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ABSTRACT 

 

Influencer Marketing has become a widely used strategy wherein so-

cial media influencers partner with businesses to create awareness 

about their brand and promote their products. XYZ (not real name) 

Cosmetics, an international cosmetics company that provides afford-

able, high-quality products to the Philippine market, is one such com-

pany that embraces the trend. It has integrated influencer marketing 

to better connect with its customers. This study determines the rela-

tionship between the three aspects of influencers: Source Character-

istics (Attractiveness and Popularity), Psychological-Related Influen-

tial Factors (Self-Congruency and Product Match-Up), and Content At-

tributes (Quality and Uniqueness) with XYZ's Customer Purchase In-

tention (CPI). Through using a case study survey research design, the 

study chose 387 respondents, randomly sampling the Instagram fol-

lowers of XYZ. An online questionnaire consisting of seven-point Lik-

ert scale items was administered. The results show that Attractive-

ness, Uniqueness, and Self-Congruency significantly affect customer 

purchase intention, while Popularity, Product Match-up, and Quality 

do not. The study has implications for brand managers and entrepre-

neurs, underscoring how an influencer should be selected, especially 

for cosmetics companies like XYZ. The researchers recommend choos-

ing an attractive and unique influencer known to possess credibility, 

an amiable personality, and good values while focusing less on as-

sessing how well the influencer vlogs, how popular the talent is, and 

how matched the person is with the company's products. 
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Introduction 
Brands make use of different promotional 

strategies for consumers to gain continuous 
support from them. Companies’ previous prac-
tices relied heavily on celebrity endorsements 
with advertisements aired over traditional me-
dia platforms such as television, radio, and bill-
boards. A study conducted by Rodriguez 
(2008) on apparel brand endorsements in the 
Philippine context found that customer pur-
chase intentions (CPI) are higher when the en-
dorser has a higher celebrity status or a higher 
credibility status. On the other hand, non-cred-
ible and non-celebrities tend to reduce buyers' 
interest in purchasing the product because of 
their lack of experience, knowledge, qualifica-
tions, and trustworthiness. These highlight the 
importance of the relatability of endorsers 
about their target audience. Nowadays, a 
newer form of endorsement is gaining traction 
amidst the continued digitalization of enter-
prises called influencers. Influencers are micro-
celebrities that shape public opinion through a 
“conscientious calibration of personae in social 
media” (Abidin and Ots, 2016, p. 155). In the 
Philippine context, many individuals do buy 
products when endorsed by an influencer. A 
survey conducted by Rakuten Insight (2021) in 
October 2020 found that 70% of Filipino re-
spondents eventually purchased a product en-
dorsed by an influencer on social media. On av-
erage, traditional advertising costs around Php 
83,020 for a thirty-second advertisement on 
television and around Php 28,540 per thirty-
second radio advertisement (Nelz, 2018). On 
the other hand, emerging influencers cost only 
Php 1,000 at the minimum for each sponsored 
post. As the COVID-19 pandemic continues to 
rage on and more individuals shift away from 
traditional media platforms, influencers will be 
expected to become ever more present in social 
media due to their lower cost and better expo-
sure value. 

There have been several studies about this 
trend attempting to understand what consum-
ers are looking for in their influencers. Three 
key factors of influencers are considered for the 

purchase behavior of consumers: (1) source 
characteristics, (2) psychological-related influ-
ential factors, and (3) content attributes of in-
fluencers. XYZ was used as a case study. XYZ is 
a cosmetic brand based in the Philippines that 
aims to give customers professional and high-
quality products at affordable rates. XYZ is one 
of the local businesses in the beauty industry 
that uses influencer marketing to promote its 
products. The company has partnered with 
various influencers ranging from macro-influ-
encers to micro-influencers (Rodriguez, 2008). 
Some of their well-known macro-influencers, 
who boast over a million followers on social 
media, earn anywhere from one million to 
eighteen million pesos. On the other hand, their 
meso-influencers, who have follower counts 
ranging from ten thousand to a million, typi-
cally receive pay ranging from four thousand 
pesos up to just under a million pesos. 

The business industry has turned to the ad-
aptation of Influencer Marketing. Thus, it 
sought to answer, “How much do Source Char-
acteristics, Psychological-Related Influential 
Factors, and Content Attributes affect the Pur-
chase Intentions of XYZ’s customers?”. Specifi-
cally it asked the following: 
1. How do consumers perceive XYZ’s influenc-

ers regarding Attractiveness, Popularity, 
Self-Congruency, Product Match-Up, Qual-
ity, and Uniqueness? 

2. How much do Attractiveness, Popularity, 
Self-Congruency, Product Match-Up, Qual-
ity, and Uniqueness impact CPI? 

3. What source characteristics, psychological-
related influential factors, and content at-
tributes can XYZ improve or prioritize to in-
crease consumer purchase intentions? 

 
Related Literature and Framework 

Customer Purchase Intention. Customer 
Purchase Intention is a commonly used mar-
keting tool for estimating the efficiency of a 
marketing strategy, consequently assisting in 
the forecasting of sales and market share (Mor-
witz, 2014). According to Lee et al. (2019), it  
refers to the measure of a customer’s tendency 



Tanpoco et al., 2023 / The Case of an International Cosmetics Company in the Philippines 

 

 
IJMABER  3343 Volume 4 | Number 9 | September | 2023 

to buy a certain product or avail of a service. 
The impact of social media influencers on pur-
chase intention was established by Lim et al. 
(2017) in their investigation. Li and Peng 
(2021) also posit the same and highlight how 
source characteristics lead to a positive con-
sumer attitude towards a product, which devel-
ops to purchase intent. Thus, purchase inten-
tion is crucial to examine the effectiveness of 
influencer variables such as Attractiveness, 
Popularity, Self-Congruency, Product Match-
Up, Quality, and Uniqueness on the customer 
purchase intention of XYZ Cosmetics’ custom-
ers. 

 
Source Characteristics  

In influencer marketing research, Attrac-
tiveness has gained recognition as a variable of 
interest under source characteristics (Vrontis 
et al., 2020). Studies in the area used source 
characteristics like attractiveness to determine 
its effect on outcome variables like customer 
purchase intention. There are two schools of 
thought when pertaining to attractiveness: The 
first focuses on the overall attractiveness as 
identified through likeability, familiarity, simi-
larity, and physical amiability; while the second 
focuses solely on the physical attractiveness of 
the influencer. Most studies use the first 
thought anchored on the Source Attractiveness 
Model of Mcguire (1985) and accounting for 
the influencer’s knowledge, personality, audi-
ence match-up, and physical attractiveness.  

Attractiveness positively and significantly 
affects parasocial interaction, brand attitude, 
influencer-brand congruence, attitude toward 
endorsement, and purchase intention (Torres 
et al., 2019; Lee & Watkins, 2016). Studies show 
that products and services endorsed by an at-
tractive influencer usually have higher cus-
tomer purchase intention (Trivedi & Sama, 
2020; Vrontis et al., 2020). However, there are 
also studies asserting that physical attractive-
ness (Lim et al., 2019; Duh & Thabethe, 2021) 
in particular and attractiveness in general do 
not impact customer purchase intention by a 
significant margin (Alfarraj et al., 2021; 
Qureshi and Malik, 2017)  

Another area of interest under source char-
acteristics is influencer popularity. Popularity 
pertains to the level of following, support, and 

recognition an influencer gets from social me-
dia users (Zhou et al., 2023). Influencer market-
ing research measures this through social me-
dia applications like Facebook, Instagram, and 
Tiktok.  

Studies found that the higher an influenc-
er's popularity, the more credible and reliable 
the influencer is (Vrontis et al., 2020). Popular-
ity also affects trustworthiness, where more 
popular influencers appear more trustworthy 
(Vrontis et al., 2020). It was found that an influ-
encer's popularity level was associated with 
higher effectivity on CPI (Hill et al., 2017; 
Ladhari et al., 2020; Vrontis et al., 2020). Mean-
while, although it may be easy to assume that 
the more popular an influencer is, the more 
likely it is to have a significant effect on CPI, it 
was discovered in the study of Kay et al. (2020) 
that the level of popularity of an influencer may 
result in differing effects concerning CPI, for in-
stance, micro-influencers were found to have a 
higher impact on CPI than their more popular 
and celebrity counterparts. 
 
Thus, the study hypothesized the following:  
H1: Attractiveness significantly affects CPI 
H2: Popularity significantly affects CPI 
 

Ultimately, several studies have found pos-
itive & significant effects of Product Match-Up 
on CPI, as congruence was found to affect the 
behavioral intentions of consumers (Breves et 
al., 2019; Lim et al., 2019; Torres et al., 2019; 
Vrontis et al., 2020). Despite this, other studies 
also found insignificant relationships between 
CPI and Product Match-Up (Till & Busler, 
2000). Studies even found that incongruence 
between influencers and brands can result in 
positive effects, as otherwise stated in previous 
studies, since this results in further encourage-
ment to understand information exhibited by 
the influencer (Min et al., 2019). 

 
Psychological-Related Factors 

There are two popular constructs under 
psychological-related factors in the recent lit-
erature on influencer marketing: self-congru-
ency and product match-up.  

Self-congruency accounts for the similarity 
between influencers and social media users in 
terms of personality, beliefs, and values (Kim & 
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Kim, 2022). Influencers are said to psychologi-
cally affect consumers  ’self-congruency since 
congruence stimulates consumers' desire to 
imitate (Xiao et al., 2021), and consumers tend 
to relate to and follow more influencers that 
match their perception of their self-image. Self-
congruency is highly influenced by similarities 
and interactions between consumers and influ-
encers.  It is affected by similarities in commu-
nication style, interests, and levels of interac-
tion (Kim and Kim, 2020). Homophily and Par-
asocial Interaction can give more meaning to 
Self-Congruency as people are drawn to those 
like them, and more frequent interactions re-
sult in a psychological relationship with the in-
fluencer (Ladhari et al., 2020).  

Studies show self-congruency can translate 
to CPI (Kim and Kim, 2020; Ladhari et al., 
2020). Hermanda et al. (2019) also showed 
that there exists a direct relationship between 
the reasons behind consumer purchase inten-
tions and consumers' self-concept. In the find-
ings of some studies, it was hypothesized that 
social media influencers affect consumers to 
purchase products by presenting the products 
in a manner that the consumers can observe 
the various personality or character character-
istics that match with the consumer’s ideal/ac-
tual Self-Concept. Meanwhile, while many 
other studies have also exhibited significant ef-
fects of Self-Congruency on Purchase Intention, 
some studies see the relationship between the 
two as complex (von Mettenheim & Wiedmann, 
2021). 

Product Match-Up relates to the compati-
bility of the influencer with the product or 
brand being endorsed (Lim et al., 2017; Vrontis 
et al., 2020). This compatibility between influ-
encers and products/brands, also termed con-
gruence, is crucial for several reasons. High lev-
els of congruence are associated with higher 
levels of engagement and favorable attitudes 
towards the brand (Vrontis et al., 2020). Fur-
ther, influencers with higher congruence levels 
were perceived by consumers to be more trust-
worthy and credible (Martínez-López et al., 
2020).  
 
Thus, this study hypothesized the following:  
H3: Self-Congruency significantly affects CPI  
H4: Product Match-Up significantly affects CPI  

Content Attributes 
Content attributes refer to various charac-

teristics that define the quality, impact, and ef-
fectiveness of the content created by influenc-
ers (Vrontis, 2021). In this study, content at-
tributes were limited to quality and unique-
ness. Smith and Brower (2018) emphasize the 
importance of relevance and authenticity in in-
fluencer-generated content. They argue that 
given the saturation of promotional content 
online, consumers are more likely to engage 
with content that is both highly relevant to 
their interests and perceived as authentic. 

The importance of high-quality content is 
crucial in being noticed, in expanding an influ-
encer’s reach, and in attracting current follow-
ers to continue supporting. Quality content, on 
the other hand, plays a significant role in influ-
encer marketing and has an advantageous ef-
fect on Instagram users' purchase intent (Halim 
et al., 2020). Magno (2017) posits that the qual-
ity of blog content has a positive effect on 
reader engagement, increasing awareness of 
the product endorsed in the blog. In addition, 
Rahmi et al. (2017) report that vlogs dramati-
cally affect CPI. The intention to purchase is 
more likely to rise when individuals perceive a 
product as capable of fulfilling their needs, a 
perception often fostered by high-quality con-
tent on social media (Teo et al., 2019). This is 
true even in the case of cosmetic products (Ash-
raf et al., 2018).  

Another aspect of content attributes that 
has gained popularity in recent years is unique-
ness. Uniqueness is associated with how the 
content is perceived as different, special, and 
highly specific (Casaló et al., 2020).  

Appel et al. (2019) and Dehghani and Kim 
(2019) affirm that originality and uniqueness 
of the blogs or content of influencers affect cus-
tomers' intentions to follow their advice re-
garding cosmetic products. On the contrary, 
Butcher et al. (2017) revealed that the custom-
ers' perceived uniqueness of content has an in-
significant effect on CPI as it is often  
accompanied by significant expensiveness and 
price sacrifice of the opinion leader's posts and 
blogs. 
 
Thus, the study also hypothesized the follow-
ing: 
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H5: Quality significantly affects CPI 
H6: Uniqueness significantly affects CPI 
 

This study seeks to provide empirical evi-
dence as to how source characteristics,  
psychological-related factors, and content at-
tributes positively and significantly impact  

customer purchase intention. It aims to meas-
ure the extent to which attractiveness, popular-
ity, self-congruence, product match-up, content 
quality, and uniqueness impact purchase inten-
tion. Figure 1 below presents the framework 
used in the study. 

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Operational Framework 
 
Methods 

The study utilized a descriptive-causal, sin-
gle-case study research design. In this study, the 
population of interest is the 434,000 Instagram 
followers of XYZ Cosmetics, aged 18 years and 
above. The minimum sample size was calcu-
lated using the Raosoft (2014) sample size cal-
culator with 95% confidence level and 5% mar-
gin of error, resulting to three hundred eighty-
four (384) respondents. Using a simple random 
sampling technique, a total of three hundred 
eighty-seven (387) respondents were obtained 
from contacting the Instagram followers 
through the platform. The criteria questions 
used to screen the participants were as follows: 
The respondent must be: (1) currently living in 
the Philippines, (2) a follower of XYZ Cosmetics 
on Instagram, (3) a consumer of XYZ Cosmetics’ 
products, and (4) knowledgeable about an in-
fluencer endorsing XYZ cosmetics in the plat-
form. 

The online questionnaire was distributed 
through a link that leads to a Google Form. It 
consisted of questions regarding the  

respondents ’demographics and psycho-
graphic information, which was adapted from 
Ladhari et al. (2020), and 7-point Likert scale 
items to measure the variables of the study. The 
participants were asked a to express their de-
gree of agreement or disagreement with sev-
eral statements that were adapted from 
Alalwan (2018) for customer purchase inten-
tion, Torres et al. (2019) for Attractiveness, 
Ladhari et al. (2020) for Popularity, Kim and 
Kim (2020) for Self-Congruency, Belanche et al. 
(2021) for Product Match-Up, Magno (2017) 
for content Quality, and Casalo  et al. (2018) for 
Uniqueness. Reliability of the scales were es-
tablished using Cronbach’s alpha. All the scales 
were deemed good or excellent following the 
guidelines of George and Mallery (2018).  

 
Results 

The demographics were included in the 
analysis to show the current market of XYZ  
cosmetics. These demographics can be deemed 
reliable as the sampling was done randomly.  
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Table 1. Personal Demographics  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The biggest market of XYZ cosmetics are 
university students and young adults who have 
recently joined the workforce. This is revealed 
in how 77.26% of respondents belong to the 
17-25 age group and how 59.17% of them are 
students. Expectedly, the customers of the 
brand are predominantly females.  

 

With an overwhelming majority of XYZ cos-
metics followers belonging to Generation Z, it 
can be expected that they are adept in using the 
technology and that they are active in the use of 
social media and e-commerce. Table 2 presents 
the Online Demographics of XYZ Cosmetics’ 
customers and Instagram followers. 

Table 2. Online Demographics  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

A huge percentage of XYZ Cosmetics’ cus-
tomers are online for at least 4 hours daily, us-
ing at least 3 hours daily on social networking 

sites like Instagram. Further, 96.9% of them are 
actively shopping items online every month. 
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Table 3. Customer Demographics  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The customer demographics show that XYZ 
Cosmetics has many new customers who have 
been with the brand for less than three years. 
Most of them own only one up to three products 
from the brand and only spend less than two 
thousand pesos on beauty products every 
month.  

These demographics are important consid-
erations in the descriptive and inferential anal-

ysis, as well as in recommending to XYZ Cos-
metics a strategic marketing direction pertain-
ing to e-commerce with influencer marketing.   

As the study seeks to measure the extent to 
which attractiveness, popularity, self-congru-
ence, product match-up, content quality, and 
uniqueness impact purchase intention, it is im-
portant that each variable is measured first for 
XYZ cosmetics. 

 
Table 4. Summary of Descriptive Statistics 
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Popularity was ranked the highest among 
the independent variables (M = 5.99, SD = 
1.15), showing that customers perceive that 
XYZ Cosmetics did an excellent job in choosing 
popular influencers for their products. With 
95% confidence, we can conclude that even at 
worst, customers believe that social media in-
fluencers of XYZ cosmetics are indeed very 
popular (95% CI [5.88, 6.10]). Followers of the 
brand believe that the influencers of XYZ Cos-
metics are famous, have a lot of followers and 
interactions with fans, and continue to grow 
popular more and more.  

Product Match-Up (M=5.77, SD=1.20) fol-
lowed Popularity in terms of mean rating ob-
tained. Customers believe that the products of 
XYZ Cosmetics are appropriate to the influenc-
ers that they have chosen. With 95% confi-
dence, we can conclude that XYZ Cosmetics has 
done a good job at product match-up at worst 
and excellent at best (95% CI [5.65, 5.89]). They 
assert that the products of XYZ Cosmetics fit the 
influencers well.  

Quality (M = 5.75, SD = 1.13) came very close 
next to Product Match-up. With 95% confi-
dence, we can conclude that XYZ Cosmetics’ in-
fluencers have good content at the least and oc-
casionally some excellent ones (95% CI [5.65, 
5.89]). They are unanimous in agreeing that the 
influencers of XYZ Cosmetics are reliable, up-
dated, informative, and accurate in the things 
they present or advertise.  

Attractiveness (M = 5.74, SD = 1.07) fol-
lowed with almost the same rating. With 95% 

confidence interval, we can conclude that cus-
tomers find the influencers of XYZ Cosmetics to 
be attractive even at the worst scenario (95% 
CI [5.64, 5.85]). They believe the influencers are 
physically attractive, reputable, likable, knowl-
edgeable, and noticeable.  

Uniqueness got a mean rating of 5.36 
(SD=1.30), implying that customers perceive 
the content of XYZ’s influencers to be unique 
enough. With 95% confidence, we can conclude 
that customers find the content of influencers 
of XYZ Cosmetics to be unique even in the worst 
scenario (95% CI [5.23, 5.49]). They believe the 
content made by XYZ’s influencers is one of a 
kind or different when compared to content 
made by other social media influencers.  

Self-congruency (M = 4.68, SD = 1.54) ob-
tained the lowest mean rating. The high stand-
ard deviation shows that some customers per-
ceive self-congruence to be good while some 
feel neutral about it. With 95% confidence, we 
can conclude that customers see the influenc-
ers to be relatable (95% CI [4.53, 4.84]) even in 
the worst scenario. This implies that customers 
can relate well with the influencers, see some 
similarities in them, and find them consistent 
with their own self-identity.  

Lastly, purchase intention (95% CI [5.08, 
5.34]) for XYZ Cosmetics indicates that the con-
sumers intend to purchase products from the 
brand. Based on the sample data and with 95% 
confidence, this is true even in the worst sce-
nario (95% CI [5.08, 5.34]).  

 
Table 5. Multiple Linear Regression Results 
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A multiple linear regression analysis was 
performed with 0.05 level of significance. At-
tractiveness was found to be a significant pre-
dictor of Customer Purchase Intention (B = 
0.41, t(380) = 4.97, p < .001). This implies that 
the mean rating of CPI is expected to increase 
by 0.412 on average for every unit increase in 
the mean rating for Attractiveness holding 
other variables constant. Self-Congruency was 
also found to be a significant predictor of CPI 
(B=0.11, t(380) = 2.59, p=.010). This shows 
that the mean rating of CPI is also expected to 
increase by 0.107 on average for every unit in-
crease in Self-Congruency when all other varia-
bles are held constant. Uniqueness was found 
to be a significant predictor of CPI (B=0.16, 
t(380) = 3.10, p = .002). This shows that 0.163 
is the expected increase in the mean rating of 
CPI for every unit increase in the mean rating 

for Uniqueness holding the other variables con-
stant. Meanwhile, Popularity (B=-0.02, t(380)= 
-0.31, p =.760), Product Match-Up (B=0.10, 
t(380) = 1.60, p = .111), and Quality of Content 
(B =0.03, t(380) = 0.46, p = .642), were found to 
not significantly impact CPI. 

The resulting model exhibit three signifi-
cant predictors and three insignificant predic-
tors of Customer Purchase Intention. 39.95% of 
the variations in Customer Purchase Intention 
can significantly be explained by the variations 
in the ratings for Attractiveness, Popularity, 
Self-Congruency, Product Match Up, Quality, 
and Uniqueness (F(6,380) = 42.13, p < .001, 
R2=.40).  The overall model is deemed to signif-
icantly predict customer purchase intention to 
an extent.  

The non-significant predictors were dis-
carded, and another model was analyzed.

  
Table 6. Resulting Model Summary Analysis 
 
 
 
 
 
 
 
 
 
 
 
 

The new model affirms that attractiveness, 
self-congruency, and uniqueness positively and 
significantly impact customer purchase inten-
tion. The results revealed that the model signif-
icantly predicts purchase intention (F(3,383) = 
82.89, p < .001, R2=.3937), and that 39.37% of 
the variations in purchase intention can be at-
tributed to the variations in attractiveness, self-
congruency, and uniqueness. Attractiveness 
was found to be a significant predictor of CPI 
(B=0.48, t(383) = 7.94, p < .001). A unit increase 
in the mean rating for Attractiveness is ex-
pected to increase CPI by 0.484 on average. 
Self-Congruency (B=0.11, t(383) = 2.66, p = 

.008) is also a significant predictor such that a 
unit increase in the mean rating here is ex-
pected to improve CPI by 0.109 on average. 
Uniqueness (B=0.18, t(383) = 3.64, p < .001) 
significantly predicts CPI as well. A unit in-
crease in the mean rating for self-congruency is 
expected to yield an increase of 0.183, on aver-
age, on CPI. Thus, the unexpected regression 
equation is y  = 0.936 + 0.484𝑥1+ 0.109𝑥2+ 
0.183𝑥3 where y  is the predicted CPI, and 𝑥1, 𝑥2, 
and 𝑥3, are mean ratings for Attractiveness, Self-
Congruency, and Uniqueness, respectively.  

Table 7 presents the summary of decisions 
made on the hypotheses of the study. 
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Table 7. Summary of Decisions Made 

Hypothesis Remark 
H1: Attractiveness significantly affects CPI Supported 
H2: Popularity significantly affects CPI Not Supported 
H3: Self-Congruency significantly affects CPI  Supported 
H4: Product Match-Up significantly affects CPI  Not Supported 
H5: Quality significantly affects CPI Not Supported 
H6: Uniqueness significantly affects CPI Supported 

 
Discussions  

Based on the findings of the study, while 
customers are interested in XYZ Cosmetics, 
there’s still much that can be improved when it 
comes to customer purchase intention of their 
products.  Source characteristics, psychologi-
cal-related factors, and content attributes im-
pact CPI, though not all their facets. This is con-
sistent with the existing literature. Lim et al. 
(2019) concluded that social media influencers 
can positively affect consumers' purchase in-
tentions. Djafarova and Rushworth (2017), 
meanwhile, found that consumers view social 
media influencers as more trustworthy and so-
cially close than traditional ones, consequently 
having a stronger influence on purchasing deci-
sions and higher potential in promoting prod-
ucts. 

The findings of this study show that the at-
tractiveness of the influencer significantly af-
fects CPI. In fact, among the significant predic-
tors, the attractiveness of the influencer impact 
CPI the most. The influencers' likeability, phys-
ical attractiveness, knowledgeability, and favor-
able reputation are factors considered in meas-
uring the attractiveness of an influencer. This is 
in consonance with the Meaning Transfer 
Model of McCracken (1989), which posits that 
the attractiveness of the influencer is commu-
nicated to the product and then to the consum-
ers. Torres et al. (2019) concluded the same 
when they studied the effects of influencers on 
CPI in the beauty and fashion industry in Portu-
gal.  

Meanwhile, popularity does not impact CPI 
significantly. This is similar to the findings of 
Kay et al. (2020) that an influencer's popularity, 
characterized by the number of followers, in-
creasing popularity, and post engagement, 
which are factors of popularity (Ladhari et al., 
2020), does not significantly affect CPI. The 
study even found an inverse relationship  

between popularity and CPI, where less popu-
lar influencers called micro-influencers have a 
higher effect on CPI compared to their more 
popular counterparts. 

The study found that consumers' percep-
tion of sharing similarities with influencers is 
significant when it comes to influencing pur-
chase intention. Self-congruency, as this is 
called, shows a significant and positive effect on 
CPI. This means factors such as sharing the 
same personality with an influencer, being able 
to identify and see oneself with an influencer, 
and being like others help influencers attract 
consumers to purchase products. This is in con-
cordance with the results of the studies of Kim 
and Kim (2020) and Ladhari et al. (2020).  

On the other hand, there was not enough ev-
idence to support the claim that Product Match-
Up significantly affects CPI.  This is in contradic-
tion with the findings of Matti (2018) who in-
vestigated brand-consumer, endorser-con-
sumer, and brand-endorser, and found that 
brand-endorser match-up impacts CPI signifi-
cantly.  

The quality of the content posted by influ-
encers was found to not matter to consumers as 
it affects their purchase intention. Accuracy, re-
liability, and updated content do not seem to 
matter much to consumers. This finding is also 
supported by literature that asserts how Qual-
ity does not significantly impact CPI. Clickbait, 
lacking credibility, and ignoring ethical stand-
ards are some of the issues mentioned by Mar-
tí n-Consuegra et al. (2018) to explain why dis-
trust has grown among consumers and why the 
quality of content may have little or even ad-
verse impact on CPI.  

Lastly, uniqueness was found to influence 
CPI significantly and positively. This conforms 
with the literature. The unique content can be 
easily remembered and encourages consumers 
to try out the product (Appel et al., 2019; 
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Dehghani & Kim, 2019). The study by Appel et 
al. (2019) pointed out that social media influ-
encers with original and unique content attract 
more followers and increase the likelihood of 
recommendations. In addition, the findings of 
this study agree with the Engel-Kollat-Black-
well Model of Consumer Behavior (1968), 
where the unique content provided by the ref-
erence group or the influencer results in infor-
mational influence and intentions to purchase.  

 
Conclusions 

This study reveals the perceptions of XYZ 
Cosmetics Philippines’ consumers regarding 
their influencers' attractiveness, popularity, 
self-congruence, product match-up, content 
quality, and uniqueness. XYZ customers viewed 
the influencers of the brand as attractive. They 
also find the influencers of the brand to be pop-
ular, credible, relatable to consumers, compati-
ble with the products endorsed, and unique in 
their quality content.  

Source characteristics, psychological-re-
lated influential factors, and content attributes 
affect customer purchase intention. However, 
not all the facets of these constructs impact CPI. 
Based on the analyses performed, only the at-
tractiveness of the influencer (source charac-
teristic), uniqueness of their content (content 
attributes), and self-congruency (psychologi-
cal-related influential factors) significantly af-
fect purchase intention. Attractiveness impacts 
purchase intention the most and should be pri-
oritized first, followed by uniqueness and self-
congruence. 

The findings contribute to the pool of re-
search in influencer marketing, especially in the 
beauty and cosmetics industry in the Philip-
pines. To improve purchase intention, it is rec-
ommended that businesses acquire services of 
influencers who are perceived as attractive by 
the target market, who match well with the 
products and the brand, and who make content 
that is original and different from what other 
influencers post online.     

 
Limitations 

This study used a probabilistic sampling 
technique with a relatively big sample size. 
However, the research is limited to quantitative 
data, and the model tested is limited to multiple 

linear relationships. It is suggested that future 
studies embark on qualitative studies that will 
explain how the variables of source character-
istics, psychological-related influential factors, 
and content attributes influence customer pur-
chase intention. Also, the study should extend 
to more brands as the relationship revealed 
here may only be true for XYZ Cosmetics.  
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