. Infesencer- follower congruence promotes brand trust in Instagram live-streamings.

On inztagram. most influencers’ acvice end recommendations, featured in direct lwve-
strear mgs, Bre considered sincere when they miror their audience {Belanche ar i,
2021y, Thia influencer—follower congruence promotee perceived sincerty, particularly
when the influencer is popular and reputable in the marketplace (Lee et al, 2021).
Reputation describes an influencer's image in the eyes of their followers, znd thei
perception of their honesty, authenticity and credibilty {Hu or &, 2020). Thua, reputation
is an evaluation process that reflects beliele or perceptions sbout a person, abject or
behevior (Ayu and Han, 2021). Influencer reputaton has recelved ao far litthe attention in
influencer marketing literature deepite itz big nfluence on followers” behaviors (Shah
et &l 2023} Indeed, an Influencer's reputation is crucial for brands {Qi and Cul, 2022y
and i1 seems 1o be fed by their content diszeminated on social networkang p!storms (Ryw
end Han, 2021}, For live-sireamings operated by followear-congruent influencers, thess
latter's reputation is lkely to foster follower trust ino them (Schouten et &l 2018).
Mareover, influencer-congruent eubscribers feel more confident when the influencer is
wellreputed in their fisld of expertise (Belenche et al,, 2021). Particularly, influencer
reputation. reduces uncertainty zround the brand endorsed in fve-streamings (i and
Cui, 2022Y. It is to be expected, then, that tollowers of lve-streaming influencers, judged
1o be in ling with their sed, will moee readily grant the®r trust, especiaily, when trese
influencers are recognized and reputed on the market. This reputstion reinforces the
strength of the link oetween perceived congruence and brand trust. Tzken together,
trese proposals sllow formulating the following hypothesis:

H2 Influencer reputetion promotes the effect of influencerfollowsr congruence on
followers' brand trust in Imstegram live-streamings.

2.2 Trust as a mediator belween influencer-follower congruence and brand allilude

Litle ressarch has explored the mediator robe of brand frust especially in social networks
context. Mevertheless, from one sde, it is edmitted that influencerfollower congruence
ennances brand trust (Belanche er al, 2021). From the ofher side, it iz wel estabished that the
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followers who tnust B brand, develop a more favorabde efttude toward it (Dwivedi st &, 2023)
On these platforma, most brands are endorsad by influencers wiho attract a significent numiber
of followers and have & recognized abiity to influence them (Lou and Yuan, 2019). While
ambodying the role of opnion leaders in their fields of expertiss (Farivar and Weng, 2022),
tey comifort their audience in their sponsored brand. When influencer-follower congruence =
high, the fobiower recognize himseff in the influsncer and conseguently tust him, gemerating
more positve  associations toward the brand presented. For followers, the lve-stream
influencer = & guarantee of the brand. Consequertly, they naturally dewvelop trust feslings
wiich result in a positive evalustion of the endorsed brand {Pozrarliev ef &l, 2022). Trust could
trerefore pley a mediatng role between the of influencerfollower congrience and the
folower's atfitude toward the brand. Thus, besnd frust falt by tee foliowers i of critical
imporiance in sheping favorable brand attitude (Low and Yuan, 2018). This cbservation allows
us to put fonward the following hypotheais:

H3 Followers' brand trust medistes the effect of influencer-tolower congruence an
brand attitude in Instagram live-sireamings.

2.3 Attitude as a madiator between brand frust and followers” behawvioral inlenlions

On Instagram, the attitude forged toward the brand often esiablishes 8 control mechanism
allewing the brand to be rewardedsanclioned by fs icllowsrs and a key indicator of
followers' future intentions (Meghracu et al, 2022}, On social networks, purchase intentons
are consderad a8 a subjective conscious plan of & uzer to buy a brand based on past
experence. They also amount 1o the desires and plens developed (o grant onesalf ths
brand deemed loyel ({Chen and Yang, 2023). This intention seem= i be riper in the
presence of & favorable attitude toward the promoted brand (Tran and Strutton, 20E0)
Indeed, & positive attituds toward a brand, which foliowers trust, activates the willingness to
buy it (Belanche ef &', 2021). This obsarvation wee especialy cemonstrated in & study
conducted with a sample Generaticn 2 folowers (Immanuel and Bianda, 2021). Lou and
Yuan (2019) defend thiz postulate, ndicating that foscwers” purchase intentions are
condiioned by their brand atfitude, which turns out io be dependent on the beliefs
atnbuted ta the |aiter &s ta its degres of sincerity and the extent 1o which it is deemed
trustworihy. Furthermore, Immanee! and Biands (2021} indicated that the followers
fevorable attitude towerd a brand resulting from a feeling of trust can encourage nmfner to
seek for mformation about the product, affecting thereby hisfher priotiee and encouraging
himyher o purchase it. Tre following mediaton hypothesis istheraiore proposed

Hd. Followers' brand atttude mediates the affect of brand trust on shopping intertion in
Instagram live-etreamings.

During lwve-streamings, followers can interact with influencers to learn abowt the brands
being promoted, smost simulating & real face-to-face encounter (i end Cui, 2022). The
latter, being experienced, presents the sponsored brands as a daily |featyle routine
{Belanche = &l 2021) and relerdles in their followees the stenton to imitate them by
copyng their lifeatyles (Cased er al, 2017a). Followers thus follow the advice ard opinions
of these streemers percenved a3 a reference (lbener-Sanchaz et &, 2021} and whose
opinions present a rather subtle influence {lbanez-Sanchez et &b, 2021). Observing real
behaviors on social media, especially when they are considered a3 hedonic, may
encourage foliowers to imitate them {Sokolova of &), 2024} In this wein, some previous
research has found positive cormelations batseen the attitude toward the brand touted by an
influencer in reaction to its perceived frustaorthiness and the intention of folowers to imitate
it {Casald et &l, 2017b). Hence, the brand etitude developed towsard a product presented
in an Instagram live-streaming reflects the degres to which the consumer loves the brand
and trusis it (Belanche at &, 2021). By a mimicry effect, the trusted brand would be
adopted by the follower. Parbiculasly, imitstion of an influencer occurs when followers
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considers that they can do it and when thay perceive a benefit performing it {Sokolova et ai,
2024). The falowing hypothesis is thus proposad:

H5. Followers’ brand attitude mediates the effact of brand trust on imention to imitate the
influencer in Instagram live-streamings.

The pro-brand attibuce suggests that the brand is meeting the expeciations of ks consumers,
ard it ia the belief that cen sbmutate the intertion to recommeand the brand {Jmenez-Cestillo
erd Sanchez-Fernendez, #H19) Specifically, when follrwers trust the brand, they tend to
recommend it (Belanche af &, 2021). Subscrining to this thesis, some previous studies hawve
found positve corelations between attbude towsard the brand touted by an influencer and
intention 1o imitate them (Cesald ef &, #017h). Hence, consumers who heve perceived & brand
g3 far and who have developed favoreble beliefs and emotions towerd it ane generalty maore
Ikely to recommend it to cther users. Indeed, the fevorable attitude toward the brand predicts
b much the consumer likes the brend and fesls attached to the influencer representing it
[Belanche, 2021} It is therefore quite expected that & positive brand atfiluce would lead to
engage maore with other community members by recommending the brand they eready frust
[Jiménez-Castfllo and Sénchez-Fermdndsz, 2019). Formaly, ihe attibuds of the internet user
toward the promoted brand predicts its tnustworthiness, which in tumn should guide hie intention
1o recommend i {or rot) bo othes consumers. Thus, we Fypothesize the iollowing:

HE. Followers' brand aftitude medigtes the effect of brand trust on indention to

recommend it toothers in Instagram live-streamimge.

Bearing on the above, we propoee to test the following research model {Figure 1) perception
{influencertollower comgruence) - affective and cognitive ewvalustion (trust/etitude) -
behavicral intention (intenton to buwimiaterecommend), while integratng a moderating
variatie (influencer reputation).

3. Methodalagy
To velidate the proposed ressarch model, & survey was conducted on & eample of
Instzgram users. They were exposed to @ pre-selected live-streaming and then presented &

‘questonnaine for feedback.

3.1 Choice of live streaming

A |ve-streaming in which an influencer promaotes 2 product was selected for this study. A=
tre reputaton of the influencer is measured in this atudy, the selected irdluencer hed iobe &

Conceptual model

Infhuencee
npulaliog

I Sacmceur- Inleuticn b
ullrier . imilate the
influercer

Intention 1o
[ Eevdind

'\\:l_:h...a

Source: Aulbiors own wark
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real influencer and not & fictional character and be sufficiantly known by Instegram users.
Similarly, wa choge to use an influencer from the fashion industry, given the conziderable
size of this virtual community worldwide (Casaeld ef &t 2020) and the number of Instagram-
active retalers using live-streemings {Belanche st al, 2021). Besides, fashion influsncers
are often solicited by companies to promote products and parbicipate to their advertising
campasgns (Ferivar and Wang, 2022). To select the influencer, we asked 30 Instagram
users to name & fashion influencer and the brand hefshe live-streamed. Initially, we
alimineted twa of the names. s they were celebrities rather than influencers. Indeed, for &
person to be considerad an influencer, they must not have been a celebrity before starting
an mfluencer profile on Instagram (Schowen ot al, 20149). In & sscond step, we selected the
influencer most cited by respondents and the live-streamings hefshe did for a clothing
brand. The chozen influencer is & young women that has 955K folowers, meaning that she
iz considered a macro-influencer (Conde and Casais, 2023). Thus, she can be considered
as & proactive member of this community, with & sizeable number of followers. Indeed, the
number of foliowers an influencer has can tell us something about the degree to which
the later is percaivad BE trustworthy (Sokclove and Kafi, 20200 In the selected viden, the
influenicer, weering an outfit sold &t @ promotional price from the promoted brand, exalts its
merits. The sequence lasts 52s. Third, we made swre that the chosen influencer was indeed
specialized in feshion, and thet thie infisencer's apinions on seversl topice about clcches are
respected by examining interactiona with her fo%owere on instagram.

3.2 Survey and participants

The lirk: to the guestionnaire contained the selected live-streaming. This meant that responcents
had o wiew i before answaring the questions. In ine with the recormmendations of Pozhariey
at at. (2022, & filter queston wea usad to exclude responses of intemet users who did not follow
on Inetagrem the selected infiuencer. Knowledge of the influencer = achually crucial for ths
sunvey, as wi are inkerest=d in her reputation. As it was done in previous sludies releled to &
speciic social madia, the questionnaire was circulsted emong vanous eocial platiorms (Abbedi
at al, 2024; Magrraou end Kheouf, 2024). Indeed. some Instagrammens use Facebook or
TikTok more often than Instagram. Thus, muitpeyng pletforms of the guestionnaire diffusion
anable us to obten a higger number of respondents more rapiclly. It waa shared manly on
Instagram (3%, but B=0 on other sociel media pletforme like Facebook (7)) and TkTok (5%)
The gquestionnare ncluded sceles selectad from lerature based on their paychomeltric gualities
and were sdapted 1o the study's contest (Frikha, 3019). In particuar, we used J&renpds sf &l
{2006} brand tust scee, and Gunnersson et ai's (2018) influencer trust scale. The Doney and
Cannon [1997) ecale was used o meesure infuencer reputafion. To messure influencarfolower
congruence, we wsed the Xu and Pratt's (2018) ecale. Chatiopadhyay and Basu's [ 1990) brand
atttude scale end Cazald ef &5 (2020) intention to imitate ecake weare used. Finally, the intention
to recommend the sponsored brand scale of Bigné et a! (2001} and the inention o purchase
scale of Moon and Kim (2001) were used [Appendix 1) The five-point Liker-type was adopted
fior all scales to feciliate data colaction (Frikha, 2019). These constructs ware pretested with &
sample of 100 respondents o chack their unidirmensionaity and imemal consisEancy.

Knowing that the influencer under siudy endorses clothing garments and that the clothing
brand is exclusiva 1o women, our sample is made up exclusively of female consumers who
follow the selectad influences. Targeting esclusively women is even more releven as
Instegram is predominately female {Sanz-Blas ef af, 2019, Maghraoui af al, 2082
aspecially for pegea dealing with the selected product category (i.e. clothing) {Casshko et al,
2017a). Besides, followers particularly terd to copy influencers’ behawors and adont the
products they endorse (Djsfarove and Aushwarth, 20M7), when the influencer is alsa &
women {Conde and Casais, 2023), like in this siudy. Furthesmore, given that we are
interested in Generation £, parbicipants’ age ranged between 18 and 30. This appearance-
concemed generation and therefore active in purchesing clothes on social media are
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particularly keen on their shopping activity, and a sustained attachment 1o live-streamings
(Li, 203). Generation £ has al=n the parbiculanty to be strongly mpacted by the presence
of influencers in sccial media (Immanuel and Bianda, 2021). Thus, a convenence sample of
330 respondents was obtained after eliminating 34 invaelid gquestonneires. The retained
sample has vanous eocio-demographic charsctaristics (Appendix 2).

3.3 Data analysis method

A structural equation method, in particular tha PLS-SEM astimation method {SmanPLS4), was
adopted. This method is particularhy well-suited for complex modets, ie. incuding many
constructsfindicetors and relstiorships (Hair st at, 2021) ke in this study. it s also useful to
expeand modets {Hair of al, 2014). In this regard, our model extands two theanes namety;
Heider's [ 1946) equilibaium theory and Aaker and Keller (1280 brand extersion theory. Thess
two theories, applied to influencer marketing #n Inetagram, ensble us to extend the studied
constructs in & live streaming context whike taking into sccount influencer characteristica.

4. Resulls
4.1 Common method bias

Ag the date were collected from a single source, it was deemed appropriate to check for
commoen method bias. Ceawing on the recommendations of Podsekoff of sl (2003), to
reduce this riek, we enswed that the questionnaine was administered anonymausly. W then
performed Haman's single-factor enalysis on all the measured constructs. The principsl
comoonant analysis pointed to & more than one single fector, implying thet common
varance bias has no detimental effects on the results of the study.

4.2 Measuremmen! model

The g coefficients (Teble 1) are all above the threshold of 0.7 [Hair stal, 2019), attesting to
the good reliabilty of the used celes. Similarly, AVE coeffcients are all well above 0.5
{Henzeler st &b, 2016), proving that the acales have good comvergent validity. Finally, to
check discriminant valdity, we referred 1o the HTMT matris as recommended by Henssber
et gl (#016). It ehows the good discaminant valid ty of the conatructs, as all coeficients ane
betor L8, thethresnald sdicated by Hair st &l (3019).

4.3 Structural mode!

SR#AR (=0.06 < 0.08} indicates that the model is well fited {Henssler af &, 2018). In
additicn, F coefficiants are mostly greater than or equal 1o the moderate theeshold (0.25)
{Abdul-Wahab ot &), 2022y, & CV-PAT procedure (Sharma of &, 2022). as well as a PLE
Predict approsch (Shmuell ef 2, 2019} were undertzken o confim the predictive power of
tra madel. The PLS Pradict anpraach reveal tnat all OF Pradict coefficients have a positive
sign {Taile 2). Smilarly, prediction errors are not eymmetricelly distributed. Therefore, PLS-
SEM MAE were compared with the LM MAE coefficients. Results confirm the model's
predictive relevance, although it iz considered as low, giving that few indicators hawe MAE
coefficients lower than those of the L (Shmusli et all, 2018).

Results of CW-PAT procedurs {Table 3) show that 2l PLS-5EM predictions ere sigrdficatiely
lower than the naive indicator avereges (lA). Howewer, PLS-3EM predictions are
significativedy higher than the linear madel {LM) predictions. Trese findings condirm that the
model has a certain pradictive relevance (Shama ef al, 2023,

A 5000-iteration bootstrap was performed fobowing the recommendations of Hair ar &'
(2019). Direct effects’ results are presented n Table 4.
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Constuers Loadige CAed) AVE R £ BT A I IR S

Inifivencer repulation (R} D30 470 0&7 074 051 04 D73 0.78
Al 0.583
A2 0.943
A3 0.938
Congruencs (T} 081 084 086 043 D55 DEA 0683

0.61

0.70

0.84

In line with the postulstes of both Heider's {1848) equilibrum theory and A
(1990} brand extension theory, the results re-.'aal that |nﬁuanc:ar olia

de to dav«ahpmantnllm O I =6 the brand
0 maniain_the g el in a live-

1 g more twparancy and
gpresent (Casald af aJ 2020. It is i this senze that
£ 288n B8 a prelude to brand trust {Lee af &/, 2021a). Ina
gruence refiecting the perceived fit of influencers with
ago at al, 2023} by revealing how trustworthy the brands

EL erine the modersting role of reputation in actvatng trust felt
toward the source [Be e af 5, 2021). Consequently, H2 is supported. On Instagram,
influencers’ choice of abarations with cerain brands, a5 well as their actons end words
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0618
0.685

0578
0635
0636
0624
0.626
0.5645
0625
0612
0.5642
0434

forge thew reputetion on the market (Ryu and Ham, 2021) and produce & kind of
reinfarcemant of the status of the brand (Ibanez-Sanchez et ai, 2021). Indeed, i zeems that
expertise, image and style of these live-streaming influencers forge the pilllars of thes
reputation (Tiago ef af, 2023) and increase the credibility of endoreed brands in the eyes of
triir folowers (Belanche et af, 2021). More then any other attribute, it seems that the
Imstagram influencer's repulation conditions the effect af congruence on followers' brand
trust.
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Table 5 Testing indirect eff

To test HE, H4, H5 and A8 including mediating effects the procedure of Hair ot &l {2014)
was followed (Table 5).

First, the results show that congruence has a significant effect on attitude toward the brand.
‘When brand frust is imtreduced as mediatar, the effect of congruence on attitude toward the
brand became insignificant. The celculsted WAF proved that this mediation is full
(VAF = BO0% ). H3 i therefore suppored. Thus, our results prove that followers who felt that
the live-streaming influencer was congruent with themsehes, have expressad trust in the
brand and tended mare to appreciate it by developing & favorable attitude toweard it ({Conde
and Casais, 2023). This result i3 consitent with social leaming theory, which assumes that
emaoticns experienced with an informetion source affect the receiver’s perception and lead
them i appreciate the source's content (Bandura, 1977). In this case, trust in the brands
endorsed by streamers led them to be perceived &8 more 2uthentic and reliable (Pazharliey
ar al, 2022). More generally, this trust fosters positive brand asscciations and attitudes
(Pozhariey et al, 2022). it coud therefore play a mediating roke bebween congruence and
the fobower's atitude towand the brand (Low and Yuan, 2018). Indeed, by participating in
live-etreamnge, followers can post commente in real time, ask questions and interact live
with the aresmers. The latter provide esEtent resSsUrBnce, With ther opricrs and
testimonials sbout the brand. This dynamic interecton casts a transparency on the
relatianship, fostering & feeling of closeness to the brand representad by a congrien
influencer and leads the follower to eppreciate it [Conde and Cesaig, 2083} The result = &
mare fevorable atlitude toward the brand.

Furthermare, findings show that brand attitude ie a full mediatar of the relaticnship between
brand tnust and ehopping intention. The calculated varisncs accounted (WAF) indicated that
medation is full (VAF = 30%). H4 is thus supported. \While associating themsalves with
different brands, influencers suggest the purchase of some of them oy giving fevorable
reviews in lve-streamings (Castillo znd Sanchez-Fernandez, 2019). These reviews try to
comfort follewers, seduce them and finally incite them to purchase the brand. For mary
people, the purchase intent of 20 Instagram brand endorsed by a kve-stream influencer is
an expression of acceptance and affection fevorable 1o the brand and a wey 1o compensate
for its |oyvaly (Spears and Singh, 2004). Thie link seems simost systemnsatic, ghven that
followers whi initislly ceveloped a brand trust conbinue to desire it in the future by passing
through &n atiitudinal path (Belanche et af., 2021). Some studies even admit that censumers
develop these purchase intentions because fhey wish to reward the boyal brand through
actusl purchese behavior as a tokemof their gratifude (Chen and Yamg, 2023).

Finding= also reveal that brand ettitude i= a partial mediator of the relstionship between
attitude toward the brand and intention to imitate the influencer (20%<MAF = B0%). By
introducing the mediator, the effect of brand attilude on to imitate the imflusncer remains
significant but decresses (§ changed from 0647 to 0.376). Moreover, this partisl mediation
iz comsidered B8 complementary since the direct and the ndirect effects have the same
zign= (Zhao af &102010; Haieef 51, 20271). HS iz therefore supported. Indeed. as indicated
Ery thie similarity atiraction principée in peychology, individuals are naturally stracted to

Tolal sffect Ovect sffsel  Indieas! effest
Mediation relalionships 3 lusue @ -vake B Pvalue VAF(%) Madialion Suppertad
H3: G — BT — & 0196 A002 0.030™ 0235 0.08E° 4007 B4 Ful mediation Supported
H4: BT — A — 8| DEFT  BEI0 0.080™ 1798 0497 5706 BB Ful mediation Suppored
HS: BT = A~ Il DE4E 7096 0476 G086 0273 3887 42 Cornplementary partial mediaion  Suppored
HE: BT —= A — Fil 0714 12159 0.040™ 0784 0674 BIOE 04 Ful mediation Supported

Motes: M8 = Sigrilicant al 1%;
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those who share the same tastes and expecigtons, and tend to imidate them in thesr
posture, style and behevior {Ladhari of &L, 2030). In this regard, a dynemic, sponteneous
and wnique mimcry mechenism gves followers the opportunity to identify with the
streamers of their favorite brande to affern and reflect their esf-image (Belanche &t al,
2021). Maoreower, follwers are constantly on the lookout for 2dvice from the influencers they
like {Ladnan f al., 2020). They are also atiracted by the emctionally charged visual content
promoted by the latter, since it enables them to draw inspiration from their style and copy
ther experience with brands (Casald ef al, 2017a). The embodied attilude toward one's
brands thus rekindles a kind of commmitment to imitating thees streamers and devalope thesr
image, behavior and teste [Ladhan et &, 2020). Such commément represents an ocngoing
search for self-approval and congruence with these influencers (Ui and Peng, 2031} In
particular, our study argues that brand atitude medistes the link between brand trust and
12 intention to imitate the Instagram live atream. The positive attitude towsard & brand, wich
followers already trust, activates the willingress to imitate the sowce that represents it, n
our case the live stream influencer (Belancha at &), 2021)

Finally, we found that brend attitude is a full mediator of the relationship between brand trust
and intention to recommend the brand. The calculated variance accounted (WAF ) indicated
trat medigtion is full (VAF =B80%). Consequently, H6 is eupported. Hence, brand trust
induces & faworab’s attitude towand the brand thet etimulates the intention to recommend it
1o ather social medis ueers (Belanche, 2021). This ntention o recommend shows
commitment to the brend. It also highlights user empowermeant (Gargoles ang Ambas,
2023). Irdeed, influencers are now proven guides to the membsrs of their community by
recommending some brands or rejscting others. Subscribing to this perspective, Chen and
Yang (20235) indicete that lwe-sireaming influencer fans represent = wveluable target for
Iret=gram brends. Embodying the prominent roée of brand embassadors, they ane able to
engage other users through lve recommendations. This is how folloeers of boyal brand
devalop favorable attitude end make accordingly tagging (@) or hashtag (#) intentions to
foowus simiar content around the brand they trust Bnd create a trend.

5. Conclusion

Rize of influencer marketing an Instagram seems to be due to the panoply of opporunities. it
offers, leading to & wide range of communicaton strategies. neluding live-streamings. The
lztter pelias o live foliowerinfluencer interactions and is considered as “a key growth driver fior
companies” (Yamg af al, 2024). It presents & powertul means of fostaring tnust on this platform
and consequenity inducing more favorstle responses from ita users (Zheng et al, 2023). In
particular, to succeed in their communicaton objectives #m B conext known by mestrust and
shepticiem, influencerfoliower congruence seems vital (Chen and Yang, 2023). The results of
our res=arch underine this finding. Despite that, siudies on Instagram live-streamings as &
communication tool are still rare. Besides, few of them shed light on the influencer—foliower
congruenca in spite of ns crucial role in estenlishing a trusting reabonship with the consumer
[Him and Kim, 2021). Hence, the crgnality of thie study liea not only i highlighting tre
importence of Instagram “we-sireamings, but also that of the congruence between e
influencer and the follower. This research contributed theredore 1o understanding ite edfect on
brand trust and the resuting attitudinal and imentional reections. Indeed., it has been proven
that irfluencer-follewar congruence in live-streemings promates brand trust. Thia study also
revealed the crucial roke played by Instagrem influencer reputation in reinforcing the positive
redationship between infiluencerfolower congruence and brand trust. Similerly, results showed
that brand trust mediates the effect of influencer—follower congruence on brand attitude. The
latter was also proven to be & mediator of the relationships between brand trust and folowers”
intentional resctions. All these results heve theonatical and managerial implications.

From & theoretical point of view, this study has & number of contributicns. First, it is one of
the few studies to shed light on the mechanisms ef kve-streaming influence on eocisl

WOL 56 MO 1 25 | YDUKG COWELUMERS | PABE 161

Trorm g vrwes arsemi i 1S0DETITANYe-1 -2 242045 pd | bry Unbsariitns Mms days Yogysars, Cidlia fegaline o 16 Seslambar 2025

114



FAAE 162

TOUNG CORSUMERS

networking platforms. Despite the growing use of this communication tood, it has attrected
little ettention from researchers. In particular, this study has highlighted the imporance of
influencer—foliower congruence during live-sfreamings. Athough the concept of congruence
has akeady been researched in the field of influencer mesketing, influencer—follower
congruence remans poorly understood. Second, this study shed Bght on the role of
influencer—foliower congruence i building brand trust. Indeed, our resulis have clearly
shown the effect of congruence on trust, prowving the merit of communicating on social
networka (Khrouf and Frikhe, 2021). Results then reveal that the dynamice of foliower
identification with & congreent live-streaming influencer's values, style and image ncresse
adherence and the intertion of future connection with the brand. Third, this study akso
proviad thet en influencers reputation only reinforces the posiive aeffect of congruence on
trust. Although it has been establihed that nfluencer reputstion removes follower
uncertainty (0§ and Cul, 2022), the moderating role of reputation in the relationship between
congruence and beand frust wes previously poorhy understood. Fourth, two important
thecries have heen appied to the influencer marketing context: Heider's equilibhium theony
(1946} and Aaker and Keller's (1980) brand extenaion theory. Applying them 1o this context
has enabled us to gein a beter understending of the effect of influencer—foliower
CONgruence on consumear reactions during lve-sirearmngs.

From & management point of view, our siudy makes several confributions. First, it highlights
e importance of ive-sireaming for brands wishing o reach the'r customers and b gain their
trust. This i particularly true when the target audience belongs to Generation Z, which hes the
gpecificity of being highly receptive to Ive-streamings (L. 2023). Beands are therefore
encouraged to broadcas! we-streamings on inatagram fo establish a trust relationship with
follower=, eapecially whan they belong to Generation Z. The uea of lve-sreaming sessions
=eems o be particulardy relevant when follwers have a favorable prior brand attibude which
could strergthen their trust in the influencer (Lin et al, 2021). Second, our results rese
awarenaes about the rigk of choosing arbitranly influencers in lve-streaminge. Indeed, the
image of the crosen influencer should f the profile of the brand's follower=. |t should be
rermembered that this study has shown that influencer-folower congruence fosters brand
rust, thus feworably aflecting followers’ attfude towaend the brand and their behavicral
intenbons. Toengure this congruence, it = esaential for the brand to know its followers well. To
thi= end. it seeme crucial to first identify the unique charactedistics of each fargat and 10
choosa an influsncer adapted to its specificities. In this regard, using a character-based
persona skeiching technigue helps to map out the target's sociolgical ongina, frads and
psychology (Leban et al, 2020). One Instegram, =uch profiling will eerve &5 the basis for
choosing the influencer and adapting their style to the imege of thelr sudience to snable less
intrusive communication that inepires more trust and stimulates quickdy the intention o imitate,
purchase and recommend the beand. oo the absence of congruent influencer profiles, Al-
besed technoiogical solutions enable for & talored design of vinual live-streamers and relevant
customized contant to improve relationships with and induce favorable respons=s to the brand
(dreng ef at, 2025 Wratever kind of influencer the company chooses [Al-based or human),
MEnsgers ane also recommended 1o pay & pariculss sitention b e lve-sireaming s content
by giving the main recommendations end guidelings 1o the influencar presenting the product.
This helps svoid any alippage that may ccocur when the influencer is reeponsible for creating
e content by himael (Tian and Frank, 2024). Fnally, although the wse of Instagram user
profiing for irfluencar eslaction is crucial, companies should not resort to unethical practices
{Chen and Yang, 2023, Yang st al, 2024). For exemple, instead of choosing influencers on the
bezes of their popularity, they should do it relying on the consumer's beat interest, parficularly
on the influencer's frustworthiness (Yang of sl 2024, Tian and Frank, 2024} Moreover, the
choice of influencers should aleo and necessarily teke into account their reputation in the
merket. Indeed, our findings revesled that infiuencer reputation increases the effect of
congruence on brand trugt. In this regard. brandgs need 1o eslect infuencers carefully,
aneuring that they are credibie, relisble and experts in their field. In concrete tems. it is vital to
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find out 2oout the social media track record of these influencers, and make eure they have not
been the subject of scandals in the past. Continuous monitoring of 2n influencer's reputation
maans adhering to a set of requirementa that monitor their expressive qualiies, facial or body
expressions and the type of speech they deliver. Such monioning allows for anticipating
cntical scerarios where reputation coud be compromised and where imege restorstion
strategies are to be used. Besides, sebecting influencers by ensuring their reputation helps
preserve brand integrty and protect the customer from unecrypulous practices used by some
influencears.

6. Limitations and fulure research avenues

Like all studies, this study has some limdatons. First, the study has focused on one
particular live-streaming. Althouwgh it was rigonously selected, the results are specific to this
live-atreaming. Moraower, the salected Fve-streaming endorses B epecific product categony:
clotng. Furtrer reeearch should thersfore walidate our mode! on live-etreamings promating
ather product catagories. In the eame vein, it should be noted thet the use of 8 partculas
influercer reduces the generalizability of the resulte, hence the need for further research
using other influencers. Seccnd, this study wes conducted exclusively on a sample of
fernale Instagram ussrs as this socis! network attracts increasingly more women than men
|Sanz-Blas af al, 20149). However, future research should focus on both men and women
and eventualy compare these two populations in terms of behewvior on Instagram. Thied, =«
thiz study, influencer—follower congrience wes operationalized through 2 messurement
scake. Manipuating this varigole n an experiment could shed further kght on the effect of
warnying congruence levels on tnust. Fourthly, further resessch could cons.der including otrer
warizhles such as customer experience (Chen and Yang, 2023) or parasocisl interaction
with an influencer (Chung and Cho, 2017, Lin et ai, 2021) to enrich owr understanding of
Iratagrammers’ reactions to live-streeming =essione. In this vein, it was prewviously
demanstrated that parasocial interaction batwesen an influsncer and an Instegrammer is &
sagnificant predictor of source trustworthiness and purchase intention (Lin et al, 2021).
Meanwhile, Gong and Li (2017) showed that celebrity-product congruence mediates the
effect of parasocial interaction on endoreement effectivensss (atfudes and purchase
imention). Finally, it ia sug@ested to opt for a random sample rether then & convivence one
toreducs sampling bies and to better the generalizability of results.
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