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ABSTRACT

This study aims to explain the inconsistencies of previous research regarding the effect of social media
influencers on purchase intention and gain a deeper understanding of the factors that drive purchase
intention behavior, in the context of influencer marketing on social media. Specifically, it aims to explore
the impact of influencers' involvement in product marketing on their followers' purchase intention
behavior, by considering the role of parasocial relationships and brand credibility as potential mediators
in the decision-making process, as well as further exploration of the impact of followers' persuasion
knowledge. Objectively, this research conducted a study on the active Instagram social media followers of
Indonesia's leading influencer “Arief Muhammad”, involving 185 members as respondents, using
probability sampling method. The questionnaire used a Likert scale with a range of 1 to 5 with data
analysis using SEM AMOS. This study shows several key findings : social media influencers have no
positive effect on purchase intention directly, social media influencers have a positive effect on parasocial
relationships, social media influencers have a positive effect on brand credibility, parasocial relationships
have a positive effect on purchase intention, brand credibility has a positive effect on purchase intention,
parasocial relationships mediate the effect of social media influencers on purchase intention, brand
credibility mediates the effect of social media influencers on purchase intention, persuasion knowledge
moderates the effect of social media influencers on purchase intention, persuasion knowledge moderates
the effect of parasocial relationships on purchase intention.

Keywords : Social Media Influencer, Parasocial Relationships, Brand Credibility, Persuasion Knowledge,
Purchase Intention.

1. Introduction

Today, social media plays an important role in the development system of a business. Businesses
that successfully manage social media can see a huge increase in their marketing results
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(Semenda et al., 2024). Businesses can optimize the success and return on investment of their
campaigns by effectively tailoring marketing strategies to the needs of their target audience
(Roosdhani et al., 2024).

One of the studies on social media marketing trends that is currently being researched is the use
of influencers. Social media influencers are individuals who are considered to have social
influence with the followers they have (Yec Council, 2018). Social media influencers are third-
party actors who can build significant and relevant relationships with organizational stakeholders
through interaction, content production, content distribution, and personal appearance on social
media (Enke & Borchers, 2019). There is no denying that influencers have changed the way
brands interact with their target audience (Hudders et al., 2021).

Several studies on the effect of social media influencers on purchase intention have been
reviewed in recent years. For example, several previous studies found that social media
influencers have a positive effect with consumer engagement and purchase intention (Ao et al.,
2023). This is also supported by research conducted by Mabkhot et al. (2022) which states that
social media influencers as measured through the dimensions of expertise, trustworthiness,
likability, information quality, and entertainment value have a significant effect on consumer
purchase intentions on advertised products. Other findings also identified that social media
influencers who have trustworthiness, expertise, and information quality values have positive
effect on consumer purchase intentions for brands promoted by influencers (Al-Mu’ani et al.,
2023).

Meanwhile, there are other research findings that state social media influencers do not affect
purchase intentions for advertised products (Yudha, 2023). Research by Leong et al. (2024) also
mentioned that the dimensions of trustworthiness, expertise, and likability do not have a
significant effect on consumer purchase intentions. This shows that the results of research on the
influence of social media influencers on purchase intention still show mixed results and are not
entirely consistent.

Based on the results of X. Liu & Zheng (2024), the parasocial relationship established between
followers and influencers can increase the purchase intention behavior of followers. Then
Kareem & Venugopal (2023) research proves that the proper use of influencers can affect the
credibility value of the promoted brand, which in turn can increase the purchase intention of the
influencer's audience. This proves that influencers can indirectly affect purchase intention
behavior.

In addition, the results of Hwang & Zhang (2018) study revealed that high persuasive knowledge
reduces customers' purchase intention of the advertised product. Meanwhile, X. Liu & Zheng
(2024) research results revealed that there was no moderating effect of persuasion knowledge on
the relationship between the influence of parasocial relationships on purchase intention, which
then became a suggestion for further research on the moderating effect of persuasive knowledge
variables.

2. Literature Review

2.1 Purchase Intention
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According to Spears & Singh (2004), purchase intention is an individual's conscious plan to try
to buy a brand. Akkaya (2021) also states that purchase intention is a type of planned behavior
that will be converted into action by actual purchases in the future. Then according to Erdmann
et al. (2023) purchase intention is an attitudinal variable that measures future customer
contributions to the brand. According to these several definitions, it can be interpreted that
purchase intentions are the attitudes and conscious plans of individuals that reflect the desire and
potential to buy a product or brand in the future, which can contribute to actual purchasing
behavior.

2.2 Social Media Influencer

Social media influencers are individuals who are considered to have social influence due to the
number of followers they have (Yec Council, 2018). Social media influencers are third-party
actors who have built significant and relevant relationships with organizational stakeholders
through content production, content distribution, interaction, and personal appearance on social
media (Enke & Borchers, 2019). Furthermore, Yann & Wang (2023), identified social media
influencers as people with significant power to influence the decisions and judgments of others
through social media. It can be concluded that social media influencers are individuals who can
influence the decisions and judgments of others through the production, distribution of content,
interaction, and personal image on social media platforms.

2.3 Parasocial Relationships

Parasocial relationships are one-sided emotional feelings in which followers develop strong
feelings and attachments to characters on media that they have never met in person (Rubin &
Step, 2000). This relationship describes the process by which individuals form attachments to
personas in the media (Ballantine, 2005). Meanwhile, in Chung & Cho (2017) research,
parasocial relationships are defined as close relationships between audiences and media
characters that develop when individuals are repeatedly exposed to media personas, which makes
them feel intimacy, perceived friendship, and identification with media characters. It can be
concluded that parasocial relationships are one-way relationships where individuals develop
feelings of intimacy and attachment with characters through media without any direct interaction.

2.4 Brand Credibility

Brand credibility is the ability to trust the product information contained in the brand to
consistently fulfill the promises made to consumers (Erdem & Swait, 2004). Meanwhile,
according to Keller (2013), brand credibility is a perception based on expertise, trust, and liking
in a brand that reflects how customers assess the reliability of a brand. Then according to Alam
et al. (2012), brand credibility reflects the quality and position of the product, so customers will
be more confident and loyal to products from brands that have high credibility. Based on these
several definitions, it can be concluded that brand credibility is the reliability of a brand in
consumer perceptions, which is determined by the brand's ability to fulfill promises in the form
of quality, expertise, trust, and liking, which in turn can influence customer behavior towards the
product.

2.5 Persuasion Knowledge
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Persuasion knowledge refers to consumers' understanding of how persuasion works, including
their views on the goals, strategies and tactics used by marketers (Campbell & Kirmani, 2000).
Persuasion knowledge can influence customers' attitudes towards brands and how they react to
sales promotions and advertisements (Friestad & Wright, 1994). So persuasion knowledge is the
audience's understanding of the way marketers communicate their sales, be it their goals, tactics,
or strategies.

2.6 Hypothesis Development

2.6.1 Social Media Influencers and Purchase Intention

Some previous studies also explain the influence of social media influencers on purchase
intentions. As in the research of Ao et al. (2023) which states that all dimensions of social media
influencers have a positive effect on customer purchase intentions. Then the results Wong & Wei
(2023) research, show that the homophily attitude in social media influencers has a positive
effect on the purchase intention of their followers. The results of research by Al-Mu’ani et al.
(2023) also showed that all influencer attributes including trustworthiness, expertise, and
information quality have both direct and indirect effects on purchase intention. Therefore, the
following hypothesis :

H1 : Social media influencers have a positive effect on purchase intention

2.6.2 Social Media Influencers and Parasocial Relationships

Several studies have successfully identified that social media influencers can positively and
significantly influence parasocial relationships (Aw & Chuah, 2021). The same thing is also
explained in the research of Taher et al. (2022) which states that the communication skills and
expertise of social media influencers have a significant effect on parasocial relationships. Then X.
Liu & Zheng (2024) also stated that the informative value of content, authenticity, and
homophily of social media influencers have a positive effect on their audience's parasocial
relationships. Therefore, the authors propose the following hypothesis :

H2 : Social media influencers have a positive effect on parasocial relationships

2.6.3 Social Media Influencers and Brand Credibility

Furthermore, the results of research by S. W. Wang & Scheinbaum (2018) shows consumer
perceptions of the attractiveness and trustworthiness of a celebrity who endorses a brand can
positively increase brand credibility. Almost the same thing was also revealed in research
Kareem & Venugopal (2023) which states that brand credibility can be formed from the value
reflected by influencers on social media. Some of the research conducted also supports Erdem &
Swait (1998) statement that a company can attempt to build brand credibility, with the quality of
information conveyed through marketing strategies related to a brand. Therefore, the authors
propose the following hypothesis :

H3 : Social media influencers have a positive effect on brand credibility

2.6.4 Parasocial Relationships and Purchase Intention
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Some literature has identified the link between parasocial relationships and purchase intentions.
In the research by Sokolova & Kefi (2020), it is mentioned that parasocial relationships can
positively influence the purchase intention of social media influencer followers. The same thing
was also revealed by Fazli-Salehi et al. (2022) which explains that consumers who build
parasocial relationships with influencers tend to have greater intentions to buy products
recommended by these influencers. Then Rungruangjit (2022) also mentioned that parasocial
relationships can have a positive effect on purchase intentions. Therefore, the authors propose
the following hypothesis :

H4 : Parasocial relationships have a positive effect on purchase intention

2.6.5 Brand Credibility and Purchase Intention

Brand credibility can significantly affect customer purchase intention (Rizky et al., 2021) This is
supported by Jun (2020) who states that brand credibility is a crucial variable in making
consumer purchase intention decisions. The same thing is also explained in the research of
Ramadania et al. (2023), where brand credibility has a positive and significant influence on
brand purchase intentions. Therefore, the authors propose the following hypothesis :

H5 : Brand credibility have a positive effect on purchase intention

2.6.6 Parasocial Relationships as a Mediator

Yudha (2023) mentioned that attractiveness and trust in influencers can affect purchase intention
through parasocial relationships. The same thing was mentioned by the results of Ashraf et al.
(2023) which indicated an indirect positive effect of factors such as attractiveness, expertise,
trust, similarity, interpersonal relationships, procedural, and fairness of social media influencer
information on consumer purchase intention through parasocial relationships. In addition, the
results of research by X. Liu & Zheng (2024) showed the informative value of influencers'
content, authenticity, and homophily had a positive effect on their parasocial relationships, which
in turn affect followers' purchase intentions. Therefore, the authors propose the following
hypothesis :

H6 : Parasocial relationships mediate the effect of social media influencers on purchase intention

2.6.7 Brand Credibility as a Mediator

Some literature has also analyzed the mediating role of brand credibility. As in the case of
influencer celebrity endorsement on social media, brand credibility plays a role in mediating the
relationship between celebrity attachment and purchase intention (Aw & Labrecque, 2020). Then
Chin et al. (2020) mentioned that using the right advertiser figures on social media supported by
high brand credibility can increase consumer buying interest. In addition, in the research of
(Kareem & Venugopal (2023) mentioned that the expertise, trustworthiness, and attractiveness of
an endorser on social media can increase attitudes towards the credibility of a brand which then
leads to customer purchase intentions. Therefore, the authors propose the following hypothesis :

H7 : Brand credibility mediates the effect of social media influencers on purchase intention
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2.6.8 Persuasion Knowledge as a Moderator

In research conducted by Iqbal et al. (2023) revealed that consumers with high persuasion
knowledge tend to be more critical and analytical in assessing advertising content, which can
lead to more accurate product evaluations. Meanwhile, the results of research by Hwang &
Zhang (2018) state that high persuasion knowledge can reduce customer purchase intentions on
advertised products. Then the results of research by Breves et al. (2021) show that, the parasocial
relationship that exists between followers and their influencers results in a lower level of
persuasion knowledge. As a result, followers reported higher brand evaluations and purchase
intentions. Therefore, the authors propose the following hypothesis :

H8 : Persuasion knowledge moderates the effect of social media influencers on purchase
intention
H9 : Persuasion knowledge moderates the effect of parasocial relationships on purchase intention

3. Research Methodology

This study was conducted using a quantitative approach method. The population in this study
were all active followers of the Instagram social media @ariefmuhammad who domiciled at Java.
The sample size was determined using the probability sampling method and the formulation of
the number of respondents using the opinion of Hair et al., (2010) which is 5n (parameter) so that
a sample of 185 people was obtained. Data collection was carried out by distributing
questionnaires online via Google Forms using a Likert scale with a range of 1 to 5. Analysis of
the results of respondents' answers in this study was carried out using structural equation
modeling analysis using the AMOS application.

4. Results

4.1 Characteristic of Respondents

F
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Data were collected by distributing questionnaires to 185 active followers of the Instagram
account @ariefmuhammad in accordance with the objectives of the study. The questionnaire was
prepared for academic purposes using a Likert scale ranging from 1 to 5.

Table 1. Characteristic of Respondents

Characteristics Chategory Total Percentage

Gender
Male 94 51%
Female 91 49%

Age

17 – 20 22 11,89%
21 – 25 139 75,14%
26 – 30 18 9,73%
31 – 34 3 1,62%
34 < 3 1,62%

Income < Rp1.000.000 40 21,62%
Rp1.000.000 – Rp3.000.000 84 45,41%
Rp3.000.001 – Rp5.000.000 35 18,92%
Rp5.000.001 – Rp8.000.000 18 9,73%
Rp8.000.001 – Rp10.000.000 5 2,7%

> Rp10.000.000 3 1,62%

Based on the results of the questionnaire received, this study has a fairly even distribution of
respondents from gender, with a slight dominance of male respondents compared to females.
This balanced distribution provides good representation for analysis that is not biased towards
one particular gender. Then, the majority of respondents in this study are under the age of 30,
especially in the age range of 21 - 25 years and can be seen that most of the respondents involved
in the study had incomes ranging from IDR 1,000,001 to IDR 3,000,000. This is related to the
majority of people who actively use social media are students, teenagers, or some adults and that
relevated with their own income is still quite limited.

4.2 Normality Test

The multivariate normality value in this model study is 27.211 > 2.58, so it can be concluded that
the data is not normally distributed (Haryono, 2016). SEM analysis requires a sample of at least
5 times the number of indicator variables used. In this case, the minimum sample is 160
respondents (5 x 32 = 160), while the sample in the study was 185 respondents, meaning that the
sample in this study has met the minimum sample standard set. According to Haryono (2016), in
research practice not every data produced is normally distributed. To reduce the impact of the
non-normality of a data distribution, the use of a large sample size can be considered. In addition,
in the Limit Central Theorem theory and Gujarati & Dawn (2004) , states that the normality
assumption is not crucial for large samples (n ≥ 100). The theory also states that if the sample
size is large, the sample statistics will approach the normal distribution.

4.3 Validity and Reliability Test
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Table 2. Validity and Reliability Construct Test Result

Variables Items Loading
Factor CR AVE

Social Media Influencer

SMI1 0,757

0,877 0,505

SMI2 0,741
SMI3 0,726
SMI4 0,709
SMI5 0,687
SMI6 0,703
SMI8 0,644

Parasocial Relationships

PR1 0,577

0,803 0,510
PR2 0,796
PR3 0,822
PR4 0,632

Brand Credibility

BC1 0,775

0,877 0,589
BC2 0,779
BC3 0,705
BC4 0,734
BC5 0,839

Persuasion Knowledge
PK1 0,745

0,783 0,546PK2 0,730
PK5 0,742

Purchase Intention

PI1 0,747

0,926 0,613

PI2 0,787
PI3 0,797
PI4 0,588
PI5 0,852
PI6 0,862
PI7 0,861
PI8 0,734

All statement items for social media influencer variables, parasocial relationships, brand
credibility, persuasion knowledge, and purchase intention have a loading factor value ≥ 0.50,
therefore all variable statement items in this study are declared valid. (Haryono, 2016). Then, the
social media influencer, parasocial relationships, brand credibility, persuasion knowledge and
purchase intention variables already have a Construct Reliability value ≥ 0.70 and a Variance
Extracted value ≥ 0.50, indicating that all variables in this study are valid and reliable (Haryono,
2016).

4.4 Goodness of Fit Model Test
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Figure 2. Final Model

Table 3. Goodness of Fit Final Model Result

Goodness of Fit Indices Result Cut – Off Value Description
Chi Square
Probability
RMSEA
AGFI

CIMN/DF
CFI
TLI

586,285
0,000
0,060
0,781
1,656
0,943
0,935

≥ 0,05

≤ 0,08

≥ 0,90

≤ 2,00

≥ 0,90

≥ 0,90

Not Fit
Good Fit
Not Fit
Good Fit
Good Fit
Good Fit

that the model in the study is fit, the model is said to be feasible if at least one of the model
feasibility test methods is met (Haryono, 2016). There are four good fit model feasibility tests,
namely RMSEA, CMIN/DF, CFI and TLI so that the model meets the criteria for good goodness
of fit.

4.5 Hypothesis Test

Table 4. Hypothesis Test Result

Estimate S.E. C.R. P Description

SMI ➞ PI -3,391 0,908 -3,735 *,*** H1 Rejected
SMI ➞ PR 0,947 0,123 7,674 *,*** H2 Accepted
SMI ➞ BC 0,986 0,098 10,073 *,*** H3 Accepted
PR ➞ PI 2,938 0,753 3,901 *,*** H4 Accepted
BC ➞ PI 0,547 0,242 2,260 0,024 H5 Accepted



International Conference on Sustainable Competitive Advantage
2024

1024

Interaksi_SMI_PK ➞ PI -0,042 0,016 -2,560 0,010 H8 Accepted
Interaksi_PR_PK ➞ PI 0,088 0,024 3,614 *,*** H9 Accepted

The SMI ➞ PI path obtained a CR value of 3.735 > 1.96 and a P value of 0.000 < 0.05 and a
negative coefficient value of -3.391, meaning that Social Media Influencers do not have a
positive effect on Purchase Intention. Then H1 is rejected. The SMI ➞ PR path obtained a CR
value of 7.674 > 1.96 and a P value of 0.000 < 0.05 and a positive coefficient value of 0.947,
meaning that Social Media Influencers significantly have a positive effect on Parasocial
Relationships. Then H2 is accepted. The SMI ➞ BC path obtained a CR value of 10.073 > 1.96
and a P value of 0.000 < 0.05 and a positive coefficient value of 0.986, meaning that Social
Media Influencers significantly have a positive effect on Brand Credibility. Then H3 is accepted.
The PR ➞ PI path obtained a CR value of 3.901 > 1.96 and a P value of 0.000 < 0.05 and a
positive coefficient value of 2.938, meaning that Parasocial Relationships significantly have a
positive effect on Purchase Intention. Then H4 is accepted. The BC ➞ PI path obtained a CR
value of 2.260 > 1.96 and a P value of 0.024 < 0.05 and a positive coefficient value of 0.547,
meaning that Brand Credibility significantly has a positive effect on Purchase Intention. Then H5
is accepted. The interaction SMI_PK ➞ PI path obtained a CR value of 2.560 > 1.96 and a P
value of 0.010 < 0.05 and the coefficient is negative (-0.042), meaning that Persuasion
Knowledge moderates the effect of Social Media Influencers on Purchase Intention negatively
(weakens). Then H8 is accepted. The interaction PR_PK ➞ PI path obtained a CR value of
3.614 > 1.96 and a P value of 0.000 < 0.05 and the coefficient value is positive (0.088), meaning
that Persuasion Knowledge moderates the effect of Parasocial Relationships on Purchase
Intention positively (strengthens). Then H9 is accepted.

4.6 Mediation Test

Table 5. Sobel Test Result

Path a b SEa SEb Sobel Test

SMI ➞ PR ➞ PI 0,947 2,938 0,123 0,753 3,480

SMI ➞ BC➞PI 0,986 0,547 0,098 0,242 2,205

The SMI ➞ PR ➞ PI path obtained a sobel test value of 3.480 > 1.96, meaning that Parasocial

Relationships mediate the effect of Social Media Influencers on Purchase Intention. The SMI ➞
BC ➞ PI path obtained a sobel test value of 2.205 > 1.96, meaning that Brand Credibility
mediates the effect of Social Media Influencers on Purchase Intention.

5. Discussion

5.1 The Effect of Social Media Influencers on Purchse Intention
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Based on the hypothesis test conducted, the effect obtained from the relationship leads to a
significant negative. In other words, the presence of a social media influencer in promoting a
product can reduce purchase intention. This may occur for several reasons related to the
audience's perception of the influencer's persona and promotional style. The results of similar
research are similar to research conducted by Yudha (2023), which states that social media
influencers have a negative effect on purchase intentions, which occurs because the influencer
audience he studied may have access to other additional sources of information such as customer
reviews, product evaluations, or recommendations from others, so that the influence received
directly from the social media influencers he studied is not considered a major consideration.
Xiong & Zeng (2024), also revealed that strong or consistent SMI recommendations and high
fame, reduce the uniqueness perceived by consumers, thereby reducing purchase intentions.

5.2 The Effect of Social Media Influencers on Parasocial Relationships

The findings of this study reveal that social media influencers significantly have a positive effect
on parasocial relationships.This result shows that an influencer can build a good parasocial
relationship with his followers through the content and persona he builds on social media. When
followers interact with various personalized content on social media intensely, they feel as if
they have a personal relationship with the influencer (Ki et al., 2020). This result is in line with
the results of research conducted by X. Liu & Zheng (2024), which states that relevant social
media influencers can build parasocial relationships with their followers positively and
significantly. The same thing is also explained in the research of Taher et al. (2022), which
mentioned that the communication skills and expertise of social media influencers have a
significant positive effect on developing parasocial relationships with their followers.

5.3 The Effect of Social Media Influencers on Brand Credibility

The findings of this study reveal that social media influencers significantly have a positive effect
on brand credibility. This shows that the presence of an influencer who is considered to have a
promotional content strategy and a good reputation can increase the credibility of a brand.
Influencers are often considered a representation of a brand's values and character. When an
influencer promotes a brand through the content he creates on social media, it will have an
impact on the credibility value of the brand (Nafees et al., 2021). These results are in line with
research conducted by Wang & Scheinbaum (2018), which states that the attractiveness and trust
value of an influencer in his involvement in a brand can positively increase brand credibility.
Then, Kareem & Venugopal (2023) also revealed that the credibility of a brand is positively
formed from the expertise and attractiveness of an influencer in its promotion strategy on social
media.

5.4 The Effect of Parasocial Relationships on Purchase Intention

The findings of this study reveal that parasocial relationships significantly have a positive effect
on purchase intention. This indicates that the one-way emotional connection between followers
and the influencer can increase the audience's purchase intention response to the promoted
product or service. A parasocial relationship is formed when the audience feels personally
connected to the influencer without any direct interaction. Although the relationship is illusory, it
creates a sense of trust, loyalty and emotional attachment, which ultimately affects the audience's
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purchase intention for the product or brand associated with the influencer (Lou, 2022). These
results are in line with Rungruangjit (2022) research, which indicates a positive influence of the
parasocial relationship between followers and influencers on purchase intention on products
promoted by influencers. Then Sokolova & Kefi (2020) research also states that the one-way
emotional bond that exists between followers and their influencers has a positive role in building
purchase intentions.

5.5 The Effect of Brand Credibility on Purchase Intention

The findings of this study reveal that brand credibility significantly has a positive effect on
purchase intention. This indicates that the credibility of a brand promoted by an influencer plays
an important role in followers' desire to purchase goods or services from that brand. When a
brand is considered credible, followers are more likely to believe that the brand provides value
that meets their needs and preferences, so this encourages the creation of confidence in making
purchases (Wang et al., 2017). These results are in line with the research of Rizky et al. (2021),
which states that the credibility of a brand promoted by an influencer can have a positive effect
on purchase intention. Then in the research of Ramadania et al. (2023) also stated that there is a
positive and significant effect of brand credibility on purchase intention.

5.6 The Mediating Effect of Parasocial Relationships

The findings of this study reveal that parasocial relationships mediate the effect of social media
influencers on purchase intention. This shows that the parasocial relationship that exists between
followers and their influencers plays an important role in increasing followers' purchase intention
for the promoted product. Persona and relevant content from social media influencer will
provoke personal connections in followers, which in turn form parasocial relationships. When
parasocial relationships are formed, followers are more likely to accept product or brand
recommendations promoted by their influencers (Leite & Baptista, 2022). Thus, parasocial
relationships serve as a psychological bridge that connects the presence of influencers with
purchase intentions. These results are in line with the research of Taher et al. (2022) which states
that parasocial relationships mediate the effect of social media influencers on the purchase
intentions of their followers. Then the research of Ashraf et al. (2023) also revealed that there is
an indirect positive effect of social media influencers on purchase intention through parasocial
relationships.

5.7 The Mediating Effect of Brand Credibility

The findings of this study reveal that brand credibility mediates the effect of social media
influencers on purchase intention. This shows that brand credibility plays an important role in
increasing followers' purchase intention in the goods promoted by influencers. Influencers who
can create a positive image of the promoted brand make followers believe that the products or
services offered by the brand are reliable, relevant, and of high quality which is then called
credible, so followers will be more confident to buy the item (Lee & Kim, 2020). In other words,
brand credibility, in this case, acts as an important factor in bridging the influence of influencers
on the purchase intention of their followers. These results are in line with the research of Chin et
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al. (2020) which reveals that brand credibility positively and significantly mediates the effect of
social media influencers on purchase intention. Kareem & Venugopal (2023) also revealed that
the effect of an influencer on purchase intention occurs indirectly through the perceived brand
credibility of the promoted product.

5.8 The Moderating Effect of Persuasion Knowledge on The Causal Relationship Between Social
Media Influencers and Purchase Intention

The results of this study indicate that persuasion knowledge moderates the effect of social media
influencers on purchase intention. Specifically, the moderating effect in this study is to weaken
the effect of social media influencers on purchase intention. Need to know, the effect of social
media influencers on purchase intention in this study is negative, or in other words, the presence
of high persuasion knowledge in the minds of followers, it will weaken the negative effect of
social media influencers on purchase intention. Persuasion knowledge allows followers to be
more aware of the influencer's message because followers know the commercial purpose behind
their promotion (Breves et al., 2021b). This creates psychological connectivity, which causes the
influencer's marketing efforts to be more acceptable. The results of these findings are relevant to
the research of Hwang & Zhang (2018) which states that the level of audience persuasion
knowledge can weaken the influence of an influencer on the purchase intention of his followers
on social media. The research of Iqbal et al. (2023) also revealed that in the presence of high
knowledge of follower persuasion, the evaluation of the influencer's promotional campaign on a
product will be more considered, thus having an impact on the relationship between influencers
and their followers' purchase intention attitudes.

5.9 The Moderating Effect of Persuasion Knowledge on The Causal Relationship Between
parasocial Relationships and Purchase Intention

The results of this study show that persuasion knowledge moderates the effect of parasocial
relationships on purchase intention. Specifically, the moderating effect in this study is to
strengthen the effect of parasocial relationships on purchase intention, or in other words, the high
persuasion knowledge of followers will increase purchase intention due to the parasocial
relationship established with the influencer. This can happen because followers with high
persuasion knowledge can evaluate the influencer's promotional strategy more rationally
(Tukachinsky & Stever, 2019). By doing so, followers will consider that the influencer's
promotional strategy is more relevant to what they want, which in turn will increase their
purchase intention attitude towards the promoted product. This result contradicts the statement in
the previous study by Liu & Zheng (2024), which states that there is no moderating effect on the
influence of parasocial relationships on the purchase intention of influencer-promoted products.
Instead, this result supports the previous research by Breves et al. (2021), which revealed that
persuasion knowledge has an impact on strengthening the effect of parasocial relationships
established between followers and their influencers on purchase intentions for products that
influencers promote.

6. Conclusion

This study aims to explore the impact of influencer involvement in product marketing on the
purchase intention behavior of their followers, considering the role of parasocial relationships
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and brand credibility as potential mediators in the decision-making process, as well as further
exploration of the impact of followers' persuasive knowledge. The results of this study indicate
that the influence of a social media influencer does not directly increase the purchase intention of
his followers, but through the mediation of parasocial relationships and brand credibility, the
purchase intention of followers who influence the influence of social media influencers will
increase. Persuasion knowledge also plays an important role in the causal relationship between
social media influencers and parasocial relationships on followers' purchase intentions. Based on
the results of this study, it is also suggested for further research on the role of other variables in
increasing the influence of social media influencers on their followers' purchase intentions.

References

Akkaya, M. (2021). Understanding the impacts of lifestyle segmentation & perceived value on brand
purchase intention: An empirical study in different product categories. European Research on
Management and Business Economics, 27(3). https://doi.org/10.1016/j.iedeen.2021.100155

Alam, A., Usman Arshad, M., & Adnan Shabbir, S. (2012). Brand credibility, customer loyalty and the
role of religious orientation. Asia Pacific Journal of Marketing and Logistics, 24(4), 583–598.
https://doi.org/10.1108/13555851211259034

Al-Mu’ani, L., Alrwashdeh, M., Ali, H., & Al-Assaf, K. T. (2023a). The effect of social media
influencers on purchase intention: Examining the mediating role of brand attitude. International
Journal of Data and Network Science, 7(3), 1217–1226. https://doi.org/10.5267/j.ijdns.2023.5.003

Al-Mu’ani, L., Alrwashdeh, M., Ali, H., & Al-Assaf, K. T. (2023b). The effect of social media
influencers on purchase intention: Examining the mediating role of brand attitude. International
Journal of Data and Network Science, 7(3), 1217–1226. https://doi.org/10.5267/j.ijdns.2023.5.003

Ao, L., Bansal, R., Pruthi, N., & Khaskheli, M. B. (2023). Impact of Social Media Influencers on
Customer Engagement and Purchase Intention: A Meta-Analysis. Sustainability (Switzerland),
15(3). https://doi.org/10.3390/su15032744

Ashraf, A. , H. I. , & S. S. A. (2023). How do social media influencers inspire consumers’ purchase
decisions? The mediating role of parasocial relationships. International Journal of Consumer
Studies, 47(4), 1416–1433.

Ashraf, A., Hameed, I., & Saeed, S. A. (2023). How do social media influencers inspire consumers’
purchase decisions? The mediating role of parasocial relationships. International Journal of
Consumer Studies, 47(4), 1416–1433. https://doi.org/10.1111/ijcs.12917

Aw, E. C. X., & Chuah, S. H. W. (2021). “Stop the unattainable ideal for an ordinary me!” fostering
parasocial relationships with social media influencers: The role of self-discrepancy. Journal of
Business Research, 132, 146–157. https://doi.org/10.1016/j.jbusres.2021.04.025

Aw, E. C. X., & Labrecque, L. I. (2020). Celebrity endorsement in social media contexts: understanding
the role of parasocial interactions and the need to belong. Journal of Consumer Marketing, 37(7),
895–908. https://doi.org/10.1108/JCM-10-2019-3474

Ballantine, P. (2005). Forming Parasocial Relationships in Online Communities.
https://www.researchgate.net/publication/267374790



International Conference on Sustainable Competitive Advantage
2024

1029

Breves, P., Amrehn, J., Heidenreich, A., Liebers, N., & Schramm, H. (2021a). Blind trust? The
importance and interplay of parasocial relationships and advertising disclosures in explaining
influencers’ persuasive effects on their followers. International Journal of Advertising, 40(7),
1209–1229. https://doi.org/10.1080/02650487.2021.1881237

Breves, P., Amrehn, J., Heidenreich, A., Liebers, N., & Schramm, H. (2021b). Blind trust? The
importance and interplay of parasocial relationships and advertising disclosures in explaining
influencers’ persuasive effects on their followers. International Journal of Advertising, 40(7),
1209–1229. https://doi.org/10.1080/02650487.2021.1881237

Campbell, M. C., & Kirmani, A. (2000). Consumers’ use of Persuasion knowledge: The effects of
accessibility and cognitive capacity on perceptions of an influence agent. Journal of Consumer
Research, 27(1), 69–83. https://doi.org/10.1086/314309

Chin, P. N., Isa, S. M., & Alodin, Y. (2020). The impact of endorser and brand credibility on
consumers’ purchase intention: the mediating effect of attitude towards brand and brand
credibility. Journal of Marketing Communications, 26(8), 896–912.
https://doi.org/10.1080/13527266.2019.1604561

Chung, S., & Cho, H. (2017). Fostering parasocial relationships with celebrities on social media:
Implications for celebrity endorsement. Psychology and Marketing, 34(4), 481–495.
https://doi.org/10.1002/mar.21001

Enke, N., & Borchers, N. S. (2019). Social Media Influencers in Strategic Communication: A
Conceptual Framework for Strategic Social Media Influencer Communication. International
Journal of Strategic Communication, 13(4), 261–277.
https://doi.org/10.1080/1553118X.2019.1620234

Erdem, T., & Swait, J. (1998). Brand equity as a signaling phenomenon. Journal of Consumer
Psychology, 7(2), 131–157. https://doi.org/10.1207/s15327663jcp0702_02

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice. Journal of Consumer
Research, 31(1), 191–198. https://doi.org/10.1086/383434

Erdmann, A., Mas, J. M., & Arilla, R. (2023). Value-based adoption of augmented reality: A study on
the influence on online purchase intention in retail. Journal of Consumer Behaviour, 22(4), 912–
932. https://doi.org/10.1002/cb.1993

Fazli-Salehi, R., Jahangard, M., Torres, I. M., Madadi, R., & Zúñiga, M. Á. (2022). Social media
reviewing channels: the role of channel interactivity and vloggers’ self-disclosure in consumers’
parasocial interaction. Journal of Consumer Marketing, 39(2), 242–253.
https://doi.org/10.1108/JCM-06-2020-3866

Friestad, M., & Wright, P. (1994). The Persuasion Knowledge Model: How People Cope with
Persuasion Attempts. http://jcr.oxfordjournals.org/

Gujarati & Dawn. (2004). Basic Econometrics 4th edition. The McGraw-Hill Companies.

Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis. In
Multivariate data analysis (p. 785).



International Conference on Sustainable Competitive Advantage
2024

1030

Haryono, S. (2016). Metode SEM Untuk Penelitian Manajemen dengan AMOS LISREL PLS. PT.
Intermedia Personalia Utama.

Hudders, L., De Jans, S., & De Veirman, M. (2021). The commercialization of social media stars: a
literature review and conceptual framework on the strategic use of social media influencers.
International Journal of Advertising, 40(3), 327–375.
https://doi.org/10.1080/02650487.2020.1836925

Hwang, K., & Zhang, Q. (2018). Influence of parasocial relationship between digital celebrities and
their followers on followers’ purchase and electronic word-of-mouth intentions, and persuasion
knowledge. Computers in Human Behavior, 87, 155–173.
https://doi.org/10.1016/j.chb.2018.05.029

Iqbal, A., Amjad Ali, U., & Muhammad Ali, S. (2023). Unveiling the Black Box of Influencer
Marketing: The moderating role of Parasocial interaction and persuasion knowledge. In
International Journal of Social Science and Entrepreneurship (IJSSE) (Vol. 3, Issue 4).

Jun, S. H. (2020). The effects of perceived risk, brand credibility and past experience on purchase
intention in the Airbnb context. Sustainability (Switzerland), 12(12).
https://doi.org/10.3390/su12125212

Kareem, S. A., & Venugopal, P. (2023). Social Media Influencers’ Traits and Purchase Intention: A
Moderated Mediation Effect of Attitude Towards Brand Credibility and Brand Familiarity. FIIB
Business Review. https://doi.org/10.1177/23197145231162257

Keller, K. L. (2013). Strategic Brand Management : Building Measuring, and Managing Brand Equity.
Global Edition (4th Ed.). Pearson Education.

Ki, C. W. ‘Chloe,’ Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer marketing: Social media
influencers as human brands attaching to followers and yielding positive marketing results by
fulfilling needs. Journal of Retailing and Consumer Services, 55.
https://doi.org/10.1016/j.jretconser.2020.102133

Lee, S., & Kim, E. (2020). Influencer marketing on Instagram: How sponsorship disclosure, influencer
credibility, and brand credibility impact the effectiveness of Instagram promotional post. Journal
of Global Fashion Marketing, 11(3), 232–249. https://doi.org/10.1080/20932685.2020.1752766

Leite, F. P., & Baptista, P. de P. (2022). The effects of social media influencers’ self-disclosure on
behavioral intentions: The role of source credibility, parasocial relationships, and brand trust.
Journal of Marketing Theory and Practice, 30(3), 295–311.
https://doi.org/10.1080/10696679.2021.1935275

Leong, S. Y., Yip, M. Y., Tan, C. H., & Chan, M. S. (2024). Effect of Social Media Influencers on
Generation Y Purchase Intention: Evidence From Men’s Skincare Products In Malaysia.
International Journal of Management, Finance and Accounting, 5(1), 111–135.
https://doi.org/10.33093/ijomfa.2024.5.1.5

Liu, X., & Zheng, X. (2024). The persuasive power of social media influencers in brand credibility and
purchase intention. Humanities and Social Sciences Communications, 11(1).
https://doi.org/10.1057/s41599-023-02512-1



International Conference on Sustainable Competitive Advantage
2024

1031

Lou, C. (2022). Social Media Influencers and Followers: Theorization of a Trans-Parasocial Relation
and Explication of Its Implications for Influencer Advertising. Journal of Advertising, 51(1), 4–21.
https://doi.org/10.1080/00913367.2021.1880345

Mabkhot, H., Isa, N. M., & Mabkhot, A. (2022). The Influence of the Credibility of Social Media
Influencers SMIs on the Consumers’ Purchase Intentions: Evidence from Saudi Arabia.
Sustainability (Switzerland), 14(19). https://doi.org/10.3390/su141912323

Nafees, L., Cook, C. M., Nikolov, A. N., & Stoddard, J. E. (2021). Can social media influencer (SMI)
power influence consumer brand attitudes? The mediating role of perceived SMI credibility.
Digital Business, 1(2). https://doi.org/10.1016/j.digbus.2021.100008

Ramadania, R., Suh, J., Rosyadi, R., Purmono, B. B., & Rahmawati, R. (2023). Consumer
ethnocentrism, cultural sensitivity, brand credibility on purchase intentions of domestic cosmetics.
Cogent Business and Management, 10(2). https://doi.org/10.1080/23311975.2023.2229551

Rizky, H., Khrisnanda, R., Made, I., & Dirgantara, B. (2021). THE EFFECT OF BRAND
AWARENESS, BRAND IMAGE, AND BRAND CREDIBILITY ON OPPO MOBILE PHONE
BRAND PRODUCT PURCHASE INTENTION. DIPONEGORO JOURNAL OF
MANAGEMENT, 10(2). http://ejournal-s1.undip.ac.id/index.php/dbr

Roosdhani, M. R., Arifin, S., & Manaf, K. A. (2024). Beyond Reach: Social Media Performance as A
Key Metricfor Marketing Success. Ilomata International Journal of Management, 5(2), 587–605.
https://doi.org/10.61194/ijjm.v5i2.1163

Rubin, A. M., & Step, M. M. (2000). Impact of motivation, attraction, and parasocial interaction on talk
radio listening. Journal of Broadcasting and Electronic Media, 44(4), 635–654.
https://doi.org/10.1207/s15506878jobem4404_7

Rungruangjit, W. (2022). What drives Taobao live streaming commerce? The role of parasocial
relationships, congruence and source credibility in Chinese consumers’ purchase intentions.
Heliyon, 8(6). https://doi.org/10.1016/j.heliyon.2022.e09676

Semenda, O., Sokolova, Y., Korovina, O., Bratko, O., & Polishchuk, I. (2024). Using Social Media
Analysis to Improve E-commerce Marketing Strategies. International Review of Management and
Marketing, 14(4), 61–71. https://doi.org/10.32479/irmm.16196

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I buy? How
credibility and parasocial interaction influence purchase intentions. Journal of Retailing and
Consumer Services, 53. https://doi.org/10.1016/j.jretconser.2019.01.011

Taher, S. S., Chan, T. J., Zolkepli, I. A., & Sharipudin, M. N. S. (2022a). Mediating Role of Parasocial
Relationships on Social Media Influencers’ Reputation Signals and Purchase Intention of Beauty
Products. Romanian Journal of Communication and Public Relations, 24(3), 45–66.
https://doi.org/10.21018/rjcpr.2022.3.348

Taher, S. S., Chan, T. J., Zolkepli, I. A., & Sharipudin, M. N. S. (2022b). Mediating Role of Parasocial
Relationships on Social Media Influencers’ Reputation Signals and Purchase Intention of Beauty
Products. Romanian Journal of Communication and Public Relations, 24(3), 45–66.
https://doi.org/10.21018/rjcpr.2022.3.348



International Conference on Sustainable Competitive Advantage
2024

1032

Tukachinsky, R., & Stever, G. (2019). Theorizing Development of Parasocial Engagement.
Communication Theory, 29(3), 209–230. https://doi.org/10.1093/ct/qty032

Wang, S. W., Kao, G. H. Y., & Ngamsiriudom, W. (2017). Consumers’ attitude of endorser credibility,
brand and intention with respect to celebrity endorsement of the airline sector. Journal of Air
Transport Management, 60, 10–17. https://doi.org/10.1016/j.jairtraman.2016.12.007

Wang, S. W., & Scheinbaum, A. C. (2018). Enhancing brand credibility via celebrity endorsement
trustworthiness trumps attractiveness and expertise. Journal of Advertising Research, 58(1), 16–32.
https://doi.org/10.2501/JAR-2017-042

Wong, A., & Wei, J. (2023). Persuasive cues and reciprocal behaviors in influencer-follower
relationships: The mediating role of influencer defense. Journal of Retailing and Consumer
Services, 75. https://doi.org/10.1016/j.jretconser.2023.103507

Xiong, Y., & Zeng, C. (2024). The Impact of Social Media Influencer Characteristics on Purchase
Intentions: A Moderated Mediation Effect of Regulatory Focus to Perceived Uniqueness. Journal
of System and Management Sciences, 14(1), 527–546. https://doi.org/10.33168/JSMS.2024.0131

Yann-Jy Yang; Chih-Chien Wang. (2023). Recently Research on Social Media Influencers. 2023
International Conference On Cyber Management And Engineering (CyMaEn).

YEC COUNCIL. (2018, June 12). Are Social Media Influencers The Next-Generation Brand
Ambassadors? Https://Www.Forbes.Com/Sites/Theyec/2018/06/13/Are-Social-Media-
Influencers-the-next-Generation-Brand-Ambassadors/?Sh=329e4fbb473d.

Yudha, A. (2023). A Source Effect Theory Perspective on How Opinion Leadership, Parasocial
Relationship, and Credibility Influencers Affect Purchase Intention. Jurnal Manajemen Teori Dan
Terapan | Journal of Theory and Applied Management, 16(2), 240–253.
https://doi.org/10.20473/jmtt.v16i2.48099


