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Abstract

Social media influencer marketing is a form of social media marketing involving product
placement and endorsements from influencers. Influencers successfully shape consumers’
perceptions towards products or services by posting videos, content, or pictures on their
social media channels. However. We proposed this study to investigate the impact of social
media influencers’ personality, content, and trustworthiness on consumers’ purchase
intention and eWOM towards different brands in Saudi Arabia. We applied a quantitative
research method to carry this study. Therefore, an online questionnaire was developed to
gather data from 510 respondents using non-probability. To obtain the study objectives, we
analyzed the primary data using structural equation modeling via SmartPLS software. The
results reveal that social media influencers’ personality, content, and trustworthiness
significantly impact consumers’ purchase intention and eWOM. This study results help
brands, advertisers, and marketers to understand how social media influencers’ marketing
techniques can influence consumers’ purchase intention and eWOM towards different
brands. Thus, it will also support them to know the key factors that could significantly explain
consumers' intention and eWOM towards social media influencers. Further, this study
purpose of investigating the influence of social media influencers on the consumers’ purchase
intention in different sectors and context.

Keywords: Social Media Influencers, Personality, Content, Trustworthiness, Purchase
Intention, Ewom, Saudi Arabia

Introduction

The technological revolution has been significantly changing the way of communication,
either formal or informal (Licoppe and Smoreda, 2005; Pratt et al., 2012). From that, social
media is one of the prominent inventions (Weaver et al.,, 2012). Several companies
continuously use social media to communicate with customers and develop product
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promotion strategies based on the customers’ feedbacks on social media channels (Carr and
Hayer, 2015; lankova et al., 2019). Thus, most companies use social media platforms for
marketing purposes (Chatterjee and Kar, 2020). With the popularity of social media, it is easy
and reliable to approach maximum customers in a limited duration and budget (Zuhdi et al.,
2019). According to Abbas et al (2019), brands are achieving the objective of relationship
marketing and also enhancing brand value through the social media marketing campaign. The
most famous platforms are Instagram, YouTube, Facebook, Snapchat, Twitter, etc. The
massive popularity of social media globally can be well known because currently, 3.78 billion
users use different social media channels to communicate (Bhattacharyya et al., 2021; Cole
et al., 2021; Almalki et al., 2021).

However, the constantly increasing number of social media users introduced a new kind of
digital media marketing, called “Social Media Influencer Marketing” (Singh et al., 2020; Shan
et al., 2020; Zhou et al., 2021). In this regard, it is common now for companies to hire famous
social media celebrities to endorse their services and products promotion through social
media platforms (Glucksman, 2017). Eventually, social media influencers are typical
individuals who become famous on different social media channels by creating and posting
content on various topics such as technology, entertainment, tourism, fashion, education,
reviews, sports, etc. (Rishika et al., 2013; Kim et al., 2020; Singh et al., 2020; Reagan et al.,
2020). According to Zhou et al (2021), social media influencers exemplify a novel independent
third-party endorser who significantly influences consumers' attitudes and intentions through
creative content towards a brand.

Influencers develop products and services promotion strategies in several formats, such as
videos, photos, and blogs (Shan et al., 2020). Hence, Hu et al (201) reported that social media
influencers and followers connect based on their trust and personality. Also, companies
believe and getting maximum return from the marketing campaign by the influencer (Singh
et al., 2020). In this regard, the social media influencer has been mutating the marketing
trends following the modern marketing era (Kim et al., 2020). “The social media is crowded
with the presence of people having experience in diverse fields, and thus, using social media
influencers for marketing communication has emerged as an efficient and valuable means for
the brands” (Saima and Khan, 2020 p.2). Glucksman et al (2017) stated that this kind of
marketing campaign might be very effective in making a long-term relationship with the
brands looking to develop their consumer base and convert them into lasting customers.

Therefore, several companies developed their social media accounts on different channels
for product promotions. Still, only a few got followers' attention to their brands; most form
them failed to gain the maximum consumers' attention (Huhmann and Limbu, 2016). Thus,
companies are now paying more attention to hiring an experienced and knowledgeable social
media influencer who could attract maximum followers towards their brands (Kim et al.,
2020). However, several studies pointed out that social media influencers significantly impact
consumers purchase intention and eWOM intention in developed countries (Jiménez-Castillo
and Sanchez-Fernandez, 2019; Rosara and Luthfia, 2020; Guping et al., 2021; Plidtookpai and
Yoopetch, 2021; Muda and Hamzah, 2021), yet research on social media influencer marketing
in Gulf Cooperation Council (GCC) is still scant (Hurley, 2019).
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Prior studies have examined how numerous features of traditional media marketing
techniques impact consumers’ purchase intention and eWOM (Kala and Chaubey, 2018;
Sulthana and Vasantha, 2019). Thereby, few research studies shed light on the impact of
influencer marketing on consumer purchase intention (Kay et al., 2020). However, the current
study aims to investigate the impact of social media influencers’ personality, content, and
trustworthiness on consumer purchase intention and eWOM in GCC countries, mainly Saudi
Arabia.

We are presenting the practical and academic need to expand the research and the
development argument on the potential influence of social media influencers. However, we
develop a research model regarding the convincing influence of influencers’ personality,
content, and trustworthiness on their followers. The model investigates whether influencers'
personality, content, and trustworthiness can impact consumers’ purchase and eWOM
intention towards the brands endorsed by the influencers. Therefore, we used the theory of
reasoned action to develop the conceptual model for this study.

Theoretical and Hypothesis Development

Researchers widely use the theory of reasoned action to understand and predict individuals’
attitudes and behavior (Vallerand et al., 1992; Hale et al., 2002). The critical aim of the theory
is to explain individuals’ beliefs, trust, and motivational influences on their behavior and
intention towards a product or service (Sheppard et al., 1988; Madden et al., 1992). Thus,
prior scholars use the theory to predicate internal factors, i.e., individuals’ perceptions of
objects or events, and external factors, i.e., social influences, affect individuals’ intentions to
perform a particular behavior (Ham et al., 2014). According to Madden et al (1992), the theory
of reasoned action educates the companies on understanding the individual’s behavior
towards their products or services. Mainly, this theory predicates the individuals’ behavior
towards products based on their past experiences (Hale et al., 2002). Another study by sarver
(1983) pointed out that the individuals' past attitudes predicate their present behavior
towards a brand.

Empirically, several marketing and advertising research studies reported that the theory of
reasoned action significantly predicator consumers’ intention towards marketing a product
or services (Pookulangara et al., 2011; Lee et al., 2013; Ham et al., 2014; Kim et al., 2020).
Therefore, Ham et al (2014) concluded that individuals’ attitudes towards social media
influencers are influenced by their trust and belief in this theory. Accordingly, Kim et al (2020)
noted that using this theory is valuable to know the actual intention of consumers towards
the contents of influencers. However, content by influencers plays an essential role in building
strong relationships with their followers (Confente and Vigolo, 2018; Jones, 2020). Hence,
influencers' personality is also a dynamic factor influencing followers' purchase intention
towards the brands they advertise on their different social media channels (Ahmad and
Bruno, 2021).

Additionally, social media influencers' creative content and personality maximize their
interaction with followers, which ultimately enhances the sales of products or services they
post on their social media timelines (Jones, 2020). Considering the advancement of the
current digital marketing era, companies should switch from traditional to modern marketing
techniques to effectively approach targeted audiences (Kim et al., 2020). From that, social
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media influencers’ marketing getting highlighted by several scholars (Confente and Vigolo,
2018), which significantly earned the highest rank in the marketing world. This study aimed
to investigate the impact of social media influencers’ content, personality, and
trustworthiness on the consumers’ purchase intention and eWOM. To obtain the study’s
objective, we used the theory of reasoned action to predicate the consumers’ purchase
intention and eWOM through social media influencers.

Hypothesis Development

Personalities of Influencers and Purchase Intention and eWOM

Recently research studies concluded that the influencer's personality is one of the most
imperative factors when individuals follow social media influencers (Chu and Chen, 2019;
Yusuf and Busalim, 2018). Zeng and Seock (2019) mentioned that the attractive personality
of an influencer immediately affects follower perception, and it also leads to followers’
positive intention toward a brand. Increasing the number of followers is the all-time stress of
influencers. They used to adopt different moral and great-looking personalities trends
(Confente and Vigolo, 2019). More likely, influencers’ purpose is to attract maximum
followers towards the brand they do advertise on their channel (Tien et al., 2019), which
ultimately impacts consumers’ purchase intention (Tien et al., 2019) and eWOM (Chu and
Chen, 2019). According to Dhanesh and Duthler (2019), influencers’ personality is essential in
developing consumers’ positive purchase intention towards brands (Slamet, 2019). Similarly,
Zeng and Seock (2019) pointed out that every company chooses influencers considering their
targeted consumers’ needs and class, for example, food, beauty, sports, travel, etc., all have
a different style of followers, and they always follow the modern trends and adopt in their
personality as could entertain the followers (Slamet, 2019).

Therefore, several studies investigated the association between social media influencers’
personalities and consumers' purchase intention (Tien et al., 2019) and eWOM (Chu and
Chen, 2019). Most of them found a strong and positive association between them. Saima and
Khan (2020) conducted a quantitative study and found influencers' personality significantly
impacts the consumers’ purchase intention towards brands they advertise. In addition, Tien
and Rivas (2019) concluded that the positive eWOM of consumers shows their loyalty to the
brand. Hence, some consumers are inspired by the influencers’ personalities and start doing
eWOM. Thus, they positively linked with each other. On the other hand, social media
influencers are still a novel term for several companies in developing countries, mainly Saudi
Arabia (Al-Nasser and Mahomed, 2020; Ahmed et al., 2021). Therefore, the present study
aims to find an association between influencers’ personalities, consumers’ purchase
intention, and eWOM. Thus, we developed the following hypotheses:

H1: Personality of influencers positively associated with consumers’ Purchase intention
H2: Personality of influencer positively associated with consumers’ eWOM intention

Content by Influencer, Purchase Intention, and eWOM

Experience and knowledge in a given domain support social media influencers to compose
effective content such as pictures, videos, or blogs (Arriagada and Ibafiez, 2020; Ozgen and
Mahmoudian, 2021). Influencer content support to create collaboration with brands and
expertise in the subject matter. The purpose of producing unique content is to reach larger
and new audiences by leveraging those influencers' potential credibility and social followings
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(Stubb and Colliander, 2019). Influencers’ content induces the strong belief that their
messages are informative and valid (Zeng and Seock, 2019). Influencers' informative and
timely content significantly impacts consumers' purchase intention (Saima and Khan, 2020).
Anchoring to the effect of influencers’ content, it is imperative to create a positive message
which must not hit any culture, religion, or political ethics (Nisa, 2018).

However, prior studies examined the relationship between influencers’ content and
consumers’ purchase intention (Weismueller et al., 2020) and eWOM (Zhou et al., 2021). In
this regard, Saima and Khan (2020) carried out a study in India and found content by
influencers significantly impacts consumer purchase intention. Another survey by Rothe and
Wicke (2018) found eWOM of consumers positively affected by influencers' content.
According to Bonnevie et al (2020), a lack of information and skills of influencers can minimize
their credibility among followers. Plus, Zhou et al (2021) suggested that they should analyze
the current market trends and create content accordingly, ensuring the strong belief of
followers in influencers and the brands they advertise.

Empirically, it is confirmed that influencers’ content positively impacts consumers’ purchase
intention and eWOM (Weismueller et al., 2020). Content is a dominant factor of influencers
that could shape consumers’ awareness of a brand. However, Rothe and Wicke (2018)
pointed out that the researchers still need to illustrate the association between these main
constructs in developing countries. Thus, we developed the following hypotheses to confirm
that relationship quantitatively:

H3: Content by influencer positively associated with consumers’ Purchase intention
H4: Content by influencers positively associated with consumers’ eWOM intention

Trustworthiness of Influencers, Purchase Intention, and eWOM

Lou and Yuan (2019) have defined the trustworthiness of an influencer as the perception of
individuals based on sincerity, honesty, or truthfulness. However, several other factors of
trustworthiness have been recognized by scholars recently, from that they emphasized that
trustworthiness is still a critical factor of influencers. The trustworthiness of influencers
significantly impacts consumers’ perceived credibility, information (Chekima et al., 2020;
Nafees et al., 2020), purchase intention, and eWOM (Tien et al., 2019; Plidtookpai and
Yoopetch, 2021). Thus, this also affects consumers’ attitudes towards making a purchase
decision (Weismueller et al., 2020). Characteristics of trustworthiness can be predicated on
keeping promises and being honest (Bonnevie et al., 2020).

However, recently several studies found a strong positive relationship between social media
influences trustworthiness, purchase intention, and eWOM in developed countries (Tien et
al., 2019). Thereby, limited researchers investigate the relationship between influencers’
trustworthiness, purchase intention (Plidtookpai and Yoopetch, 2021), and eWOM in
developing countries. Thus, we developed the following hypotheses:

H5: Trustworthiness of influencers positively associated with consumers’ Purchase intention
H6: Trustworthiness of influencers positively associated with consumers’ eWOM intention
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Methods

Measurement

To obtain the current study's aim, we developed measurement items, and all were adopted
from the previous studies and modified some. For example, items for the personality of
influencer were adapted from (Pornsrimate and Khamwon, 2020; Gunnarsson et al., 2018),
content by the influencer (Yoo et al., 2016), trustworthiness by the influencer (Wiedmann and
Von Mettenheim, 2020), consumers’ purchase intention (Kudeshia and Kumar, 2017), and
eWOM (Prayogo et al., 2016). Therefore, we used a Likert scale 5-point ranging (1=strongly
disagree to 5= strongly agree) to evaluate the different constructs of this study, and all
respondents were requested to evaluate each item using that scale. According to Pescaroli et
al (2020), social and management science studies widely use the Likert scale to conduct
guantitative research. Thus, demographic and basic questions were presented in the first
section of the questionnaire (see Table 1 and Table 2).

Sample and Data Collection

As in Jun 2021, a report published by Global Media Insight pointed out that in Saudi Arabia
total of 33.58 million users are using different social media channels, i.e., YouTube 31.40
million (89.50%), Instagram 26.80 million (76.40%), Facebook 25.92 million (73.90%), Twitter
25.05 million (71.40%), LinkedIn 13.96 million (39.80%), Pinterest 10.21 million (29.10%), and
Tumblr 6.24 million (17.80%), and the number of social media users is constantly increasing
(GMI, 2021), considering these higher number of social media users encouraged us in the
selection of a sample. Thus, we collected data from random customers visiting different
shopping malls in Saudi Arabia.

Table 1.
Demographic Information and Basic Questions
Indicators Frequency Percent
Gender
Male 170 11.8
Female 340 88.2
Age (in the year)
18-25 123 24.11
26-32 124 24.31
33-40 128 25.09
Above 41 135 26.47
Education level
High school 94 18.43
Bachelor 197 38.62
Masters 180 35.29
Doctorate 14 2.74
Other 25 4.90

What is your monthly income?

SAR 1,001 to 2,000 108 21.17
SAR 2,001 to 3,000 156 30.58
SAR 3,001 to 4,000 104 20.39
More than SAR 4,001 142 27.84

Select the following social media channel you usually use?
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Facebook 230 45.09
Instagram 160 31.37
YouTube 108 21.17
Twitter 12 2.35

In this regard, we used a nonprobability sampling method. The questionnaires were shared
through a web link, and the principal investigator guided the participant on the understanding
of items if they did not understand some. Our sample comprised Saudis with knowledge about
social media influencers, the motivation why a qualifying question was pasted at the first
section of the questionnaire to exclude respondents with no familiarity with social media
influencers. A total of 539 respondents successfully returned the filled questionnaire. About
510 valid responses were considered (94.61%), while 29 were excluded for ticking the same
answers for all items and lack of knowledge about social media influencers. We processed to
test reliability, validity, and hypotheses testing.

Results

“Structured equation modeling” (SEM), based on a “confirmatory factor analysis,” has been
carried out to test direct relationships between the constructs and validate the measurement
model for this study. According to Saleem et al. (2021), SEM via smartPLS is an advanced
statistical approach to test a quantitative model. The proposed research model for the current
study was assumed to be complex, so we determined the use of the “partial least squares”
(PLS) technique as it is the most usable and fit method for quantitative research models. The
following section investigates the measurement of a model to obtain construct reliability,
indicator reliability, discriminant validity, and convergent validity via SmartPLS software.

Measurement Model

As presented in Table 2, in this study, we tested factor loading for measurement items. We
found all items have loadings values above 0.6, confirming that the factor loading is
determined (Sarstedt and Cheah, 2019). To check the reliability and validity of constructs, we
used “composite reliability” (CR) values shown in Table 3 presents that all constructs have CR
> 0.7, guaranteeing the reliability of constructs were achieved (Ramayah et al., 2017). Hence,
the convergent validity was evaluated using the “average variance extracted” (AVE); for all
the constructs, the AVE value suggested above 0.5, confirming the achievement of convergent
validity for the measurement model (Ramayah et al., 2018).
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Table 2.
Measurement Items
Constructs Items code Loading
PINF1 0.712
Personality by Influencers PINF2 0.772
PINF3 0.726
COINF1 0.657
COINF2 0.774
COINF3 0.794
Content by Influencers
COINF4 0.785
COINF5 0.789
COINF6 0.653
TRINF2 0.852
Trustworthiness of Influencer TRINFS 0.894
TRINF4 0.890
TRINF5 0.839
PINT1 0.797
PINT2 0.760
Purchase Intention PINT3 0.849
PINT4 0.813
PINTS 0.830
eWOM1 0.849
CWOM eWOM3 0.858
eWOM4 0.668
eWom?2 0.849
Table 3.
Validity and Reliability of Constructs
Composite Average Variance
Alpha Reliability Extracted
Personalities of Influencers 0.682 0.832 0.543
Content by Influencers 0.838 0.881 0.555
Trustworthiness of Influencers 0.908 0.931 0.731
Purchase Intention 0.869 0.905 0.657
e Word of Mouth 0.822 0.883 0.656

Next, the “discriminant validity” was checked using Fornell and Larcker (1981), which
highlighted the root square of AVE for each latent variable suggested to be higher than the
correlation with any other latent variable as presented in Table 4. Thereby, the evaluation of
the convergent validity, construct reliability, and indicator reliability shows satisfactory
findings, validating that the constructs of this study can be used to test the proposed study
model.
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Table 4.
Discriminant Validity
1 2 3 4 5
Content by Influencers 0.745
Personalities of Influencers 0.498 0.737
Purchase Intention 0.613 0.476 0.810
Trustworthiness of Influencers 0.568 0.413 0.528 0.855
e Word of Mouth 0.476 0.386 0.635 0.472 0.810

coefficients (Ringle et al., 2020). Accordingly, Saleem et al. (2021) suggested that the key
criterion for evaluating the structural model is the coefficient of determination (R?) of the
endogenous latent variables (see Figure 1). The results show that 44.9% of the variation in
the purchase intention and 30.4% for e WOM.
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Figure 1. Structural Model for Social Media Influencers

Hypothesis 1 of personality of influencers to purchase intention (=0.187; p-value=0.000),
hypothesis 2 of personality of influencers to eWOM (B=0.152, p-values 0.001), hypothesis 3
of content by influencers to purchase intention (=0.390, p-values=0.000), hypothesis 4 of
content by influencers to eWOM (B=0.248, p-values 0.000), hypothesis 5 of trustworthiness
of purchase intention (f=0.229, p-value= 0.000), hypothesis 6 to trustworthiness of
influencers to eWOM (B=0.268, p-values=0.000). Thus, statistical results show all hypotheses
are statistically significant, further see Table 5).
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In results summary, six hypotheses were developed, all of them show significant results,
which illustrate that the social media influencers’ personality, content, and trustworthiness
positively impact consumers’ purchase intention and eWOM.

Table 5.
Path Coefficient
Original Sample
Sample P T Statistics P Values
Mean (M)
(0)
Personalities of _Influencers -> 0.187 0.189 4.383 0.000
Purchase Intention
Personalities of Influencers = e
Word of Mouth 0.152 0.154 3.388 0.001
Content by Influencers = .4 0.391 8.713 0.000
Purchase Intention
Content by Influencers = e
Word of Mouth 0.248 0.249 5.141 0.000
Trustworthiness of Influencers 0.229 0.228 5.014 0.000
= Purchase Intention
Trustworthiness of Influencers 0.268 0.27 5632 0.000

- e Word of Mouth

Discussion

Theoretical Implications

The current study has two theoretical implications. First, consumers’ purchase intention and
eWOM are positively influenced by influencers' personality, content, and trustworthiness
linked with previous studies (Prayogo et al., 2016; Gunnarsson et al., 2018; Pornsrimate and
Khamwon, 2020). Content by influencer and trustworthiness was the most substantial factor
affecting consumers’ purchase intention and eWOM, while influencers' personality had the
moderating impacts on consumers’ eWOM. These findings reveal that an influencer with
creative content and trustworthiness is more probably to influence the consumers’ purchase
intention and eWOM, as suggested by recent studies (Zhou et al., 2021; Ahmed et al., 2021;
Saima and Khan, 2021).

Second, this study's results explain that the variation in consumers’ purchase intention can
be more described by social media influencers’ personality, content, trustworthiness
(Chekima et al., 2020). These statistical findings imply that social media influencers impact
consumers' purchase intention towards a particular brand and influence eWOM intention.
These theoretical implications suggest that social media influencer marketing is the best
alternative for brands aiming to enhance awareness about their products, services offerings,
maximize market share and create potential purchase intention among new and existing
customers.

Practical Implications

The statistical findings of the current study allow us to draw main practical implications.
Personality, content, and trustworthiness are the main factors customers notice when
following social media influencers. Accordingly, companies and advertising agencies can
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concern and adopt influencer marketing techniques to promote their brands to a wide range
of audiences.

Limitations and Future Research

Discussing interesting theoretical and practical implications, current research is still subject
to some limitations. First, the primary data was gathered using non-probability sampling, yet
the adoption of a probability sampling method was unrealizable in our study. Second, the
study was carried out with consumers from only one city in Saudi Arabia. Studies are to be
carried in different contexts to overcome cultural and social similar kinds of research to
compare results. Finally, it would be interesting if future researchers could have a qualitative
study to investigate the impact of social media influencers on consumers’ attitudes and
purchase intention.

Conclusions

The main contribution of the current study was to identify the key factors of social media
influencers and their impact on the consumers’ purchase intention and eWOM. In this regard,
we developed a conceptual framework based on a theory of reasoned action for social media
influencers. Thus, for the conceptual framework, we adapted other variables from previous
studies. Our research presents the direct impact of social media influencers' personality,
content, and trustworthiness on consumers’ purchase intention and eWOM towards brands
in Saudi Arabia. To obtain this objective, we collected data from 510 random customers
visiting different shopping malls in Jeddah, Saudi Arabia; empirically, we found that
consumers’ purchase intention and eWOM are significantly influenced by social media
influencers personality, content, and trustworthiness, as previous studies in different
contexts also identified it. However, we found that the content and trustworthiness of
influencers strongly impact the consumers’ purchase intention and eWOM. Thereby, the
personality of influencers is slightly affected. They determine that consumers are more likely
to recommend a product or services of a company that their following influencers have
advertised on their different social media channels. Finlay, we conclude that this study added
literature by acknowledging social media influencers significantly impact the consumers’
purchase intention and eWOM. Thus, brands and advertising professional could design their
marketing activities considering endorsements with social media influencers.
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