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Social media (SM) platforms have become integral to purchasing processes. Both
young people and companies spend most of their time on these platforms. Especially
in the last 10 years, with SM influencers playing an active role in purchasing,
companies have started to prefer using SM instead of traditional media, and
consumers have turned to online platforms to make purchases. The contribution of
influencers to the purchasing process through platforms is quite high, especially
among young consumers. The aim of the study is to determine the effect of SM
influencers on the clothing purchase intentions of young adults of various age ranges
living in Turkey. The data were collected through an online questionnaire designed
with the Google form tool, and the hypotheses were tested with partial least squares
structural equation modelling (PLS-SEM). According to the results obtained from the
study, clothes advertised by influencers increase the purchase intentions of their
followers. Trust is an important factor in purchasing products through SM. In this
study, trust in the influencer affects the intention to purchase clothes. In the study, it
was also found that the physical attractiveness of the influencers did not have any
effect on product purchase intention. The influence of Instagram influencers on the
purchase process has an indirect effect between parasocial interaction and purchase
intention. In the study, it was also concluded that consumers are also affected by the
advertisements on Instagram in the process of purchasing clothes. For this reason, the
study also includes findings that will be of interest to researchers working on
marketing research.

1. INTRODUCTION

SM are platforms where consumers meet their social needs and share their positive or negative

opinions about products and brands. In addition, posts made on SM are data for future

consumers (Cuong, 2021). SM has created new ways for users to interact with influencers and

has played an important role in realising interactions such as becoming a member of SM,

discussing with influencers, reading their tweets, sending messages, instantly following

influencers on SM and participating in their activities (Brown, 2015).

In a study, young people were asked which SM platforms they were members of, and it was

concluded that the three applications with the highest membership were Instagram (93%),

YouTube (75%) and Twitter (59%), respectively (Bas et al., 2023). The Instagram algorithm
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analyses the interests of users and determines the posts shown in the “discover section”. This
algorithm works by collecting data about the interests and behaviours of Instagram users.
Thanks to this feature, Instagram offers special recommendations for each user. Companies that
are aware of the effectiveness of advertisements tailored to the characteristics of consumers
make use of SM tools such as Instagram to understand consumer behaviour and take Instagram

into consideration when creating targeted advertising campaigns (Sariyer & Ziimriit, 2017).

Access to SM platforms, especially by teenagers and young adults, has recently become the
sole purpose of internet use, with the video sharing site YouTube ranking first in the ranking of
the most popular SM platforms, while the photo and video sharing application Instagram ranked
second. When the rates of individuals using social networks are analysed according to age
groups, it is seen that approximately 89% of individuals between the ages of 16-24 are on SM.
According to a study conducted in July, it is estimated that the number of SM users in Turkey

will exceed 76 million by 2027 (Statista, 2024).

The ever-changing and developing world transforms consumers' purchasing intentions and
behaviours. This situation has led brands to seek new strategies. Brands have adopted SM,
which is used extensively to convey their messages to consumers, as an important advertising
medium and have had to adapt their messages to SM platforms in a way that consumers can
interact directly (Oyman & Akinci, 2019). With the increasing popularity of SM, marketing
managers have shifted their budgets and attention to SM marketing methods. One of these
methods, ‘influencer marketing’, has become a conversion method that involves companies

collaborating with influencers to promote their products (De Veirman et al., 2017).

According to Mangold and Faulds (2009), SM platforms such as Instagram and Facebook are
the most effective tools that provide detailed information about products and services to reach
maximum consumers and increase the profitability of companies. Especially young consumers,
inspired by SM influencers, can get up-to-date information about the latest trends in fashion

and discuss with influencers (Abdullah et al., 2020).

The brands and products promoted by SM influencers are mostly on clothing, personal care,
make-up materials and electronic goods. Toksar1 and Miiriitsoy (2019) revealed in their study
that the participants mostly preferred clothing products among the products promoted through
SM influencers. They also found that the participants were influenced by the positive

recommendations of the influencers and wanted to buy the products recommended by these
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influencers. Influencers take care to promote quality products that are affordable and suitable

for student budgets rather than expensive brands.

Gelati and Verplancke (2022) explain that influencers are influential on the purchasing
decisions of their followers and that these people share their personal purchases related to
fashion and beauty. According to the researchers, followers tend to identify with the influencers,
try to imitate them, and buy the products purchased by the influencers. According to the authors,

followers behave like their influencers and even desire to be like them.

The fact that SM has become a part of users' lives and the availability of smartphones and tablets
have facilitated access to SM. This has led to an increase in the time spent on SM. Many studies
on SM use aim to examine the importance and effects of such platforms (Vural & Bat, 2010;
Solmaz et al., 2013). The purpose of this study is to examine whether Instagram influencers in
Turkey influence consumers' purchase intention as an advertising tool and how effective the
advertising messages of the products recommended by the influencers are. In addition, the sub-
problems of the study include whether the attitude towards influencers creates a significant
difference on brand preference and purchase intention, consumers' motivations for using
Instagram, the existence of parasocial relationships with influencers and whether these
relationships affect purchase intention and behaviour, and finally, whether the time spent on

Instagram affects the participation in posts (liking, disliking, commenting).

Although there are many studies on Instagram and purchase intention in the literature, studies
focusing on purchase intention through Instagram influencers are limited, especially in Turkish
literature. This study is important in terms of being one of the first studies to examine purchase
intention through Instagram influencers and is thought to make a valuable contribution to the

literature.

2. LITEREATURE REVIEW

Yildiz and Demir (2016) wanted to investigate the purposes of using the internet and SM of
university students, and found significant differences between the time spent on the internet and
SM and the purposes of use, and between the frequency of connecting to the internet and the
purpose of using the internet. However, no significant difference was found between the
purposes of using SM according to gender. Giirel and Alay (2017) examined the effect of SM
use on purchasing behaviours of university students. In their study, the researchers found that

there is a positive relationship between SM use and purchasing behaviours of students. In
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addition, it was revealed that SM is more effective in pre-purchase behaviours than post-

purchase behaviours.

Abdullah et al. (2020) aimed to determine the characteristics of SM influencers that contribute
to purchase intention in the fashion industry. The findings show that likability, credibility and
recognition are the main factors affecting Instagram users' purchase intention towards fashion
products. In their study, Tamara et al (2021) determined that Instagram influencers have a
positive correlation with the purchase intentions of Generation Z women who actively use
makeup and skin care products and use Instagram in their daily lives. According to the
researchers, the number of influencer followers and trust in the influencer affect purchase

intention.

In Yaman's (2021) study, to determine whether influencers are perceived as opinion leaders by
consumers, an online survey of 500 people was conducted using convenience sampling and the
data collected was analysed. The study found that consumers follow influencers in the personal
care and apparel sectors the most. According to the results of the study, consumers view
influencers as opinion leaders. When the findings obtained from the study of Aktas and Giirbiiz
(2022) are analysed, it is concluded that influencers have a positive and significant effect on
young consumers' intention to purchase clothes. When this result is analysed in detail, it is
concluded that compared to friends or peers, advertisers and opinion leaders, influencers have

the most influence on young consumers' intention to purchase clothes.

Influencers play an important role in the adoption of trends in the fashion industry. Agarwal
and Jaiwant (2023) studied the impact of social media influencers in the apparel industry. They
found that social media influencers have a significant impact on consumer behaviour.

Influencers play a key role in shaping consumer preferences and increasing sales.

3. MATERIAL AND METHOD
3.1. Data Collection Tool and Sample

The population of the study consists of young adults who are studying in Turkey in the 2023-
2024 academic year and are predominantly university students studying in different
departments. The answers to the questions in the questionnaire were given by individuals of

different age groups living in 30 provinces including Istanbul, Ankara and Eskisehir.
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The survey used in the study was applied to 278 people via Google form between October 2023
and November 2023. As a result of the control question analysis, analyzes were performed on
237 reliable data. The questions in the questionnaire were inspired by the studies in the

bibliography.

3.2. Research Model and Hypotheses

In line with the aim of the research, a model was developed to determine the effects of Instagram
usage, time spent on Instagram, Instagram advertisements, attitudes towards Instagram
phenomena, consumer perception in the consumer purchase decision process and the effects of
consumers (university students) on clothing products. In this study, a model was created based
on the studies of Tagdelen (2020) and Aktas and Giirbiiz (2022). The dependent variable in the
model is clothing purchase intention. Dependency, advertisements, reliability, parasocial
interaction and physical attractiveness are independent variables. The effect of phenomena on
the purchasing process is the mediating variable. Figure 1 shows the model created for the

purpose of the research.

G £
IB- Instagram addiction, IR-Instagram adverts, G-Reliability, PH-Physical attractiveness, IFI-Instagram influencers' influence, PS-Parasocial
relationship, SN-Purchase intention

Figure 1. Research Model

The hypotheses to be tested in this study and their explanations are given below.
HI: Instagram addiction affects clothing purchase intention.

Instagram addiction can be defined as the tendency to use Instagram excessively and
uncontrollably (Sarioglu, 2023). Today, especially the young generation spends a lot of time on

Instagram.

H2: Trust in the influencer affects the intention to purchase clothes.
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The posts made by influencers about certain product experiences are found to be sincere and
reliable by their followers, and this situation affects the brand attitudes of the followers
(Unliikaya & Tosun, 2021). Especially considering that online shopping involves more risks
than traditional shopping, consumers need reliable sources of information to minimise the risks
associated with the product or purchasing channel (Lee & Turban, 2001). In this context,
consumers see SM influencers as experienced and expert people who have knowledge about

brands and products (Ki et al., 2020).
H3: Advertisements on Instagram affect young consumers' intention to purchase clothes.

It is very difficult for businesses to directly influence consumers to promote themselves and
their products. Therefore, instead of focusing only on traditional media, businesses also utilise
the power of SM to communicate with consumers online. With Instagram's algorithm, the
adverts that fall on the homepage are arranged in a way to attract the attention of consumers.
For this reason, customers inevitably see the advertisements of the products they are interested

in on their homepage.

According to Gomes et al. (2022), consumers' attitude towards sponsored posts directly and
positively affects purchase intention. The researchers predict that consumers' attitude towards

sponsored posts mediates the relationship between expertise and purchase intention.
H4: Influencers “posts affect young consumers” intention to purchase clothes.

With the changes in SM and living standards, influencers have started to share their lives and
the products they use every day with short videos. The clothes worn by the influencers attract
attention in videos and photographs. The young generation is also influenced by the

advertisements and shows purchase intention.
HS5: Parasocial interaction affects the intention to purchase clothes.

According to para-social interaction, SM users perceive SM influencers as their close friends.
In this theory, users see their influencers as their friends and try to empathise with them

(Gelibolu, 2024).

Horton and Wohl (1956) defined parasocial interaction as the imaginary interaction between
the user and the phenomenon and stated that this interaction can turn into a self-defined one-

way relationship (Brown, 2015). According to Gomes et al. (2022), they think that parasocial
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interaction positively affects purchase intention. Masuda et al. (2022) argue that parasocial
interaction has a positive effect on purchase intention, and through this interaction, consumers

are significantly influenced by phenomenon characteristics.
Hé6: Parasocial interaction influences the purchase intention of influencers on consumers.

Yuksel and Labrecque (2016) state that parasocial interactions through SM platforms affect
consumers cognitively, emotionally and behaviourally. According to the authors, parasocial
interactions can guide and inspire both online and offline actions. Karatas et al. (2022) suggest
that consumers' parasocial interactions with SM influencers increase their intention to purchase

products, services and brands recommended by influencers.
H7: The physical attractiveness of the phenomenon affects the intention to purchase clothes.

Tamara et al. (2021) state that attractiveness and trust have a positive effect on purchase

intention.

HS: The physical attractiveness of the phenomenon influences the effect of phenomena on the

purchase process.

Messner et al. (2008) state that people who are physically attractive will also be perceived as

adequate and good, and thus their persuasive power will be higher (Karatas et al., 2022).

4. FINDINGS
4.1. Demographic Findings
Findings on demographic characteristics are given in Table 1.

When the values in Table 1 are analysed, it is seen that 38% of the participants are male (90)
and 62% are female (147). When the participants are analysed according to age, 20.3% of them
are between the ages of 17-20, 66.7% between the ages of 21-24, 7.6% between the ages of 25-
28, and 0.8% between the ages of 29-32. It was determined that 4.6% of the young people were
32 years old and above. 80.6% of the participants are undergraduate students, 5.1% are associate
degree students and 5.1% are high school students. 9.3% of the participants are undergraduate

graduates.
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Table 1.
Findings Related to Demographic Characteristics of Participants

Variables Dimension Frequency %

Male 90 38

Gender Female 147 62
17-20 48 20.3
21-24 158 66.7

Age 25-28 18 7.6

29-32 2 0.8

32+ 11 4.6
Undergraduate student 191 80.6

Bachelor's degree 22 9.3

Education level Secondary Education (High School) 12 5.1
Associate degree student 12 5.1

Other 9 3.8

1-2 hours 90 38
2-4 hours 84 354

Instagram Usage time Less than 30 minutes 31 13.1
4-6 hours 24 10.1

6 hours and over 8 3.4

Total 237 100

4.2. Statistical Findings

In this study, a two-stage data analysis was conducted. In the first stage, the convergent and
discriminant validity of the constructs were investigated, and then the research hypotheses were

tested.

4.2.1. Validity of the measurement model

Determining the validity component of a measurement involves two elements: convergent and
discriminant validity. Convergent validity is related to the degree to which multiple methods
used to measure a variable yield the same results. Discriminant validity is the degree to which
measurements of different latent variables are unique (Campbell & Fiske, 1959; O'Leary-Kelly
& Vokurka, 1998). Three criteria are generally utilised to ensure convergent validity. These
measures are Composite Reliability (CR), Cronbach's Alpha (CA) and Average Variance
Extracted (AVE) (Topguoglu et al., 2022). CR, CA and AVE can be calculated as (Shrestha,
2021):
=147

CR = 1
?:1’% + Xis, Var(e) M

where, n is the number of the items, A; the factor loading of item i, and Var(e;) the variance of

the error of the item 1.

nr

CA=——"——
1+7r(n—1)

(2)
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where, n represents the number of items, and 7 is the mean correlation between the items.

n 2

S
_ &i=1M
AVE = ==—(3)

Table 2 shows the values of these three criteria.

Table 2.
Construct Reliability and Validity of the Measurement Model
Factors CA CR AVE
FC 0.855 0911 0.774
G 0.758 0.863 0.679
B 0.746 0.852 0.659
IFE 0.653 0.852 0.742
IR 0.735 0.847 0.652
PS 0.728 0.845 0.645
SN 0.834 0.883 0.602

In order to evaluate the reliability of the measurement model, composite scale reliability (CR)
and average variance values (AVE) were calculated and the results are shown in Table 1. From
the results in Table 1, it is clearly seen that all CR values exceed 0.80 and AVE values of all
measurements are higher than the cut-off value of 0.50 suggested by Fornell and Larcker
(1981). The lowest AVE value is 0.602 (Fornell and Larcker 1981; Chin 1998; Wetzels et al.,
2009). Cronbach's alpha values (CA) are also greater than 0.70.

Table 3.
Fornell- Larcker Criteria
FC G IB IFE IR PS SN
FC 0.880
G 0.494 0.824
1B 0.338 0.416 0.812
IFE 0.444 0.610 0.372 0.861
IR 0.408 0.547 0.355 0.500 0.807
PS 0.510 0.645 0.413 0.618 0.462 0.803
SN 0.414 0.634 0.440 0.658 0.720 0.607 0.776

In this study, the Fornell-Lacker criterion was first considered in determining discriminant
validity. According to the Fornell-Larcker criterion, the square root of the AVE value should
be greater than the other correlation values between the latent variables. The AVE value for
each construct should be above 0.50 (Fornell and Larcker, 1981; Fornell and Cha, 1994; Hair
et al., 2014; Ab Hamid et al., 2017). The results of the Fornell-Larcker criterion are presented
in Table 3.

When the values in Table 3 are analysed, the AVE structures vary between 0.338 and 0.880.

Except for a few values, all AVE values exceeded the limit value of 0.50.

The other criterion for discriminant validity is the Heterotrait-monotrait (HTMT) correlation

ratio. HTMT values close to 1 indicate the absence of discriminant validity (Henseler et al.,
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2015; Ab Hamid et al., 2017). HTMT finds widespread application in scientific studies due to
its good performance and simple application process. The HTMT value is compared with 0.85
to assess whether discriminant validity is violated, but it can also vary up to a higher limit value
of 0.9 or higher (Henseler et al., 2015; Roemer et al., 2021). HTMT can be calculated as
(R6nkko and Cho, 2022):
HTMT;; = —— (4)
0,0,
where 0; and o; denote the average within scale item correlation and 6;; denotes the average

between scale item correlation for two scales i and j.

Table 4.
HTMT Values
FC G IB IFE IR PS SN
FC
G 0.610
1B 0.423 0.528
IFE 0.589 0.865 0.510
IR 0.507 0.703 0.473 0.691
PS 0.661 0.851 0.526 0.879 0.610
SN 0.485 0.796 0.538 0.888 0.891 0.767

Based on the criteria mentioned above, it is seen that the HTMT values in Table 4 are below
0.85. As aresult, it is determined that the proposed model meets the Fornell-Larcker and HTMT

discriminant validity criteria.

The variance inflation factor (VIF) is used to estimate multicollinearity, but it also assesses the
degree of increase in the variance of the estimated regression coefficient. A VIF value equal to
1 means that there is no multicollinearity among the estimators. If it is greater than 1, the
estimators are moderately correlated, and if it is between 5 and 10, there is a high correlation
between the estimators. Therefore, a VIF value close to or above 5 indicates that the model is
poorly estimated and there is a multicollinearity problem (Akinwande et al., 2015). In the study,
the VIF value is between 1.305 and 2.221. Since these values are less than 5, it can be said that

there is no multicollinearity problem among the latent variables.

Normed Fit Index (NFI) evaluates the fit of the model by comparing the chi-square value of the
model with the chi-square value of the null model. NFI values vary between 0 and 1 and values
close to 1 indicate a good fit (Bentler & Bonnet, 1980). SRMR values vary between 0 and 1
and values below 0.05 are obtained in models with good fit (Byrne, 1998; Diamantopoulos &
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Siguaw, 2000). If the SRMR values take a value such as 0.08, this value is considered
acceptable (Hu & Bentler, 1999; Hooper et al., 2008).

In this study, SRMR value was 0.073 and NFI value was 0.804. Since these values fulfil the
criteria above, it is possible to evaluate that ‘the estimation model is suitable for hypothesis

testing’.
4.2.2. Evaluation of the structural model

SmartPLS programme was used to test the hypotheses of the research and the general view of

the path analysis is given in Figure 2

SN_29 SN_30 SN_31 SN_32 SN_33
PS 20
_0.823”
- -0.784%  PS_21
B, 70.801,,
0.875 PS 22
iB12  +0.826 0.819 0761 0.742 0.768 0.786 -

PS

0728
iB_13 \ 0.153 0.529
1B /

0.090
¢——0.254— —0.843> IFE_18
iR 14 70879,
= 0.442 iFE_19
*0.676 __— L
iR15  +0.875 SN IFE
40857
IR

iR_16 -0.050 0.175

0.126
FC 26
G23 _0.903”
*+0.895 |-0.869+  FC27
G24  «0.865 0.866..,
0.700 FG 28
FC

G.25

IB- Instagram addiction, IR-Instagram adverts, G-Reliability, PH-Physical attractiveness, IFI-Instagram influencers' influence, PS-Parasocial
relationship, SN-Purchase intention

Figure 2. PLS-SEM Results

Figure 2 shows the t values and effect parameters of the factor loadings. Table 5 presents the

hypothesis test results.

When the statistical values in Table 5 are analysed, it is seen that all hypotheses except one are
supported. Although the study has more than one purpose, the subject that is given priority by
the researchers and forms the basis of the study is whether the posts made by influencers are
effective on consumers' purchase intentions. According to the results of the hypothesis test, the
posts made by influencers on Instagram affect consumers' product purchase intentions (H4). An
increase of 1 unit in the posts made by influencers on Instagram leads to an increase of 0.255

units in consumers' product purchase intentions.
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Table 5.
Hypothesis Testing Results
Hypothesis Path coefficient t-values p-values Decision
HI1: IB-SN 0.089* 2.06 p<0.05 Supported
H2: G-SN 0.126%* 2.256 p<0.05 Supported
H3: IR-SN 0.443%** 8.61 p<0.001 Supported
H4: IF-SN 0.255%** 4.583 p<0.001 Supported
H5: PS—SN 0.153* 2.487 p<0.05 Supported
H6: PS-IFE 0.529%** 7.663 p<0.001 Supported
H7: FC-SN -0.051N8 1.087 p>0.05 Not Supported
HS8: FC -IFE 0.175%* 2.623 p<0.05 Supported

***¥p<0.001; **P<0.01; *P<0.05; NS: Not significant

Trust in influencers affects the intention to purchase clothes (H2). Another finding obtained
from the hypothesis test results is that young consumers are influenced by the advertisements
on Instagram in the process of purchasing clothes (H3). This result shows that the study does
not only cover the purchase process of the product by consumers, but also the marketing process
of the product is included in the process. It is understood from Table 4 that hypothesis H6 is
also supported. Accordingly, parasocial interaction increases the intention to purchase products,
services and brands recommended by the phenomena. The physical attractiveness of the

phenomena is not effective on the intention to purchase clothes (H7).

In this study, the existence of indirect effects as well as direct effects was investigated. The
influence of Instagram influencers in the purchase process has an indirect effect between

parasocial interaction and purchase intention.

5. CONCLUSION

While businesses can establish closer relationships with their customers through
communication tools such as pictures and videos in their SM accounts, consumers can quickly
access the information they need through SM, read comments about products and companies,
and compare various products (Uyar, 2018). In other words, SM offer significant advantages to

both producers and consumers (Tutar et al., 2015).

Social networks such as Instagram remove barriers such as geographical distances and time
constraints, offering the opportunity to reach all people living in different areas. Followers find
similarities with their own lifestyles or the lifestyles they would like to have in the content
shared by the influencers and develop a sense of closeness or, in other words, a parasocial
relationship with the influencers. Followers perceive these people as trustworthy and attractive

due to their relationship with influencers (Gelati & Verplancke, 2022).
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In this study, it was investigated whether the posts made by Instagram influencers have an effect
on the purchase intentions of followers. The study also examined the effect of the personality
and physical characteristics of the phenomenon on the clothes purchasing process. Determining
the effect of advertisements on Instagram on young consumers' intention to purchase clothes is
another subject of the study. It was concluded that the physical characteristics of the
phenomenon did not lead to any change in the purchase intention of consumers (followers) who
want to buy clothes. Apart from this, trust in Instagram influencers, parasocial interaction, SM
posts made by influencers are among the effective factors on the purchase intentions of

followers.

Another finding of the study is that consumers are influenced by the advertisements on
Instagram and take this criterion into consideration along with the opinions of influencers when
deciding whether to buy clothes or not. This result is valuable for businesses that use SM more
predominantly than traditional media. It is suggested that researchers should focus on this issue

in future studies, especially in the field of marketing.

The results of the hypothesis test showed that the physical characteristics of the phenomena did
not have a significant effect on purchase intention. Looking at the studies on this topic, although
there are studies with similar findings to this study, the opposite situation is also questionable.
The results of Sun et al. (2021) in their study are similar to this study. According to the study,
the image of phenomena is not as important as expected for consumer preferences. According
to the researchers, phenomena show similar behaviour and performance during the product

promotion phase. The researchers define this situation as 'aesthetic fatigue'.

In a study conducted by Kim and Park (2023), in which 364 female consumers who are
members of Instagram and other social media accounts responded to an online survey, it was
found that there was no direct relationship between the attractiveness of social media
influencers and direct purchase intention. Tang et al (2024) found different results to those
obtained in this study. The researchers aimed to investigate the effect of physical attractiveness
of phenomena on consumer behaviour through an experiment. The study concluded that

consumers spend more time with phenomena with higher physical attractiveness.

This study details the impact of social media influencers on user preferences. The benefits to
marketers of using influencers in social media advertising are also considered. This study makes

important theoretical and methodological contributions to the field of social media and
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influencer marketing. Considering the lack of studies in the local literature that focus on these

issues, it can be said that the article makes an important contribution to the field.

Influencer marketing research conducted in different countries and cultural contexts should be
included more in scientific studies. This will enable the results of the research on the subject to
be evaluated from a broader perspective, thus increasing the generalisability of influencer

marketing.

The sample is limited to young adults, which may limit the generalisability of the findings.
Including different age groups and socio-economic levels in the analysis may strengthen the
findings of the study. These suggested samples could be considered in future studies and

compared with the results of this study to provide recommendations to reader.

REFERENCES

Ab Hamid, M., Sami, W. & Sidek, M.M. (2017). Discriminant validity assessment: Use of Fornell & Larcker
criterion versus HTMT criterion. Journal of Physics Conference Series, 890, 012163.
https://doi.org/10.1088/1742-6596/890/1/012163

Abdullah, T., Deraman, S.N., Zainuddin, S.A., Nur, Azmi, F.S., Abdullah, S.S., Anuar, N.I., Rohana, S.,
Mohamad, Zulkiffli, W.F., Hashim, N., Ahmad, Abdullah, R., Rasdi, A.L. & Hasan, H. (2020). Impact
of SM Influencer on Instagram User Purchase Intention towards the Fashion Products: The Perspectives
of UMK Pengkalan Chepa Campus Students. European Journal of Molecular & Clinical Medicine.
European Journal of Molecular & Clinical Medicine, 7, 2589-2598.

Agarwal, A., & Jaiwant, S.V. (2023). Role of social media influencers in fashion and clothing. In Social media
and online consumer decision making in the fashion industry (pp. 203-229). IGI Global.

Akinwande, M., Dikko, H. & Samson, A. (2015). Variance Inflation Factor: As a Condition for the Inclusion of
Suppressor Variable(s) in Regression Analysis. Open Journal of Statistics,5, 754-767.
https://doi.org/10.4236/0js.2015.57075

Aktas, (").. & Giirbiiz, A. (2022). Sosyal Medya Etkileyicilerinin Geng Tiiketicilerinin Kiyafet Satin Alma Niyetleri
Uzerindeki Etkisi. Journal of Emerging Economies and Policy, 7(2), 418-432.

Bas, O., Sunam, A., Inceoglu, I., Kaya, Y.B., Cobek, G. & Alkurt, S.V. (2023). Tiirkiye’de Geng Yetiskinlerin
Sosyal Medya Kullanimlar1 ve Paylasim Tiirlerinin Incelenmesi. Intermedia International e-Journal,
10(18), 136-159. https://doi.org/10.56133/intermedia.1259262

Bat, ZB.A.V.M., Vural, Z.B.A. & Bat, M. (2010). Yeni Bir Hetisiﬂm Ortam1 Olarak Sosyal Medya: Ege
Universitesi Iletisim Fakiiltesine Yonelik Bir Arastirma. Yasar Universitesi E-Dergisi, 5(20), 3348-3382.
https://doi.org/10.19168/jyu.65130

Bentler, P.M. & Bonnet, D.C. (1980), Significance Tests and Goodness of Fit in the Analysis of Covariance
Structures. Psychological Bulletin, 88(3), 588-606.

Brown, W. (2015). Examining Four Processes of Audience Involvement with Media Personae: Transportation,
Parasocial Interaction, Identification, and Worship. Communication Theory, 25(3), 259-283.
https://doi.org/10.1111/comt.12053

Byme, B.M. (1998). Structural Equation Modeling with LISREL, PRELIS and SIMPLIS: Basic Concepts,
Applications and Programming. Lawrence Erlbaum Associates Inc.

Cagliyan, V., Isiklar, Z.E. & Hassan, S.A. (2016). Universite Ogrencilerinin Satin Alma Davranislarinda Sosyal
Medya Reklamlarinin Etkisi: Sel¢uk Universitesi 'nde Bir Arastirma. Selguk Universitesi Sosyal ve Teknik
Arastirmalar Dergisi, 11, 43-56.

SEMMR, 2024 14


https://www.researchgate.net/journal/Journal-of-Physics-Conference-Series-1742-6596?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6Il9kaXJlY3QiLCJwYWdlIjoicHVibGljYXRpb24iLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
http://dx.doi.org/10.1088/1742-6596/890/1/012163
http://dx.doi.org/10.4236/ojs.2015.57075
https://doi.org/10.19168/jyu.65130

The Effect of Instagram Influencers

Campbell, D.T. & Fiske, D.W. (1959). Convergent and discriminant validation by the multitrait-multimethod
matrix. Psychological Bulletin, 56(2), 81-105. https://doi.org/10.1037/h0046016

Chin, W.W. (1998). The Partial Least Squares Approach to Structural Equation Modeling in Modern Business
Research Methods, In G.A. Marcoulides (Ed.), Modern methods for business research (pp. 295-336).
Erlbaum Associates Inc.

Cuong, P.H. (2021). Impact of SM Marketing and E-WOM on Purchase Intention of Consumer Goods Buyers.
Laplage em Revista, 7(Extra-C), 703-713. https://doi.org/10.24115/S2446-622020217Extra-C1146

De Veirman, M., Cauberghe, V. & Hudders, L. (2017). Marketing through Instagram influencers: the impact of
number of followers and product divergence on brand attitude. Infernational Journal of Advertising,
36(5), 798-828.

Diamantopoulos, A. & Siguaw, J.A. (2000). Introducing LISREL. Sage Publications.

Fornell, C. & Cha, J. (1994) Partial Least Squares. In R.P. Bagozzi. (Ed.), Advanced Methods of Marketing
Research (pp. 52-87). Blackwell Publishers.

Fornell, C. & Larcker, D.F. (1981). Evaluating Structural Equation Models with Unobservable Variables and
Measurement Error. Journal of Marketing Research, 18(1), 39-50.

Gelati, N. & Verplancke, J. (2022). The effect of influencer marketing on the buying behavior of young consumers:
A study of how the purchase intention of young consumers is affected by brands within the fashion and
beauty industries. [Bachelor Thesis]. Linkdping University.

Gelibolu, M. (2024). Tiiketici-fenomen benlik imaji uyumunun satin alma niyetine etkisi: Para-sosyal etkilesim ve
giivenilirligin swrali aracilik roli. Anadolu Universitesi Sosyal Bilimler Dergisi, 24(1), 367-392.
https://doi.org/10.18037/ausbd. 1360951

Gomes, M. A., Marques, S. & Dias, A. (2022). The impact of digital influencers’ characteristics on purchase
intention of fashion products. Journal of Global Fashion Marketing, 13(3), 187-204.
https://doi.org/10.1080/20932685.2022.2039263

Giirel, P.A. & Alay, HK. (2017). Universite Ogrencilerinin Sosyal Medya Kullanimmin Satin Alma
Davraniglarina Etkisi. Eurasian Econometrics Statistics ve Emprical Economics Journal, 7, 49-76.
https://doi.org/10.17740/eas.stat.2017-V7-05

Hair, J., Hult, GTM, Ringle, C. & Sarstedt. M (2014). A4 Primer on Partial Least Squares Structural Equation
Modeling (PLS-SEM). SAGE Publications Inc.

Hooper, D., Coughlan, J. & Mullen, M. R. (2008). Structural Equation Modelling: Guidelines for Determining
Model Fit. The Electronic Journal of Business Research Methods, 6(1), 53-60.

Horton, D. & Wohl, R.R. (1956). Mass communication and parasocial interaction: Observations on intimacy at a
distance. Psychiatry, 19,215-229.

Hu, L.T. & Bentler, P.M. (1999). Cutoff Criteria for Fit Indexes in Covariance Structure Analysis: Conventional
Criteria Versus New Alternatives. Structural Equation Modeling: A Multidisciplinary Journal, 6(1), 1-
55.

Karatas, G., Dursun, I. & Koksal, C.G. (2022). Fenomen pazarlamasinda tiiketici satin alma niyetine etki eden
faktorler: Parasosyal etkilesimin etkileri ve onciilleri. Journal of Research in Business, 7(2), 515-541.
https://doi.org/10.54452/jrb.1125520

Ki, C.W.C,, Cuevas, L.M., Chong, S.M. & Lim, H. (2020). Influencer marketing: SM influencers as human brands
attaching to followers and yielding positive marketing results by fulfilling needs. Journal of Retailing and
Consumer Services, 55, 102133.

Kim, H. & Park, M. (2023). Virtual influencers’ attractiveness effect on purchase intention: A moderated
mediation model of the Product-Endorser fit with the brand, Computers in Human Behavior, 143,
107703. https://doi.org/10.1016/j.chb.2023.107703.

Lee, M.K. & Turban, E. (2001). A trust model for consumer internet shopping. International Journal of electronic
commerce, 6(1), 75-91.

Mangold, W. G. & Faulds, D. J. (2009). SM: The new hybrid element of the promotion mix. Business Horizons,
52(4), 357-365. https://doi.org/10.1016/j.bushor.2009.03.002

15 SEMMR, 2024


https://psycnet.apa.org/doi/10.1037/h0046016
https://doi.org/10.18037/ausbd.1360951
https://doi.org/10.54452/jrb.1125520
https://doi.org/10.1016/j.chb.2023.107703
https://doi.org/10.1016/j.bushor.2009.03.002

Veli Riza KALFA, Sude ERGUL

Masuda, H., Han, S.H. & Lee, J. (2022). Impacts of influencer attributes on purchase intentions in SM influencer
marketing: Mediating roles of characterizations. Technological Forecasting and Social Change, 174,
121246. https://doi.org/10.1016/j.techfore.2021.121246

Messner, M., Reinhard, M.A. & Sporer, S.L. (2008). Compliance through direct persuasive appeals: The
moderating role of communicator’s attractiveness in interpersonal persuasion. Social influence, 3(2), 67-
83. https://doi.org/10.1080/15534510802045261

O’Leary-Kelly, S.W. & Vokurka, R.J. (1998). The empirical assessment of construct validity. Journal of
Operations Management, 16(4), 387—405.

Oyman, M. & Akinet, S. (2019). Sosyal medya etkileyicileri olarak vloggerlar: Z kusagi {izerinde para-sosyal
iliski, satin alma niyeti olusturma ve YouTube davranislar agisindan vloggerlarin incelenmesi. Akdeniz
Iletisim, 32, 441-464.

Roemer, E., Schuberth, F. & Henseler, J. (2021). HTMT2-an improved criterion for assessing discriminant
validity in structural equation modeling. Industrial Management & Data Systems, 121(12), 2637-
2650. https://doi.org/10.1108/IMDS-02-2021-0082

Ronkkd, M. & Cho, E. (2022). An updated guideline for assessing discriminant validity. Organizational Research
Methods, 25(1), 6-47. https://doi.org/10.1177/1094428120968614

Sarioglu, C.1. (2023). Influencer Kaynak Giivenilirligi ve Marka Tutumunun Satin Alma Niyeti Uzerindeki Etkisi.
Insan ve Toplum Bilimleri Arastirmalart Dergisi, 12(2), 912- 937.
https://doi.org/10.15869/itobiad. 1248404

Sartyer, N. & Ziimriit, S. (2017). Instagram’da Farkh Siire Gegiren Kullanicilar, Instagram Reklamlarindan Farkli
M1 Etkilenir? Girisimcilik Inovasyon ve Pazarlama Arastirmalart  Dergisi, 1(1), 1-19.
https://doi.org/10.31006/gipad.325847

Shrestha, N. (2021). Factor Analysis as a Tool for Survey Analysis. American Journal of Applied Mathematics
and Statistics, 9(1), 4-11. https://doi.org/10.12691/ajams-9-1-2

Statista (4 Temmuz 2024). SM in Turkey- statistics and facts.
https://www.statista.com/statistics/5674 1 7/predicted-social-network-user-penetration-rate-in-turkey/

Sun, W., Gao, W. & Geng, R. (2021). The Impact of the Interactivity of Internet Celebrity Anchors on Consumers’
Purchase Intention. Front. Psychol. 12:757059. https://doi.org/10.3389/fpsyg.2021.757059

Tamara, D., Heriyati, L., Hanifa, T. & Carmen, M. (2021). The effect of Instagram influencers on purchase
intentions mediated by brand image on cosmetic products (study on gen Z women). Open Access
Indonesia Journal of Social Sciences, 4(2), 111-123. https://doi.org/10.37275/0aijss. v4i2.90

Tamara, D., Rafly, R., & Mersi, A. (2021). Attractiveness, Trustworthiness and Purchase Intention in SM
Instagram: The Moderating Role of The Number of Followers. Syntax Idea, 3(8), 1824.
https://doi.org/10.36418/syntax-idea.v3i8.1453

Tang, X., Hao, Z. & Li, X. (2024). The influence of streamers’ physical attractiveness on consumer response
behavior:  based on  eye-tracking  experiments.  Front.  Psychol. 14, 1297369.
https://doi.org/10.3389/fpsyg.2023.1297369

Tasdelen, B. (2020). Dijital Cagin Yeni Trendi Sosyal Medya Etkileyicileri: Vloggerlarin Universite
Ogrencilerinin Satin Alma Davrams1 Uzerindeki Etkisi. Gaziantep University Journal of Social Sciences,
19(3), 1071-1098.

Toksari, M. & Miriitsoy, M. (2019). Instagramdaki Sosyal Medya Fenomenlerinin Tiiketicilerin Satin Alma
Davraniglarina  Etkisi.  Sosyal,  Beseri ve Idari  Bilimler  Dergisi, 2(8) 586-603.
https://doi.org/10.26677/TR1010.2019.201

Topguoglu, Y. H., Yilmaz, V. & Ari, E. (2022). Ortak paylagimli e-scooter kullaniminin kismi en kiigiik kareler
yapisal €$ltllk modellemesiyle arastirilmasi. Erciyes Universitesi Iktisadi ve Idari Bilimler Fakiiltesi
Dergisi, 63, 83-90. https://doi.org/10.18070/erciyesiibd. 1112977

Tutar, K., Unalir, M.O. & Toker, L. (2015). Sosyal Aglar I:Jzerinde Ontoloji Tabanli Sezgi Analizi Igin Bir
Uygulama Cercevesinin Gelistirilmesi. Pamukkale Universitesi Miihendislik Bilimleri Dergisi, 21(5),
194-202. https://doi.org/10.5505/pajes.2015.67689

Unlukaya A. & Tosun, N.Z. (2021). Mikro E-Etkileyici Kisi Baglaminda Marka Tutumu Olusumu. Galatasaray
Universitesi Iletisim Dergisi, 34, 34-64. https://doi.org/10.16878/gsuilet. 957638

SEMMR, 2024 16


https://doi.org/10.1016/j.techfore.2021.121246
http://dx.doi.org/10.1080/15534510802045261
https://www.emerald.com/insight/search?q=Ellen%20Roemer
https://www.emerald.com/insight/search?q=Florian%20Schuberth
https://www.emerald.com/insight/search?q=J%C3%B6rg%20Henseler
https://www.emerald.com/insight/publication/issn/0263-5577
https://doi.org/10.1108/IMDS-02-2021-0082
https://doi.org/10.15869/itobiad.1248404
https://doi.org/10.31006/gipad.325847
https://doi.org/10.36418/syntax-idea.v3i8.1453
https://doi.org/10.16878/gsuilet.957638

The Effect of Instagram Influencers

Uyar, A. (28-30 Kasim 2018). Sosyal Medyamin Tiiketicilerin Satin Alma Niyeti Uzerine Etkisi: Universite
Ogrencileri Uzerine Bir Calisma. IV. International Conference on Applied Economics and Finance ve
Extended with Social Sciences, Kusadasi, Turkey.

Wetzels, M., Odekerken-Schroder, G. & van Oppen, C. (2009). Using PLS path modeling for assessing
hierarchical construct models: Guidelines and empirical illustration. MIS Quarterly, 3(1), 177-195.
https://doi.org/10.2307/20650284

Yaman, F. (2021). Tiiketici Davranisinda Bir Fikir Lideri Olarak Influencerlar. Alanya Akademik Bakis, 5(2), 953-
970. https://doi.org/10.29023/alanyaakademik.881073

Yildiz, A. & Demir, F. (2016). Universite Ogrencilerinin Internet ve Sosyal Medya Kullanim Amaglarinin
Belirlenmesine Yonelik Bir Aragtirma: Mugla Sitki Kogman Universitesi Ornegi. Sosyal ve Beseri
Bilimler Arastirmalar: Dergisi Girigimcilik Ozel Sayisi, 17(37), 18-36.

Yuksel, M. & Labrecque, L. (2016) “Digital buddies”: parasocial interactions in SM. Journal of Research in
Interactive Marketing, 10, 305-320. https://doi.org/10.1108/JRIM-03-2016-0023

Assist. Prof. Veli Riza KALFA
ORCID: 0000-0002-8100-7786

CONTACT DETAILS BIOGRAPHY

E-mail: vrkalfa@pau.edu.tr  He graduated from Eskisehir Osmangazi University, Faculty of
Address: Pamukkale University A rtg and Sciences, Department of Statistics and completed his
D Honaz Vocational School, doctorate in Business Administration. Since 2006, he has been

epartment of Finance-Banking . o .

and Insurance, Denizli 20240, ~ teaching courses such as statistics, general mathematics,
Turkey commercial mathematics, general business administration at
Pamukkale University Honaz Vocational School and has been

a faculty member since 2022. His areas of interest are economic

value determination in natural resources, theoretical and

applied statistics. He has books written in the field of statistics.

Sude ERGUL
ORCID: 0000-0002-8100-7786

CONTACT DETAILS BIOGRAPHY

E-mail: suderguul@gmail.com  She completed university education in the Department of
Address: Eskisehir Osmangazi  Statistics at Eskisehir Osmangazi University and graduated in
Ungz;zg&gsfﬁlft}é; {iggfsnce’ July 2024. Throughout education, developed analytical
Eskischir, Turkey ’ thinking and problem-solving skills. She has knowledge in data
analysis and statistical modeling. During university years, she

has the opportunity to work with data in various projects and

applications; she is proficient in using SPSS and Excel at an

advanced level. Additionally, she has basic knowledge of

programming languages such as Python, R, and C++.

17 SEMMR, 2024


https://doi.org/10.2307/20650284

