Kemeg, U. ve Yiiksel, H. F. (2021). The Relationships among Influencer Credibility,
Brand Trust, and Purchase Intention: The Case of Instagram, Tiiketici ve Tiiketim Arag-
tirmalart Dergisi, 13(1), 159-193

The Relationships among Influencer Credibility,
Brand Trust, and Purchase Intention: The Case of
Instagram

B R L O S S S R S O e e

Umut KEMEC'
Hale Fulya YUKSEL?

Abstract

Instagram is a social media platform which includes many influenc-
er accounts that can affect the purchasing decisions of others. This
study investigated the effect of influencer credibility on brand trust
and purchase intention and the mediating role of brand trust between
influencer credibility and purchase intention. Also, the difference in
purchase intention according to the product category promoted by the
influencer was examined. A structural equation model was tested us-
ing data from 408 participants. The results revealed a significant and
positive effect of influencers’ credibility on brand trust and purchase
intention. Moreover, the mediation role of brand trust was confirmed.
Lastly, it was determined that purchase intention changed according
to product categories.
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Etkileyici Kisi Giivenilirligi, Marka Giiveni ve
Satin Alma Niyeti Arasindaki iliski: Instagram
Ornegi

Oz

Instagram, bagkalarinin satin alma kararlarini etkileyebilen bir¢ok et-
kileyici kisi (influencer) hesabini barindiran bir sosyal medya platfor-
mudur. Bu ¢alisma, etkileyici kisilerin giivenilirliginin marka giliveni
ve satin alma niyeti tizerindeki etkisi ile marka giiveninin etkileyici kisi
giivenilirligiyle satin alma niyeti arasindaki aracilik roliinii arastirmis-
tir. Ayrica, etkileyici kisi tarafindan tanitimi yapilan {irtin kategorisine
gore satin alma niyetindeki farklilik incelenmistir. 408 katilimcinin
verisi ile yapisal esitlik modeli test edilmistir. Sonuglar etkileyici kisi
giivenilirliginin marka giiveni ve satin alma niyeti tizerinde anlamli
ve pozitif bir etkisi oldugunu gostermistir. Ayrica, marka gliveninin
aracilik etkisi de dogrulanmistir. Son olarak, iirlin kategorisine gore
satin alma niyetinin degistigi tespit edilmistir.

Anahtar Kelimeler: Sosyal medya pazarlamasi, Instagram, etkileyici
kisi (influencer) giivenilirligi, satin alma niyeti, marka giiveni.

Introduction

According to Kemp (2020), 49% of the world’s population is social
media user and in Turkey 64% of the country’s population is social me-
dia user. Among social media platforms, Instagram is the second mostly
used social media platform in Turkey with more than 44 million users
(Kemp, 2020).

Social media is an indispensable part of a large section of the society,
and it has the potential to change the world’s or Turkey’s agenda at a time
(Kirik, 2017). Social media platforms have been the focus of business-
es determining their marketing strategies with the increasing number of
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social media users (Saravanakumar & Suganthal.akshmi, 2012) because
any content created through social media platforms is rapidly spreading
and reaching potential buyers.

One of the brands’ marketing strategies is to cooperate with popular
users who actively use social media platforms (Benson, 2020). These
popular users, who are also called as influencers, have a large number
of followers (Lou & Yuan, 2019) and have the ability to influence peo-
ple’s views (Enge, 2012), attitudes, decisions, and behaviors (Watts &
Dodds, 2007). Instagram has many influencers which are specialists in
fields such as fashion, sports, health, cosmetics, and so on. Today, many
consumers care about influencers’ ideas and benefit from their opinions
before purchasing.

According to the data of Social Blade (2020), in 2019, C. Ronal-
do, a footballer, was the Instagram user with the most followers on the
platform, with nearly 216 million followers. Businesses pay one million
dollars for each post shared by C. Ronaldo’s Instagram account, and his
annual revenue from his collaborations through Instagram was 47 mil-
lion dollars (Lane, 2019). The famous football player gained 65 million
dollars annually as a footballer, and he had an income almost close to his
occupation from his collaborations on Instagram (Badenhausen, 2019).
According to data of Guttmann (2019), while the global budget of in-
fluencer marketing was 800 million dollars in 2017, it was more than
doubled in 2019, reaching 1.7 billion dollars. All these figures show the
importance of influencer marketing for brands and businesses.

There are studies in the literature that examined influencers on so-
cial media from different aspects. Eru, Karapimar-Celik, Celik, and Cop
(2018) examined the effect of YouTubers’ credibility and brand trust on
young consumers’ purchase intention, and they stated that sub-dimen-
sions of YouTubers’ credibility (attractiveness, trustworthiness, and ex-
pertise) affect brand trust and purchase intention of the young consum-
ers. Shamli (2019) found that sponsored product/brand promotions made
by influencers on Instagram have a positive effect on consumer purchase
intention and brand trust. Sokolova and Kefi (2020) stated that the cred-
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ibility of influencers sharing in the beauty category on YouTube and Ins-
tagram affects consumers’ purchase intention. In the light of the previous
literature, in this study, the effect of Instagram influencers’ credibility
on purchase intention and brand trust was investigated using a structur-
al equation model. Moreover, the mediation effect of brand trust in the
relationship between influencers’ credibility and purchase intention was
examined. Lastly, the effect of product category that is promoted by the
influencer on purchase intention was analyzed which was thought to be
an important contribution to literature. Besides its contribution to aca-
demic literature, it is believed that the results will also assist marketers in
planning influencer marketing strategies on social media platforms such
as Instagram.

Conceptual Framework

In this section, three factors investigated in this study (influencer
credibility, brand trust, and purchase intention) and Instagram which was
the platform used to investigate these factors were explained.

Instagram and Marketing

Rapidly advancing technological developments quickly changed in-
dividuals’ lifestyles, relationships with each other, communication, so-
cialization processes, and interactions with the environment; and these
developments have enabled the sharing of information between people
via social networks through the combination of mobile communication
and internet (Karagiille & Cayci, 2014).

Social media can be defined as a broad-based interactive platform
that allows users to share their thoughts without limitations such as lo-
cation and time (Bulunmaz, 2011) and to build their online communities
(Akar, 2018). Having one billion users, Instagram is one of the com-
monly used social media platforms in the world (Ediz, 2019). Instagram
is an effective marketing channel for businesses and it is a low-cost ad-
vertising platform compared to other advertising platforms (Ozeltiirkay
et al, 2017). Through Instagram, new customers can be reached and
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relationships with existing customers can be strengthened (Instagram,
2020a). Moreover, businesses can create and increase their popularity
by sharing posts with a community that has high interaction rates (In-
stagram, 2020b). Businesses can easily reach audiences that are diffi-
cult to be reached by collaborating with influencers on Instagram and a
well-known influencer can promote a business’s products by reaching
millions of people with a simple post (Benson, 2020).

The Concepts of Social Media Influencer and Influencer
Credibility

A new type of celebrity created by social media is micro-celeb-
rities (Khamis et al, 2017). Micro-celebrities are generally defined as
people who have gained popularity through viral internet (Marwick &
Boyd, 2011). There are micro-celebrities on various social media plat-
forms such as YouTube and Twitter, but they are mostly prominent on
Instagram (Djafarova & Trofimenko, 2019). Influencers are a form of
micro-celebrities who share their daily lives with textual and visual ex-
pressions and advertise products/services through social media and blogs
(Abidin, 2016).

Influencers on social media are people who

 are ordinary people that have become online celebrities by ob-
taining a large number of followers on one or more social media
platforms (Lou & Yuan, 2019);

 can reach many people and have the ability to influence people’s
views (Enge, 2012);

 are in constant contact with their followers (Weiner, 2018);

« are experts in the products or services they promote (Weiner,

2018) such as wellness, travel, food, lifestyle, beauty, or fashion
(Lou & Yuan, 2019);

* have a critical role in growing global marketing because of their
capacity to shape consumers’ purchasing decisions (De Veirman
et al, 2017).
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Influencers are started to be used by companies as a tool for pro-
motional and advertising activities (Aslan & Unlii, 2016). Brands love
influencers on social media because influencers can create trends and
encourage followers to purchase the products/services which they pro-
mote (Influencer Marketing Hub, 2020). The success of influencers can
be defined as the return of their influence (Khamis et al, 2017); and in-
fluencers can affect the attitudes, decisions, and behaviors of the audi-
ence that follow them (Watts & Dodds, 2007). The number of followers
reflects the popularity of influencers, and more followers mean a large
audience to convey commercial messages which is an important issue
for brands (De Veirman et al, 2017). Brands usually look for an image
of trustworthiness and sincerity in influencers that they want to work
with (De Veirman et al, 2017) because consumers trust the influencers
in social media almost as much as they trust their friends (Lou & Yuan,
2019). Therefore, credibility becomes an important feature in influencer
selection.

Credibility can be defined as believability meaning a highly credible
information or person is perceived as a highly believable information
or person (Tseng & Fogg, 1999). According to Goldsmith et al. (2000),
credibility refers to “the extent to which the source is perceived as pos-
sessing expertise relevant to the communication topic and can be trusted
to give an objective opinion on the subject”. Credibility can be consid-
ered as a tool that is used by the receiver of the information to rate the
source or transmitter of the communication regarding the information
(Eisend, 2004).

“Source Credibility” is a concept that refers to the positive features
of the sender of a message that affects the recipient’s acceptance of the
message (Ohanian, 1990). The effectiveness of a transmitted message
depends on the level of expertise perceived by the recipient and the cred-
ibility of the endorser (Ohanian, 1991). Endorsers or spokespersons are
frequently used in advertisements as credible sources and endorser cred-
ibility has a significant effect on consumers’ purchase intention (Gold-
smith et al, 2000).
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Ohanian (1990) determined the sub-dimensions of source credibility
scale as expertise, trustworthiness, and attractiveness. Expertise is the
most significant dimension for endorsed products to be effective (Dane-
shvary & Schwer, 2000), and it can be defined as “having experience
and knowledge about a product or product category” (Zha Yang et al,
2018). Trustworthiness is the degree to which the recipient accepts the
transmitted message (Ohanian, 1990). The honesty, believability, and in-
tegrity of the celebrity endorsement can be interpreted as trustworthiness
(Erdogan, 1999). Attractiveness is often considered as an essential aspect
of the first impression (Ohanian, 1990). Attractiveness is interpreted as
physical attractiveness in some sectors such as fashion, cosmetics, and
so on (Djafarova & Trofimenko, 2019). In social media, attractiveness
is followed by social attractiveness rather than physical attractiveness
and some studies showed that influencers are considered attractive even
though they do not have any physical images of their own in their social
media accounts (Edwards et al, 2013).

Many studies in the literature have considered celebrities as a source
in transmitting marketing messages (Ohanian, 1990; Agrawal & Kamak-
ura, 1995; Simsek & Ugur, 2003; Choi et al, 2005; Seno & Lukas, 2007,
Amos, Holmes & Strutton, 2008; Mikulas & Svetlik, 2016; Eru et al,
2018; Yolagan & Ozeltiirkay, 2018; Breves Liebers et al, 2019). Influ-
encers can be described as a new type of celebrity (Khamis et al, 2017),
and some studies have indicated that the credibility of influencers has a
positive effect on consumer purchase intention, brand trust, or both (Is-
hani, 2015; Eru et al, 2018; Shamli, 2019; Nascimento, 2019; Sokolova
& Kefi, 2020).

Brand Trust

Trust is an important factor for social relationships and at least a
basic level of trust is needed in any interaction between people (Go-
pichandran & Chetlapalli, 2013). Trust is also essential for companies
in creating a strong relationship between the consumer and the brand
(Elliott & Yannopoulou, 2007; Power et al, 2008). When consumers feel
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vulnerable in an uncertain situation, trust gains more importance and
reduces uncertainty because consumers know that they can rely on a
trustworthy brand (Chaudhuri & Holbrook, 2001).

According to Delgado-Ballester and Munuera-Aleman (2001),
brand trust consists of two dimensions: brand reliability and brand in-
tention. Brand reliability is about meeting consumer expectations and
satisfying needs whereas brand intention is about the goodwill of the
brand in solving problems that consumers encounter (Delgado-Ballester
& Munuera-Aleman, 2005). Brand reputation, company trust, company
perceived motives, brand liking, and brand satisfaction are among the
factors that affect brand trust and help in developing brand loyalty (Lau
& Lee, 1999). Satisfaction of consumers increases when their trust on the
brand increases (Ercis et al, 2012). If consumers trust a brand for their
previous experience, it is highly likely that they will be satisfied with
another purchase (Lee et al, 2007).

The internet and especially social media are important channels to
gain customers’ trust against the brand (Reichheld & Schefter, 2000),
and creating trust towards brands on social media can provide a signifi-
cant competitive advantage (Haciefendioglu & Firat, 2014). Transparent
and honest interactions between the brand and the consumer through so-
cial media will increase the sense of trust against the brand and will also
mediate the formation of a loyal customer community (Brown, 2010).

Purchase Intention

Intention refers to the emergence of the will to achieve a behavior
(Mutlu et al, 2011). Accordingly, purchase intention can be defined as
the tendency or desire of consumers to purchase a product at any time
(Mirabi et al, 2015) or the form of planning that is consciously made to
purchase a product (Spears & Singh, 2004; Arifani & Haryanto, 2018).
According to the Theory of Reasoned Action (TRA), intention is a strong
predictor of actual behavior (Ajzen & Fishbein, 1977). Therefore, deter-
mining purchase intention is important in understanding purchase be-
havior.
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Traditional media tools (such as TV) which are used to create or
increase the purchasing intentions of consumers are losing their popu-
larity to social media which have been integrated into consumers lives
through technological tools (O’Reilly & Marx, 2011). Unlike traditional
marketing, marketing in online platforms is based on sharing knowledge,
experience, and thoughts (Turgut, Akyol & Giray, 2016). Consumers are
looking for advice on social media before making a purchase decision
(Hsu et al, 2013). Therefore, advertisements on social media can catch
consumer attention and encourage them to check the product or service
which may in turn create a purchase intention (Alnsour et al, 2018).

In some studies, the following factors are mentioned as the factors
that affect consumer purchase intention: Product type (Morwitz, 2012;
Morwitz, Steckel & Gupta, 2007), product popularity (Park et al, 2007),
quality and reliability (Hoyer et al, 2013), brand awareness and brand
loyalty (Schiffman & Wisenblit, 2015), thoughts of family and friends
(Schiffman & Wisenblit, 2015; O’Reilly & Marx, 2011; Price & Fe-
ick, 1984; Burnkrant & Cousineau, 1975), and timing (Morwitz, 2012).
While consumers state that they approach the information created by
brands with suspicion, they state that information obtained from trust-
worthy and credible sources reduces the risk of suspicion and increases
purchase (Bambauer-Sachse & Mangold, 2013). Therefore, in order to
affect purchase decisions, it may be a good way for brands to use credible
influencers as an information source in conveying marketing messages.

Methodology
Hypotheses Development and Research Model

This research investigated the effect of the Instagram influencers’
credibility on brand trust and purchase intention as well as the media-
tion effect of brand trust on the relationship between influencer credibil-
ity and purchase intention. Regarding previous literature, it is seen that
the credibility and attractiveness of celebrities (as a source) affect con-
sumers’ behavior and celebrities/influencers are used by businesses in
their marketing strategies (Ohanian, 1990; Agrawal & Kamakura, 1995;
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Simsek & Ugur, 2003; Choi et al, 2005; Seno & Lukas, 2007; Amos et al,
2008; Korkut & Arslan, 2015; Mikulas & Svetlik, 2016; Eru et al, 2018;
Yolagan & Ozeltiirkay, 2018; Breves et al, 2019).

In the studies conducted by Ohanian (1991) and Pornpitakpan
(2004), it was revealed that celebrity credibility had positive effects on
purchase intention. In the study conducted by Eru et al. (2018), it was
shown that source attractiveness had effects on the purchase intention
of youth; and source attractiveness and trustworthiness had effects on
brand trust. Shamli (2019) stated that brand trust had a positive effect on
purchase intention. According to the studies in the literature, the main
hypotheses of this study were established as the following:

HI: Influencer credibility positively affects purchase intention.
H2: Influencer credibility positively affects brand trust.
H3: Brand trust positively affects purchase intention.

H4: Brand trust has a mediation effect on the relationship between
influencer credibility and purchase intention.

Figure 1: Research Model

The research model is also tested for differences in the relationships
due to different product categories promoted by the influencers to see if
product category affects the relationships in the model. In the research
carried out by Pornpitakpan (2004), she argues that the attractiveness
of celebrities has an effect on purchase intention, but it should not be
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the main factor in products belonging to categories such as cosmetics
and perfumes. In this study, the following hypotheses were created by
taking into consideration the product categories that are promoted by the
influencers which are followed by participants. Most frequently men-
tioned categories were cosmetics/personal care and clothing/accessories;
therefore, the following hypotheses were tested using data from these
responses.

H5: There is a significant difference between the groups separated
according to the product categories promoted by influencers.

H5 : The effect of influencer credibility on purchase intention differs
between groups that are separated according to the product categories
promoted by influencers.

H5,: The effect of influencer credibility on brand trust differs be-
tween the groups that are separated according to the product categories
promoted by influencers.

H5 . The effect of brand trust on purchase intention differs among
the groups that are separated according to the product categories pro-
moted by influencers.

Research Setting and Sample

An online questionnaire was applied to the participants who lived
in Turkey via Google Forms between 01.01.2020 and 31.05.2020. The
participants who admitted that they used Instagram and followed influ-
encers on Instagram were included in the research. As a result, 408 valid
questionnaires were obtained and used in the analyses. Of the 408 par-
ticipants, 69,9% of them were female, 80,1% of them were single, and
69,4% of them had at least a bachelor’s degree.

The participants mainly followed influencers that promoted products
in two categories. Cosmetics and personal care category ranked first
with 30,1% (n=123) and it was followed by clothing and accessories
category with 25% (n=102).
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Questionnaire Design

The source credibility scale of Ohanian (1990) was used for the in-
fluencer credibility variable. The questions for the purchase intention
variable were adapted from the scales of Hsu & Tsou (2011), Mir &
Rehman (2013), and Saxena (2011). The questions for the brand trust
variable were adapted from the scale of Chaudhuri & Holbrook (2001).
A 5-point Likert scale was used for the items in the questionnaire as
1-Strongly Disagree, 2- Disagree, 3- Undecided, 4- Agree, and 5-Strong-
ly Agree. The items in the questionnaire were included in the Appendix.

Results
AMOS 21.0 and SPSS 25.0 program were used for the analyses.

Confirmatory Factor Analysis

To test the pre-defined scales for the research variables, a confir-
matory factor analysis was applied in AMOS. According to the existing
thresholds (Meydan & Sesen, 2015), the model exhibited adequate fit to
the data as stated by the results in Table 1.

Table 1: The Goodness of Fit Statistics of Confirmatory

Factor Analysis
Fit Indices y2/df RMSEA RMR CFI NFI GFI AGFI
Model 2,855 0,068 0,074 0,969 0,954 0,882 0,854

Composite Reliability (CR) values were checked for reliability of
the CFA model (Gaskin, 2020) and CR value for each factor was found
to be greater than 0,7 as suggested by Hair, Black, Babin, and Anderson
(2014) which provided the reliability of the model (Table 2). Average
Variance Extracted (AVE) values must be greater than 0,5 for each factor
to ensure convergent validity (Hair et al, 2014), and as seen in Table 2
the AVE values are higher than 0,5. Therefore, convergent validity was
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provided. To ensure discriminant validity, the square root of AVE values
should be higher than the correlations between the factors (Hair et al,
2014) which is also provided as shown in Table 2.

Table 2: CR, AVE, and Factor Correlation Values of the
Measurement Model

CR AVE IC BT PI
IC 0,908 0,770 0,87

BT 0,967 0,879 0,72 0,93

PI 0,965 0,875 0,66 0,69 0,93

The square root of the AVE value for each factor showed with bold font in the table.

Analysis of Structural Equation Model and Hypothesis Testing

Structural equation model was analyzed using the AMOS program.
The goodness of fit statistics of this structural model shows acceptable fit
as shown in Table 3. All the paths in the model are statistically significant

(p<0,001), and standardized regression coefficients are shown in Figure
2.

Table 3: The Goodness of Fit Statistics for Structural Equation Model

Fit Indices v*/df RMSEA RMR CF1 NFI GFI AGFI

Structural Model 2,855 0,068 0,074 0,969 0,954 0,882 0,854
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Figure 2. Standardized Regression Coefficients of the
Structural Model

According to the results, influencer credibility (IC) had significantly
and positively affected purchase intention (PI) (81 = 0,33) and brand
trust (BT) (82 = 0,72). Moreover, brand trust had significantly and posi-
tively affected purchase intention (33 = 0,45). Therefore, hypothesis HI,
H2 and H3 were supported.

In addition to the direct relationships between variables, it was found
that brand trust had a mediation effect between influencer credibility and
purchase intention (indirect effect of IC on PI was 0,32 and total effect of
IC on PI was 0,65). Therefore, hypothesis H4 was supported.

Multiple group analysis was performed in AMOS for two product
categories (cosmetic/personal care n=123 and clothing/accessory n=102)
which were the two prominent categories that were promoted by the
most closely followed influencers. As seen in Table 4, when the model
is evaluated, there is a significant difference between group 1 (cosmetic/
personal care) and group 2 (clothing/accessory) (p <0,001). Each path of
the model is controlled via a chi-square difference test and all the paths
are found to be statistically significant (p<0,001) as shown in Table 5.
Therefore, H5 and all the sub-hypotheses were supported, and it can be
said that the product category which is promoted by influencer had a
moderator effect. It can be concluded that the effects of influencers on
the relationships in the structural model are stronger for consumers who
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follow influencers that promote products in the cosmetic/personal care
category.

Table 4: General Model Differences between Cosmetics/Personal Care and
Clothing/Accessory Groups

NFI IFI RFI
Model df CMIN P Delta-1 Delta-2 rho-1 TLI rho-2
Structural 444 961,983 0,000 0,884 0,934 0,868 0,925
Weights

Table 5: General Model Differences between Cosmetics/Personal Care and
Clothing/Accessory Groups for Each Path

Standardized Regression Coefficient

Result of chi-square

Cosmetic/Personal Care  Clothing/Accessory difference test
(Group 1) (Group 2)
IC —BT 0,800 0,744 0,000
IC —PI 0,562 0,523 0,000
BT —PI 0,285 0,266 0,000

Discussion and Conclusions

Findings of the structural equation model showed that influencer
credibility had a significant and positive effect on purchase intention and
brand trust; and it was also seen that brand trust had a significant and
positive effect on purchase intention. Moreover, brand trust was found to
have a mediation effect on the relationship between influencer credibility
and purchase intention. The results of this study support similar find-
ings in the literature. Some related studies from literature are as follows:
Sokolova and Kefi (2020) stated that the credibility of influencers who
are sharing in the beauty category on YouTube and Instagram affected
the purchase intention of consumers. Shamli (2019) found that spon-
sored product/brand promotions made by influencers on Instagram had a
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positive effect on consumer purchase intention and brand trust. Accord-
ing to Eru et al. (2018), YouTubers’ attractiveness affected consumers’
purchase intention, and this attractiveness was effective in building trust
against the promoted brand. At the same time, brand trust had a medi-
ation effect on the relationship between YouTuber’s attractiveness and
purchase intention (Eru et al, 2018). It can be concluded that influencers
on Instagram and other social media platforms have an important effect
on both building brand trust and on increasing purchase intention; and
credibility of these influencers is an important factor to be considered.

Considering the results of group comparison chi-square test, the ef-
fect of influencer credibility on purchase intention and brand trust, and
the effect of brand trust on purchase intention were significantly higher
for cosmetics/personal care product category than clothing/accessories
product category. This result is noteworthy because no study was en-
countered in literature that investigated this difference of product cat-
egories on Instagram. Nascimento (2019) stated that the credibility of
influencer positively affected the consumers’ intention to purchase for
cosmetics and beauty products. The result of Ishani’s study showed that
influencers’ credibility had a positive effect on consumer purchase in-
tention and enjoyable shares of influencers increased this effect even
more. Besides, Ishani asked the participants to take a screenshot from
the current posts of the influencer they most followed, and the product
categories in the screenshots were categorized. According to the results
obtained from 300 participants, beauty / cosmetics (26.3%) and clothing
/ fashion (16%) product categories were in the first two places (Ishani,
2015). The prominent product categories in Ishani’s study were similar
to the prominent categories in this study.

The results of the current study contribute to literature in two ways.
Firstly, this is one of the few studies investigating the credibility of influ-
encers on Instagram which is a platform that is highly used for marketing
purposes. Secondly, it reveals that the effect of influencer credibility on
brand trust and purchase intention is significantly higher in cosmetics
and personal care product category.
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Implications for Marketers

Building brand trust is more difficult, especially in social media plat-
forms due to the rapid spread of information and the diversity of infor-
mation sources. However, influencers who are regarded as credible by
their followers can play an important role in creating brand trust and
increasing the tendency of potential consumers to purchase. This will
help companies’ marketing activities in the long term.

In order to gain this success through influencers, companies should
collaborate with influencers whose credibility is accepted by consumers.
The brand should avoid partnerships with non-credible influencers that
could break the trust of the consumer. Also, according to the results of the
current study, influencers who share in cosmetics and personal care prod-
uct categories have more influence than clothing and accessory product
categories on brand trust and purchase intention. Therefore, businesses
that sell products in cosmetics and personal care product categories can
benefit more by working with Instagram influencers.

Limitations and Future Research Possibilities

This study uses a sample of Instagram users who follow influencers
on the platform. There are also many influencers on other social media
platforms that use sponsorships for product promotion with brands. There-
fore, the results of this study may not be generalized to other social media
platforms. Future research may focus on influencers on other social media
platforms to test if the results of this study also apply to those platforms.
Additionally, two product categories (cosmetic/personal care - clothing/
accessory) were the most frequently given responses by the participants
in this study, and the multiple group analysis was performed including
only these categories. Future research may include other product catego-
ries that are promoted by influencers. In this study, the sub-dimensions
(expertise, trustworthiness, and attractiveness) of influencer credibility
were not tested separately. Therefore, future studies may test the effect
of each sub-dimension of influencer credibility on purchase intention and
brand trust and determine which one/ones are more important.
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Arastirma Yayin Etigi Beyam

Bu aragtirma bilimsel arastirma ve yaym etigi kurallarina uygun
sekilde gerceklestirilmistir. Arastirmada kullanilan soru formu, Afyon
Kocatepe Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma ve
Yayin Etigi Kurulu tarafindan onaylanmustir.

Yazarlarin Makaleye Katki Oranlan

Bu ¢alisma Dr. Ogr. Uyesi Hale Fulya YUKSEL’in danismanligini
yaptigi Umut KEMEC’e ait 20/07/2020 tarihinde onaylanan yiiksek li-
sans tezinden tiiretilmis olup yazarlarin esit katkisi ile yazilmustir.

Destek Beyam

Bu arastirma herhangi bir kurum veya kurulus tarafindan desteklen-
memistir.

Cikar Beyani

Bu arastirma herhangi ¢ikar catismasina konu degildir.
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Appendix. Questionnaire Items

Influencer Credibility (IC): Sub-dimensions of influencer credibi-
lity scale are attractiveness (ICA), trustworthiness (ICT), and expertise
(ICE).

ICA1. The influencer I follow is attractive.

ICA2. The influencer I follow is classy.

ICA3. The influencer I follow is beautiful.

ICAA4. The influencer I follow is elegant.

ICAS. The influencer I follow is sexy.

ICT1. The influencer I follow is dependable.
ICT2. The influencer I follow is honest.
ICT3. The influencer I follow is reliable.
ICT4. The influencer I follow is sincere.
ICTS5. The influencer I follow is trustworthy.

ICE1. The influencer I follow is expert.

ICE2. The influencer I follow is experienced.
ICE3. The influencer I follow is knowledgeable.
ICEA4. The influencer I follow is qualified.
ICES. The influencer I follow is skilled.

Brand Trust (BT)

BTI. I believe in brand(s) promoted by the influencer.
BT2. Brand(s) promoted by the influencer are safe.
BT3. Brand(s) promoted by the influencer are honest.
BT4. Brand(s) promoted by the influencer are reliable.

Purchase Intention (PI)

PI1. Given a chance in the future, I predict that I would consider
purchasing brands/products that are promoted by the influencer on Ins-
tagram.
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PI2. I will likely purchase brands/products that are promoted by the
influencer on Instagram in the near future.

PI3. Given the opportunity, I intend to purchase brands/products that
are promoted by the influencer on Instagram.

PI4. T intend to consider brands/products that are promoted by the
influencer on Instagram in my future purchases.
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Genisletilmis Ozet

Etkileyici Kisi Giivenilirligi, Marka Giiveni ve
Satin Alma Niyeti Arasindaki Iligki:
Instagram Ornegi

Giris

Hizla ilerleyen teknolojik gelismeler, bireylerin yasam tarzlarimi, birbirleriyle
olan iliskilerini, sosyallesme siire¢lerini ve ¢evre ile etkilesimlerini hizli bir se-
kilde degistirdi ve bu gelismeler, mobil iletisim araglari ve internetin birlegimi
ile birlikte insanlar arasinda sosyal aglar araciligiyla birlikte bilgi paylagimina
olanak sagladi (Karagiille ve Cayci, 2014).

Sosyal medya, kullanicilarin konum ve zaman gibi sinirlamalar olmaksizin dii-
stincelerini paylasmalara (Bulunmaz, 2011) ve gevrimigi topluluklar olustur-
malarina (Akar, 2018) olanak taniyan genis tabanli etkilesimli platformlar ola-
rak tanimlanabilir (Bulunmaz, 2011). Kemp (2020) tarafindan paylasilan veri-
lere gore diinya niifusunun %49’u sosyal medya kullanicisiyken, Tiirkiye’de bu
oran %64 lara ¢ikmaktadir. Sosyal medya kullanici sayisinin yiiksek olmasi ve
sosyal medya platformlarinda tiretilen herhangi bir i¢erigin ¢ok hizli bir sekilde
¢ok sayida kullanictya ulasabilmesi igletmelerin pazarlama stratejilerinde sos-
yal medyanin 6nemini artirmaktadir.

Bu c¢aligmada Tiirkiye’deki popiiler sosyal medya platformlarindan biri olan
Instagram’daki etkileyici kisiler ele alinmaktadir. Bu etkileyici kisilerin giive-
nilirliginin, marka giiveni ve satin alma niyetine etkisi ile marka giliveninin,
etkileyici kisi giivenilirligi ve satin alma niyeti arasindaki aracilik etkisi yapisal
esitlik modellemesi ile arastirilmigtir. Ayrica etkileyici kisilerin tanitim yaptigi
iiriin kategorileri bazinda yapisal modeldeki degisimler incelenmistir.

Instagram ve Pazarlama

Instagram diinyada 1 milyan askin (Ediz, 2019), Tiirkiye’de ise 44 milyonu
askin kullanicisi sayistyla (Kemp, 2020) yaygin olarak kullanilan sosyal medya
platformlar arasinda yer almaktadir. Instagram, isletmeler i¢in hem etkili bir
pazarlama kanali hem de diger reklam platformlarina gore daha diisiik maliyetli
bir reklam platformudur (Ozeltiirkay vd., 2017). Instagram araciligtyla mevcut
misterilerle iligkiler giiclendirilebilir ve yeni misterilere ulasilabilir (Instag-
ram, 2020a). Dahas1 isletmeler, paylasimlarini yiiksek etkilesim oranlarina sa-
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hip topluluklarla paylasarak bilinirlik yaratabilir ya da mevcut bilinirliklerini
artirabilirler (Instagram, 2020b).

Sosyal Medyada Etkileyici Kisi Kavrami ve Etkileyici Kisi Giivenilirligi

Markalarin pazarlama stratejilerinden biri, sosyal medya platformlarmi ak-
tif olarak kullanan popiiler kullanicilarla is birligi yapmaktir (Benson, 2020).
Sosyal medyanin yarattig1 yeni bir {inlii tiirii olan mikro tinliiler (Khamis vd.,
2017), genellikle viral internet araciligiyla popiilerlik kazanan kisiler olarak
tanimlanmaktadir (Marwick ve Boyd, 2011). Etkileyici kisi olarak da adlandi-
rilan bu poptler kullanicilarin ¢ok sayida takipgisi vardir (Lou ve Yuan, 2019)
ve insanlarin goriislerini (Enge, 2012), tutumlarini, kararlarini ve davraniglarini
etkileme yetenegine sahiptirler (Watts ve Dodds, 2007). Youtube ve Twitter
gibi ¢esitli sosyal medya platformlarinda da yer alan mikro {nliilerin genel-
likle 6ne ¢iktig1 platform ise Instagram’dir (Djafarova ve Trofimenko, 2019).
Isletmeler, Instagram’daki etkileyici kisilerle is birligi yaparak ulasilmasi zor
kitlelere kolayca ulagabilir ve iirlinlerini tanitabilirler (Benson, 2020).

Markalar, birlikte ¢aligmak istedikleri etkileyici kisilerde genellikle giivenilir-
lik ve samimiyet imaj1 ararlar (De Veirman vd., 2017) ¢linkii tiiketiciler sosyal
medyadaki etkileyici kisilere neredeyse arkadaslarina giivendikleri kadar gii-
venmektedirler (Lou ve Yuan, 2019). Bu nedenle, firmalarin is birligi yapacak-
lar1 etkileyici kisilerin se¢iminde bu kisilerin giivenilirlikleri 6nemli bir unsur
olarak gortilmektedir.

Ohanian (1990) kaynak giivenilirligi kavramini, bir mesaji1 gonderen kayna-
gin o mesajin alicisinin mesaji kabuliinii etkileyen pozitif 6zellikleri olarak
tanimlamistir ve kaynak giivenilirliginin alt boyutlarin1 uzmanlik (expertise),
giivenilirlik (trustworthiness) ve cekicilik (attractiveness) olarak belirlemistir.
Uzmanlik “bir {iriin ya da iiriin kategorisi hakkinda deneyim ve bilgi sahibi ol-
mak” olarak tanimlanabilir (Zha vd., 2018). Alicinin iletilen mesaj1 kabul etme
derecesi ise giivenilirlik olarak tanimlanmaktadir (Ohanian, 1990). Cekicilik
ise ilk izlenimin 6nemli bir yonii olarak diisiiniilebilir (Ohanian, 1990). Moda,
kozmetik vb. bazi sektorlerde ¢ekicilik fiziksel ¢ekicilik olarak yorumlanmak-
tadir (Djafarova ve Trofimenko, 2019). Sosyal medyada ise ¢ekicilik, fiziksel
cekicilikten ziyade sosyal ¢ekicilik olarak yorumlanmaktadir ve etkileyici ki-
silere ait sosyal medya hesaplarinda kendilerine ait bir fiziksel gorsel payla-
simlar1 bulunmasa bile bu kisilerin ¢ekici olarak kabul edildigi tespit edilmistir
(Edwards vd., 2013).
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Literatlirdeki baz1 ¢caligmalar, etkileyici kisilerin gilivenilirliginin tiiketici satin
alma niyeti, marka giiveni veya her ikisi lizerinde de olumlu bir etkiye sahip
oldugunu gostermistir (Ishani, 2015; Eru vd., 2018; Shamli, 2019; Nascimento,
2019; Sokolova ve Kefi, 2020).

Marka Giiveni

Giiven, sosyal iliskiler i¢in dnemli bir faktdrdiir ve insanlar arasindaki herhangi
bir etkilesimde en azindan temel diizeyde giivene ihtiyag vardir (Gopichand-
ran ve Chetlapalli, 2013) ve giiven, tliketici ile marka arasinda giiglii bir ilis-
ki kurmada sirketler i¢in de gereklidir (Elliott ve Yannopoulou, 2007; Power
vd., 2008). Tiiketicilerin kararsiz kaldiklarinda ya da kendilerini savunmasiz
hissettiklerinde gliven daha da 6nem kazanmakta ve belirsizligi azaltmaktadir
(Chaudhuri ve Holbrook, 2001).

Internet ve 6zellikle sosyal medya, miisterilerin markaya kars1 giivenini kazan-
mak i¢in 6nemli kanallar arasindadir (Reichheld ve Schefter, 2000) ve sosyal
medyada giiven olusturmak markalar i¢in dnemli bir rekabet avantaji saglaya-
bilmektedir (Haciefendioglu ve Firat, 2014). Marka ile tiiketici arasinda sosyal
medya aracilifiyla gerceklestirilen seffaf ve diiriist etkilesimler, markaya kars1
gliven duygusunu artiracak ve ayni zamanda sadik bir miisteri toplulugunun
olusumuna aracilik edecektir (Brown, 2010).

Satin Alma Niyeti

Tiiketicilerin satin alma niyetlerini olusturmak veya arttirmak icin kullanilan
geleneksel medya araglar1 (TV gibi) popiilerliklerini teknolojik araclarla tii-
keticilerin yasamlarina entegre olan sosyal medya araglarina birakmaktadir
(O’Reilly ve Marx, 2011). Cevrimigi platformlarda pazarlama; bilgi, deneyim
ve diisiincelerin paylagilmasina dayanmaktadir (Turgut vd., 2016). Tiiketiciler
bir satin alma karar1 vermeden dnce sosyal medyada tavsiye aramaktadirlar
(Hsu vd., 2013). Bu nedenle, sosyal medyadaki reklamlar tiiketicinin dikkatini
¢ekebilir ve onlari iirtinli veya hizmeti kontrol etmeye tesvik edebilir; bu da bir
satin alma niyeti olusturabilir (Alnsour ve digerleri, 2018).

Tiiketiciler, markalarin olusturdugu bilgilere siipheyle yaklastiklarini belirtir-
ken, giivenilir kaynaklardan elde edilen bilgilerin siiphe riskini azalttigini ve sa-
tin almay1 artirdigini belirtmektedir (Bambauer-Sachse ve Mangold, 2013). Bu
nedenle, satin alma kararlarimi etkilemek i¢in, markalarin pazarlama mesajlarini
iletirken bilgi kaynag1 olarak giivenilir etkileyicileri kullanmalart iyi bir tercihtir.
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Metodoloji

Ohanian (1991) ve Pornpitakpan (2004) tarafindan yapilan aragtirmalarda {in-
lillerin giivenilirliginin satin alma niyetine olumlu etkileri oldugu ortaya ¢ik-
mistir. Eru vd. (2018) tarafindan yiiriitiilen ¢caligmada ise kaynagin ¢ekiciligi-
nin genclerin satin alma niyetini etkiledigi ortaya konulmustur, bunun yani sira
kaynak ¢ekiciligi ve glivenilirliginin marka giivenini de etkiledigi belirtilmistir.
Shamli (2019) ise marka giliveninin satin alma niyetini olumlu yonde etkiledi-
gini belirtmistir. Literatiirdeki ¢alismalar gdz 6niinde bulundurularak bu calis-
manin ana hipotezleri su sekilde belirlenmistir:

HI: Etkileyici kisinin giivenilirligi satin alma niyetini olumlu yonde etkiler.
H?2: Etkileyici kisinin giivenilirligi marka giivenini olumlu yonde etkiler.
H3: Marka giiveni, satin alma niyetini olumlu yonde etkiler.

H4: Marka giiveni, etkileyici kiginin giivenilirligi ile satin alma niyeti arasinda-
ki iliskide aracilik etkisine sahiptir.

Belirtilen hipotezlere ek olarak, aragtirma modelinin etkileyici kisiler tarafin-
dan tanitimi yapilan iiriin kategorilerine gore farklilik gosterip gostermedigi
de test edilmistir. Modelde test edilecek olan iiriin kategorileri belirlenirken
katilimecilara yoneltilen “Instagram’da en yakindan takip ettiginiz etkileyici kisi
(Influencer) en ¢ok hangi iiriin kategorisinde tanitim yapiyor?” sorusuna veri-
len cevaplarda 6ne ¢ikan (Kozmetik/Kisisel Bakim, n=123 ve Giyim/Aksesuar,
n=102) kategoriler dikkate alinmistir ve su hipotezler belirlenmistir:

HS5: Etkileyici kisiler tarafindan tanitimi yapilan tiriin kategorilerine gore ayri-
lan gruplar arasinda anlamly bir farkliik vardir.

H5 : Etkileyici kisi giivenilirliginin satin alma niyeti iizerindeki etkisi etkileyici
kisi tarafindan tanitumi yapilan iiriin kategorilerine gore ayrilan gruplar ara-
sinda farklilik gésterir.

H5,: Etkileyici kisi giivenilirliginin marka giiveni iizerindeki etkisi etkileyici
kisi tarafindan tamitimi yapilan iiriin kategorilerine gore ayrilan gruplar ara-

sinda farklilik gosterir.

H5 : Marka giiveninin satin alma niyeti iizerindeki etkisi etkileyici kisilerin ta-
nittig tirtin kategorilerine gére ayrilan gruplar arasinda farklilik gésterir.

Arastirma verileri, 01.01.2020 ve 31.05.2020 tarihleri arasinda Google Formlar
araciligiyla Instagram’da etkileyici kisi(ler) takip eden 408 katilimcidan elde
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edilmistir. Katilimcilara yoneltilen soru formunda yer alan arastirma degisken-
lerine ait sorular ekte belirtilmistir.

Bulgular

Yapilan analizler sonucunda, etkileyici kisilerin giivenilirliginin hem marka
giiveni hem de satin alma niyeti lizerinde anlamli ve pozitif etkisi bulunmustur
ve H1 ve H2 desteklenmistir. Marka giiveninin de satin alma niyeti iizerin-
de anlaml ve pozitif etkisi bulunmustur ve H3 desteklenmistir. Ayrica, marka
giiveninin, etkileyici kisi giivenilirligi ve satin alma niyeti arasindaki iliskide
aracilik etkisi oldugu tespit edilmistir ve H4 desteklenmistir.

Etkileyici kisiler tarafindan tanitimi1 yapilan iki dnemli {iriin kategorisi i¢in 6n-
celikle AMOS’ta ¢oklu grup analizi yapilmig ve iki grup arasinda anlamli bir
farklilik oldugu saptanmustir; dolayisiyla ve H5 genel olarak desteklenmistir.
Aragtirma modelinin gruplar arasinda farklilik gosterip gostermediginin tes-
piti icin model ki-kare fark testine tabi tutulmus ve gruplar arasinda anlamli
farkliliklar bulunmustur. Buna gore, etkileyici kisi giivenilirliginin satin alma
niyeti ve marka giiveni iizerindeki etkisi ve marka giivenin satin alma niyeti
tizerindeki etkisi; kozmetik/kisisel bakim kategorisinde giyim/aksesuar katego-
risine gore daha ytiksek olarak gozlemlenmistir. Dolayisiyla HS , HS, ve HS_
desteklenmistir.

Tartisma, Sonug ve Oneriler

Yapisal esitlik modeli ile elde edilen sonuglar, literatiirde yer alan bulgulari des-
teklemekte ve benzerlik gostermektedir. Ilgili literatiirde yer alan arastirmalara
ait baz1 sonuglar ise su sekildedir: YouTube ve Instagram’da giizellik katego-
risinde paylasim yapan etkileyici kisilerin giivenilirligi tiiketicilerin satin alma
niyetini etkilemektedir (Sokolova ve Kefi, 2020). Instagram’da yer alan etki-
leyici kisiler tarafindan yapilan sponsorlu iiriin/marka tanitimlari, tiiketicilerin
satin alma niyeti ve marka giiveni iizerinde olumlu bir etkiye sahiptir (Shamli,
2019). YouTuber’larin ¢ekiciligi tiiketicilerin satin alma niyetini etkilemekte-
dir; ayrica bu ¢ekicilik, YouTuber’lar tarafindan tanitilan markaya karsi giiven
olusturmada da pozitif yonde bir etki gostermektedir. Ayn1 zamanda, marka
giiveni, YouTuber’1n ¢ekiciligi ile satin alma niyeti arasindaki iliskide aracilik
etkisine sahiptir (Eru vd., 2018). Arastirmanin sonuglari ve literatiirde yer alan
bulgular bir arada degerlendirildiginde, Instagram ve diger sosyal medya plat-
formlarindaki etkileyici kisilerin hem marka giiveni olusturmada hem de satin
alma niyetini artirmada énemli bir etkiye sahip oldugu sonucuna varilmaktadir.
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Bu etkileyici kisilerin gilivenilir olarak algilanmasi da 6énemli bir faktor olarak
dikkate alinmalidir.

Bu aragtirmanin bir diger dnemli bulgusu, “kozmetik/kisisel bakim” katego-
risinde tanitim yapan etkileyici kisilerin giivenilirliginin satin alma niyeti ve
marka giiveni lizerindeki etkisinin “giyim/aksesuar” kategorisine kiyasla daha
yiiksek olmasidir. Elde edilen sonuglar, Nascimento’nun (2019) etkileyici ki-
sinin giivenilirliginin kozmetik ve giizellik {iriinlerinde tiiketicilerin satin alma
niyetlerini olumlu yonde etkiledigi sonucunu destekler niteliktedir. Buradan
hareketle, 6zellikle kozmetik/kisisel bakim kategorisinde faaliyet gosteren is-
letmelerin etkileyici kisi pazarlamasindan daha fazla fayda saglayabilecegini
sOylemek miimkiindiir.

Bu arastirma, pazarlama amaciyla oldukca sik kullanilan Instagram platfor-
munda yer alan etkileyici kisilerin giivenilirligini arastiran sinirh sayidaki aras-
tirmalardan birisidir ve bu nedenle akademik literatiire katki saglayacagi 6ngo-
rilmektedir. Elde edilen sonuglar, isletmeler agisindan da 6nem tagimaktadir.
Markalar, tiiketiciler tarafindan giivenilir olarak algilanan etkileyici kisilerle is
birlikleri yaparak hem markaya duyulan giiveni hem de tiiketicilerin satin alma
niyetini pozitif yonde etkileyebilirler. Ek olarak, elde edilen sonuglar kozmetik/
kisisel bakim kategorilerinde iiriin satan markalarin bu is birliklerinden daha
fazla fayda saglayabileceklerini 6nermektedir.

Sadece Instagram 6zelinde gerceklestirilmis olmasi bu ¢calismanin sonuglarinin
sosyal medya platformlari agisindan genellenebilirligini kisitlamaktadir. Gele-
cekteki galigmalar farkli sosyal medya platformlarini ele alarak bu ¢alismanin
bulgularimi test edebilir. Ayrica, bu ¢alismada incelenen {iiriin kategorilerinin
disindaki iiriin kategorileri de yeni ¢alismalarda ele alinabilir.
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