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Abstract: This study is conducted to determine the effect of perceived credibility, trust,
experience, and attractiveness as an evaluator of influencers’ effectiveness on consumer
purchase intention in fashion products mediated by attitude towards influencers and brand
attitude. Influencers are those who regularly share content related to certain fields or skills
on social media platforms. This study is based on the Theory of Planned Behavior (TPB)
and other previous studies related to influencers’ effectiveness on purchase intention of
fashion products. The population in this study is 385 women in Surabaya with a non-
probability sampling method using a purposive sampling technique. The data analysis
method used in this study is Structural Equation Modeling-Partial Least Square (SEM PLS)
with a smart PLS 3.0 program. The analysis results in this study show that perceived
credibility, trust, and attractiveness have a positive and significant effect on attitude to-
wards influencers. In contrast, perceived expertise has a negative and insignificant impact
on attitude towards influencers. Attitude towards influencers fully mediates the influence
of perceived credibility, trust, and attractiveness on brand attitude and purchase intention.
Brand attitude fully mediates the influence of attitude towards influencers on purchase
intention. In this study, variable perceived expertise used did not affect attitude towards
influencer variables. This is different from previous studies that have been done before. For
further researchers, it is suggested that they can again use perceived expertise and other
variables that can support more deep assessments that give rise to consumer attitudes
towards an advertisement made by fashion product influencers in subsequent studies
using different populations. The analysis model that has been used in this study can then
be reused in conducting further research with varying numbers of populations and types.
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The fashion industry has
great potential for businesses

and can contribute to the country’s economic growth.
The huge potential and increasing growth of busi-
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Source: (aseanup.com, 2019)
Figure 1. Growth of The Internet and Social Media Users in Indonesia

nesses in the fashion industry from year to year
makes the existing competition increasingly tighter,
requiring companies to have high value and con-
tinue to improve management performance in terms
of planning, organizing, and controlling resources
owned  (Ismanto, 2016). To convey product value
and increase its existence, the company must ad-
just its marketing strategy to existing market condi-
tions. In this digital era, businesses are required to
be able to adapt to digitalization.

According to Kumar and  Patra (2017),
promotion is an action that can be done to dissemi-
nate information to increase sales capacity. With
digitalization, one of the efforts that can be done in
conducting promotional activities is using social
media for promotional means. Through social me-
dia, businesses can take advantage of larger plat-
forms to conduct business activities and reach con-
sumers by the opinions expressed by  Stelzner
(2012);  Purwana et al. (2017).

Figure 1 shows that active social media users
in 2019 increased by 44 million users from active
users in 2017. That is in line with the results of bps
processed data in 2019, where fashion products
ranked second most sold through social media as a
means of e-commerce transactions (Badan Pusat
Statistik, 2019). Going back to the years before the
digital age emerged, many businesses used celeb-
rity fame to help with the marketing of their prod-
ucts. Influencers are individuals who regularly share
content related to a particular field of expertise on
social media platforms. Influencers can also be one
of the marketing strategies used where familiar in-
dividuals on social media use their connections in
social media to promote certain products or services
(Childers et al., 2019; Nijs, 2019). According to the
research conducted by Chetioui et al. (2020), an
influencer marketing strategy can affect attitude
towards influencers, brand attitude, and purchase
intention owned by consumers. Based on research

that has been done by  Chetioui et al. (2020)  previ-
ously, there are several variables used to evaluate
influencers of fashion products, namely perceived
credibility, trust, perceived behavioral control, sub-
jective norms, perceived expertise,  and perceived
congruence. The variables mentioned are those that
affect the attitude or view of consumers towards
the influencer.   In addition to the variables used as
evaluations in the study, there is a term attractive-
ness used in research of Taillon et al. (2020); Osei-
Frimpong et al. (2019); Wiedmann and von
Mettenheim (2020), Weismueller et al. (2020), which
can also be used as a gauge of influencer effective-
ness. Attractiveness, according to these studies,
refers to the physical condition of an influencer.
According to, consumer buying interest in this gen-
eration can be strongly influenced by the presence
of influencers because they spend most of their time
accessing social media.
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Source: Nezakati et al. (2015)

Figure 2. Model Analysis Theory of Planned Behavior

The theory that underlies this research is
the theory of planned behavior owned by Ajzen,
which was initiated in 1991  in  Ajzen  (2011). This
theory is the theory of the development of the Theory
of Reasoned Action (TRA). TRA is a theory that
examines the dimensions of attitudes and subjec-

tive norms and their influence on intention towards
behavior. In contrast, TPB is a theory of TRA de-
velopment that focuses on the dimension of attitude,
subjective norms, with the addition of one variable
that is perceived behavioral control and its influence
on intention towards behavior.

Figure 2 shows an additional dimension of per-
ceived behavioral control, which is considered nec-
essary in TRA development. The selection of TPB
as the basis of this study is through the dimension of
attitude towards behavior. Researchers can assess
the variables used in this study where the dimen-
sion of attitude towards influencers refers to the
individual’s assessment of certain behaviors. How-
ever, in some previous studies, it has been found
that credibility has no positive effect on consumer
purchase intentions  (Lim, Mohd Radzol, Cheah,  and
Wong, 2017; Wibowo and  Heryjanto, 2020). Simi-
larly, related trusts were found to have no positive
effect on purchase intentions  (Lina and
Permatasari, 2020). It is contrary to the research of
Chetioui et al. (2020),  which says that perceived
credibility and trust have a positive effect on con-
sumer attitudes towards influencers that ultimately
positively affect purchase intention. The existence
of this gap makes this interesting to be re-exam-
ined. Therefore, this research aims to analyze the
influence of influencer effectiveness on purchase
intentions owned by consumers by mediated by at-
titude towards influencer and brand attitude where
credibility and trust are included. And it is expected

to be helpful to know the impact of the implementa-
tion of marketing strategies by using influencers for
businesses to increase consumer buying interest.

HYPOTHESIS DEVELOPMENT
The Perceived Credibility and Attitude

Towards Influencer. Credibility is the integrity and
prowess that advertisers have in determining the
effectiveness of advertising  (Martins, Costa,
Oliveira, Gonçalves, and  Branco, 2019; Yang, Kim,
and Yoo, 2013)  and widely used to analyze the ef-
fectiveness of marketing activity, especially endorse-
ment  (Lim et al., 2017). So perceived credibility is
essential before consumers choose or follow an in-
fluencer  (Nam and  Dân, 2018). Perceived cred-
ibility positively affects attitude towards influencers
because consumers trust the message conveyed by
an influencer if the consumer considers the influ-
encer has credibility  (Chetioui et al., 2020; Kalu,
2019). However, the results of the study conducted
by  (Lim et al., 2017; Wibowo and  Heryjanto, 2020)
said that credibility does not affect attitude towards
influencers. This is because consumers feel that
influencers do not always have adequate knowledge
about the products offered.  An indicator of per-
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ceived credibility is an influencer must meet the cri-
teria of convincing, believable, credible,  and a good
reference  (Martins, Costa, Oliveira, Gonçalves,  and
Branco, 2019; Yang, Kim,  and  Yoo, 2013).
H1: Perceived Credibility has a positive and signifi-

cant effect on Attitude Towards Influencers.

Trust and Attitude Towards Influencer. Trust
refers to the honesty, integrity, and trustworthiness
of advertisers who depend on the perception of the
target audience or consumers  (Chetioui et al., 2020;
Ohanian, 1990). Trust can help create a business’s
long-term relationship with consumers  (Chopra,
Avhad,  and  Jaju, 2020). Based on several research
results, trust positively affects attitude towards
influencers  (Chetioui et al., 2020; Chopra, Avhad,
and  Jaju, 2020; Macintosh and  Lockshin, 1997;
Ohanian, 1990; Suh and  Han, 2002). Trust is an
aspect used in considering advertising assessments
conducted by influencers in answering whether they
assess products objectively or due to financial re-
wards  (Wiedmann and von Mettenheim, 2020).
Highly trusted influencers have more opportunities
to influence attitudes and choices to consumer buy-
ing interests  (Chetioui et al., 2020). However, the
results of research conducted by that trust do not
positively impact attitude towards influencers. There
are five indicators used to measure trust: depend-
able,  honest,  reliable, sincere, and trustworthy
(Najib, Daud,  and  Rosa, 2019; Ohanian, 1990).
H2: Trust has a positive and significant effect on

Attitude Towards Influencers.

The Perceived Expertise and Attitude
Towards Influencer. Expertise is the level of
knowledge, experience, or competence the endorser
possesses (Chetioui et al., 2020; Ohanian, 1990)  and
can provide more persuasion to consumers
(Martensen, Brockenhuus-Schack and  Zahid,
2018). Chetioui et al. (2020); Wiedmann and von
Mettenheim  (2020), in their research, revealed the
results that perceived expertise from influencers
positively affect attitude towards influencers. And
this is due to consumer assessment on influencers
who experts are more highly qualified and make
the assessment of a product more accurate and

valid. The indicators used to measure the expertise
owned by an influencer are expert, experienced,
knowledgeable, qualified, and skilled. (Chetioui et
al., 2020; Ohanian, 1990).
H3: Perceived Expertise has a positive and signifi-

cant effect on Attitude Towards Influencers.

Attractiveness and Attitude Towards In-
fluencer. According to Ohanian (1990; Rizqiah et
al., 2020), attractiveness refers to the characteris-
tics possessed by an endorser as measured in at-
tractive physical appearance, traits, and lifestyle.
Some previous research has stated that attractive-
ness positively affects attitude towards influencers
(Kalu, 2019; Lim et al., 2017; Osei-Frimpong et al.,
2019; Taillon et al., 2020; Weismueller et al., 2020;
Wiedmann and von Mettenheim, 2020). Attractive-
ness owned by an influencer can encourage con-
sumers to receive advertising products done by
influencers more easily. Influencers who are con-
sidered to have a high level of attractiveness for
consumers will further influence the attitude towards
consumer influencers (Taillon et al., 2020). The in-
dicator used to measure attractiveness are attrac-
tive, classy, beautiful, elegant, and sexy  (Najib et
al., 2019; Ohanian, 1990).
H4: Attractiveness has a positive and significant

effect on Attitude Towards Influencers.

Attitude towards Influencer, Brand Atti-
tude, and Purchase Intention. Attitude can be
interpreted as a consumer attitude that reflects the
power and intention to interact with an account in
the future  (Casaló, Flavián,  and  Ibáñez-Sánchez,
2020; Chetioui et al., 2020). Chetioui et al.  (2020);
Huang, Wu, Wang,  and  Boulanger  (2011) said
that attitude towards influencers could form a  posi-
tive brand attitude where the brand can be a prior-
ity of consumers who ultimately have a positive ef-
fect on purchase intention. It is supported by re-
search conducted by  Amos, Holmes,  and  Strutton
(2008); Taillon et al.  (2020)  that attitude towards
influencers positively affects brand attitude. In the
world of online marketing, the message conveyed
by an influencer will affect the attitude of consum-
ers who also affects the brand attitude of a brand
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(Eshghi, Sarkar,  and  Sarkar, 2017). According to
Casaló et al.  (2020); Chetioui et al.  (2020),  indica-
tors used to measure attitude towards influencers
are: an influencer can be a role model for the com-
munity, an influencer can provide information about
the latest fashion products, an influencer can pro-
vide information about unique fashion products, an
influencer can display exciting content about the
fashion industry, and influencer can be a reliable
source of information.
H5: Attitude Towards Influencer has a positive and

significant effect on Brand Attitude.
H7: Attitude Towards Influencer has a positive and

significant effect on Purchase Intention.

Brand Attitude and Purchase Intention.
Brand attitude is an overall assessment and reflec-
tion of consumer response regarding a brand
(Susanti, 2017). Liébana-Cabanillas, Japutra,
Molinillo, Singh,  and  Sinha  (2020), in his research,
stated that marketing strategies through an influ-
encer are considered to be able to build a brand
attitude of a brand to influence the views of pre-
purchase consumers. Chetioui et al. (2020), in their
research, revealed the results that brand attitude
positively affects purchase intention. More about
Chetioui et al. (2020); Huang et al.  (2011) said that
a positive brand attitude affects the consumer’s pri-
orities towards the brand and positively affects pur-
chase intention. This is because increasing consumer
assessment of a brand will improve brand attitude
and encourage consumer purchase intention.

Indicators used to measure brand attitude that
is a brand should be easy to remember, like, and be
the priority of consumer choice  (Susanti, 2017; Till
and  Baack, 2005).
H6: Brand Attitude has a positive and significant

effect on Purchase Intention.

Purchase Intention and Attitude towards
Influencer. Purchase intention is a mental state-
ment that exists in consumers that describes the plan
consumers own in purchasing products with a cer-
tain number and brand (Rachmy, 2018)  and can
arise due to the stimulation given to consumers of
the company  (Mubarak and  Sanawiri, 2018).

Chetioui et al. (2020); Cooke and  Sheeran  (2004)
said that the relationship between attitude towards
influencers and purchase intention would increase
involvement with advertising conducted by
influencers. The research shows that attitude to-
wards influencers positively influences purchase
intention  (Chetioui et al., 2020; Taillon et al., 2020).
This is because if consumers like, assume, use in-
formation from influencers, and assume consumers
influence product selection, it will increase purchase
intention.  MacKenzie, Lutz,  and  Belch (1986);
Taillon et al.  (2020) said that attitudes influence
behavior formation. So it can be concluded that if
the attitude towards influencers is positive, it will
produce behavior in the form of purchase intentions
carried out by consumers. According to  (Rachmy
et al., 2018),  there are four indicators in purchase
intention,  namely (1) explorative interests that re-
fer to consumer behavior to always look for infor-
mation on the product of interest, (2) preferential
interests that refer to consumer behavior in priori-
tizing a product, (3) referential interests that refer
to consumer behavior to provide product references
to others and (4) transactional interests that refer to
consumer’s implement to buy a particular product.
H7 = Attitude Towards Influencer has a positive

and significant effect on Purchase Intention.
The following are conceptual models in this study

(Figure 3).

METHOD
Determination of the number of samples in this

study is based on an unknown population or called
infinite population so that the size of the sample is
385 respondents  (Davis and  Cosenza,  1993).  And
based on specific criteria  (purposive side)  of the
women’s society in Surabaya with the age range of
19 to 34 years, have income, and have seen and
followed influencers of a product on social media.

The data analysis in this study uses the Struc-
tural Equation Model- Partial Least Square  (SEM-
PLS), which is supported by the use of  SmartPLS
software. The first stage is an outer model mea-
surement that is tested from a validity test, which
can be used to measure whether the study results
can be accepted, of course, with certain criteria.
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Figure 3. Conceptual Models

Abdillah and  Jogiyanto (2015) said that the validity
of the construct is used to show how well the re-
sults are obtained through measurements following
the theory that refers to a construct and reliability
test used to measure the internal consistency of the
measuring instrument. The construct validity test
consists of a convergent validity that refers to a prin-
ciple that the gauge contained in a construct should
be highly correlated based on loading factor, with
the rule of thumb used as a reference for the valid-
ity of convergent, i.e., outer loading > 0.7 and dis-
criminant validity refers to the principle that the
gauge contained in a different construct should not
be highly correlated can be said to be valid if the
cross-loading value > 0.7 in one variable. While the
reliability test is measured using two methods, namely
Cronbach’s alpha and  Composite reliability
(Abdillah and  Jogiyanto, 2015). Abdillah and
Jogiyanto (2015),  rule of thumb value  Cronbach’s
alpha or composite reliability is required greater than
0.7 to be received even though the value of 0.6 is
still acceptable.

The second stage is the measurement of
the Inner Model or hypothetical test results which
are conducted with two tests, namely R-square and
test t. According to  Abdillah and  Jogiyanto (2015),
it is used to measure the degree of variation of
changes obtained from independent variables to
dependent variables. The benchmark number used
is 0.67 is considered high. 0.33 is considered mod-
erate and considered weak if it is at the value of
0.19. At the same time, the t-test or path coefficient
is used to indicate the level of significance in hy-
pothesis testing. The number of path coefficients
that must be shown in the T-statistic value for the
two-tailed hypothesis should be above 1.96.

The last stage is a mediation effect test con-
ducted to determine the relationship between inde-
pendent and dependent variables through connect-
ing variables or so-called mediation variables. The
measurement is based on the the-statistic value con-
tained in the Total Effect table. If the T-statistic value
>1.96, then the mediation variable is considered fully
mediating. According to  Abdillah and  Jogiyanto
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Variabel AVE

Perceived Credibility 0,581
Trust 0,788
Perceived Expertise 0,686
Attractiveness 0,563
Attitude Towards Influencer 0,565
Brand Attitude 0,768
Purchase Intention 0,710

Tabel 1. Nilai AVE

Source: Data processed (2021)

Variable Indicator Loading Factor Description

PC PC2 0,783 Valid
Perceived Credibility PC3 0,831 Valid

PC4 0,865 Valid

T T1 0,881 Valid
Trust T2 0,900 Valid

T3 0,906 Valid
T4 0,866 Valid
T5 0,883 Valid

PE PE1 0,785 Valid
Perceived Expertise PE2 0,830 Valid

PE3 0,880 Valid
PE4 0,823 Valid
PE5 0,822 Valid

A A2 0,813 Valid
Attractiveness A3 0,833 Valid

Table 2. Loading Factor Value After Indicator Elimination

(2015), mediation effect testing is conducted when
the independent variable relationship to dependent
variables is significant.

RESULTS
Outer Model Measurement. The Average

Variance Extracted (AVE) value owned by each
variable has a reference value where each variable
has a construct validity that strongly correlates with
the indicators or statements used in this study. The
rule of thumb used to measure the validity of the
construct is the AVE value > 0.5, so it can be said
that the correlation indicator used in each variable
used in this study is valid.

Based on the rule of thumb used as a refer-
ence for the validity of convergents, the value of
outer loading  (loading factor) must be >0.7.
Thus, variables with loading factor values below
0.7 are declared invalid because they do not meet
the reference value. Based on the loading factor
value results, two indicators do not meet the refer-
ence value, namely one indicator on the variable
Perceived Credibility  (PC1) with a value of 0.651
and attractiveness variable    (A1) with a value of
0.681 so that both indicators are declared invalid.
The following is the result of the loading factor value
after elimination of invalid indicators:

In the discriminant validity test, each indicator
must have a high cross-loading value on its latent
variable compared to the cross-loading value of
the indicator on other latent variables with the ref-
erence value of cross loading should be > 0.7.
Therefore, elimination should be done on the PC1
indicator with a value of 0.651, and A1 with a value
of 0.681 does not meet the reference value and is
declared invalid.
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A4 0,867 Valid
A5 0,819 Valid

AT AT1 0,737 Valid
Attitude Towards Influencer AT2 0,742 Valid

AT3 0,715 Valid
AT4 0,773 Valid
AT5 0,789 Valid

BA BA1 0,858 Valid
Brand Attitude BA2 0,872 Valid

BA3 0,898 Valid

PI PI1 0,799 Valid
Purchase Intention PI2 0,872 Valid

PI3 0,837 Valid
PI4 0,862 Valid

Source: Data processed (2021)

PC2 0,783 0,228 0,288 0,083 0,395 0,123 0,193
PC3 0,831 0,193 0,304 0,236 0,422 0,211 0,240
PC4 0,865 0,243 0,260 0,198 0,478 0,194 0,194
T1 0,208 0,881 0,198 0,274 0,369 0,435 0,388
T2 0,183 0,900 0,194 0,250 0,355 0,395 0,356
T3 0,284 0,906 0,255 0,327 0,466 0,525 0,453
T4 0,244 0,866 0,241 0,261 0,375 0,444 0,378
T5 0,258 0,883 0,214 0,291 0,367 0,510 0,440
PE1 0,215 0,156 0,785 0,320 0,275 0,221 0,164
PE2 0,261 0,232 0,830 0,374 0,238 0,265 0,178
PE3 0,286 0,170 0,880 0,351 0,306 0,178 0,123
PE4 0,378 0,233 0,823 0,294 0,360 0,160 0,169
PE5 0,239 0,247 0,822 0,377 0,267 0,176 0,164
A2 0,222 0,202 0,363 0,813 0,306 0,381 0,296
A3 0,168 0,311 0,367 0,833 0,256 0,481 0,346
A4 0,159 0,225 0,348 0,867 0,259 0,383 0,302
A5 0,148 0,333 0,284 0,819 0,270 0,508 0,361
AT1 0,290 0,468 0,262 0,320 0,737 0,497 0,563
AT2 0,336 0,344 0,248 0,278 0,742 0,372 0,399
AT3 0,383 0,285 0,365 0,264 0,715 0,259 0,313
AT4 0,511 0,252 0,244 0,180 0,773 0,220 0,297
AT5 0,492 0,250 0,228 0,169 0,789 0,306 0,393
BA1 0,208 0,413 0,166 0,412 0,396 0,858 0,594
BA2 0,169 0,446 0,168 0,429 0,406 0,872 0,614
BA3 0,188 0,516 0,283 0,535 0,404 0,898 0,638
PI1 0,236 0,296 0,132 0,221 0,465 0,494 0,799

Table 3. Cross Loading Value After Indicator Elimination

Perceived
Credibility Trust

Perceived
Expertise Attractiveness

Attitude
Towards

Influencer

Brand
Attitude

Purchase
Intention
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Variabel Cronbach’s Alpha Composite Reliability

Perceived Credibility 0,769 0,866
Trust 0,933 0,949
Perceived Expertise 0,886 0,916
Attractiveness 0,853 0,901
Attitude Towards Influencer 0,809 0,866
Brand Attitude 0,849 0,908
Purchase Intention 0,864 0,907

Source: Data processed (2021)

Table 4. Reliability Test

PI2 0,229 0,380 0,202 0,417 0,450 0,619 0,872
PI3 0,184 0,418 0,130 0,308 0,458 0,587 0,837
PI4 0,204 0,434 0,178 0,355 0,456 0,655 0,862

Source: Data processed (2021)

There are two methods or values that can be
used in reliability tests, namely Cronbach’s Alpha
and Composite Reliability, where the rule of thumb
value of both must be > 0.7. All variables contained
in this study have a value of Cronbach’s Alpha and
Composite Reliability  > 0.7, so it can be said that all
indicators or measuring instruments in this study are
accurate and precise.

Inner Model Measurement. The Outer
Loading value is used to show the data processing
results of each statement or indicator of each vari-
able used in this study in the form of mean values
and standard deviations. The greater the mean value
indicates that the respondent approves of the indi-
cator, and the smaller the standard deviation value
means that the indicator is rated as a good indica-

tor. While the lowest mean value means that the
respondent disapproves of the indicator. The greater
the standard value deviation indicates that the indi-
cator is less good at reflecting the variable.

In the hypothesis test, the value of  used to
measure the rate of change of independent vari-
ables against dependent variables. Based on value ,
Attitude Towards Influencer  and  Purchase Inten-
tion variables have a value of  moderate, while the
Brand Attitude variable is below the moderate value
point close to weak with a value of 0.210 where the
weak when it stands at 0.19.

There are several values used to measure and
demonstrate the degree of significance in conduct-
ing hypothesis testing. One of the values used to
measure the importance is the T-Statistic value
which for the two-tailed hypothesis value must be
above 1.96 to be considered significant. Based on
Table 4.10, most influences between variables have
had a T-Statistic value above 1.96, so it is consid-
ered significant. However, the variable perceived
expertise does not significantly influence the atti-
tude variable towards influencers with a T-Statistic
value of 1.91 below 1.96.
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Variable Nilai R2 Nilai  Adjusted

Attitude Towards Influencer 0,401 0,395
Brand Attitude 0,210 0,208
Purchase Intention 0,554 0,552

Source: Data processed (2021)

Table 6. Reliability Test

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV)

PC2  Perceived Credibility 0,7828 0,7829 0,0336
PC3  Perceived Credibility 0,8307 0,8279 0,0319
PC4  Perceived Credibility 0,8653 0,8645 0,0192
T1  Trust 0,8814 0,8808 0,0149
T2  Trust 0,9001 0,8990 0,0113
T3  Trust 0,9060 0,9065 0,0108
T4  Trust 0,8660 0,8651 0,0184
T5  Trust 0,8831 0,8840 0,0161
PE1  Perceived Expertise 0,7845 0,7826 0,0271
PE2  Perceived Expertise 0,8305 0,8283 0,0232
PE3  Perceived Expertise 0,8795 0,8791 0,0149
PE4  Perceived Expertise 0,8227 0,8233 0,0226
PE5  Perceived Expertise 0,8217 0,8212 0,0229
A2  Attractiveness 0,8134 0,8126 0,0241
A3  Attractiveness 0,8326 0,8310 0,0222
A4  Attractiveness 0,8667 0,8645 0,0176
A5  Attractiveness 0,8191 0,8178 0,0232
AT1  Attitude Towards Influencer 0,7372 0,7342 0,0278
AT2  Attitude Towards Influencer 0,7418 0,7402 0,0348
AT3  Attitude Towards Influencer 0,7148 0,7146 0,0333
AT4   Attitude Towards Influencer 0,7729 0,7702 0,0344
AT5  Attitude Towards Influencer 0,7888 0,7873 0,0258
BA1  Brand Attitude 0,8583 0,8578 0,0184
BA2  Brand Attitude 0,8721 0,8725 0,0168
BA3  Brand Attitude 0,8982 0,8979 0,0130
PI1  Purchase Intention 0,7988 0,7962 0,0211
PI2  Purchase Intention 0,8723 0,8708 0,0166
PI3  Purchase Intention 0,8367 0,8353 0,0182
PI4  Purchase Intention 0,8615 0,8608 0,0140

Source: Data processed (2021)

Table 5. Outer Loading After Elimination of Indicators
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PC  AT 0,391 0,394 0,061 6,449 0,000 Positive and significant
T  AT 0,271 0,268 0,048 5,593 0,000 Positive and significant
PE  AT 0,107 0,107 0,056 1,91 0,058 Negative and insignificant
A  AT 0,117 0,119 0,048 2,431 0,015 Positive and signficant
AT  BA 0,459 0,459 0,044 10,487 0,000 Positive and signficant
BA  PI 0,575 0,573 0,044 12,962 0,000 Positive and signficant
AT  PI 0,278 0,277 0,046 6,101 0,000 Positive and signficant

Source: Data processed (2021)

Table 7. Path Coefficient

Variabel
Original

Sample (O)
Sample

Mean (M)
Standard Deviation

(STDEV)
T-

Statistics
P-

Values Description

Perceived Credibility  Attitude Towards Influencer 0,39062 0,38891 0,06004 6,50622
Perceived Credibility  Brand Attitude 0,17911 0,17951 0,03129 5,72494
Perceived Credibility  Purchase Intention 0,21147 0,21156 0,03473 6,08939
Trust  Attitude Towards Influencer 0,27120 0,27412 0,05116 5,30093
Trust  Brand Attitude 0,12435 0,12711 0,02847 4,36805
Trust  Purchase Intention 0,14682 0,14978 0,03227 4,54937
Perceived Expertise  Attitude Towards Influencer 0,10725 0,11013 0,05640 1,90166
Perceived Expertise  Brand Attitude 0,04918 0,05078 0,02606 1,88711
Perceived Expertise  Purchase Intention 0,05806 0,05996 0,03092 1,87765
Attractiveness  Attitude Towards Influencer 0,11670 0,11473 0,04717 2,47390
Attractiveness  Brand Attitude 0,05351 0,05333 0,02318 2,30893
Attractiveness  Purchase Intention 0,06318 0,06256 0,02620 2,41164
Attitude Towards Influencer  Brand Attitude 0,45853 0,46203 0,04191 10,94075
Brand Attitude  Purchase Intention 0,57528 0,57575 0,04247 13,54631
Attitude Towards Influencer  Purchase Intention 0,54137 0,54464 0,03988 13,57612

Source: Data processed (2021)

Table 8. Tabel Total Effect

Original
Mean (O)

Sample
Mean (M)

Standard
Deviation
(STDEV)

T-Statistics

This study has two mediation variables, namely
attitude towards influencer  (AT) and brand attitude
(BA) variables. The majority of statistical t values
have exceeded the value of 1.96. The influence of
attitude towards influencer variable on brand atti-
tude has a statistical t value of  10.94075; then, the
variable is considered to mediate fully. The effect
of the brand attitude variable on purchase intention

has a statistical t value of  13.54631; the variable is
considered to mediate fully. The influence of atti-
tude towards influencer on purchase intention has a
statistical t value of  13.57612; the variable is con-
sidered full mediating. So it can be concluded that
the two mediation variables contained in this study
are attitude towards influencer variables and brand
attitude variables are deemed to be fully mediated.
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DISCUSSION
The Perceived Credibility dan Attitude

Towards Influencer. This study found that per-
ceived credibility  (PC) positively and significantly
affects attitude towards influencers (AT).  This is
supported by previous research conducted by  Gold-
smith, Lafferty,  and  Newell  (2000); Lim et al.
(2017)  that influencers with high credibility will be
more influential and positively impact consumer
perception of the influencer. In addition, consumers
will also trust an influencer to buy a product if the
consumer considers an influencer to have good cred-
ibility  (Kalu, 2019; Wathen and  Burkell, 2002). An
influencer’s credibility is vital for prospective con-
sumers because if the influencer has good credibil-
ity, then the influencer’s assessment of the adver-
tised product is not only done for the sake of con-
tent alone. In addition,  influencers with good cred-
ibility will further influence the positive attitude of
prospective consumers towards a  brand, thus en-
couraging the emergence of purchase interest. How-
ever, this study was found to differ from previous
research conducted by  (Lim et al., 2017; Wibowo
and  Heryjanto, 2020), who explain that credibility
has no significant effect on attitude towards
influencers and purchase intention. So, this previ-
ous research suggested the opposite is the need for
influencer services because it does not affect the
interest in buying.

Trust dan Attitude Towards Influencer.
Trust  (T) positively and significantly affects the
variable attitude towards influencers (AT). This is
supported by previous research that says that trust
has a significant influence on attitude towards
influencers caused if consumers can trust influencers
in marketing products, it will help create long-term
relationships and increase consumer buying inter-
est in the brand of fashion products advertised by
the influencer (Chetioui et al., 2020).  In addition,
an influencer must be trustworthy because the pro-
motional content done by influencers impacts a wide
audience, especially the influencer’s followers.
Therefore, trusted influencers have positive values
to improve their attitude towards influencers. The
results of this study are different from the results

shown in the study; according to Lina and
Permatasari (2020), trust does not significantly in-
fluence attitude towards influencers that can affect
purchase intention.

The Perceived Expertise and Attitude
Towards Influencer. Perceived expertise  (PE)
negatively and insignificantly affects variable atti-
tude towards influencer (AT). This is not in line with
previous research conducted by  Chetioui et al.
(2020)  and  Wiedmann and  Mettenheim (2020),
where perceived expertise has a significant and
positive influence on attitude towards influencers
because influencers who are considered experts in
their fields have a more accurate and valid assess-
ment of a product.  This study found that the exper-
tise or expertise of an influencer who suits his area
of expertise does not affect consumer perception in
assessing an influencer when advertising a prod-
uct. This can be because each prospective customer
has different product and brand feature preferences
and preferences towards an influencer, so they do
not have to be fixated on their expertise.

Attractiveness dan Attitude Towards In-
fluencer. Attractiveness  (A) has a positive and
significant effect on variable attitudes towards
influencers  (AT). This is supported by previous re-
search that says attractiveness has a positive and
significant influence on attitude towards influencers
(Lim et al.,2017; Kalu, 2019; Osei-Frimpong et al.,
2019; Wiedmann and von Mettenheim, 2020;
Weismueller et al., 2020; Taillon et al., 2020; Lina
and  Permatasari, 2020). Because if influencers
have their attractiveness, it will cause the products
advertised by influencers to be attractive in the eyes
of prospective consumers. It influences the prod-
ucts advertised by influencers. Attractiveness re-
fers to the characteristics of attracting an influencer
who can influence consumers in the process of re-
ceiving ads that are done more positively about the
ad  (Rizqiah, Kusdibyo,  and  Rafdinal, 2020). To
improve consumers’ positive attitudes regarding an
influencer, companies are advised to choose
influencers with great persuasive abilities that will
impact consumer buying interests  (Osei-Frimpong
et al., 2019).
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Attitude Towards Influencer dan Brand
Attitude. Attitude towards influencer  (AT) posi-
tively and significantly affects the variable brand
attitude  (BA). This is supported by research that
has been done previously by  Chetioui et al. (2020)
that attitude towards influencers positively affects
brand attitude. This is because consumers tend to
use a product to provide identity for themselves.
The product advertised by influencers is considered
to have a higher value than other products, so it also
affects the attitude owned by the brand in consumer
perception or brand attitude. Following the majority
of respondents characteristics in this study who have
an age in the range of 19 to 24 years and referred
to as generation Z., This generation has the attributes
of technologically fluent which tends to access the
information needed easily and quickly compared to
other generations  (Ulfa, 2018). Therefore, these
characteristics support a more in-depth consumer
assessment of a product advertised by influencers
because their ability to dig information has been
better than other generations.  So it affects the im-
provement of brand attitude in consumer percep-
tion through the quality and quantity of information
they have.

Brand Attitude dan Purchase Intention.
Brand attitude  (BA) positively and significantly af-
fects the variable purchase intention  (PI). Hasil is
supported by research that has been done previ-
ously by  Chetioui et al.  (2020) that brand attitude
has a positive and significant effect on purchase
intention. According to  Balathandayutham (2020),
the research strategy of improving brand attitude
can increase consumer involvement in purchasing
a  product. Generation Z’s fluency in gathering in-
formation can influence their assessment of a prod-
uct to define a  product’s brand attitude.  With the
increasing brand attitude of a product in a positive
direction, it will affect consumers’ purchase inten-
tion.

Attitude Towards Influencer dan Purchase
Intention. Attitude towards influencer  (AT) posi-
tively and significantly affects variable purchase

intention  (PI). Hasil is supported by research that
has been done previously by; Chetioui et al.  (2020),
which shows that attitude towards influencers has
a positive and significant effect on purchase inten-
tions. It is because attitudes owned by consumers
based on their assessment of influencers will tend
to create a positive action or behavior that will af-
fect consumers’ purchase intention. Generation Z,
who were the majority of respondents in this study,
had social characteristics where they were very
intense in interacting on social media with various
circles  (Ulfa, 2018).

Through these interactions, they can express
what they have in mind spontaneously. Due to solid
interactions, consumers of this generation tend to
be more active in assessing the advertising done by
influencers in marketing a  product to affect their
purchase intention compared to other generations.

CONCLUSIONS
Purchase intention can be influenced by many

things that consumers can consider to buy a fashion
product advertised by influencers. Until now, no fixed
factors can be expressed as an increase in attitude
towards influencers and brand attitude and gener-
ate the push of consumer purchase intention on fash-
ion products through advertising conducted by
influencers. This research resulted in the acceptance
of hypothesis 1, namely the influence of credibility
perceived towards attitude towards influencer. Hy-
pothesis 2 namely the influence of trust towards
attitude towards influencer, hypothesis 4 the influ-
ence attractiveness towards attitude towards influ-
encer, hypothesis 5 the influence of attitude towards
influencer towards brand attitude,  hypothesis 6 the
influence of brand attitude towards purchase inten-
tion, and hypothesis 7 the influence of attitude to-
wards influencer towards purchase intention. As for
hypothesis 3, the influence of perceived expertise
on attitude towards influencers is rejected because
it has no effect. In addition, this study addressed
the gaps found in previous literature with the rejec-
tion of the influence of variables and trusts that were
accepted in this study.
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IMPLICATIONS
From this study, it is known that in receiving or

viewing product advertisements conducted by an
influencer, consumers prioritize and assess
influencers through product references provided at
the time of the ad. Providing a good product refer-
ence will increase the credibility of an influencer in
the eyes of consumers so that in the future, con-
sumers can prioritize product references from an
influencer who is considered to have good credit.
Consumers also use advertisements conducted by
influencers to add personal information related to
the latest product offerings and other attributes in a
product so that such information can be collected
for the personal reference of consumers.

So in choosing the right influencer to do mar-
keting, a product suggested by an influencer can
give an accurate assessment of the product so that
the delivery can be received well and by consumer
expectations when receiving products purchased
based on product references made by the influencer.
In addition, for businesses, selecting influencers with
good credibility will increase the brand attitude of
the advertised product brand to increase the
consumer’s buying interest. It is best to choose
influencers who can provide honest product reviews
by their standards but can still be attractive to con-
sumers. In addition, businesses can also choose
influencers who can provide complete information
and details about a product to be advertised. Be-
cause consumers also consider influencers as pro-
viders of information so that it can be used well by
consumers to know a product and can increase pur-
chase intention and directly affect attitude towards
influencers. And also, in today’s digital era, busi-
nesses should use influencer services as supporters
of online marketing strategies. Because, through
advertising done by influencers, the followers or fans
of these influencers will be the first potential con-
sumers for the advertised product. They will priori-
tize the brand of products advertised by their idol
influencers so that this has a positive effect on pur-
chase intention. In addition, influencer services are
the right thing to do product marketing in this digital
era due to the high number of social media usage in
Indonesia.

LIMITATIONS
The limitations found in this study are due to

the Covid-19 pandemic. The spread of question-
naires can only be done online so that researchers
can not directly know the responses and understand-
ing of respondents in interpreting and answering the
available statements.

RECOMMENDATIONS
For the most important fashion industry, com-

panies are advised to use the services of influencers
with good credibility, trustworthiness, and appeal as
one of the product marketing strategies in this digi-
tal era. With consideration, as many as 385 respon-
dents from Surabaya in this study assessed that the
effectiveness of an influencer could improve the
brand attitude owned by fashion brands. So that
consumers will give a positive assessment of the
brand advertised by influencers and increase con-
sumers’ purchase intentions on fashion products sold
by brands that conduct marketing strategies through
influencer services. For other researchers, it can
make variable perceived expertise a possible re-
search gap to be re-examined.

REFERENCES
Abdillah, W. and Jogiyanto, H. 2015. Partial Least

Square (PLS) Alternatif Structural Equation Mod-
eling (SEM) dalam Penelitian Bisnis. In book.

Ajzen, I. 2011. The Theory of Planned Behavior: Reac-
tions and Reflections. Psychology and Health,
26(9), 1113–1127. https://doi.org/10.1080/08870446.
2011.613995.

Amos, C., Holmes, G., and Strutton, D. 2008. Exploring
The Relationship between Celebrity Endorser Ef-
fects and Advertising Effectiveness: A Quantita-
tive Synthesis of Effect Size. International Journal
of Advertising, 27(2), 209–234. https://doi.org/
10.1080/02650487.2008.11073052.

Aseanup.com. 2019. [Online]. From: https://aseanup.
com/southeast-asia-digital-social-mobile/.

Balathandayutham, D. P. 2020. Influence Of Brand Atti-
tude On Purchase Intention Of Branded Fashion
Apparel Users In. March 2018.

Casaló, L. V., Flavián, C., and Ibáñez-Sánchez, S. 2020.
Influencers on Instagram: Antecedents and Con-
sequences of Opinion Leadership. Journal of Busi-



780 JOURNAL  OF  APPLIED  MANAGEMENT VOLUME  19 NUMBER  4 DECEMBER  2021

Dewi Mustikasari Immanuel, Alexandria Bianda H. S.

ness Research, 117(July), 510–519. https://doi.org/
10.1016/j.jbusres.2018.07.005.

Chetioui, Y., Benlafqih, H., and Lebdaoui, H. 2020. How
Fashion Influencers Contribute to Consumers’
Purchase Intention. Journal of Fashion Marketing
and Management, 24(3), 361–380. https://doi.org/
10.1108/JFMM-08-2019-0157.

Childers, C. C., Lemon, L. L., and Hoy, M. G. 2019. #Spon-
sored #Ad: Agency Perspective on Influencer Mar-
keting Campaigns. Journal of Current Issues and
Research in Advertising. https://doi.org/10.1080/
10641734.2018.1521113.

Chopra, A., Avhad, V., and Jaju. 2020. Influencer Mar-
keting: An Exploratory Study to Identify Anteced-
ents of Consumer Behavior of Millennial. Business
Perspectives and Research, (June),
227853372092348. https://doi.org/10.1177/
2278533720923486.

Chopra, A., Avhad, V., and Jaju. 2021. Influencer Mar-
keting: An Exploratory Study to Identify Anteced-
ents of Consumer Behavior of Millennial. Business
Perspectives and Research, 9(1), 77–91. https://
doi.org/10.1177/2278533720923486.

Cooke, R. and Sheeran, P. 2004. Moderation of Cogni-
tion-Intention and Cognition-Behaviour Rela-
tions: A Meta-Analysis of Properties of Variables
from The Theory of Planned Behaviour. British Jour-
nal of Social Psychology. https://doi.org/10.1348/
0144666041501688.

Eshghi, A., Sarkar, J. G., and Sarkar, A. 2017. Impact of
Online Advertising on Adolescent’s Brand Atti-
tudes. Marketing Intelligence and Planning, 35(6),
706–723. https://doi.org/10.1108/MIP-11-2016-0213.

Goldsmith, R. E., Lafferty, B. A., and Newell, S. J. 2000.
The Impact of Corporate Credibility and Celeb-
rity Credibility on Consumer Reaction to Adver-
tisements and Brands. Journal of Advertising.
https://doi.org/10.1080/00913367.2000.10673616.

Huang, Y. C., Wu, Y. C. J., Wang, Y. C., and Boulanger, N.
C. 2011. Decision-Making in Online Auctions.
Management Decision, 49(5), 784–800. https://
doi.org/10.1108/00251741111130850.

Ismanto, H. 2016. Analisis Kinerja Keuangan Umkm
Tenun Ikat Troso Jepara. Jurnal Economia, 12(2),
159. https://doi.org/10.21831/economia.v12i2.11340.

Kalu, F. 2019. The Impact of Social Media Influencer
Marketing on Purchase Intention From an Irish
Male Millennial’s Perception/ : a Case Study of
Irish Fashion Industry. August.

Kumar, S. and Patra, D. S. 2017. Does Promotion Mix
Help to Enhance Brand Equity: a Literature Re-

view. Indian Journal of Commerce and Management
Studies, VIII(2), 80–86. https://doi.org/10.18843/
ijcms/v8i2/11.

Liébana-Cabanillas, F., Japutra, A., Molinillo, S., Singh,
N., and Sinha, N. 2020. Assessment of Mobile Tech-
nology Use in The Emerging Market: Analyzing
Intention to Use M-Payment Services in India. Tele-
communications Policy, 44(9). https://doi.org/
10.1016/j.telpol.2020.102009.

Lim, X. J., Radzol, A. R. M., Cheah, J. H., and Wong, M.
W. 2017. The Impact of Social Media Influencers
on Purchase Intention and the Mediation Effect of
Customer Attitude. Asian Journal of Business Re-
search, 7(2), 18–36. https://doi.org/10.14707/
ajbr.170035.

Lina, L. F. and Permatasari, B. 2020. Kredibilitas Selebriti
Mikro pada Niat Beli Produk di Media Sosial. 1(2).

Macintosh, G., and Lockshin, L. S. 1997. Retail Relation-
ships and Store Loyalty: A Multi-Level Perspec-
tive. International Journal of Research in Market-
ing. https://doi.org/10.1016/s0167-8116(97)00030-x.

MacKenzie, S. B., Lutz, R. J., and Belch, G. E. 1986. The
Role of Attitude toward the Ad as a Mediator of
Advertising Effectiveness: A Test of Competing Ex-
planations. Journal of Marketing Research. https:/
/doi.org/10.2307/3151660.

Martensen, A., Brockenhuus-Schack, S., and Zahid, A.
L. 2018. How Citizen Influencers Persuade Their
Followers. Journal of Fashion Marketing and Man-
agement, 22(3), 335–353. https://doi.org/10.1108/
JFMM-09-2017-0095.

Martins, J., Costa, C., Oliveira, T., Gonçalves, R., and
Branco, F. 2019. How Smartphone Advertising In-
fluences Consumers’ Purchase Intention. Journal
of Business Research, 94(December 2017), 378–387.
https://doi.org/10.1016/j.jbusres.2017.12.047.

Mubarak, S. A. and Sanawiri, B. 2018. Pengaruh Fash-
ion Lifestyle terhadap Purchase Intention ( Studi
Pada Konsumen Pakaian Second Hand @
tangankedua ). Jurnal Administrasi Bisnis (JAB),
55(3), 33–40. Retrieved from s.akmalmubarak
@gmail.com.

Najib, S., Daud, I., and Rosa, A. 2019. Pengaruh Trust-
worthiness, Expertise dan Attractiveness Celebirty
Endorser di Instagram terhadap Purchase Inten-
tion Produk Hijab (Studi Kasus pada Akun
Instagram @gitasav). Jurnal Ilmiah Manajemen
Bisnis Dan Terapan, 14.

Nam, L. G., and Dân, H. T. 2018. Impact of Social Media
Influencer Marketing on Consumer at Ho Chi Minh
City. The International Journal of Social Sciences



ACCREDITED by Ministry of Research and Technology Republic of  Indonesia, No 200/M/KPT/2020 ISSN: 1693-5241 781

The Impact of Using Influencer on Consumer Purchase Intention with ...

and Humanities Invention, 5(5), 4710–4714. https://
doi.org/10.18535/ijsshi/v5i5.10.

Nezakati, H., Moghadas, S., Aziz, Y. A., Amidi, A.,
Sohrabinezhadtalemi, R., and Jusoh, Y. Y. 2015. Ef-
fect of Behavioral Intention toward Choosing Green
Hotels in Malaysia – Preliminary Study. Procedia -
Social and Behavioral Sciences, 172(December), 57–
62. https://doi.org/10.1016/j.sbspro.2015.01.335.

Nijs, T. 2019. The Effect of Social Influencer Advertis-
ing. 1–61.

Ohanian, R. 1990. Construction and Validation of a Scale
to Measure Celebrity Endorsers’ Perceived Exper-
tise, Trustworthiness, And Attractiveness. Journal
of Advertising, 19(3), 39–52. https://doi.org/10.1080/
00913367.1990.10673191.

Osei-Frimpong, K., Donkor, G., and Owusu-Frimpong, N.
2019. The Impact of Celebrity Endorsement on Con-
sumer Purchase Intention: An Emerging Market
Perspective. Journal of Marketing Theory and Prac-
tice, 27(1), 103–121. https://doi.org/10.1080/
10696679.2018.1534070.

Purwana, D., Rahmi, R., and Aditya, S. 2017. Pemanfaatan
Digital Marketing Bagi Usaha Mikro, Kecil, dan
Menengah (UMKM) Di Kelurahan Malaka Sari,
Duren Sawit. Jurnal Pemberdayaan Masyarakat
Madani (JPMM). https://doi.org/10.21009/jpmm.001.
1.01.

Rachmy, F. S. 2018. Pengaruh Social Media Influencer
terhadap Purchase Intention pada Merek Kosmetik
Wardah dengan Brand Image sebagai Variabel
Mediasi. 1–15.

Rizqiah, M. N., Kusdibyo, L., and Rafdinal, W. 2020.
Persepsi Konsumen terhadap Influencer Media
Sosial dan Niat Membeli Produk Kosmetik di
Bandung. Prosiding Industrial Research Workshop
and National Seminar, Bandung, 26-27 Agustus 2020,
11(1), 999–1003.

Stelzner, M. A. 2012. How Marketers Are Using Social
Media to Grow Their Businesses.

Suh, B. and Han, I. 2002. Effect of Trust on Customer
Acceptance of Internet Banking. Electronic Com-

merce Research and Applications. https://doi.org/
10.1016/S1567-4223(02)00017-0.

Susanti, A. A. 2017. Pengaruh Price Display terhadap
Persepsi Luxury Brand Attitude pada Produk Guess
di Centro Solo Paragon Mall Surakarta. 4, 9–15.

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., and Jones,
D. N. 2020. Understanding The Relationships be-
tween Social Media Influencers and Their Follow-
ers: The Moderating Role of Closeness. Journal of
Product and Brand Management, 29(6), 767–782.
https://doi.org/10.1108/JPBM-03-2019-2292.

Till, B. D., and Baack, D. W. 2005. Recall and Persua-
sion: Does Creative Advertising Matter? Journal
of Advertising, 34(3), 47–57. https://doi.org/10.1080/
00913367.2005.10639201.

Ulfa, M. 2018. Pengaruh Media Sosial Komunikasi
Pemasaran Terhadap Sikap Konsumen Generasi
Z di Yogyakarta. 2.

Wathen, C. N. and Burkell, J. 2002. Believe it or not:
Factors Influencing Credibility on the Web. Jour-
nal of the American Society for Information Science
and Technology. https://doi.org/10.1002/asi.10016.

Weismueller, J., Harrigan, P., Wang, S., and Soutar, G. N.
2020. Influencer Endorsements: How Advertising
Disclosure and Source Credibility Affect Consumer
Purchase Intention on Social Media. Australasian
Marketing Journal, 28(4), 160–170. https://doi.org/
10.1016/j.ausmj.2020.03.002.

Wibowo, B. and Heryjanto, A. 2020. Pengaruh Kredi-
bilitas Influencer , Nominal Harga. Journal of Busi-
ness and Applied Management, 13(1), 83–90.

Wiedmann, K. P., and von Mettenheim, W. 2020. Attrac-
tiveness, Trustworthiness and Expertise – Social
Influencers’ Winning Formula?. Journal of Product
and Brand Management, (June). https://doi.org/
10.1108/JPBM-06-2019-2442.

Yang, B., Kim, Y., and Yoo, C. 2013. The Integrated Mo-
bile Advertising Model: The Effects of Technology
and Emotion-Based Evaluations. Journal of Busi-
ness Research, 66(9), 1345–1352. https://doi.org/
10.1016/j.jbusres.2012.02.035.


