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Abstract: Purpose: This study explores the relationship between brand perceptions, consumer purchase 

intentions, and attitudes toward fashion influencers (FIs). It also seeks to pinpoint elements influencing 

consumer perceptions of FIs. 

Methodology: The authors suggest a conceptual model accomplish this by fusing the theory of planned 

behavior (TPB) and theoretical findings from earlier research on influencer marketing. The authors 

empirically assess the conceptual model using 610 North Indian respondents' data and anSEM-AMOS. 

Findings: This study demonstrates how consumer purchase intention and brand perceptions are positively 

impacted by attitudes about FIs. The authors also show how attitudes towards FIs are favorably impacted 

by perceptions of expertise, congruence, behavioral control, perceived subjective standards, credibility, and 

trust. 

Practical Implications: The study's findings aid fashion industry marketers and advertisers in their 

understanding of how influencer marketing influences consumer purchase intent. They also help marketers 

better choose the influencers who can inspire buy intents among current and potential customers by helping 

them understand the characteristics that underlie attitudes towards FIs. 

Originality: The current paper fills a vacuum in knowledge about the antecedents and variables that 

influence consumer purchase intention and attitudes towards FIs. This study is the first of its type, as far as 

the authors are aware, to look into how attitudes toward influencers affect brand attitudes and purchase 

intentions in the fashion business. 

 

Keywords: Fashion influencers, Attitudes toward the influencer, Brand attitude, Influencer marketing, 

Purchase intention, Social media 

 

REFERENCES 

[1]. Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and Human Decision Processes, 

Academic Press, Vol. 50 No. 2, pp. 179-211.  

[2]. Ajzen, I. (2011), “The theory of planned behaviour: reactions and reflections”, Psychology and Health, 

Routledge, Vol. 26 No. 9, pp. 1113-1127.  

[3]. Ajzen, I. and Fishbein, M. (1980), Understanding Attitudes and Predicting Social Behavior, PrenticeHall, 

©1980, Englewood Cliffs, NJ. Al-Debei, M.M., Al-Lozi, E. and Papazafeiropoulou,  

[4]. (2013), “Why people keep coming back to Facebook: explaining and predicting continuance participation 

from an extended theory of planned behaviour perspective”, Decision Support Systems, Elsevier B.V., Vol. 

55 No. 1, pp. 43-54.  

[5]. Amos, C., Holmes, G. and Strutton, D. (2008), “Exploring the relationship between celebrity endorser effects 

and advertising effectiveness: a quantitative synthesis of effect size”, International Journal of Advertising, 

Routledge, Vol. 27 No. 2, pp. 209-234.  

[6]. Armitage, C.J. and Conner, M. (2001), “Efficacy of the theory of planned behaviour: a meta-analytic 

review”, British Journal of Social Psychology, John Wiley & Sons (10.1111), Vol. 40 No. 4, pp. 471-499.  

[7]. Bandura, A. (1997), “Self-efficacy: the exercise of control”, in Freeman, W H. (Ed.), Times Books, Henry 

Holt & Company, New York, NY, available at: https://books.google.co.ma/books?id5eJ-PN9g_ o-EC. 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 3, Issue 7, June 2023 

Copyright to IJARSCT  DOI: 10.48175/IJARSCT-12598               472 

www.ijarsct.co.in                                                   

Impact Factor: 7.301 

[8]. Benzakour, F. (2007), “Langue française et langues locales en terre marocaine: rapports de force et 

reconstructions identitaires”, Herodote, Vol. 126 No. 126, p. 45. 

[9]. Bergkvist, L., Hjalmarson, H. and M€agi, A.W. (2016), “A new model of how celebrity endorsements work: 

attitude toward the endorsement as a mediator of celebrity source and endorsement effects”, International 

Journal of Advertising, Taylor & Francis, Vol. 35 No. 2, pp. 171-184.  

[10]. Bianchi, C., Andrews, L., Wiese, M. and Fazal-e-hasan, S. (2017), “Consumer intentions to engage in S-

commerce: a cross-national study”, Journal of Marketing Management, Vol. 33 Nos 5/6, pp. 464-494.  

[11]. Brislin, R.W. (1986), “The wording and translation of research instruments”, in Lonner, W.L. and Berry, 

J.W. (Eds), Field Methods in Cross-Cultural Research, Vol. 90, Newbury Park, CA, pp. 644-651.  

[12]. Casalo, L.V., Flavian, C. and Ibanez-Sanchez (2018), “Influencers on instagram: antecedents and 

consequences of opinion leadership”, Journal of Business Research, doi: 10.1016/j.jbusres.2018. 07.005. 

Chin, W.W. (1998), The Partial Least Squares Approach for Structural Equation Modeling, Modern Methods 

for Business Research, Vol. 22, Lawrence Erlbaum Associates Publisher, Mahwah, New Jersey.  

[13]. Choi, S.M. and Rifon, N.J. (2012), “It is a match: the impact of congruence between celebrity image and 

consumer ideal self on endorsement effectiveness”, Psychology and Marketing, Vol. 29, Septembre 2012, 

pp. 639-650.  

[14]. Cooke, R. and Sheeran, P. (2004), “Moderation of cognition-intention and cognition-behaviour relations: a 

meta-analysis of properties of variables from the theory of planned behaviour”, British Journal of Social 

Psychology, Vol. 43 No. 2, pp. 159-186. 

[15]. Erkan, I. and Evans, C. (2018), “Social media or shopping websites? The influence of eWOM on consumers’ 

online purchase intentions”, Journal of Marketing Communications, Routledge, Vol. 24 No. 6, pp. 617-632.  

[16]. Fishbein, M. and Ajzen, I. (2010), Predicting and Changing Behavior: The Reasoned Action Approach, 

Psychology Press, New York.  

[17]. Fornell, C. and Cha, J. (1994), “Partial least squares”, in Bagozzi, R. (Ed.), Advanced Methods of Marketing 

Research, Blackwell, Cambridge, pp. 52-87.  

[18]. Fornell, C. and Larcker, D.F. (1981), “Structural equation models with unobservable variables and 

measurement error: algebra and statistics”, Journal of Marketing Research, Vol. 18 No. 3, pp. 382-388.  

[19]. Freberg, K., Graham, K., McGaughey, K. and Freberg, L.A. (2011), “Who are the social media influencers? 

A study of public perceptions of personality”, Public Relations Review, Elsevier, Vol. 37 No. 1, pp. 90-92.  

[20]. Garretson, J.A. and Niedrich, R.W. (2004), “SPOKES-CHARACTERS: creating character trust and positive 

brand attitudes”, Journal of Advertising, Routledge, Vol. 33 No. 2, pp. 25-36. Giffin, K. (1967), “The 

contribution of studies of source credibility to a theory of interpersonal trust in the communication process”, 

Psychological Bulletin, Vol. 68 No. 2, pp. 104-120. 

[21]. Goldsmith, R.E., Lafferty, B.A. and Newell, S.J. (2000), “The impact of corporate credibility and celebrity 

credibility on consumer reaction to advertisements and brands”, Journal of Advertising, Vol. 29 No. 3, pp. 

43-54.  

[22]. Hair, J.F. Jr, Black, W.C., Babin, B.J. and Anderson, R.E. (2010), Multivariate Data Analysis, 7th ed., 

Pearson, available at: www.pearsoned.co.uk (accessed 30 June 2019). Hass, R.G. (1981), “Effects of source 

characteristics on cognitive responses and persuasion”, in Petty, R.E., Ostrom, T.M. and Brock, T.C. (Eds), 

Cognitive Responses in Persuasion.  

[23]. Hayes, R.A. and Carr, C.T. (2015), “Does being social matter? Effects of enabled commenting on credibility 

and brand attitude in social media”, Journal of Promotion Management, Vol. 21 No. 3, pp. 371-390. 

Influencers and consumers’ purchase intention  

[24]. Hegner, S.M., Fenko, A. and Teravest, A. (2017), “Using the theory of planned behaviour to understand 

brand love”, The Journal of Product and Brand Management, Emerald Publishing, Vol. 26 No. 1, pp. 26-41.  

[25]. Henseler, J., Ringle, C.M. and Sinkovics, R.R. (2009), “The use of partial least squares path modeling in 

international marketing”, in Rudolf, R. (Ed.), Advances in International Marketing, Emerald Group 

Publishing, Vol. 20, pp. 277-319.  



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 3, Issue 7, June 2023 

Copyright to IJARSCT  DOI: 10.48175/IJARSCT-12598               473 

www.ijarsct.co.in                                                   

Impact Factor: 7.301 

[26]. Hosany, S. and Martin, D. (2012), “Self-image congruence in consumer behavior”, Journal of Business 

Research, Elsevier, Vol. 65 No. 5, pp. 685-691. Hsu, C.L. and Lin, J.C.C. (2015), “What drives purchase 

intention for paid mobile apps? an expectation confirmation model with perceived value”, Electronic 

Commerce Research and Applications, Vol. 14 No. 1, pp. 46-57.  

[27]. Hsu, C.L., Lin, J.C.C. and Chiang, H.S. (2013), “The effects of blogger recommendations on customers’ 

online shopping intentions”, Internet Research, Emerald Group Publishing, Vol. 23 No. 1, pp. 69-88.  

[28]. Huang, Y.C., Wu, Y.C.J., Wang, Y.C. and Boulanger, N.C. (2011), “Decision making in online auctions”, in 

Rausch, E. (Ed.), Management Decision, Emerald Group Publishing, Vol. 49 No. 5, pp. 784-800.  

[29]. Jabr, W. and Zheng, Z. (Eric) (2017), “Know yourself and know your enemy: an analysis of firm 

recommendations and consumer reviews in a competitive environment”, MIS Quarterly, Society for 

Information Management and The Management Information Systems Research Center, Vol. 38 No. 3, pp. 

635-654.  

[30]. Kim, S., Kandampully, J. and Bilgihan, A. (2018), “The influence of eWOM communications: an application 

of online social network framework”, Computers in Human Behavior, Pergamon, Vol. 80, pp. 243-254.  

[31]. Kudeshia, C. and Kumar, A. (2017), “Social eWOM: does it affect the brand attitude and purchase intention 

of brands?”, Management Research Review, Emerald Publishing Limited, Vol. 40 No. 3, pp. 310-330.  

[32]. Kumar, A., Lee, H.J. and Kim, Y.K. (2009), “Indian consumers’ purchase intention toward a United States 

versus local brand”, Journal of Business Research, Vol. 62 No. 5, pp. 521-527.  

[33]. Lang, C. and Armstrong, C.M. (2018), “Collaborative consumption: the influence of fashion leadership, need 

for uniqueness, and materialism on female consumers’ adoption of clothing renting and swapping”, 

Sustainable Production and Consumption, Elsevier, Vol. 13, pp. 37-47.  

[34]. Langner, T. and Eisend, M. (2011), “Effects of celebrity endorsers’ attractiveness and expertise on brand 

recall of transformational and informational products”, Advances in Advertising Research, Gabler, 

Wiesbaden, Vol. 2, pp. 451-460.  

[35]. Lee, K.T. and Koo, D.M. (2012), “Effects of attribute and valence of e-WOM on message adoption: 

moderating roles of subjective knowledge and regulatory focus”, Computers in Human Behavior, Pergamon, 

Vol. 28 No. 5, pp. 1974-1984.  

[36]. Lee, J., Park, D.H. and Han, I. (2011), “The different effects of online consumer reviews on consumers’ 

purchase intentions depending on trust in online shopping malls: an advertising perspective”, Internet 

Research, Emerald Group Publishing, Vol. 21 No. 2, pp. 187-206. 

[37]. Li, Y.-M., Lee, Y.-L. and Lien, N.-J. (2012), “Online social advertising via influential endorsers”, 

International Journal of Electronic Commerce, Vol. 16, doi: 10.2753/jec1086-4415160305.  

[38]. Lu, L.C., Chang, W.P. and Chang, H.H. (2014), “Consumer attitudes toward blogger’s sponsored 

recommendations and purchase intention: the effect of sponsorship type, product type, and brand awareness”, 

Computers in Human Behavior, Pergamon, Vol. 34, pp. 258-266.  

[39]. Macintosh, G. and Lockshin, L.S. (1997), “Retail relationships and store loyalty: a multi-level perspective”, 

International Journal of Research in Marketing, North-Holland, Vol. 14 No. 5, pp. 487-497.  

[40]. JFMM Mackenzie, S.B. and Spreng, R.A. (1992), “How does motivation moderate the impact of central and 

peripheral processing on brand attitudes and intentions?”, Journal of Consumer Research, Oxford University 

Press, Vol. 18 No. 4, pp. 519-529.  

[41]. MacKenzie, S.B., Lutz, R.J. and Belch, G.E. (2006), “The role of attitude toward the ad as a mediator of 

advertising effectiveness: a test of competing explanations”, Journal of Marketing Research, Vol. 23 No. 2, 

p. 130.  

[42]. Magno, F. (2017), “The influence of cultural blogs on their readers’ cultural product choices”, International 

Journal of Information Management, Vol. 37 No. 3, pp. 142-149.  

[43]. Martins, J., Costa, C., Oliveira, T., Gonçalves, R. and Branco, F. (2017), “How smartphone advertising 

influences consumers’ purchase intention”, Journal of Business Research, Elsevier, Vol. 94, August 2017, 

pp. 378-387.  



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 3, Issue 7, June 2023 

Copyright to IJARSCT  DOI: 10.48175/IJARSCT-12598               474 

www.ijarsct.co.in                                                   

Impact Factor: 7.301 

[44]. Nam, L.G. and D^an, H.T. (2018), “Impact of social media influencer marketing on consumer at Ho Chi 

Minh City”, The International Journal of Social Sciences and Humanities Invention, Vol. 5 No. 5, pp. 4710-

4714. 

[45]. NapoleonCat (2019), Social Media Demographics in Morocco- January 2019, available at: https:// 

napoleoncat.com/stats/social-media-users-in-morocco/2019/01.  

[46]. Ohanian, R. (1990), “Construction and validation of a scale to measure celebrity endorsers’ perceived 

expertise, trustworthiness, and attractiveness”, Journal of Advertising, Vol. 19 No. 3, pp. 39-52.  

[47]. Pate, S.S. and Adams, M. (2013), “The influence of social networking sites on buying behaviors of 

millennials the influence of social networking sites on buying behaviors of millennials”, Atlantic Marketing 

Journal, Vol. 2 No. 1, pp. 92-109.  

[48]. Pentina, I., Guilloux, V. and Micu, A.C. (2018), “Exploring social media engagement behaviors in the 

context of luxury brands”, Journal of Advertising, Vol. 47 No. 1, pp. 55-69.  

[49]. Petty, R.E. and Cacioppo, J.T. (1986), “The elaboration likelihood model of persuasion”, Advances in 

Experimental Social Psychology, Academic Press, Vol. 19, pp. 123-205.  

[50]. Pradhana, D., Duraipandiana, I. and Sethi, D. (2016), “Celebrity endorsement: how celebrity–brand– user 

personality congruence affects brand attitude and purchase intention”, Journal of Marketing 

Communications, Vol. 22 No. 5, pp. 456-473.  

[51]. Xu (Rinka), X. and Pratt, S. (2018), “Social media influencers as endorsers to promote travel destinations: an 

application of self-congruence theory to the Chinese Generation Y”, Journal of Travel and Tourism 

Marketing, Routledge, Vol. 35 No. 7, pp. 958-972.  

[52]. Raza, M.A., Ahad, M.A., Shafqat, M.A., Aurangzaib, M. and Rizwan, M. (2014), “The determinants of 

purchase intention towards counterfeit mobile phones in Pakistan”, Journal of Public Administration and 

Governance, Vol. 4 No. 3, p. 1.  

[53]. Reed, A., Forehand, M.R., Puntoni, S. and Warlop, L. (2012), “Identity-based consumer behavior”, 

International Journal of Research in Marketing, North-Holland, Vol. 29 No. 4, pp. 310-321.  

[54]. Rhodes, R.E. and Courneya, K.S. (2003), “Investigating multiple components of attitude, subjective norm, 

and perceived control: an examination of the theory of planned behaviour in the exercise domain”, British 

Journal of Social Psychology, John Wiley & Sons (10.1111), Vol. 42 No. 1, pp. 129-146.  

[55]. Saunders, M.N.K., Lewis, P. and Thornhill, A. (2012), Research Methods for Business Students, Pearson, 

Harlow; New York.  

[56]. Silvera, D.H. and Austad, B. (2004), “Factors predicting the effectiveness of celebrity endorsement 

advertisements”, European Journal of Marketing, Emerald Group Publishing, Vol. 38 Nos 11/12, pp. 1509-

1526. Influencers and consumers’ purchase intention  

[57]. Smith, D., Menon, S. and Sivakumar, K. (2005), “Online peer and editorial recommendations, trust, and 

choice in virtual markets”, Journal of Interactive Marketing, Vol. 19 No. 3, pp. 15-37.  

[58]. Suh, B. and Han, I. (2002), “Effect of trust on customer acceptance of Internet banking”, Electronic 

Commerce Research and Applications, Elsevier, Vol. 1 Nos 3-4, pp. 247-263. TapInfluence. (2019), “Earn 

11x higher sales ROI with influencer marketing in your digital marketing tech stack j TapInfluence”, 

available at: https://www.tapinfluence.com/tp_resource/nielsen-casestudy/ (accessed 20 April 2019).  

[59]. Tariq, M.I., Nawaz, M.R., Nawaz, M.M. and Awais, B. (2013), “Customer perceptions about branding and 

purchase intention: a study of FMCG in an emerging market”, Journal of Basic and Applied Scientific 

Research, Vol. 9572 No. 2, pp. 127-143.  

[60]. De Veirman, M., Cauberghe, V. and Hudders, L. (2017), “Marketing through instagram influencers: the 

impact of number of followers and product divergence on brand attitude”, International Journal of 

Advertising, Taylor & Francis, Vol. 36 No. 5, pp. 798-828.  

[61]. Wetzels, M., van Oppen, C. and Odekerken-Schroder, G. (2009), “Using pls path modeling for assessing 

hierarchical construct models: guidelines and empirical illustration”, MIS Quarterly, Vol. 33 No. 1, pp. 177-

195. 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 3, Issue 7, June 2023 

Copyright to IJARSCT  DOI: 10.48175/IJARSCT-12598               475 

www.ijarsct.co.in                                                   

Impact Factor: 7.301 

[62]. Yadav, M.S., de Valck, K., Hennig-Thurau, T., Hoffman, D.L. and Spann, M. (2013), “Social commerce: a 

contingency framework for assessing marketing potential”, Journal of Interactive Marketing, Elsevier B.V., 

Vol. 27 No. 4, pp. 311-323.  

[63]. Yang, B., Kim, Y. and Yoo, C. (2013), “The integrated mobile advertising model: the effects of technology- 

and emotion-based evaluations”, Journal of Business Research, Vol. 66 No. 9, pp. 1345-1352 

 


