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Abstract: 

The paper tries to portray the antecedence of purchase intention among Generation Z and 

Millennials through Influencer marketing on Instagram. The focuses on the influential 

capacity of the source characteristics of influencer marketers on the purchase intention of 

millennials and generation Z. The study evaluates the effect of each source characteristics on 

the image satisfaction and advertising trust. The results show that source characteristics of 

influencer have significant effect on the image satisfaction and advertising trust of consumers 

and hence effect their purchase intention.  
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CHAPTER – 1 

INTRODUCTION 

 

1.1 Introduction 

Social media is quickly making inroads into every facet of our life (Alalwan, 2018). As a result 

customers are more behaviorally and psychologically involved with major social media 

platforms like Facebook, Google+, Snapchat, YouTube, and Twitter (Alalwan et al., 2017; 

Kim & Kim, 2018; Shareef et al., 2019). Indeed, social media platforms have produced a new 

environment where people, organisations, and even governments can connect for the purposes 

of commerce, society, politics, education, and the sharing of ideas, information, goods, and 

services (Hawkins & Vel, 2013; Rathore et al., 2016; Usher et al., 2018; Zeng & Gerritsen, 

2014; Zhu & Chen, 2015). Therefore, social media can be utilised as a tool for promotion to 

strengthen connections between companies and their customers, leading to more trustworthy 

interactions than the usual celebrity endorsement (Mangold & Faulds, 2009). Due to the rise 

of social media, influencer marketing has evolved into a viral marketing strategy, and 

companies may use influencers to increase awareness and gain market competitiveness (G. 

Wang & Gao, 2020). Social media influencers have gained a large followers base by producing 

visually and vocally engaging content on social media platforms, giving them a social impact 

alike to that of traditional celebrities (Li & Peng, 2021) 

 Influencer marketing has been experiencing a wave of popularity the last few years (Scheer 

& Stern, 2017) . This is because of their ability to generate a strong feeling of connectedness 

among their audience (Tran & Strutton, 2010)which makes them appear to be more authentic  

(Stefanone et al., 2010). To gain the attention and trust of consumers, brands are increasingly 

turning to social media influencers like bloggers, YouTubers, and Instagrammers, some of 

whose social media profiles have millions of followers. Because of the difficulties they've had 

engaging consumers directly on social media, several brands have chosen to partner through 

social media influencers (Reinikainen et al., 2019). Comparable to traditional celebrity 

endorsements in traditional media, influencer marketing on social media focuses more on 

content-driven interactions. (Lou & Kim, 2019). The level of audience interaction is slightly 
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higher than with typical celebrity endorsement (Arora et al., 2019).This study is intended to 

explore the influence of SMI's on the target audience with reference to the source 

characteristics of the influencers elaborated as attractiveness, expertise, originality and 

homophile and the two customer attitudes ; image satisfaction and advertising trust and 

customer self-brand connection (Li & Peng, 2021). 

1.2 Statement of the problem 

This study focuses on analyzing the various tactics that Social Media Influencers (SMI’s) use 

on Instagram to induce purchase intention in consumers (belonging to gen Z and Millennials) 

of various brands. The tactics of SMI’s are analyzed based on their source characteristics 

which could affect the image satisfaction and advertising trust of consumers. The role of self-

brand connection is also being analyzed to understand its effect on consumers purchase 

intention(Li & Peng, 2021). Thus this study will give a clear idea on how SMI’s influence the 

consumers purchase intention and hence will help small business owners gather enough 

information about the effect that SMI’s can bring on consumers purchase intention and hence 

utilize this cost efficient and more beneficial tool of promotion.   

1.3 Objectives of the study 

1. To examine the effect of image satisfaction and Advertising trust of consumers on their 

attitude and purchase intention 

2. To examine the impact of source characteristics of Social Media Influencers (SMI) on 

image satisfaction of consumers 

3.  To examine the impact of source characteristics of Social Media Influencers (SMI) on 

Advertising Trust.  

4. To understand the role self-brand connections on the attitude and purchased intention 

of consumers 

1.4 Scope of the study 

This study focuses on the influence that social media influencers on Instagram have made on 

generation Z and millennials. The major focus is on generation Z as compared to millennials 

they tend to use the social media (Instagram) more often. The study is based in Kerala, the 

district chosen for the study is Idukki district.  
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1.5 Significance of the Study 

This study focus on equipping the small scale business men of Kerala, Idukki with maximum 

information about the capacity of influencers to effect or influence the purchase intentions of 

consumers (generation Z and millennials). And to put more emphasis on the benefits of 

employing SMI’s in place of traditional celebrity endorsements. 

1.6 Hypothesis 

The impact of SMI’s source characteristics on consumers' purchase intentions is investigated 

in this study. The hypothesis used are as follows: 

 

H1: Image satisfaction with SMI’s does not differ based on attractiveness of SMI’s.  

 

H2: Advertising trust in branded posts does not differ based on attractiveness of SMI’s.  

 

H3: Image satisfaction with SMI’s does not differ based on expertise of SMI’s. 

 

H4: Advertising trust in branded posts does not differ based on expertise of SMI’s.  

 

H5: Image satisfaction with SMI’s does not differ based on originality of SMI’s. 

 

H6: Advertising trust in branded posts does not differ based on originality of SMI’s. 

 

H7: Image satisfaction with SMI’s does not differ based on homophile of SMI’s. 

 

H8: Advertising trust in branded posts does not differ based on homophile of SMI’s. 

 

H9: Image satisfaction with SMI’s does not differ based on interaction of SMI’s. 

 

H10: Advertising trust in branded posts does not differ based on interaction of SMI’s. 

 

H11: Image satisfaction does not differ based on consumers self-brand connection. 
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H12: Advertising trust does not differ based on consumer’s self-brand connection. 

 

H13: Purchase intention does not differ based on Image satisfaction 

 

H14: Purchase intention does not differ based on Advertising trust 

 

H15: Purchase intention does not differ based on Consumer self-brand connection 

H16: There is no significant difference between gender, source characteristics of social media 

influencers, consumer’s attitude, self-brand connections and purchase intention. 

 

H17: There is no significant difference between educational qualification, source 

characteristics of social media influencers, consumer’s attitude, self-brand connections and 

purchase intention. 

 

H18: There is no significant difference between Annual Income, source characteristics of social 

media influencers, consumer’s attitude, self-brand connections and purchase intention. 

 

H19: There is no significant difference between Age, source characteristics of social media 

influencers, consumer’s attitude, self-brand connections and purchase intention. 

 

H20: There is no significant difference between Occupation, source characteristics of social 

media influencers, consumer’s attitude, self-brand connections and purchase intention. 

 

1.7 Methodology 

1.7.1 Data Source and Collection 

The required data for the study was obtained through both primary and secondary sources of 

data availed. With the aid of a standardised questionnaire, primary data were gathered using 

survey methods. The primary data was collected from a sample respondents of 189 from 

Idukki district. Secondary data for the study were collected from various books, newspaper, 

journals, prior researches, internet, magazines, etc. 
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1.7.2 Sample 

In this study the sampling technique of convenient sampling was adopted to ensure ample 

amount of data availability. A sample of 189 was collected through a stricter questionnaire 

developed based on prior studies in this field. The constructs of the questionnaire are the 

source characteristics of the SMI’s i.e. attractiveness, expertise, originality, homophile, 

interaction, and the two main attitudes of consumers i.e. image satisfaction and advertising 

trust and finally self-brand connections and purchase intention. (Li & Peng, 2021) 

1.7.3 Tools of Analysis 

Mathematical and statistical tools such as frequency, mean, percentage, standard deviation, 

reliability analysis, one-way ANOVA, and independent sample T-test are used to examine the 

primary data captured through a questionnaire. The most recent version of the Statistical 

Package for Social Science was used to analyse the data (SPSS). On a five-point Likert scale 

and a semantic differential scale, responses on the various measures in the study were 

obtained. 

1.8 Limitations of the Study 

1. The study as more focus on gen Z 

2. The study does not consider trustworthiness of influencers as a source characteristic of 

SMI’s  

3. The study focuses only on Idukki district 

4. The study deals with influencers on Instagram alone 

5. Time constrain   

1.9 Conceptual and Operational Definitions 

 

Source characteristics 

The five key features of SMI’s identified in this study are attractiveness, expertise, originality, 

homophile, and interaction. The five traits work together to shift customer attitudes. (Li & 

Peng, 2021) 
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Attractiveness 

In this study the degree to which SMIs physically or aesthetically appeal to target consumers 

is referred to as attractiveness. (Till & Busler, 2000) 

 

Expertise 

In this study, competence refers to the degree to which SMIs can provide accurate and useful 

relevant information or experience to the target customers.(Patzer, 1983) 

 

Originality 

The degree to which SMIs conduct particular actions to provide the target a sense of novelty 

and distinction is referred to as originality.as per this study(Casaló et al., 2020) 

 

Homophile 

In this study homophile refers to the degree to which SMIs and customers have certain 

characteristics.(Ruef et al., 2003) 

 

Interaction 

In this study the amount to which SMIs communicate and exchange data with consumers is 

referred to as the interaction.(Li & Peng, 2021) 

Consumer attitude 

The general judgement and reaction propensity of a customer to a certain thing is referred to 

as consumer attitude. (Bohner & Dickel, 2011) 

 

Purchase intention 

Purchase intention refers to a customer's aim to consciously plan or pursue the acquisition of 

a particular brand of goods. (Spears & Singh, 2004). 

 

Advertising trust 

The level to which target customers will rely on brand advertising content produced by SMIs 

when making purchases is known as advertising trust. (Doney et al., 1998). 
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Image satisfaction 

The total recognition and favorable appraisal of target customers on the performance of SMIs 

is referred to as image satisfaction (Scheer & Stern, 1986). 

 

Consumer self-brand connection 

 

The amount to which a consumer adopts the brand into his or her self-concept is referred to as 

self-brand connection (Escalas & Bettman, 2003). It may also be seen as an individual's 

assumption about a certain brand of his or her choosing. (Aguirre-Rodriguez et al., 2012) 

 

Influencer Marketing 

 

Influencer marketing is a marketing tool used by firms to market their products through social 

media without actually advertising it. Using influencer marketing a firm can reach consumers 

who are not interested in advertisements. In influencer marketing the influencial capacity of a 

social media influencer is being used by a firm to market its product to the followers of such 

influencers 

 

1.10 Chapter Scheme  

The complete research study is classified as four chapters. 

Chapter 1: Introduction  

Chapter 2: Review of Literature  

Chapter 3: Theoretical Framework  

Chapter 3: Data analysis and Interpretation  

Chapter 4: Findings, Suggestions and Conclusion  

Appendix 
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CHAPTER -2 

REVIEW OF LITERATURE 

2.1 Introduction  

        The study has reviewed previous studies in the field of influencer marketing and purchase 

intention to set a background for the study. A short summary or intakes form reviewed 

pervious literatures to the study are highlighted below. 

 

 

1. The psychology of status (Reference group theory) (Hyman, 1942) 

 

A reference group is a person or group that has a substantial impact on a person's 

conduct. Consumers who are uncertain must obtain information from a variety of 

sources, according to informational reference groups. Those with a high level of 

reliability, such as those with particular experience or crucial knowledge, are the ones 

who are most likely to be accepted. SMIs are experts in particular fields and have the 

necessary knowledge. This indicates that while using social media to research products, 

consumers are more inclined to accept or trust the opinions of SMIs. As a result, this 

study thinks that reference group theory can be used to explain how customers' 

perceptions regarding SMIs influence their relationship to their own brand. 

 

2. Input and Output Variables Currently Promising for Constructing Persuasive 

Communications (McGuire, 2013) 

 

The theory is divided into two sections: input communication factors and output 

mediational stages (specifically, the persuasion process). According to this idea, the 

efficiency of persuasion can be increased by changing the source, message, channel, 

receiver, and destination of input communication. To convince his or her target 

audience to pay attention to his or her account, trust his or her ideas, and follow them 

in order to choose companies and products, a SMI needs to post material and engage 
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with them on social media. Through reposts, followers typically take an active part in 

this process, and comments encourage readers to buy the brands mentioned. And the 

research supports this view. 

 

3. Influencer marketing: An exploratory study to identify antecedents of consumer 

behavior of millennial (Chopra et al., 2021) 

 

Influencer marketing is becoming more and more common as word-of-mouth marketing 

trends develop. Businesses are becoming more conscious of the potential of influencers 

in influencing a purchase choice as customers use social media platforms more often. 

As customers use social media platforms more often, businesses are becoming more 

aware of the potential role of influencers in influencing a purchase decision. Using the 

Theory of Planned Behavior (TPB; henceforth referred to as TPB) and social learning 

theory as part of the qualitative research to identify key influencer marketing factors 

that influence consumer behaviour, the current study sheds light on various aspects of 

influencer marketing that influence consumer behaviour. According to the study, 

attitudes toward influencers and the concept of behavioural control, which allows for 

the expansion of domain knowledge, had a greater impact on consumer behaviour than 

peer influence. 

 

4. Influencer marketing: how message value and credibility affect consumer trust of 

branded content on social media (Lou & Yuan, 2019) 

 

Over the past few years, spending on influencer marketing has surged. This study does 

preliminary research to ascertain the impact of social media influencer marketing on 

consumers. It provides an integrated model, the social media influencer value model, to 

take into account the roles of advertising value and source trustworthiness. To assess 

our idea, we performed an online survey of social media users who followed at least 

one influencer. Partial least squares (PLS) path modelling findings show that the 

informative value of influencer-generated material, the influencer's reputation, 

attractiveness, and likeness to the followers are all positive influences on followers' 

confidence in influencers' branded postings. In turn, brand awareness and purchasing 
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intentions are influenced by this trust. Discussions on the implications, both theoretical 

and practical. 

 

5. Instafamous and social media influencer marketing (Jin et al., 2019) 

 

This research paper aims to compare the effects of two different celebrity kinds 

(Instagram celebrity vs. traditional celebrity) on social presence, brand attitude, and 

source reliability. The independent variable for the suggested theoretical model is the 

celebrity type, the mediator is social presence, and the moderator is self-discrepancy. 

 

6. Impact of influencer marketing on consumer behavior (Gundová & Cvoligová, 

2019) 

 

Before the Internet, there were significant changes in the environment that had a 

significant influence on people's behaviour. Goods and services are getting increasingly 

customised in order to gain a competitive advantage in today's fiercely competitive 

market. The advancement of communication technology has provided a new framework 

for marketing operations, and marketing as a strategic role in a firm has become one of 

the imperatives of modern business. As a result of the growth of social networks, a 

whole new marketing concept known as e-marketing is rapidly evolving. People are 

becoming active content creators on social media, which has changed the way we 

connect. People are becoming active content creators on social media, which has 

changed the way we connect. This reality used to be alarming because of the possible 

loss of control over their own message, but today's firms actively promote user 

engagement in social media communication. 

 

7. The effect of influencer marketing on consumers’ brand admiration and online 

purchase intentions: An emerging market perspective  (Trivedi & Sama, 2020) 

 

This study compares the influence of celebrity and savant influencers on customers' 

online purchase intentions with a focus on consumer electronics products. The 

relationship between influencer marketing and online purchase intents is tested, as well 

as the moderating effects of brand adoration and brand attitude. Additionally, it is 
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claimed that brand mindset and influencer marketing message involvement plays a 

mediating role. Data were gathered from 438 respondents as part of this study using the 

survey method. Using structural equation modelling, hierarchical regression analysis, 

and the Hayes process technique, the provided hypotheses were put to the test. The 

findings suggest that when arranging the marketing communications for consumer 

electronics products, there is a clear advantage in selecting an expert influencer over an 

appealing celebrity influencer. It is also shown that involvement has a moderating 

influence. 

 

8. Social media influencer marketing: A systematic review, integrative framework 

and future research agenda (Vrontis et al., 2021) 

 

The exponential rise in popularity of social media influencers (SMIs) over the past few 

years has led to an increase in the use of influencer marketing (IM) in company 

initiatives. The ensuing scholarly work continues to be varied, incomplete, and 

fragmented despite the growing attention of researchers and practitioners. A thorough 

and critical review of the existing research on this subject is desperately needed with 

reference to the crucial role that SMIs play in the judgement by consumers and the 

reality that this field of study is still developing. As a result, this work is the first to 

compile the status of the research on IM in social media environments at the moment. 

To identify significant themes and predominate notions, a comprehensive evaluation of 

pertinent papers published in peer-reviewed academic journals across several domains 

was carried out. In order to offer areas for future research, this paper concludes by 

outlining crucial strategies for managing OIM effectively and highlighting significant 

literature-practice gaps. 

 

 

9. Influencer marketing: purchase intention and its antecedents (Li & Peng, 2021) 

 

This study investigates how social media influencers influence target consumers to buy 

a particular brand advertised in their materials. The theoretic model is examined by 

applying the structural equation modelling (SEM) in the statistical programme Lisrel 

8.8 with a sample of 510 Chinese Weibo users. This study looked at how consumers' 

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 11 November 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRDTH00004 International Journal of Novel Research and Development (www.ijnrd.org)  

 

272 

positive reactions (such as image satisfaction and/or advertising trust) are inspired by 

influencers' source qualities, which in turn affect consumers' purchase intentions. Two 

consumer attitudes are positively impacted by the knowledge, creativity, and homophile 

of influencers. Interactivity only has a positive impact on advertisement trust, while 

attractiveness only has a favorable impact on image satisfaction. In addition, this study 

supported the idea that customers' self-brands mediate the relationship between the two 

attitudes and purchase intentions. We presented a comprehensive theoretical framework 

for the whole mechanism of influence marketing based on communication-persuasion 

matrix by differentiating between two different customer attitudes and taking into 

account consumers' self-brand connection. 

 

10. Impacts of influencer attributes on purchase intentions in social media influencer 

marketing: Mediating roles of characterizations (Masuda et al., 2022) 

 

Influencer marketing on social media has lately gained popularity. Numerous studies 

have been conducted on the formation of para-social relationships (PSRs) between 

influencers and followers. Despite the vast number of PSR studies, PSR has not been 

commonly compared to other relationship marketing strategies that are widely used. 

This study developed a research model based on persuasion theory in order to assess 

the relative value of the PSR. As antecedents of purchase intention, the study included 

three characterizations (trustworthiness, perceived expertise, and PSR) as well as three 

personal qualities (attitude homophile, physical beauty, and social attractiveness). A 

poll of respondents who made purchases after seeing influencer-produced YouTube ads 

was used to collect data. PSR was shown to be strongly connected with the three 

personal attributes studied, and it had a considerably favourable influence on purchase 

intentions when compared to other characterizations. 

 

11. The effect of influencer marketing on consumers’ brand admiration and online 

purchase intentions: An emerging market perspective (Trivedi & Sama, 2020) 

 

This study compares the influence of celebrity and expert influencers on customers' 

online purchase intentions with a focus on consumer electronics products. The 

relationship between influencer marketing and online purchase intents is tested, as well 
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as the moderating effects of brand adoration and brand attitude. It is also noted that 

message participation between influencer marketing and brand attitude plays a 

moderating impact. Data were gathered from 438 respondents as part of this study using 

the survey method. Using structural equation modelling, hierarchical regression 

analysis, and the Hayes process technique, the provided hypotheses were put to the test. 

The findings suggest that when arranging the marketing communications for consumer 

electronics products, there is a clear advantage in selecting an expert influencer over an 

appealing celebrity influencer. Empirically, it is clear that brand attitude and brand 

admiration mediate consumer behavior. It is also shown that involvement has a 

moderating influence. 

 

12. Identifying The Antecedents of Influencer Marketing Efficiency by The Targeting 

Problems (Yao & Bin Che Hussin, 2021) 

 

Influencer marketing has steadily altered followers' purchasing habits in recent years 

while making purchases online. The rise of social media has altered how consumers can 

learn about products, as opposed to more conventional marketing strategies. By 

examining current influencer marketing patterns, highlighting existing issues, and 

proposing solutions, this study seeks to add to this expanding field of study. This study 

will identify powerful influence antecedents that explain the connection between the 

traits of influencers and followers' purchase behavior based on the research behind 

earlier publications. These antecedents will also be identified in this study based on 

prior research, and they will then be combined into a framework for identified 

antecedents. The relevant industry field, such as Commercial Integrated Services, could 

more effectively target potential clients by achieving their social happiness and 

subsequently triggering their product awareness by addressing the issues based on the 

chosen influencing antecedents. 

 

13. Influencer marketing in China: The roles of para-social identification, consumer 

engagement, and inferences of manipulative intent (K. J. Chen et al., 2021) 

 

This study examines the method by which Chinese consumers respond to sponsored 

material on social media, focusing on the crucial psychological variables that may 
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favorably or unfavorably influence that process. We used information from a China-

wide online survey (N = 511) to support the conceptual frameworks that were proposed. 

According to the findings, consumers' para-social identification with social media 

influencers influenced how they interacted with, believed in, and saw marketed content 

that was linked to the influencers. The associations between para-social identification 

and trust in as well as attitude toward such content were also mediated by their 

participation with branded content. Beyond that, reducing those indirect impacts was 

significantly aided by inferences of manipulative purpose. In light of theoretical and 

managerial ramifications, the data are interpreted. 

 

14. Antecedents and outcomes of digital influencer endorsement: An exploratory 

study (Torres et al., 2019) 

 

Celebrity endorsements are a proven strategy to improve brand perceptions and spur 

buy intent, according to literature on advertising and marketing. On digital influencers, 

there are, however, no pertinent research. By analyzing the impact of customer attitudes 

and purchase intents on the attractiveness of digital influencers and the congruence 

between a digital influencer and a brand, this study fills a research vacuum. A model 

was evaluated and group analysis was done for two categories (entertainment & video 

games and fashion & beauty) using structural equation modelling on a sample of 307 

followers of digital influencers. The findings demonstrate that the attractiveness of the 

digital influencer (which encompasses both likeability and familiarity) and the 

congruence between the influencer's brand sentiments and purchase intentions are 

factors that affect both. This paper highlights the several contributions made by this 

study to theory and practice. 

 

15. Factors affecting YouTube influencer marketing credibility: a heuristic-

systematic model (Xiao et al., 2018) 

 

YouTube is the perfect media channel to use to carry out such marketing initiatives due 

to the emergence of influencer marketing. Many academics attribute YouTube 

influencer marketing's success to consumers' high regard for the reliability of the 

information they receive. This study uses a heuristic-systematic model to examine how 
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informational cues affect assessments of the reliability of data shared by YouTube 

influencers. A two-step structural equation modelling data analysis approach was used 

to analyses the association between variables after an online survey was used to 

investigate the components. The findings show that criteria such as trustworthiness, 

social influence, argument quality, and information engagement have an impact on how 

consumers evaluate the reliability of information on YouTube. The analytic findings 

also show a high and favorable association between brand/video sentiments and 

perceived information credibility. 

 

16. Influencer marketing: brand control, commercial orientation and post credibility 

(Martínez-López et al., 2020) 

 

Companies can deliver information about their products in a more social and 

participatory way by utilizing social media influencers. However, academic study on 

the consequences of how influencers affect consumer trust, interest, and the purchasing 

decision-making process is still in its infancy. This study offers a theoretical framework 

to explain how consumer trust in influencers is impacted by perceived brand control 

over an influencer's post and the perceived commercial orientation of such a post. 

Results indicate that perceived brand control of the influencer's post has a greater 

negative impact on consumer perception of the influencer's credibility than perceived 

commercial orientation. Despite the fact that perceived brand control also discourages 

further research, The findings also indicate that the influencer's credibility is important 

in predicting post credibility, which in turn predicts interest and readiness to look up 

more details. 

 

17. Influencer marketing and its impact on consumer lifestyles (Nadanyiova et al., 

2017) 

 

Influencer marketing is a sort of marketing communication that uses influencers to 

target customers. It assists businesses in developing their brand and customer loyalty 

by relying on consumers' confidence in an individual they know and respect. Because 

of this, the study's purpose was to define the theoretical underpinnings of influencer 

marketing's impact on consumer lives. A questionnaire study of Slovak consumers aged 
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15 and above was used to examine how consumers view influencer marketing in 

connection to their lives. The research sample consists of 410 people. Based on the 

findings of the questionnaire survey and the validation of statistical assumptions, it is 

clear that influencer marketing has a substantial impact on the lives of Slovak customers 

(especially on consumers younger than 35).  

 

18. Influencer marketing and authenticity in content creation (Kapitan et al., 2021) 

 

We investigate the effect of endorser type (celebrity vs. influencer) on consumers' 

willingness to pay for an endorsed product across four research, over 1,100 participants, 

and two product categories. We examine whether perceptions of genuineness play a role 

in mediating the effect of endorser type on willingness to pay. Finally, we investigate 

the impact of the perception of an endorser as a content creator (as opposed to a paid 

promoter) on the influence of authenticity on willingness to pay. Additionally, 

customers find an endorsement from an influencer who shows they have creative 

control over their material and are genuinely motivated to be more credible and 

authentic, which greatly influences their willingness to pay for an endorsed product. We 

suggest that while using influencer marketing, marketers should look for influencers 

who are genuine and who still have ownership of their own material. Discussions on 

the theoretical and practical ramifications are had, and suggestions for additional study 

are made. 

 

19. Influencer marketing and its impact on the advertised brand (Tabellion & Esch, 

2019) 

 

More and more individuals utilize social media (such as Instagram, Facebook, and 

YouTube) to connect with one another as a result of digitization and the ensuing rise of 

the internet during the past few decades. More than a third of the world's population and 

over three quarters of internet users used at least one social media channel once every 

month in 2017, when there were 2.46 billion users. This pattern is still present today, 

with the number of social media users likely to surpass 3 billion in 2021.  
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20. Influencer marketing on Instagram: How sponsorship disclosure, influencer 

credibility, and brand credibility impact the effectiveness of Instagram 

promotional post (Lee & Kim, 2020) 

 

Despite the growing interest in celebrity influencers as a marketing communication tool, 

there is still much to be learned about how consumers' perceptions of influencer 

promotional posts are affected by the trustworthiness of both the influencer and the 

brand. Furthermore, there are rising doubts as to whether disclosure of sponsorship on 

influencer promotional postings helps viewers to evaluate the advertising message 

critically. The impact of Instagram influencer promotional posts is thus examined in 

this study in relation to disclosure types (explicit/implicit/no disclosure), influencer 

credibility (high low), and brand credibility (high/low). Results show that highly 

trustworthy companies featured in Instagram postings have a favorable effect on 

message credibility, attitude toward the ad, buy intention, and eWOM intention. 

Discussions focus on the theoretical and managerial ramifications. 

2.2 Conclusion 

 

Influencer marketing makes use of social media influencers to disseminate product 

information in a more interactive and social way. This study looked at how users of social 

media react to sponsored content. According to the studies, endorsements were influenced by 

credibility, social influence, argument strength, and information engagement. Consumers' 

propensity to pay for an approved product is influenced by influencer marketing. 
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CHAPTER – 3 

THEORETICAL FRAMEWORK 

3.1 Consumer attitude 

 

The general assessment and propensity of a consumer to respond to a given object is referred 

to as attitude (Bohner & Dickel, 2011). According to prior research, an influence can be 

effective when target consumers exhibit the two key attitudinal responses, namely satisfaction 

and trust (Scheer & Stern, 1992). The two primary components of the contents posted by SMIs 

in influencer marketing are brand promotion and image building. As a result, it is thought that 

consumer pleasure with SMIs and advertising confidence in branded postings are directly tied 

to how effectively influence is used. Image satisfaction describes the general acceptance and 

favorable assessment of target consumers on the effectiveness of SMIs (Scheer & Stern, 1992). 

Consumers' emotional assessment (Giese et al., 2009) seeks to gauge the level of enjoyment 

they receive on following SMI’s. The three factors contribute to image satisfaction are: social 

interaction, relationships with others, and pleasure (P. Wang et al., 2020). Target customers' 

inclination to make purchases based on brand commercial messages made available by SMIs 

is known as advertising trust. (Doney et al., 1998). Consumers' cognitive belief in advertising 

trust seeks to assess if the advertising content is biased toward their stake or those of managers 

(Gefen et al., 2003). The three dimensions of influencers in influencer marketing are product 

recommendation ability, reliability, and minimal risk (Gefen et al., 2003). According to this 

study, a SMI's source qualities may encourage target consumers' trust in advertising and 

happiness with their image, which would alter their purchase intentions. 

3.2 Source characteristics 

The source credibility model states that the dependability, attractiveness, and skill of 

information sources might affect their capacity to persuade the target customer (Ohanian, 

1991). Because target consumers can't interact with SMIs face-to-face on social media, they 

have conflicting or skeptical views about their behavioral intentions in the early stages (Lou 
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& Yuan, 2019). SMIs may not be trusted by customers until the influence is effectively used. 

As a result, this study merely keeps the model's knowledge and appeal. The degree to which 

SMIs physically or aesthetically lure prospective customers is known as attractiveness. (Till 

& Busler, 2000). The level of expertise relates to how well SMIs can give the target customers 

with accurate and useful relevant knowledge or experience (Patzer, 1983). This article also 

covers three types: originality, homophile, and interaction because of the uniqueness of SMIs. 

The degree to which SMIs engage in specific activities to convey novelty and distinction to 

their audience is referred to as originality(Casaló et al., 2020). The homophile measures how 

much SMIs and consumers share specific characteristics(eg: demographic 

characteristics)(Brown et al., 2007; Ruef et al., 2003). The interaction refers to the degree of 

communication and information exchange between SMIs and consumers. In conclusion, this 

study identifies five key traits as the sources of SMIs: attractiveness, knowledge, originality, 

homophile, and interaction. The combination of the five traits affects consumer attitudes. 

3.3 Consumer self-brand connection 

 

Self-brand connection (Li & Peng, 2021) is the degree to which a consumer integrates the 

brand into his or her conception of themselves (Escalas & Bettman, 2003). Additionally, it is 

seen as a person's presumption regarding a particular brand of their choice (Aguirre-Rodriguez 

et al., 2012). Most of the time, consumers build their sense of self and identity through brand 

consumption (Richins, 1994). In order to connect a brand with self-images, the customer goes 

through this process of incorporating brand connotations into himself or herself (Fournier, 

1998). Two aspects are primarily present in brand associations: user imagery and 

psychological advantages (Escalas & Bettman, 2003). Customers may identify a brand with 

these two characteristics if the reference group uses it, which may affect their choice of brand 

(Muniz & O’Guinn, 2001). If consumers’ pleasure with SMI is strong, they are more likely to 

associate themselves with SMIs’ image (Li & Peng, 2021). The brand usage of SMIs 

(situational endorsement activities) by consumers results in their willingness to get image 

associations, and they actively create connections with their own brands. In addition to 

displaying the means and procedures of a brand product, SMIs in advertising materials also 

highlight the advantages of the product, such as beautiful skin, good health, and attractiveness. 

Consumers are more likely to assume that they can obtain these advantages through brand 
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products shown in advertising materials if they trust them. Customers may relate those 

advantages to themselves, actively fostering the development of the self-brand connection.  

3.4 Purchase Intention 

Purchase intention is the term used to describe customers' conscious plans or efforts to buy 

branded goods (Spears & Singh, 2004). Theory of Planned Behavior  (TPB) contends that 

attitudes can predict behavioral intentions (Alhabash et al., 2015). The target customers' 

positive perception of social presence, interpersonal interactions, and level of enjoyment is 

indicated by image satisfaction with SMIs (Dabholkar et al., 2009). Additionally, Jun Chen 

and Xiao Liang Shen (J. Chen & Shen, 2015) looked at how social presence and perceived 

enjoyment affected customers' purchase intentions on social media platforms. This study 

concludes that customers may have purchase intentions for a brand if they have a favorable 

opinion of the image satisfaction of SMIs. In terms of advertising, trust is crucial to producing 

the desired outcomes. Advertising trust can lessen consumers' perceptions of complexity and 

risk in the decision-making process for purchases, as well as enhance their perception of 

expected results' certainty. This can have a favorable impact on consumers' purchase 

intentions (Gefen et al., 2003). Kuo-Chien Chang (Chang, 2014) asserts that customers' 

purchase intentions in the hotel business are greatly influenced by their level of trust. 

Accordingly, this study believes that consumer trust in advertising may influence their desire 

to make a purchase. In terms of self-brand connection, a consumer's relationship immediately 

satisfies his or her desires for self-definition. Consumers who identify with a brand become 

very interested in it and may even develop brand attachment and loyalty (Panigyrakis et al., 

2020; van der Westhuizen, 2018). Customers are more likely to have a strong intention to buy 

a brand product if they believe it can offer them emotional value or practical value in order to 

reap the benefits of that brand. According to Gaustad et al.,  (Gaustad et al., 2018), self-brand 

connection will promote purchasing intention. 
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CHAPTER – 4 

DATA ANALYSIS AND INTERPRETATION 

4.1 Demographic Details 

4.1.1. Gender 

 

GENDER 

Gender Frequency Percent 

 

Male 86 45.5 

Female 103 54.5 

Total 189 100.0 

 

Interpretation 

The respondents were 45.5 percent male and 54.5 percent female. Which shows that majority 

of the respondents were females when compared to males.  

 

4.1.2. Age 

 

AGE 

Age Frequency Percent 

 

18 – 30 

(Gen Z) 
174 92.1 

30 – 45 

(Millennials) 
11 5.8 

45 – 60 

(Gen X) 
3 1.6 
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Above 60 

(Baby 

Boomers) 

1 .5 

Total 189 100.0 

 

Interpretation 

From the above it is clear that 174 respondents belonged to gen Z that is 92% and 11 people 

were millennials who were only 5.8 %, 3 respondents belonged to Gen X & 0.5% of the 

respondents were Baby Boomers. 

4.1.3. Educational Qualification 

 

Educational Qualification 

Education Qualification Frequency Percent 

 

Under Graduate 107 56.6 

Post Graduate 
49 25.9 

Professional Courses 33 17.5 

Total 189 100.0 

 

Interpretation 

The data was collected from 189 respondents of which 107 were under graduates ,49 were 

post graduates and 33 were professionals who have completed professional courses (doctors, 

engineers etc.,).  

 

4.1.4. Occupation 

Occupation 
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Occupation Frequency Percent 

 

Employed 44 23.3 

Self Employed 19 10.1 

Unemployed 125 66.1 

Student 1 .5 

Total 189 100.0 

Interpretation 

Among the 189 respondents, 44 were employed, 19 were Self-employed, 125 were 

unemployed and 1 was a student.  

4.1.5. Annual Income 

ANNUAL INCOME 

 Frequen

cy 

Perc

ent 

Valid 

Perce

nt 

Cumulati

ve 

Percent 

 

Below Rs. 250000 144 76.2 76.2 76.2 

Rs. 250000 - Rs. 

500000 

33 17.5 17.5 93.7 

Rs. 500000 - Rs. 

1000000 

6 3.2 3.2 96.8 

More than Rs. 

1000000 

6 3.2 3.2 100.0 

Total 
189 100.

0 

100.0  

 

 

Interpretation 

 

Annual income of 144 respondents were below Rs. 250000, 33 respondents had an annual 

income ranging from Rs. 250000 to 500000 the annual income of 6 people were within Rs. 

500000 to  Rs. 1000000 and another 6 respondents had an annual income. 
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4. 2 Reliability Test 

The Alpha values of all the variables are shown below: 

 

Variables No of Items Cronbach's Alpha 

Attractiveness 5 .792 

Epertise 4 0.875 

Originality 2 0.644 

Homophile 3 0.833 

Interaction 3 0.892 

Image Satisfaction 5 0.902 

Advertisement Trust 4 0.848 

Self - Brand Connection 5 0.92 

Purchase Intention  3 0.848 
 

The coefficient of reliability is used as a measure of the reliability of a psychometric test score. 

Here all values measured are greater than 0.7. It shows that the variables instrumented in the 

questionnaire have high reliability. 

 

4.3 Correlation  

4.3.1 Attractiveness and Image Satisfaction  

Particulars 
Mean 

Std. 
Deviatio
n 

Correlations 

TOTAL_A TOTAL_IS 
TOTAL_A Pearson 

Correlatio
n 

12.4573 3.65876 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_IS Pearson 

Correlatio
n 

12.0915 3.95667 

.619** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level (2-tailed). 

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 11 November 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRDTH00004 International Journal of Novel Research and Development (www.ijnrd.org)  

 

285 

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Image satisfaction with SMI’s differ based on 

attractiveness of SMI’s 

 

4.3.2 Attractiveness and advertisement Trust 

Particulars 

    Correlations 

Mean 
Std. 
Deviatio
n 

TOTAL_A TOTAL_AT 

TOTAL_A Pearson 
Correlatio
n 

12.4573 3.65876 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_AT Pearson 

Correlatio
n 10.1860 

  
3.31693 
  

.620** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Advertising trust in branded posts differ based on 

attractiveness of SMI’s 

4.3.3 Expertise and Image Satisfaction 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_E TOTAL_IS 

TOTAL_E Pearson 
Correlatio
n 

8.9055 3.12633 1  
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Sig. (2-
tailed) 

  

N 328  
TOTAL_IS Pearson 

Correlatio
n 

12.0915 3.95667 

.533** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   

 

 

 

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Image satisfaction with SMI’s differ based on expertise of 

SMI’s 

4.3.4 Expertise and advertisement Trust 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_E TOTAL_AT 

TOTAL_E Pearson 
Correlatio
n 

8.9055 3.12633 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_AT Pearson 

Correlatio
n 

10.1860 

3.31693 

.520** 1 

Sig. (2-
tailed) 

 .000  

N   328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   
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Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Advertising trust in branded posts differ based on expertise 

of SMI’s. 

 

 

4.3.5 Originality and Image Satisfaction 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_O TOTAL_IS 

TOTAL_O Pearson 
Correlatio
n 

4.7012 1.59770 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_IS Pearson 

Correlatio
n 

12.0915 3.95667 

.500** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Image satisfaction with SMI’s differ based on originality 

of SMI’s 

4.3.6 Originality and Advertisement Trust 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_O TOTAL_AT 
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TOTAL_O Pearson 
Correlatio
n 

4.7012 1.59770 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_AT Pearson 

Correlatio
n 

10.1860 3.31693 

.505** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Advertising trust in branded posts differ based on 

originality of SMI’s. 

4.3.7 Homophile and Image Satisfaction 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_H TOTAL_IS 

TOTAL_H Pearson 
Correlatio
n 

7.6250 2.50680 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_IS Pearson 

Correlatio
n 

12.0915 3.95667 

.702** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   
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Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Image satisfaction with SMI’s differ based on homophile 

of SMI’s 

 4.3.8 Homophile and Advertisement Trust 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_H TOTAL_AT 

TOTAL_H Pearson 
Correlatio
n 

7.6250 2.50680 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_AT Pearson 

Correlatio
n 

10.1860 3.31693 

.708** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Advertising trust in branded posts differ based on 

homophile of SMI’s. 

4.3.9 Interaction and Image Satisfaction 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_I TOTAL_IS 

TOTAL_I Pearson 
Correlatio
n 

7.3354 2.81059 1  
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Sig. (2-
tailed) 

  

N 328  
TOTAL_IS Pearson 

Correlatio
n 

12.0915 3.95667 

.692** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level 
(2-tailed).   

 

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Image satisfaction with SMI’s differ based on interaction 

of SMI’s 

4.3.10 Interaction and Advertisement Trust 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_I TOTAL_AT 

TOTAL_I Pearson 
Correlatio
n 

7.3354 2.81059 

1  

Sig. (2-
tailed) 

  

N 328  
TOTAL_AT Pearson 

Correlatio
n 

10.1860 

3.31693 .632** 1 

Sig. (2-
tailed) 

 .000  

N   328 328 
**. Correlation is significant at the 0.01 level (2-tailed). 
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Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is Advertising trust in branded posts differ based on 

interaction of SMI’s. 

4.3.11 Self-Brand Connections and Image Satisfaction 

 

Particulars 

    Correlations 

Mean 
Std. 
Deviatio
n 

TOTAL_SBC TOTAL_IS 

TOTAL_SBC 
Pearson 
Correlation 

12.945
1 

4.27174 
1  

 Sig. (2-tailed)    
 N   328  

TOTAL_IS 
Pearson 
Correlation 

12.091
5 

3.95667 
.689** 1 

 Sig. (2-tailed)  0  
  N     328 328 
** Correlation is significant at the 0.01 level (2-tailed). 

 

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is image satisfaction differ based on consumer’s self-brand 

connection. 

4.3.12 Self-Brand Connection and Advertisement Trust 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_SBC TOTAL_AT 

TOTAL_SBC Pearson 
Correlatio
n 

12.9451 4.27174 1 .686** 

Sig. (2-
tailed) 

   .000 

N   328 328 
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TOTAL_AT Pearson 
Correlatio
n 

10.1860 3.31693 .686** 1 

Sig. (2-
tailed) 

  
.000  

N     328 328 
**. Correlation is significant at the 0.01 level (2-tailed). 

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is advertising trust differ based on consumer’s self-brand 

connection 

4.3.13 Purchase Intention and Image Satisfaction 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_PI TOTAL_IS 

TOTAL_PI Pearson 
Correlatio
n 

7.6921 2.56649 

1 .726** 

Sig. (2-
tailed) 

 .000 

N 328 328 
TOTAL_IS Pearson 

Correlatio
n 

12.0915 3.95667 

.726** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level (2-tailed). 

 

Interpretation 

As the significance value is below 0.01the null hypothesis will be rejected and the alternative 

hypothesis will be accepted, that is purchase intention differ based on image satisfaction.  
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4.3.14 Purchase intention and Advertisement Trust 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_PI TOTAL_AT 

TOTAL_PI Pearson 
Correlatio
n 

7.6921 2.56649 

1 .739** 

Sig. (2-
tailed) 

 .000 

N 328 328 
TOTAL_AT Pearson 

Correlatio
n 

10.1860 3.31693 

.739** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
**. Correlation is significant at the 0.01 level (2-tailed). 

 

Interpretation 

From the above it is clear that there is significant relationship between purchase intention and 

advertisement trust. As the significance is less than .01 the null hypothesis will be rejected and 

the alternative hypothesis will be accepted.  

4.3.15 Purchase Intention and Consumer Self-Brand Connection 

 

Particulars 

    Correlations 

Mean 

Std. 
Deviatio
n TOTAL_PI TOTAL_SBC 

TOTAL_PI Pearson 
Correlatio
n 

7.6921 2.56649 

1 .736** 

Sig. (2-
tailed) 

 .000 

N 328 328 
TOTAL_SBC Pearson 

Correlatio
n 

12.9451 4.27174 

.736** 1 

Sig. (2-
tailed) 

.000  

N 328 328 
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**. Correlation is significant at the 0.01 level (2-tailed). 
 

 

Interpretation 

From the above it is clear that there is significant relationship between purchase intention and 

consumer self-brand connection. As the significance is less than .01 the null hypothesis will 

be rejected and the alternative hypothesis will be accept 
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CHAPTER – 5 

FINDINGS, SUGGESTIONS AND 

CONCLUSION 

5.1 Findings 

5.1.1  Correlation  

 

● Image satisfaction with SMI’s differ based on attractiveness of SMI’s. That is the more 

attractive the contents of SMI’s the more is the image satisfaction among consumers. 

● Advertising trust in branded posts differ based on attractiveness of SMI’s. As 

attractiveness of SMI’s Content Increase the feeling of Advertising trust among 

consumers also increase. 

● Image satisfaction with SMI’s differ based on expertise of SMI’s. That is the more 

attractive the contents of SMI’s the more is the image satisfaction among consumers. 

● Advertising trust in branded posts differ based on expertise of SMI’s. consumers will 

have feeling of advertising trust when SMI’s possess an extent of expertise in the field 

● Image satisfaction with SMI’s differ based on originality of SMI’s. That is the more 

expertise of SMI’s the more is the image satisfaction among consumers. 

● Advertising trust in branded posts differ based on originality of SMI’s. originality of 

contents of SMI’s  increase advertising trust in branded posts among consumers. 

● Image satisfaction with SMI’s differ based on homophile of SMI’s. As the homophile 

towards SMI’s increase the image satisfaction among consumers also increase 

● Advertising trust in branded posts differ based on homophile of SMI’s. A feeling of 

homophile towards the SMI’s will result in higher advertising trust. 

● Image satisfaction with SMI’s differ based on interaction of SMI’s. That is the more 

interaction SMI’s are, the image satisfaction among consumers will increase. 

● Advertising trust in branded posts differ based on interaction of SMI’s. Interaction of 

SMI’s increase advertising trust in branded posts among consumers. 
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● Image satisfaction differ based on consumer’s self-brand connection. That is the more 

the image satisfaction among consumers, consumer’s self-brand connection is 

promoted. 

● Advertising trust differ based on consumer’s self-brand connection. Self-brand 

connections of consumers increase with an increase in the feeling of advertisement trust 

towards the SMI’s. 

● Purchase intention differ based on Image satisfaction. That is the more the image 

satisfaction among consumers, purchase intention increases. 

● Purchase intention differ based on Advertising trust as the feeling of advertising trust 

increases among consumers purchase intention increases 

● Purchase intention differ based on Consumer self-brand connection. That is purchase 

intention increases based on increase in consumers self-brand connections  

5.2 Suggestions 

● Select influencers based on the contents they post 

● Look out to the genre of contents posted and check where your target customer view 

the post of the influencer  

● Evaluate the effect that could be brought about by the influencer in the target market 

through his or her posts on social media 

● Evaluate the effect of each source characteristic on target audience  

● Observe the change caused in consumers attitude through the influencers.  

5.3 Conclusion 

This study tries and wins in proving that influencer marketing has role to play in the 

antecedence of purchase intention. Using the constrains that describe certain source 

characteristics of social media influencers(attractiveness, homophile, originality, interaction 

and expertise) , consumer attitude ( image satisfaction and advertisement trust) , consumer self 

– brand connections and purchase intention the study has pointed out the impact of Instagram 

influencers on antecedences of purchase intention among millennials and gen Z. 

  

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 11 November 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRDTH00004 International Journal of Novel Research and Development (www.ijnrd.org)  

 

297 

APPENDIX 

1. Bibliography 

Aguirre-Rodriguez, A., Bosnjak, M., & Sirgy, M. J. (2012). Moderators of the self-congruity 

effect on consumer decision-making: A meta-analysis. Journal of Business Research, 

65(8), 1179–1188. https://doi.org/10.1016/j.jbusres.2011.07.031 

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on 

customer purchase intention. International Journal of Information Management, 

42(April), 65–77. https://doi.org/10.1016/j.ijinfomgt.2018.06.001 

Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2017). Social media in 

marketing: A review and analysis of the existing literature. Telematics and Informatics, 

34(7), 1177–1190. https://doi.org/10.1016/j.tele.2017.05.008 

Alhabash, S., McAlister, A. R., Lou, C., & Hagerstrom, A. (2015). From Clicks to Behaviors: 

The Mediating Effect of Intentions to Like, Share, and Comment on the Relationship 

Between Message Evaluations and Offline Behavioral Intentions. Journal of Interactive 

Advertising, 15(2). https://doi.org/10.1080/15252019.2015.1071677 

Arora, A., Bansal, S., Kandpal, C., Aswani, R., & Dwivedi, Y. (2019). Measuring social media 

influencer index- insights from facebook, Twitter and Instagram. Journal of Retailing and 

Consumer Services, 49, 86–101. https://doi.org/10.1016/j.jretconser.2019.03.012 

Bohner, G., & Dickel, N. (2011). Attitudes and attitude change. Annual Review of Psychology, 

62, 391–417. https://doi.org/10.1146/annurev.psych.121208.131609 

Brown, J., Broderick, A. J., & Lee, N. (2007). Word of mouth communication within online 

communities: Conceptualizing the online social network. Journal of Interactive 

Marketing, 21(3). https://doi.org/10.1002/dir.20082 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2020). Influencers on Instagram: 

Antecedents and consequences of opinion leadership. Journal of Business Research, 

117(October 2017), 510–519. https://doi.org/10.1016/j.jbusres.2018.07.005 

Chang, K.-C. (2014). The Impact of Website Quality and Perceived Trust on Customer 

Purchase Intention in the Hotel Sector: Website Brand and Perceived Value as 

Moderators. International Journal of Innovation, Management and Technology. 

https://doi.org/10.7763/ijimt.2014.v5.523 

Chen, J., & Shen, X. L. (2015). Consumers’ decisions in social commerce context: An 

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 11 November 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRDTH00004 International Journal of Novel Research and Development (www.ijnrd.org)  

 

298 

empirical investigation. Decision Support Systems, 79. 

https://doi.org/10.1016/j.dss.2015.07.012 

Chen, K. J., Lin, J. S., & Shan, Y. (2021). Influencer marketing in China: The roles of 

parasocial identification, consumer engagement, and inferences of manipulative intent. 

Journal of Consumer Behaviour, 20(6), 1436–1448. https://doi.org/10.1002/cb.1945 

Chopra, A., Avhad, V., & Jaju,  and S. (2021). Influencer Marketing: An Exploratory Study 

to Identify Antecedents of Consumer Behavior of Millennial. Business Perspectives and 

Research, 9(1), 77–91. https://doi.org/10.1177/2278533720923486 

Dabholkar, P. A., Van Dolen, W. M., & De Ruyter, K. (2009). A dual-sequence framework 

for B2C relationship formation: Moderating effects of employee communication style in 

online group chat. Psychology and Marketing, 26(2). https://doi.org/10.1002/mar.20265 

Doney, P. M., Cannon, J. P., & Mullen, M. R. (1998). Understanding the influence of national 

culture on the development of trust. Academy of Management Review, 23(3), 601–620. 

https://doi.org/10.5465/AMR.1998.926629 

Escalas, J. E., & Bettman, J. R. (2003). You Are What They Eat: The Influence of Reference 

Groups on Consumers’ Connections to Brands. Journal of Consumer Psychology, 13(3), 

339–348. https://doi.org/10.1207/S15327663JCP1303_14 

Ewers, N. L. (2017). #Sponsored - Influencer Marketing on Instagram. 3–60. 

http://essay.utwente.nl/72442/1/Ewers_MA_BMS.pdf 

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer 

research. Journal of Consumer Research, 24(4). https://doi.org/10.1086/209515 

Gaustad, T., Samuelsen, B. M., Warlop, L., & Fitzsimons, G. J. (2018). The perils of self-

brand connections: Consumer response to changes in brand meaning. Psychology and 

Marketing, 35(11). https://doi.org/10.1002/mar.21137 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and tam in online shopping: AN 

integrated model. MIS Quarterly: Management Information Systems, 27(1). 

https://doi.org/10.2307/30036519 

Giese, J. L., Giese, J. L., Cote, J. a., & Cote, J. a. (2009). Defining Consumer Satisfaction. 

Academy of Marketing Science Review, 1(3). 

Gundová, P., & Cvoligová, K. (2019). Impact of Influencer Marketing on Consumer Behavior. 

In Acta academica karviniensia (Vol. 19, Issue 3, pp. 31–41). 

https://doi.org/10.25142/aak.2019.018 

Hawkins, K., & Vel, P. (2013). Attitudinal loyalty, behavioural loyalty and social. 13(2), 125–

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 11 November 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRDTH00004 International Journal of Novel Research and Development (www.ijnrd.org)  

 

299 

141. https://www.ingentaconnect.com/content/westburn/tm 

Hyman, H. H. (1942). The psychology of status. In Archives of Psychology (Vol. 269). 

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Instafamous and social media influencer 

marketing. Marketing Intelligence and Planning, 37(5), 567–579. 

https://doi.org/10.1108/MIP-09-2018-0375 

Kapitan, S., van Esch, P., Soma, V., & Kietzmann, J. (2021). Influencer Marketing and 

Authenticity in Content Creation. Australasian Marketing Journal. 

https://doi.org/10.1177/18393349211011171 

 

2. Questionnaire 

 
 

A STUDY ON ANTECEDENCE OF PURCHASE INTENTION DUE TO 

INFLUENCER MARKETING ON INSTAGRAM WITH RESPECT TO 

GENERATION Z AND MILLENNIALS OF IDUKKI DISTRICT. 

 

Demography 

1. Gender: 

a) Male 

b) Female 

2. Age: 

a) 18-30 years 

b) 30-45 years 

c) 45-60 years 

d) Above 60 years 

3. Educational Qualification: 

a) Under Graduate 

b) Post Graduate 

c) Professional Courses 

d) Other 

4. Occupation: 
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a) Employed 

b) Self Employed 

c) Unemployed 

d) Other 

 

5. Annual Income: 

a) Below Rs. 2,50,000 

b) Rs.2,50,000 to Rs.5,00,000 

c) Rs.5,00,000 to Rs. 10,00,000 

d) More than Rs.10,00,000 

Attractiveness 

6. To what extent do these Characteristics of the vlogger attract you? 

 
Strongly 

Attractive 
Attractive Neutral 

Not so 

Attractive 

Not at all 

Attractive 

Attractive mode 

of presentation 
     

Beauty of the 

Influencers 
     

The Elegance 

Influencers 

display 

     

The classy feel 

Influencers give 
     

Their Sexy looks      

 

Originality 

1. How would you rate the originality of contents posted by the vlogger based on the 

following : 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Original      
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Novel      

 

Expertise 

2. How would you rate the expertise of the vlogger based on the following : 

 
Very 

High 
High Neutral Low 

Very 

Low 

Expertise in product 

recommendation 
     

Experienced in product 

recommendation 
     

Knowledgeable in product 

recommendation 
     

Skilled in product recommendation      

 

Homophile 

3. Inspect your feeling of homophile towards the vlogger based on the below statements: 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Influencers or 

blogger have a lot 

in common with 

me 

     

The bloggers 

value are similar 

to mine 

     

The blogger 

thinks like me 

(has similar 

image perception 

as me) 
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Interaction 

4. Evaluate  the level of interoperability of the vlogger based on the following: 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

This blogger 

reply’s to my 

messages quickly 

     

This blogger can be 

contacted easily 
     

This blogger gives 

feedback to my 

comments and 

suggestions quickly 

     

 

Image Satisfaction 

5. How would you rate your image satisfaction towards the vlogger based on the following 

statements 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

I Was pleased to 

receive information 

about this blogger 

     

I Was pleased to 

view information 

about this blogger 

     

I Was pleased to 

collect information 

about this blogger 

     

I like this blogger’s 

content better 
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compared to other 

bloggers 

I Was pleased to 

interact with the 

blogger 

     

 

Advertising Trust 

6. State your advertising trust in branded posts by the vlogger through the following 

statements 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

I trust the 

advertisement 
     

The advertising 

content provides real 

information about the 

product 

     

The advertising 

content is fact 
     

I got a lot of 

information from the 

advertising content 

     

 

Self-Brand Connection 

7. Analysis your self-brand connection in connection with the content of the vlogger based 

on the following statements. 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

I feel a personal 

connection to those 
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brands posted in 

content 

Those brands posted 

in content could help 

me become the person 

I want to be 

     

Those brands posted 

in content reflects 

who I am 

     

I can identify with 

those brands posted in 

content 

     

I consider those 

brands posted in 

content reflect who I 

consider myself to be 

     

 

Purchase Intention 

8. Rate these statements based on the purchase intention you feel in connection with the 

contents of the vlogger. 

 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

I Will buy those 

brands in the future 
     

I really want to buy 

those brands 
     

It is very likely that 

I will buy those 

brands 
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