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ABSTRACT 

 

In this study, we analyze the influence of influencer follower count on 

purchase behavior and consumer perception in college students, and 

address an emerging gap in the social media-driven marketing research 

area. Influencers on the one hand have very different follower counts, 

credibility and knowledge on the other, and while little research has 

been done on how these factors affect consumers' responses. Based on 

digital consumer behavior and persuasion theory, we study three inde-

pendent variables - follower count impact, consumer perception and 

purchase behavior - and how these predict consumer behavior. Using 

descriptive-correlational research design, we collected data from 394 

college students through 5-point Likert scale surveys and the followers' 

characteristics (M = 3.49, Agree), consumer perception indicators (M = 

3.09, Neutral) and purchase behavior (M = 3.40, Neutral). We found that 

the follower count impact is strongly correlated with consumer percep-

tion (R² = .43, F = 117.59, p < .001) and purchase behavior (R² = .49, F = 

380.25, p < .001). Likewise, consumer perception influenced purchase 

behavior strongly (R² = .49, F = 380.25, p < .001). Furthermore, a study 

also demonstrated that influencer exposure and follower count shape 

purchase behavior directly and indirectly through consumer percep-

tion, which is the most important way to link influencer cues to buying 

behavior. The research shows that seeing influencers often and know-

ing their follower count influences students' trust in them and that this 

trust in them is what drives buying behavior, so we need to be honest 

on influencer approach and clear marketing and research into why peo-

ple follow and buy from these influencers. 
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Background 
Within the past decade, and along with the 

continuous advancement of technology and so-
cial media, influencer marketing has become 
increasingly popular throughout social media 
platforms (Kim, et al 2021). By utilizing social 
media, brands collaborate with social media in-
fluencers that have a significant influence on 
their audiences to promote their products or 
services. The influencer phenomenon has bur-
geoned into a standalone industry and career 
path, thanks to the exponential growth of social 
media platforms like TikTok, Instagram, Snap-
chat, and Pinterest. A study by highlights that 
trust is a foundational aspect of influencer mar-
keting as consumers perceive influencers as 
trustworthy sources of information due to their 
authenticity (Tafesse & Wood, 2021). In sup-
port of this argument, it was found that “Insta-
gram users tend to trust influencers with more 
modest numbers of followers than those with 
larger follower bases.” (Djafarova & Rush-
worth, 2017). 

Consumer perception in influencer market-
ing is based on trust, awareness, social proof, 
emotional connection, and engagement (Hol-
lebeek et al., 2019). Trust is the foundation of 
the marketing strategy because influencers are 
seen by consumers as trustworthy sources of 
information (Tafesse & Wood, 2021), and re-
search also indicates that “Instagram users 
trust influencers with relatively small numbers 
of followers more than those with larger fol-
lowers” (Djafarova & Rushworth, 2017). Addi-
tionally, “customers tend to buy products seen 
used by an influencer during the purchase de-
cision phase” (Gelati et al., 2022), revealing that 
influencers impact decision-making in every-
day life and change consumer/brand engage-
ment. And finally, more followers can increase 
trustworthiness and expertise and it will have 
an impact on the consumer’s attitude towards 
influencer products, and perception is re-
garded as a mediating factor in influencer mar-
keting (Abraham et al., 2022). 

Influencers are renowned as reliable and 
trustworthy sources of information and are re-
garded as knowledgeable people offering rec-
ommendations that are then believed by their 
audiences. When influencers endorse products, 
their followers are more likely to purchase 

them, resulting in brand awareness, credibility, 
social validation, emotional engagement, and 
ultimately higher sales (Adebayo et al., 2023). 
Influencer marketing is a business-to-con-
sumer (B2C) approach that leverages the influ-
ence, trust, and social reach of people with 
strong online followings to promote products 
or services and influence consumer behavior. 
With this marketing approach having become 
so significant in influencing the purchasing de-
cisions of college students, influencers are be-
coming more personal and more in tune with 
the consumers in this market and have a direct 
impact on the way brands are perceived (Gelati 
et al., 2022). 

To fill the gap in understanding the impact 
of influencer popularity in consumer decisions, 
we study the impact of influencer follower 
count on consumer perceptions and purchase 
behavior among college students. In particular, 
we assess how students' perception of credibil-
ity, trustworthiness and authenticity in social 
media influencers are influenced by the fol-
lower count and how these perceptions affect 
their purchasing behavior and actions. Bring-
ing together theoretical knowledge on influ-
encer marketing and consumer psychology 
with the behavior of young digital consumers 
through this research, we hope to gain a better 
understanding of how social proof methods af-
fect consumers’ purchasing behaviour in a stu-
dent-centered context. This research is in-
formed by the following questions: (1) Do col-
lege students feel the credibility and the au-
thenticity of the influencers based on the fol-
lower count? (2) How much does consumer 
perception influence the purchase behavior of 
college students in the presence of influencers 
with different follower counts? (3) Does influ-
encer follower count influence consumer per-
ception and purchase behavior of college stu-
dents? To answer these questions, we employ 
the following null hypotheses: (1) College 
learners do not believe that influencer follower 
count impacts their perceived perception and 
consumer perception. (2) College learners do 
not believe consumer perception affects their 
purchase behavior. (3) College learners do not 
believe in follower count in influencer follower 
count but also their perception of them. (4) Col-
lege learners think about the follower number 
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of influencers when buying more products and 
not less. 

Figure 1 shows the design of the study and 
the main variables under study and their ex-
pected relationships. Specifically, it explains 

how exposure to influencers and follower 
count are prior variables that influence con-
sumer perceptions and then purchase behav-
ior. The figure illustrates how the variables are 
assumed to flow in a given direction.

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Conceptual Model of the Relationship Among Influencer Exposure, Follower Count, Con-
sumer Perception, and Purchase Behavior 

 
The figure shows that influencer exposure 

and follower count have a direct impact on con-
sumers’ purchase behaviour as well as how 
they will perceive products or brands. These 
perceptions affect purchasing behavior further. 
This relationship indicates that consumers 
don’t just respond to the visible influencer 
characteristics (like popularity or reach), but 
also to the emotional and cognitive responses 
as well. Consequently, the influence of influenc-
ers and consumer perception are integrated in 
shopping behavior. 

 
Methods  
Research Design 

In this study, we used a quantitative de-
scriptive-correlational research design to ex-
amine the relationship between influencer fol-
lower count, consumer perception, and pur-
chase behavior among college students. The de-
sign was well placed, as it allowed the research-
ers to describe their perceptions and behaviors 
and also to discover statistical relations among 
the variables. In this study, we asked whether 
the number of followers an influencer has had 
a significant impact on consumer perception 
and purchase behavior without affecting any of 
the variables. 

 

Respondents 
The target population of the study was col-

lege students from various universities in Cebu 
City, Philippines. They were selected because 
they are active users of social media platforms 
and are a key demographic in influencer mar-
keting research. A total of 394 students were 
selected. They conducted voluntary response 
sampling and selected participants based on 
their willingness to participate in the survey. It 
was completely voluntary and in accordance 
with ethical research guidelines and to pre-
serve confidentiality of responses. 

 
Instruments 

The questionnaire in this study included 
several sections on influencer exposure, fol-
lower count perception, consumer perception, 
and purchase behavior and consisted of five 
item questions addressing all the dimensions of 
these variables. Our reliability analysis using 
Cronbach’s alpha demonstrated good internal 
consistency for influencer exposure and fol-
lower count (α = 0.845), acceptable reliability 
for follower consumer perception (α = 0.896), 
and high reliability for purchase behavior (α = 
0.907). The data presented in this study were 
well-measured in each item scale and the data 
reported in this study was representative of 
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what is needed for the evaluation of the model 
to be a reliable multi-item scale in the context 
of influencer marketing research. Consistency 
in measurement also plays a key role in meas-
uring credibility, exposure frequency, and be-
havioral responses (De Veirman et al., 2017; 
Lou & Kim, 2019). Both consumer perception 
and purchase behavior are best measured in 
combination, and authenticity, trustworthi-
ness, and intention were well-measured in the 
multi-item scale used in this study (Sokolova & 
Kefi, 2020). These reliability results suggest 
that the assessed instrument used in this study 
is robust and fit for the study of influencer-re-
lated variables and consumer decision making. 

 
Data Collection 

Data were collected online via Google 
Forms for college students from different uni-
versities in Cebu City. Before answering, they 
were presented with a consent form that out-
lined the study's purpose, voluntary participa-
tion, and confidentiality of responses. The 
questionnaire had 3 parts for the study varia-
bles and was based on a 5-point Likert scale 
ranging from Strongly Disagree (1) to Strongly 
Agree (5). All responses were automatically 
recorded on Google Forms and then organized 
for statistical analysis. 

 
Data Analysis 

In order to analyze the data collected by the 
respondents, descriptive and inferential statis-
tical methods were used in the study. Descrip-
tive statistics (especially, the computation of 
means) were used to summarise the level of in-
fluencer exposure, follower count perception, 
consumer perception, and purchase behaviour. 
In order to investigate the relationship be-
tween the variables, regression analysis was 
used to assess the predictive impact of influ-
encer exposure and follower count on con-
sumer perception and consumer perception on 
purchase behaviour. This also allowed for the 
investigation of mediation effects and to assess 
if consumer perception is an intermediary be-
tween independent and dependent variables. 
The regression method was appropriate to test 
the study’s hypotheses and to get evidence for 
how influencer-related cues influence  

consumer purchasing behavior in the context 
of digital consumption. 

 
Ethical Considerations 

All respondents were informed about the 
study objectives, scope and risks. Data collec-
tion was conducted anonymously and no per-
sonally identifiable information was recorded. 
Participation was voluntary and respondents 
had the right to withdraw from the study at any 
stage without consequence. The research pro-
tocol was based on the ethical principles of the 
APA Ethics Code (2017) and involved informed 
consent, confidentiality and responsible data 
collection. 

 
Results and Discussions 
Influencer Exposure and Follower Count  

Research has shown that influencer expo-
sure and follower count are influential visibility 
signals that influence people’s perception of 
the influencers and how they respond to their 
content. Frequent exposure promotes familiar-
ity, trust and message recall, which supports 
the idea that repeated exposure engenders 
trustworthiness and credibility (Campbell & 
Farrell, 2020; De Veirman et al., 2017). Con-
versely, follower count is social proof: higher 
numbers are indicative of popularity and legit-
imacy and thus increase trustworthiness and 
influence (Jin & Phua, 2020; Sundar, 2020). But 
follower count alone is not enough, since qual-
ity of engagement and authenticity can reduce 
the impact (Audrezet et al., 2020). Influencer 
exposure and follower count are related to con-
sumer perception and persuasive efficacy and 
affect brand engagement, preference and pur-
chase intention (Lou et al., 2019; Sokolova & 
Kefi, 2020). 

Table 1 shows the mean scores and corre-
sponding levels of agreement for the five crite-
ria for influencer exposure and follower count. 
These scores are measured on a five-point Lik-
ert scale, from strong disagreement to strong 
agreement, and the results show how strongly 
each of the criteria impacts the way people 
view social media influencers. Higher mean 
scores indicate stronger perceived influence, 
which tells us what factors are driving influ-
encer credibility and appeal.
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Table 1. Means and Levels of Agreements of Influencer Exposure and Follower Count Criteria 

Influencer Exposure and Follower Count Criteria Means Interpretation 

1. An influencer’s follower count affects how I view their posts. 3.51 Agree 
2. I pay attention to the follower count when evaluating an  
influencer’s recommendation. 

3.47 Agree 

3. I consider accounts/influencers with many followers as more 
established. 

3.70 Agree 

4. I find endorsements from small accounts to be as reliable as  
those from larger accounts. 

3.39 Neutral 

5. I find endorsements from large accounts to be trustworthy  
even if they are commercial. 

3.38 Neutral 

Average 3.49 Agree 
Note. Interpretation of mean scores: 1.00-1.80 = Strongly Disagree; 1.81-2.60 = Disagree; 2.61-
3.40 = Neutral; 3.41-4.20 = Agree; 4.21-5.00 = Strongly Agree. 
 

Overall, the results indicate that follower 
metrics are important to evaluate influencers. 
The greatest endorsement came with per-
ceived credibility by size (M = 3.70), suggesting 
that a bigger follower base is still a way of es-
tablishing trustworthiness and expertise, 
which is consistent with findings that the audi-
ence often uses numerical popularity as a cue 
(Lim & Kim, 2023; Sundar et al., 2022). Influ-
encer Follower Impact (M = 3.51) and Follower 
Count Evaluation (M = 3.47) were also rated as 
“Agree” on the scale of 1-10 and the followers 
are the key to how the audience sees and judges 
an influencer’s authority and ability to per-
suade (Varma & Singh, 2024). 

Follower count was generally accepted as 
an important evaluation cue (M = 3.49, Agree), 
but its influence seems to be conditional rather 
than absolute. This is supported by the average 
ratings of Small Account Reliability (M = 3.39) 
and Large Account Trustworthiness (M = 3.38) 
which indicates that college students in Cebu 
City do not instantly trust big influencers or see 
smaller influencers as more genuine. This neu-
trality could be affected by the local socio-cul-
tural and socio-economic context in which stu-
dents are highly exposed to influencer content 
and are more aware of its commercial aspect. 

In the local context, especially among urban 
college students, the purchase decision is usu-
ally influenced by price, value for money and 
previous experience with sponsored content. 
Hence, follower size may not be a decisive cred-
ibility signal anymore. Students appear to be 
more concerned with the authenticity, rele-
vance, and transparency of influencer  

endorsements. The fact that people don’t care if 
an account is small or large suggests a savvy au-
dience that knows influencers of all sizes are 
doing paid partnerships, which demolishes the 
trust signal that is normally tied to popularity 
metrics. 

These findings suggest that in this sample, 
the number of followers is more of an initial 
heuristic than a determinant of trust. This con-
textualized interpretation is in line with the 
study’s mediation results, supporting the idea 
that the central process through which influ-
encer exposure affects purchase behavior is 
consumer perception, not the size of followers. 

Small-Account Reliability (M = 3.39) and 
Large-Account Trustworthiness (M = 3.38) 
were viewed as “Neutral” - the follower size is 
important, but the qualitative ones like authen-
ticity, content relevance, or transparency are 
what really matter. This is consistent with re-
cent surveys that suggest consumers are be-
coming more discerning about follower num-
bers and artificially high engagement (Varma & 
Singh, 2024). The overall average score of 3.49 
in the “Agree” group is evidence of followers 
being important but not the only factors that 
determine the credibility of an influencer (Lim 
& Kim, 2023; Sundar et al., 2022). 

 
Consumer Perception  

Consumer perception plays a crucial role in 
influencing the way consumers view and re-
spond to influencer content because it is the 
perception of whether an influencer is credible, 
authentic, and trustworthy. Research shows 
that positive consumer perception increases 
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engagement, attitudes toward endorsed 
brands, and purchase intention (Lou & Kim, 
2019). In general, audiences tend to trust the 
authenticity and transparency of influencers 
who are perceived as genuine and consistent, 
which makes them susceptible to their content 
(Audrezet et al., 2020). Parasocial relationships 
(feeling close to or related to influencers) also 
raise consumer perception and make their fol-
lowers open to persuasive messages (Sokolova 
& Kefi, 2020). Overall, the literature shows that 
consumer perception is a powerful psychologi-
cal mechanism for influencer behavior and is 
associated with what is perceived by the con-
sumer. 

Table 2 shows mean scores and agreement 
levels for the five criteria that impact consum-
ers’ perceptions of influencers. The values are 
based on a five-point Likert scale, which repre-
sent everyone’s general opinion of the influenc-
ers and the reliability, authenticity, credibility, 
and informational value they provide to the au-
dience. In this way, we can explore the trust-
worthiness and utility of influencer-generated 
content to the consumers in terms of how trust-
worthy and informative influencer-generated 
content is perceived in terms of consumer atti-
tudes and decisions. 

 
Table 2. Means and Levels of Agreements of Consumer Perception 

Consumer Perception Criteria Means Interpretation 
1. I can rely on influencer recommendations. 3.24 Neutral 
2. Influencers provide helpful and accurate information. 3.28 Neutral 

3. Influencers feel genuine and not overly scripted. 2.93 Neutral 
4. Influencer content seems aligned with their real preferences. 3.20 Neutral 
5. Higher follower counts make influencers seem more credible. 2.81 Neutral 
Average 3.09 Neutral 

Note. Interpretation of mean scores: 1.00-1.80 = Strongly Disagree; 1.81-2.60 = Disagree; 2.61-
3.40 = Neutral; 3.41-4.20 = Agree; 4.21-5.00 = Strongly Agree. 
 

All the indicators fit within the neutral cat-
egory, indicating a very moderate opinion 
among respondents about the perceptual qual-
ity of influencers. Recommendation reliability 
(M = 3.24) and information accuracy (M = 3.28) 
received the highest level of neutrality, sug-
gesting that people do not trust or distrust in-
fluencers’ recommendations too much, which 
is in line with recent research that indicates 
while audience members appreciate influenc-
ers as a source of information, they are still cau-
tious about sponsorship bias and commercial 
persuasion (Hwang & Zhang, 2020). Content 
Authenticity (M = 2.93) and Genuine Prefer-
ence Alignment (M = 3.20) are also within the 
neutral range, which suggests that there is still 
doubt as to whether or not the influencer en-
dorsement is genuine. Prior research shows 
that consumers are increasingly suspicious of 
influencer motivations as audiences become 
more aware of brand partnerships and curated 
online profiles (Lee & Eastin, 2021). 

 

The lowest rated criterion (Credibility by 
Follower Count) M = 2.81 also indicates that re-
spondents do not associate numerical popular-
ity with credibility. This is consistent with a 
broader shift in digital consumer behavior in 
which knowledge, transparency and authentic-
ity are more important than superficial popu-
larity cues (Lou, Tan, & Chen, 2019). The over-
all mean score of 3.09 (“Neutral”) indicates that 
consumers are not blind to influencer content 
but are more cautious and judgmental and not 
to have their opinion. This is consistent with re-
cent research that has shown that credibility is 
still based on much more than just follower 
numbers (Jin et al., 2019) and that people are 
looking at what you have said or done but not 
what you’ve written, so credibility is subjective 
and it takes much more than a follower number 
(Jin et al., 2019). This suggests that influencers 
and marketers need to be transparent and have 
the confidence of the public for longer-term en-
gagement. 
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Purchase Behavior  
Purchase behavior is highly influenced by 

the consumers’ perceptions of influencers and 
the persuasive cues in social media content. Re-
search shows that credibility, authenticity, and 
emotional connection are among the factors 
driving consumers to consider or purchase en-
dorsed products (Jin & Phua, 2020). Positive 
purchase behavior is also linked to influencers’ 
trustworthy recommendations and relatable 
content, which are more likely to boost con-
sumers’ confidence in the product or brand 
(Chetioui et al., 2020). Exposure to influencer 
content was also found to affect purchase in-
tentions through social proof and parasocial in-
teractions by making followers feel that they 
are connected to influencers who endorse them 
and therefore more likely to respond to their 

endorsement (Sokolova & Kefi, 2020). In gen-
eral, the literature shows that purchase behav-
ior is influenced by the product appeal and psy-
chological and relational cues embedded in in-
fluencer–audience interactions. 

Table 3 indicates the mean scores and 
agreement levels for the five criteria used to as-
sess the purchase behavior of the participants. 
Based on a five-point Likert scale, the results 
provide a glimpse of the participants’ tenden-
cies, intentions, and decision-making processes 
with regard to purchasing. In particular, the 
findings show how social media influences con-
sumer awareness, preference formation, and 
buying behavior to an extent that online con-
tent, peer opinions, and digital exposure influ-
ence the purchasing behavior of respondents.

 
Table 3. Means and Levels of Agreements of Purchase Behavior 

Purchase Behavior Criteria Means Interpretation 

1. I would consider purchasing products recommended by influencers. 3.41 Agree 
2. I intend to try or buy products recommended by influencers  
if budget allows. 

3.55 Agree 

3. I would recommend products to a friend after seeing them  
endorsed by influencers. 

3.24 Neutral 

4. The higher an influencer’s follower count, the more likely I am  
to purchase their recommended products. 

3.29 Neutral 

5. I have previously bought a product because of  
an influencer’s recommendation. 

3.49 Agree 

Average 3.40 Neutral 
Note. Interpretation of mean scores: 1.00-1.80 = Strongly Disagree; 1.81-2.60 = Disagree; 2.61-
3.40 = Neutral; 3.41-4.20 = Agree; 4.21-5.00 = Strongly Agree. 
 

Three indicators are considered by the 
“Agree” group—Purchase Consideration (M = 
3.41), Intent to Try or Buy (M = 3.55), and Past 
Influencer-Driven Purchase (M = 3.49)—indi-
cating that influencers have a role in influenc-
ing consumer intention and past purchasing ex-
periences. These findings are in line with the 
evidence that influencer marketing increases 
consumer willingness to try product trials and 
purchase intention through the development of 
persuasive messaging and reduced product un-
certainty (De Veirman & Hudders, 2020). The 
role of influencers in influencing purchase ac-
tion is also reinforced in studies that show that 
exposure to influencer recommendations can 
activate aspirational motivation and social 

proof, which are linked to higher levels of be-
havior (Chetioui et al., 2020). 

Two indicators—peer Recommendation In-
fluence (M = 3.24) and Purchase Likelihood by 
Follower Count (M = 3.29)—were considered 
neutral, which means that social and numerical 
signals do not drive purchasing behavior. This 
follows the results of finding that peer influ-
ence and follower metrics have a certain level 
of influence but are moderated by perceived 
authenticity, consumer skepticism, and prior 
experience with influencer-promoted products 
(Jin & Phua, 2020). The overall average of 3.40 
means that influencers can influence purchase 
intentions but consumers are still cautious and 
will take other factors (like personal relevance, 
brand familiarity, and content credibility) into 
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account in making a decision. Such findings in-
dicate that influencer marketing can drive con-
sumer interest but it is only effective when 
trust, transparency, and genuine value commu-
nication are built into the buying strategies (Al-
Farraj et al., 2021). 

 
Influencer Exposure and Follower Count 

Model Summary.  Table 4 summarizes the 
regression model for the predictive relation-
ship between influencer exposure, follower 
count, and purchase behavior in this study. The 

key model fit parameters are the correlation 
coefficient, coefficient of determination, ad-
justed R², standard error, and total number of 
observations. These figures provide a complete 
picture of the influence of the independent var-
iables (and specifically influencer exposure) on 
the consumers’ purchase behavior. This infor-
mation helps to understand the model’s 
strength and explanatory power in predicting 
the purchasing behavior of consumers in the 
context of social media. 
 

 
Table 4. Model Summary for Influencer Exposure and Follower Count Outcomes 

Statistic Value 
Multiple R 0.70 
R Square 0.49 

Adjusted R Square 0.49 
Standard Error 0.66 

Observations 394 

Our model achieves a Multiple R of .70 that 
is very positive for influencer exposure and fol-
lower count, causing consumers to buy prod-
ucts. The R² of .49 confirms that nearly half of 
the variance in purchase behavior is explained 
by these predictors and the model is reliable. 
The R² of .38 and the adjusted R² of .48 is also 
good because in this case our model is reliable 
because of the sample size (N = 394). The 
standard error (.66) indicates that the pre-
dicted values are slightly variable, but the influ-
encer exposure and follower count are im-
portant factors and other factors could affect 
purchase behavior. In general, this means that 
our model is a good model to understand how 

influencer-related cues can influence consumer 
decision making and decision making. 

 
ANOVA. Table 5 summarizes the ANOVA 

results that characterize the statistical signifi-
cance of the regression model that was used to 
predict the outcome variable from influencers' 
exposure and follower count. The table in-
cludes the degrees of freedom, sum of squares, 
mean squares, F-value, and significance level. 
These are used to assess the model's goodness 
of fit and to show that independent variables 
explain the variance in the dependent variable 
in the best way, thus confirming the model's 
overall explanatory power.

 
Table 5. ANOVA Summary for Influencer Exposure and Follower Count Outcomes 

Source df SS MS F Significance F 
Regression 1 167.43 167.43 380.25 < .001 
Residual 392 172.61 0.44 

  

Total 393 340.04 
   

 
The ANOVA results show that the regres-

sion model is statistically significant (F = 
380.25, p < .001), and influencer exposure and 
follower count account for a large share of the 
variance in purchase behavior. The significance 
level of these results shows that the likelihood 
of these results occurring by chance is very low, 

and that the independent variables are predic-
tive. This means that more influencer exposure 
and more follower-related cues have a direct 
impact on consumers' decisions to make pur-
chases. The strong F-value also confirms that 
influencer-related factors are involved in influ-
encing purchase behavior in digital markets 
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and that they are a significant factor for strate-
gic marketing and engagement strategies. 

 
Coefficients. Table 6 shows the unstand-

ardized regression coefficients (B), SE, t-values, 
significance levels (p), and 95% confidence in-
tervals for the predictor (influencer exposure) 

and intercept. These statistical values illustrate 
both the magnitude and direction of the rela-
tionship between influencer exposure and pur-
chase behavior. The model can now under-
stand how changes in influencer exposure in-
fluence consumers' purchasing behavior, and 
the strength of this relationship.

 
Table 6. Regression Coefficients for Influencer Exposure and Follower Count Outcomes 

Predictor B SE t p 95% CI 
Intercept 0.75 0.14 5.41 < .001 [0.48, 1.03] 
Influencer Exposure 0.76 0.04 19.50 < .001 [0.68, 0.83] 

 
The regression coefficient for influencer ex-

posure (B = 0.76, p < 0.001) shows that for 
every one-unit increase in influencer exposure 
the predicted purchase behavior score goes up 
0.76 units and all other variables remain the 
same. The small confidence interval [0.68, 0.83] 
indicates that this is a relatively consistent and 
accurate estimate and that the effect is stable 
and positive. The intercept (B = 0.75) is the ex-
pected baseline level of purchase behavior 
when influencer exposure is zero and can be 
used to understand the model's predictions. 
Taken together, the results show that influ-
encer exposure is a significant and statistically 
significant predictor of purchase behavior and 
therefore is important in influencing consumer 
decision making in digital marketing. Samanta 
et al. (2025) demonstrated a strong effect of in-
fluencer exposure on purchase intention (β = 
0.83, p < 0.001) indicating that influencer mar-
keting is a very good predictor of consumer be-
havior. Mohammed and Sundararajan (2025) 

also found that trust in influencers is very sig-
nificant in purchasing intentions (p < 0.01), fur-
ther supporting the reliability and importance 
of influencer exposure to consumers in influ-
encing the purchase intention and purchase de-
cision making process. 

 
Consumer Perception 

Model Summary.  Table 7 summarizes the 
model summary for the regression analysis of 
how influencer exposure and follower count 
predict consumer perception, which is the me-
diating variable in our study. The table details 
key indicators of model fit including the corre-
lation coefficient, coefficient of determination 
(R²), adjusted R², standard error, and total 
sample size. Together, these indicators illus-
trate how effectively the independent variables 
explain the variance in the mediating variable, 
and indicate the strength of their combination 
in consumer perception. 

 
Table 7. Model Summary for Consumer Perception Outcomes 

Statistic Value 

Multiple R 0.66 
R Square 0.43 

Adjusted R Square 0.43 
Standard Error 0.63 

Observation 394 
 

The Multiple R of the model is 0.66 indicat-
ing a moderately positive association between 
influencer exposure, follower count, and con-
sumer perception. The R² = 0.43 indicates that 
43% of the variance in consumer perception is 
accounted for by the predictors, and the same 

adjusted R² = 0.43 is indicative of the model be-
ing stable and reliable given sample size (N = 
394). The standard error of 0.63 indicates that 
the predicted values vary from point A to point 
B and there are other factors contributing to 
the perception of influencers which affect how 
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consumers perceive influencers in the context 
of consumer perception. In conclusion, we are 
able to show that influencer exposure and fol-
lower count have a significant impact on con-
sumer perception and thus are influential ante-
cedents in the mediation. 

 
ANOVA. Table 8 presents ANOVA results il-

lustrating the overall significance of the regres-
sion model predicting consumer perception 

based on influencer exposure and follower 
count. The degrees of freedom, sum of squares, 
mean square values, F-statistic, and signifi-
cance level all measure how well the model ex-
plains variance in the mediating variable. 
These are important indicators to identify the 
extent to which the different independent vari-
ables contribute meaningfully to differences 
observed in consumer perception.

 
Table 8. ANOVA Summary for Consumer Perception Outcomes 

Source df SS MS F Significance F 
Regression 1 117.59 117.59 295.94 < .001 
Residual 392 155.76 0.40 

  

Total 393 273.35 
   

 
The ANOVA results show that the regres-

sion model is statistically significant, F(1, 392) 
= 295.94, p < .001, which shows that influencer 
exposure and number of followers, as well as 
impact on perception of consumers, together 
make up a large part of the variance in percep-
tion. The large F-value indicates predictors are 
more likely to explain consumer perception 
than chance. Our results show that visibility-re-
lated signals such as influencer exposure and 
perceived follower metrics are important in 
consumer perception of influencers for credi-
bility, authenticity, and informational value. 
The strong ANOVA results further indicate that 
the model is effective and that these variables 

play a role in predicting consumer perception 
as a mediating factor. 
 

Coefficients. Table 9 presents the unstand-
ardized regression coefficients (B), standard 
errors (SE), t-values, significance levels (p), and 
95% confidence intervals for the predictor var-
iable (influencer exposure) along with the in-
tercept in predicting consumer perception. 
These coefficients reflect both the magnitude 
and direction of the relationship between influ-
encer exposure and the mediating variable, of-
fering insight into how changes in exposure 
contribute to shifts in consumers’ evaluations 
and perceptions of influencers. 

 
Table 9. Regression Coefficients for Influencer Exposure and Follower Count Outcomes 

Predictor B SE t p 95% CI 
Intercept 0.88 0.13 6.62 < .001 [0.62, 1.14] 
Influencer Exposure 0.63 0.04 17.20 < .001 [0.56, 0.71] 

 
The regression coefficient for influencer ex-

posure is B = 0.63 and p < 0.001, so that for 
every one unit increase in influencer exposure, 
consumer perception increases by 0.63 units, if 
we keep all other factors constant. The confi-
dence interval [0.56, 0.71] confirms this effect 
is accurate and consistent, and that the effect is 
indeed positive. The intercept (B = 0.88) is the 
expected level of consumer perception if influ-
encer exposure is zero, which can be used to 
understand the model results. Overall, the find-
ings show that influencer exposure is a strong 

and statistically significant predictor of con-
sumer perception, reinforcing its role as a key 
antecedent in the mediation process and high-
lighting how increased visibility and engage-
ment with influencers meaningfully shape con-
sumers’ evaluative judgments (Pan et al., 2025; 
Kedia et al., 2025). 
 
Purchase Behavior 

Model Summary. Table 10 presents the 
model summary for the regression analysis 
predicting purchase behavior, which involves 
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influencer exposure, number of followers, and 
consumer perception in the mediation frame-
work. The table displays key indicators of the 
model performance, including the correlation 
coefficient (Multiple R), coefficient of  

determination (R²) of the regression, adjusted 
R², standard error of the estimate, and sample 
size. This means that both predictors (direct vs 
indirect) account for variance in consumers' 
purchase behavior. 

 
Table 10. Model Summary for Purchase Behavior Outcomes 

Statistic Value 
Multiple R 0.76 

R2 0.57 
Adjusted R2 0.57 

Standard Error 0.61 
Observations 394 

 
The Multiple R is 0.76, indicating a strong 

positive relationship between the combined 
predictors and purchase behaviour. The R² is 
0.57, which means 57% of the variance in pur-
chase behavior is explained by the integrated 
model, indicating the predictive power of influ-
encer exposure, follower count, and consumer 
perception. The same adjusted R² value further 
confirms the model’s reliability given the sam-
ple size (N = 394). This standard error of 0.61 
indicates some variability around predictions 
and suggests that although the model captures 
most of the variance, there are other contextual 
or personal factors that impact purchase deci-
sion making. Thus, we believe that consumers' 
perception is significant as a mediator of influ-
encer-related signals regarding purchase be-

havior and the influence of exposure, percep-
tion, and consumer action in digital marketing 
is very much interrelated. 

 
ANOVA. Table presents ANOVA results for 

the regression model predicting purchase be-
havior with exposure to influencers, follower 
count, and the variable consumer perception. 
The degrees of freedom, sum of squares, mean 
squares, F-statistic, and significance measure 
all indicate that the combined predictors are 
able to explain a significant share of the vari-
ance in the dependent variable. These 
measures indicate how well the model is fit and 
successful in the influence–perception path-
way in which we have considered to describe 
consumers' purchase behavior. 

 
Table 11. ANOVA Summary for Purchase Behavior Outcomes 

Source df SS MS F Significance F 
Regression 2 195.03 97.52 262.96 < .001 
Residual 391 145.00 0.37 

  

Total 393 340.04 
   

 
The ANOVA results show that the regres-

sion model is statistically significant, F(2, 391) 
= 262.96, p < .001, indicating that influencer ex-
posure, follower number, and consumer per-
ception together account for a significant 
amount of variance in purchase behavior. The 
large F-value indicates that the predictive 
model is much better than expected by chance 
and that the independent variables and media-
tor are highly intertwined. In this study, expo-
sure-based and follower-related cues, along 
with consumers’ perception of influencers, play 

a key role in influencing purchase behavior. 
These ANOVA findings are encouraging to sup-
port the mediation model and demonstrate 
how influencer attributes and consumer per-
ception are all involved in the purchasing be-
havior. 

 
Coefficients. Table 12 shows the unstand-

ardized regression coefficients (B), standard 
errors (SE), t-values, significance levels (p), and 
95% confidence intervals for the predictors in 
the model explaining purchase behavior. In this 
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mediation framework, influencer exposure and 
consumer perception are key predictors of the 
dependent variable. These coefficients can be 
seen in terms of both the magnitude and direc-

tion of their impact on purchase behavior, re-
vealing how each variable contributes to 
changes in consumers' purchase-related deci-
sions. 

 
Table 12. Regression Coefficients for Purchase Behavior Outcomes 

Predictor B SE t p 95% CI 

Intercept 0.39 0.14 2.85 .005 [0.12, 0.65] 
Influencer Exposure 0.49 0.05 10.38 < .001 [0.40, 0.58] 
Consumer Perception 0.42 0.05 8.63 < .001 [0.33, 0.52] 

 
Our results show that exposure to influ-

encer marketing (B = 0.49, p < .001) is im-
portant to influence purchase behavior. It is 
found that one unit increase in exposure to in-
fluencers leads to a 0.49 unit increase in pur-
chase behavior when other things are held con-
stant. The confidence interval [0.40, 0.58] is 
also in agreement with this estimate. Similarly, 
consumer perception (which we use in our 
study through a parasocial relationship meas-
ure (B = 0.42, p < .001)) is a very important pre-
dictor: a 1 unit increase in perceived connec-
tion or evaluation judgment increases the pur-
chase behavior by 0.42 units. The confidence 
interval [0.33, 0.52] is also in agreement with 
this estimate. The intercept (B = 0.39) is the 
level of purchase behavior when all predictors 
are zero. These findings suggest that influencer 
exposure and consumer perception have a 
strong and statistically significant impact on 
purchase behavior, illustrating the integration 
of external signals as well as internal signals 
that influence consumer buying decisions in 
digital marketing. These findings strengthen 
the existing trends that influencer exposure is 
a significant predictor of purchase behavior 
(Migkos & Giannakopoulos, 2025) and par-
asocial relationship, which is used here to 
measure consumer perception, is an important 
factor in purchasing intention (Sharkasi & Re-
zakhah, 2023). 

 
Summary of Findings 

Influencer exposure and follower count are 
positively correlated with respondents' per-
ception and thus, the perception of the influ-
encer is very strong for buying behavior. Over-
all, respondents acknowledged that visibility 
cues (influencer exposure and follower count) 
impact the way they perceive the credibility 

and authenticity of the influencer and the per-
ceived credibility of the influencer. We found 
that influencer exposure and follower count ex-
plained variance of consumers' perception 
across the data and consumer perception itself 
was a major predictor of purchase behavior, 
viewing the product, buying decisions, and past 
behavior. Mediation results also showed that 
perception of the influencer is the primary 
mechanism through which consumers respond 
to influencer influence and therefore influences 
buying decisions through the influencer’s visi-
bility and popularity. 
 
Implications of the Study 

The findings are consistent with the main 
theories of digital persuasion and source credi-
bility by indicating that exposure cues and fol-
lower metrics influence perceptions of influ-
encer trustworthiness and authenticity (Lou & 
Yuan, 2019; Teng et al., 2022). Consumer per-
ception is strong in this area and corroborates 
the Elaboration Likelihood Model in which pe-
ripheral cues such as popularity influence atti-
tudes and intentions (Petty & Briñol, 2021). 
Mediation results also support parasocial and 
relational influence theories in relation to per-
ceived connection and authenticity driving 
purchase behavior (Pham & Gammoh, 2023; 
Sokolova & Kefi, 2020). In general, consumer 
perception is the key factor connecting influ-
encer visibility with purchasing outcomes. 

From a managerial perspective, the results 
can be useful for brands and marketers in prac-
tical ways. Exposure has been shown to have a 
strong impact on consumer response and thus 
needs to be consistent and algorithm-based to 
promote consumer responsiveness (Campbell 
& Farrell, 2020). Although follower count is im-
portant, it is very much about authentic  
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engagement and trust, and the influencers with 
a good track record and credible relationships 
so that brands should not build a huge but su-
perficial follower base (Casaló et al., 2020). As 
consumer perception is the most important 
factor in purchase behavior, relationship-
building strategies—such as storytelling and 
community interaction—are a very important 
element to build trust and purchase intent. 

The findings also hold policy implications 
for transparency and ethical advertising. The 
transparent disclosure of sponsored content is 
crucial to protect consumers and promote in-
formed decision-making (Evans et al., 2021). 
The results also support authenticity metrics 
and engagement-quality indicators to minimize 
the risks related to inflated follower counts and 
ensure fair influencer selection (De Veirman et 
al., 2022). Digital marketing Key Performance 
Indicators can also be used for the assessment 
of influencer campaigns and for the evaluation 
of perception-based indicators in performance 
systems. 

Future research should study more media-
tors such as trust, expertise, and emotional en-
gagement to better understand how influencer 
cues shape behavior (Hudders et al., 2021). 
Personality traits, involvement, or product type 
of influencer could help us determine when in-
fluencer exposure is most effective. Longitudi-
nal or experimental research may show how 
exposure over time informs perception and 
purchase behavior, while cross-platform com-
parisons may reveal differences in persuasive 
mechanisms. Moderated mediation models 
would further deepen our understanding of the 
complex processes driving digital consumer 
decision-making. 

 
Limitations and Future Directions 

A limitations of the study is the use of vol-
untary response sampling. The fact that these 
respondents volunteered, they may have 
strong opinions about online influencers and 
naturally had to be active online users. This sit-
uation may create an unintended bias on the 
part of the respondents. Moreovere, future re-
search might also use comparative designs 
across platforms and mixed-method ap-
proaches to better understand how consumers 

see and feel about influencer content in various 
digital spaces. 

 
Conclusion 

Researchers examined the influence of in-
fluencer exposure and follower count on pur-
chase behavior and consumer perception as a 
mediator. The research shows that influencer 
exposure and follower count are positive sig-
nals that influence consumer perception (R² = 
.43) and consumer perception is strongly asso-
ciated with purchase behavior (R² = .57). In 
other words, visibility cues influence how con-
sumers judge authenticity and credibility and 
this influences decision-making. In general, the 
research shows that consumer perception is 
the most important component that can link in-
fluencer personality traits with purchasing be-
havior. 

Additional mediators such as trust, per-
ceived credibility, and influencer expertise 
might help to explain the impact influencer 
marketing has on consumer attitudes and be-
havior. Similarly, a deeper examination of mod-
erators such as platform type, content format, 
or individual consumer characteristics (e.g., 
personality traits, involvement level) could 
also provide important boundary conditions.  

 
Acknowledgement 

As we are very grateful for all those people 
whose lived experiences, views and insights in-
formed the direction of this research. We sin-
cerely thank all the people who have put in so 
much time and effort to assist us and give us the 
information for the study. These are those peo-
ple who have been involved and helped us in 
the trenches from the beginning and were part 
of the research to start from the beginning and 
really fought it out and helped us to achieve a 
lot for the research to do and they were on the 
ground.  
 
References 
Abraham, J. S. E., et al. (2022). Consumer per-

ception on influencer marketing efforts of 
brands in the beauty and cosmetics indus-
try. International Journal of Social and 
Management Studies, 3(1), 122–132. Re-
trieved from https://ijosmas.org/in-
dex.php/ijosmas/article/view/122 



Abellana et al., 2026 / The Effects of Influencer Follower Count on Consumer Perception and Purchase Behavior 

 

    
 IJMABER 2150 Volume 7 | Number 5 | May | 2026 

Adebayo, B., & Omamode, P. (2023). The role of 
influencer marketing in consumer pur-
chasing behavior for cosmetic products. 
ResearchGate. Retrieved from 
https://www.researchgate.net/publica-
tion/376521563_The_Role_of_Influ-
encer_Marketing_in_Consumer_Purchas-
ing_Behaviour_for_Cosmetic_Products 

AlFarraj, O., Alalwan, A. A., Obeidat, Z. M., 
Baabdullah, A., & Aldmour, R. (2021). Ex-
amining the impact of influencer market-
ing on consumer purchase intention: The 
role of trust and product involvement. 
Journal of Retailing and Consumer Services, 
61, 102558. 
https://doi.org/10.1016/j.jretcon-
ser.2021.102558 

American Psychological Association. (2017). 
Ethical principles of psychologists and 
code of conduct (2002, amended effective 
June 1, 2010, and January 1, 2017). Re-
trieved from https://www.apa.org/eth-
ics/code 

Audrezet, A., de Kerviler, G., & Moulard, J. G. 
(2020). Authenticity under threat: When 
social media influencers need to go be-
yond self-presentation. Journal of Business 
Research, 117, 557–569. 
https://doi.org/10.1016/j.jbusres.2018.0
7.008 

Campbell, C., & Farrell, J. (2020). More than 
meets the eye: The functional components 
underlying influencer marketing. Business 
Horizons, 63(4), 469–479. 
https://doi.org/10.1016/j.bushor.2020.0
3.003 

Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. 
(2020). Influencers on Instagram: Ante-
cedents and consequences of opinion 
leadership. Journal of Business Research, 
117, 510–519. 
https://doi.org/10.1016/j.jbusres.2018.0
7.005 

Chetioui, Y., Benlafqih, H., & Lebdaoui, H. 
(2020). How fashion influencers contrib-
ute to consumers’ purchase intention. 
Journal of Fashion Marketing and Manage-
ment, 24(3), 361–380. 
https://doi.org/10.1108/MIP-09-2018-
0375 

De Veirman, M., & Hudders, L. (2020). Disclos-
ing sponsored Instagram posts: The role 
of material connection with the brand and 
message sidedness. Journal of Interactive 
Advertising, 20(2), 1–14. 
https://doi.org/10.1080/02650487.201
9.1575108 

De Veirman, M., Hudders, L., & Nelson, M. R. 
(2022). What is influencer marketing and 
how does it target children? A review and 
directions for future research. Journal of 
Advertising, 51(1), 11–22. 
https://doi.org/10.1080/00913367.202
1.1887706 

Djafarova, E., & Rushworth, C. (2017). Explor-
ing the credibility of online celebrities’ In-
stagram profiles in influencing the pur-
chase decisions of young female users. 
Computers in Human Behavior, 68, 1–7. 
https://doi.org/10.1016/j.chb.2016.11.0
09 

Evans, N. J., Phua, J., Lim, J., & Jun, H. (2021). Dis-
closing Instagram influencer advertising: 
The effects of disclosure language on ad-
vertising recognition, attitudes, and be-
havioral intent. Journal of Interactive Ad-
vertising, 21(2), 141–154. 
https://doi.org/10.1080/15252019.202
1.1890701 

Gelati, N., and Verplancke, J. (2022). The effect 
of influencer marketing on the buying be-
havior of young consumers (Bachelor’s 
thesis, Linköping University). Retrieved 
from https://liu.diva-por-
tal.org/smash/get/diva2:1668422/FULL
TEXT01.pdf 

Hollebeek, L. D., and Macky, K. (2019). Digital 
content marketing’s role in fostering con-
sumer engagement, trust, and value: 
Framework, fundamental propositions, 
and implications. Journal of Interactive 
Marketing, 45, 27–41. 
https://doi.org/10.1016/j.intmar.2018.0
7.003 

Hudders, L., de Jans, S., & De Veirman, M. 
(2021). The commercialized influencer: 
Understanding the drivers and outcomes 
of children’s advertising literacy. Current 
Opinion in Psychology, 39, 69–74. 
https://doi.org/10.1016/j.copsyc.2020.0
8.004 



Abellana et al., 2026 / The Effects of Influencer Follower Count on Consumer Perception and Purchase Behavior 

 

 
IJMABER  2151 Volume 7 | Number 5 | May | 2026 

Hwang, K., & Zhang, Q. (2020). Influence of par-
asocial relationship on consumer atti-
tudes toward social media influencers and 
sponsored content. Journal of Interactive 
Advertising, 20(2), 1–14. 
https://doi.org/10.1080/15252019.202
0.1719196 

Jin, S. V., & Phua, J. (2020). Following celebri-
ties’ selfies: The impact of influencer en-
dorsement on self-concept and purchase 
intentions. Journal of Business Research, 
117, 175–190. 
https://doi.org/10.1016/j.jbusres.2020.0
5.003 

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Insta-
famous and social media influencer mar-
keting. Marketing Intelligence & Planning, 
37(5), 567–579. 
https://doi.org/10.1108/MIP-09-2018-
0375 

Kedia, N., Chawla, S., Choudhary, M., & Singh, G. 
(2025). Consumer perception of influ-
encer-endorsed products: A study of so-
cial media marketing utility. Advances in 
Consumer Research, 2(3), 1037–1049. 
https://acr-journal.com/article/down-
load/pdf/1119/ 

Kim, D. Y., & Kin, H.-Y. (2021). Trust me, trust 
me not: A nuanced view of influencer mar-
keting on social media. Journal of Business 
Research. 
https://doi.org/10.1016/j.jbusres.2021.0
7.054 

Lee, J. E., & Eastin, M. S. (2021). The problem of 
authenticity in influencer marketing: Ef-
fects of sponsorship disclosure and per-
ceived authenticity on responses to social 
media influencers. Journal of Marketing 
Communications, 27(8), 799–820. 
https://doi.org/10.1080/13527266.201
9.1671484 

Lim, H., and Kim, S. (2023). Follower count as a 
credibility cue: Understanding audience 
trust in social media influencers. Journal 
of Interactive Marketing, 63(1), 102–115. 
https://doi.org/10.1016/j.intmar.2023.0
3.004 

Lou, C., and Kim, H. K. (2019). Fancying the new 
rich and famous? The roles of parasocial 
interaction and social capital in influencer 

marketing. Journal of Interactive Advertis-
ing, 19(1), 58–73. 
https://doi.org/10.1080/15252019.201
8.1533501 

Lou, C., & Yuan, S. (2019). Influencer marketing: 
How message value and credibility affect 
consumer trust of branded content on so-
cial media. Journal of Interactive Advertis-
ing, 19(1), 58–73. 
https://doi.org/10.1080/15252019.201
8.1533501 

Migkos, S. P., & Giannakopoulos, N. T. (2025). 
Impact of influencer marketing on con-
sumer behavior and online shopping pref-
erences. Journal of Theoretical and Applied 
Electronic Commerce Research, 20(2), Ar-
ticle 111. 
https://doi.org/10.3390/jtaer20020111 

Mohammed, A., & Sundararajan, S. (2025). The 
impact of influencer marketing on con-
sumer trust and purchase decisions: A 
cross-platform analysis. RVIM Journal of 
Management Research, 16(2), 6–19. 
https://doi.org/10.70599/rvim/2024/3
49 

Pan, M., Blut, M., Ghiassaleh, A., & Lee, Z. W. Y. 
(2025). Influencer marketing effective-
ness: A meta-analytic review. Journal of 
the Academy of Marketing Science, 53, 52–
78. https://doi.org/10.1007/s11747-
024-01052-7 

Petty, R. E., & Briñol, P. (2021). The elaboration 
likelihood model: Strategic use of persua-
sion variables. Psychological Inquiry, 
32(2), 83–87. 
https://doi.org/10.1080/1047840X.202
1.1876669 

Pham, T. H., & Gammoh, B. S. (2023). Examining 
the role of parasocial relationships in in-
fluencer marketing: The impact on brand 
attitudes and purchase intentions. Journal 
of Retailing and Consumer Services, 70, 
103158. 
https://doi.org/10.1016/j.jretcon-
ser.2022.103158 

Samanta, P., Amir, M., Alfehaid, M. M., Ahmad, 
V., Johri, A., & Sayal, A. (2025). Influencer 
marketing and purchase intention: The 
role of consumer attitude. F1000Research, 
14, Article 1045. 



Abellana et al., 2026 / The Effects of Influencer Follower Count on Consumer Perception and Purchase Behavior 

 

    
 IJMABER 2152 Volume 7 | Number 5 | May | 2026 

https://doi.org/10.12688/f1000re-
search.104 

Sharkasi, N., & Rezakhah, S. (2023). Sequential 
mediation of parasocial relationships for 
purchase intention: PLS-SEM and ma-
chine learning approach. arXiv. 
https://arxiv.org/abs/2307.00005 

Sokolova, K., & Kefi, H. (2020). Instagram and 
YouTube influencers: A comparison of in-
fluencer marketing effectiveness between 
platforms. Journal of Retailing and Con-
sumer Services, 53, 101742. 
https://doi.org/10.1016/j.jretcon-
ser.2019.01.011 

Sundar, S. S. (2020). Rise of the machines? The 
effects of automation, AI, and algorithms 
on social influence. Current Opinion in Psy-
chology, 36, 106–111. 
https://doi.org/10.1016/j.copsyc.2020.0
8.004 

Sundar, S. S., Oeldorf-Hirsch, A., & Breves, P. 
(2022). Popularity metrics and perceived 

influence: The psychology behind likes, 
shares, and follower counts. Media Psy-
chology Review, 16(4), 241–260. 
https://doi.org/10.1080/15213269.202
2.2041234 

Tafesse, W., & Wood, B. (2021). Followers’ en-
gagement with Instagram influencers: 
The role of influencers’ content and en-
gagement strategy. Journal of Retailing 
and Consumer Services, 61, 102585. 
https://doi.org/10.1016/j.jretcon-
ser.2021.102585 

Teng, S., Wu, S., & Lin, T. (2022). Who are the 
real influencers? Investigating the role of 
social media content and follower engage-
ment in shaping consumer perception. 
Journal of Business Research, 139, 1312–
1324. 
https://doi.org/10.1016/j.jbusres.2021.1
0.046 

 

 
 


