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Abstract 
 

In recent years Social Media Influencers (SMIs) have shown unprecedented growth 

worldwide. They build strong relationships and gain the trust of followers to induce their 

purchase intentions. Brand managers can take advantage of this relationship by having their 

products endorsed through them. Based on the two dimensions of source credibility, 

expertise & authenticity, and knowledge sharing, this research investigated how SMIs can 

gain followers' trust and whether this trust of followers translates into purchase intentions. 

For research, purposive sampling was employed. Data was collected from 401 respondents 

living in Karachi, Pakistan, aged 18 years or older. The result of the study suggested that 

expertise, authenticity and knowledge sharing have a significant positive influence on 

fostering followers' trust. Moreover, all three constructs have a significant positive 

influence on purchase intentions via trust. However, price consciousness does not moderate 

the influence between trust and purchase intentions. Thus, this research is useful both for 

academia and industry since it fills many important and stated gaps in the literature and 

gives recommendations to brand managers on how they can select trusted SMIs for the 

brands' endorsements which could subsequently result in the enhancement of purchase 

intentions of followers. 

   

Keywords: Social media Influencers; trust; mediation; price consciousness and moderation  
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1. Introduction  
 

One of the most significant buzzwords in 21st-century marketing is social media influencers (SMIs) 

(Hund, 2019). Marketing conducted through SMIs has grown by leaps and bounds in the last 

decade, shifting mass media and social media marketing towards marketing through SMIs (Coco 

& Eckert, 2020;  Kim & Kim, 2021). Influencer marketing is growing by more than fifty percent 

a year. In 2015 the size of influencer marketing was half a million dollars, reaching $9.7 billion in                     

2020. By the end of 2022, marketing through SMIs will be expected to reach $15 billion (Gerrath 

& Usrey, 2021; Kim & Kim, 2021). 

Influencer marketing is a type of endorsement marketing whose purpose is to increase brand 

awareness, drive engagement, generate word of mouth and change followers' intentions and 
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behaviors in favor of the brand or product they are endorsing (Kim & Kim, 2021; Singh et al., 

2020). In order to drive followers' engagement and induce intentions and behaviors, trust of 

followers' is an essential factor (Hu et al., 2019; Jansom & Pongsakornrungsilp, 2021).  

Just like in developed countries, Pakistan also the traditional form of television, radio, and 

newspaper advertisement is losing its effectiveness in terms of low awareness, recognition, and 

recall of brand and it hardly translates into reinforcement of brand positioning. Due to prevailing 

situation, brand managers are seeking alternatives to reach their target audience to convey their 

message, increase brand awareness, and induce intentions and behaviors of consumers (Javed, 

2021). Under current circumstances, SMIs appear to be the best alternative for brand managers to 

cost-effectively target a selected group of consumers (Javed, 2020; Kazi, 2021). 

The effectiveness of SMIs rests upon their ability to gain trust of consumers, which is important 

since consumers follow and listen to their trusted SMIs and their intentions and behaviors is also 

influenced when endorsements are coming from their trusted SMIs (Audrezet et al., 2020; Gerrath 

& Usrey, 2021; Javed, 2021; Raothar, 2021). However, the authenticity of SMIs is continuously 

questioned in developed countries and also in Pakistan, and followers are losing trust in them 

(Mannheim, 2021; Mundkur, 2021; Raothar, 2021; Rimmer, 2022).   

There are several factors responsible for why followers are losing trust in SMIs like the fraud of 

SMIs (endorsements of brand without using it, endorsing the brand highlighting only positive 

points of brand which are not according to the values of brand), lack of sponsorship disclosures, 

fake followers and their fake comments resulting in loss of trust in SMIs and reputation of brand 

endorsed could also be affected (Delbaere et al., 2021; Hudders et al., 2021; Rimmer, 2022). 

Followers in Pakistan are no different with respect to losing trust in SMIs due to deceptive 

endorsements, lack of sponsorship disclosures, and fake followers, as experienced in developed 

countries (Azmi, 2021; Images, 2019). Moreover, a recent study conducted in Pakistan suggested 

that 47% of followers believe that endorsement made by SMIs is inauthentic and untrustworthy 

(Raothar, 2021). 

Despite the widespread use of SMIs in contemporary marketing, businesses are hoping to find 

those SMIs whom followers trust and they are endorsing brands out of intrinsic motivation rather 

than motivated by some external factors such as money (Mannheim, 2021) since followers are 

already questioning the authenticity and trustworthiness of endorsements made by SMIs (Kazi, 

2021; Raothar, 2021). 

1.1 Gap Analysis  

 

This research aims to fill several gaps in the literature. Despite the ever-increasing importance of 

SMIs in endorsing different brands, research related to how SMIs develop a relationship and gain 

the trust of followers and its subsequent advantages remain nebulous thus far (Kim & Kim, 2021). 

Pop et al. (2022) added that future research should find out how SMIs gain the trust of followers 

and what will be its advantages for the brand and company.  

Furthermore, The important antecedents of influencer marketing like knowledge sharing, have not 

been studied before in the literature on SMIs (Casaló et al., 2020). In addition to that, this study 

will fill other important gaps in the literature since the research community has paid little attention 

to the essential moderator of price consciousness in the context of influencer marketing (Vrontis 

et al., 2021).  
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1.2 Objectives of the study  

 

i) To determine the role of authenticity, expertise, and knowledge sharing in fostering the trust of 

followers.   

ii) To find out whether the followers' trust in SMIs helps foster the purchase intentions of followers. 

iii) To find out whether trust mediates the relationship between authenticity, expertise, knowledge 

sharing, and purchase intentions of followers.  

vii) To find out the extent price consciousness moderates the relationship between followers’ trust 

and purchase intentions.  

2. Literature Review  
 

2.1 Trust in SMIs 

 

Trust is an extremely important construct and it is studied in several disciplines including, 

philosophy, economics, marketing, sociology and organizational behavior (Lou & Yuan, 2019). 

According to Golembiewski & McConkie (1975) trust is so potent that there is no other variable 

thoroughly affecting interpersonal and group behavior such as trust (Golembiewski & McConkie, 

1975; Pop et al., 2022).  Fisher et al. (2010) stated that trust is an ambiguous and broad concept 

however marketing and exchange definition of consumer trust is given by Moorman et al. (1993) 

“Trust is the willingness to rely on an exchange partner in whom one has confidence” (Beldad et 

al., 2010; Lou & Yuan, 2019; Moorman et al., 1993). Trust is a very important factor in the 

consumer decision-making process and influencer marketing (Martínez-López et al., 2020; 

Pittman & Abell, 2021).  Extant literature suggests that consumers trust influencers more than any 

other form of marketing communication coming from the company (Ki et al., 2020; Reinikainen 

et al., 2020). In the context of SMIs endorsements by them is useful only when consumer trust the 

content of SMIs (Pop et al., 2022). 

  

2.2 Hypotheses Development  

 

2.2.1 Source Credibility: Expertise and Authenticity 

 

Ohanian (1990) defined the credibility of the source as the extent to which the source possesses 

the expertise of the subject that which source is endorsing moreover, the source could also be 

trusted for making valid assertions (Calvo-Porral et al., 2021; Ohanian, 1990). If consumer 

considers the source highly credible then the effectiveness of the source message increases many 

fold and it does influences the attitudes and behaviors of consumers (Pornpitakpan, 2004; 

Weismueller et al., 2020). According to Hovland et al. (1953) elements of sources, and credibility 

could be mainly grouped into two dimensions i.e., expertise and authenticity (Hovland et al., 1953; 

Kim & Kim, 2021). The expertise of the source refers to the knowledge or training the source 

possesses about the product they are endorsing (El Hedhli et al., 2021; Namrata & Parmar, 2021; 

Wallace et al., 2021). Whereas, authenticity is defined as being real, true and genuine (Lee, 2020; 

Thompson et al., 2006). 

 According to the literature concept of authenticity is highly subjective and is dependent upon the 

judgment of the consumer, like for one person product-x endorsed by a celebrity is authentic and 

for another person, it’s not (Lee, 2020; Lehman et al., 2019). In the context of influencer marketing 
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authenticity is the genuine endorsement of influencers which is based upon the usage of the product 

and it is part of intrinsic motivation rather than based on some external factor such as money 

(Audrezet et al., 2020; Lee & Eastin, 2021). The followers generally have the perception that 

influencers will be endorsing those products that they are genuinely interested in thus they consider 

their recommendations authentic (Forrest & Cao, 2010; Lisichkova & Othman, 2017). However, 

nowadays this perception of consumers is changing and consumers are continuously questioning 

about authenticity of SMIs (Breves et al., 2021; Images, 2019).  

Hovland & Weiss (1951) stated that communication effectiveness is enhanced when the message 

is communicated by a highly credible source who is also considered trustworthy by consumers as 

compared to the source whose credibility is considered lower by followers. SMIs are also 

considered as modern opinion leaders (Sun et al., 2021) and brands in themselves (Newberry, 

2021) since consumers follow selected influencers and act upon their recommendations 

(Newberry, 2021; Sun et al., 2021). Synnott (2021) concluded from their study of Irish followers 

of SMIs that source expertise is an important antecedent of fostering trust among followers.  

According to Zenger & Folkman (2019), more the leader possess knowledge and expertise more 

people will trust their recommendations. A study conducted by Hernandez-Fernandez & Lewis 

(2019) in the USA based on the data collected from 749 consumers. The result of the study 

suggested that the authenticity of a brand leads to the trust of consumers. Kim & Kim (2021) 

studied 384 followers of SMIs in USA result of their study suggested that two dimensions of source 

credibility i.e., authenticity and expertise lead to the trust of followers, thus it is hypothesized:  

 

H1: Expertise of SMIs positively influences the trust of followers. 

H2: Authenticity of SMIs positively influences the trust of followers.  

 

2.2.2 Knowledge Sharing and Trust 

 

Knowledge sharing is defined as when someone shares their knowledge with others regarding 

some information, product, or task through their interactions (Abdullah & Al, 2022; Cummings, 

2004; Mooradian et al., 2006). According to Salimi et al. (2022) when knowledge is shared with 

people or a group of people then trust is likely to enhance between them. In the context of 

organization McNeish & Mann (2010) stated that knowledge-creating and sharing culture is 

enhanced when there is trust between employees. According to Wu et al. (2021) &  Chen et al. 

(2022), people share their knowledge with others when they believe that their professional 

reputation will be enhanced due to their knowledge contribution. Previous research has shown that 

people view knowledge as a people’s good that is owned by the community, then they share their 

knowledge out of intrinsic motivation and to gain satisfaction and recognition from others (Wasko 

& Faraj, 2000). In the context of SMIs thus it is argued that they share knowledge with consumers 

and their followers in order to gain recognition and trust of followers so that they can get more 

followers and endorsements. Thus, it is hypothesized that.  

 

H3: Knowledge sharing positively Influences the trust of followers.   

 

2.2.3 Mediating Role of Trust  

 

Consumer trust is the prerequisite for any business to be successful (Yu et al., 2021). Several 

studies in the literature have confirmed that trust has both direct and mediating effects on 
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marketing-related outcomes (eg. Gomes et al., 2022; Qalati et al., 2021; Yu et al., 2021). A study 

conducted in the USA suggested that 63% of the followers trust SMIs more than an advertisement 

coming from the company, this study further suggested that about 58% of followers purchase the 

products endorsed by their trusted influencers (Falls, 2021). According to Lou & Yuan  (2019) 

trust enhances the effect of SMIs authenticity and expertise on marketing-related outcomes. A 

study conducted by Kim & Kim (2021) in the USA concluded that trust mediates the effects of 

expertise, and authenticity on purchase intentions. Thus, we hypothesize that: 

 

H4: Trust mediates the relationship between expertise and purchase intentions. 

H5 Trust mediates the relationship between authenticity and purchase intentions. 

 

According to Ghahtarani et al. (2020) knowledge sharing enhances trust among people. Trust of 

people leads to their purchase intentions. Thus, we argue that in the context of SMIs knowledge 

sharing by SMIs, leads to enhancement of trust among followers and this trust could subsequently 

lead to enhancement of purchase intentions. Thus, we hypothesize that: 

 

H6:  Trust mediates the relationship between knowledge sharing and purchase intentions.  

     

2.2.4 Moderating role of price consciousness 

 

Price consciousness was defined by Lichtenstein et al. (1993) extent to which customers are 

interested in paying low prices for their purchases (Lichtenstein et al., 1993; Palazón & Delgado, 

2009).  Consumers generally have a certain level of price acceptability that they are willing to pay 

to purchase certain products (Munnukka, 2008). According to Huo et al. (2021), the price is the 

critical element in consumer purchase decisions since the lower the prices more units are sold in 

contrast higher the prices fewer units are sold. Yang & Ha (2021) and  Liu et al. (2013) stated that 

price consciousness plays an important moderating role in making a purchase decision. A recent 

study conducted by Zhao et al. (2021) on Chinese university students concluded that product low 

pricing has a positive influence on the purchase intentions and behavior of consumers. Ghali- 

Zinoubi (2020) found out from their study that price consciousness plays a moderating role 

between purchase intention and behavior in purchasing green products. It means people have the 

intention to purchase green products however, due to the high price of green products intention 

doesn’t convert into actual purchase behavior. Khurram et al., (2018) stated that price 

consciousness weakens the relationship between brand recognition and purchase intention. Since 

brand recognition is one of the vital components of consumer trust (Decker, 2021; Hilson, 2021) 

thus we came up with the following hypothesis: 

H7: Price consciousness weakens the relationship between follower’s trust and purchase intentions 

 
                                                              Figure 1: Hypothesized model 
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3. Methodology  
 

This research was undertaken by following a quantitative and positivist approach (Gefen et al., 

2000). Data was collected from 401 respondents aged 18 years or older, living in Karachi, Pakistan 

using Google Forms. Before we allowed the participants to take part in the survey, they were 

explained in detail who SMIs are, then eligibility of the participants was judged using three pre-

screening questions, whether they are active on social media, whether they are following any SMI 

and If they are following any SMI then they should name the first name of SMI that comes to their 

mind. Only after completing this phase participants were allowed to take part in the survey thus 

our sampling is classified as purposive sampling (Cash et al., 2022; Yuan & Lou, 2020).   

Scales of all the constructs were either adopted or adapted from previous studies. The constructs 

of expertise, knowledge sharing, trust, price consciousness, and purchase intentions were measured 

on 7 points Likert scale whereas, the construct of authenticity was measured on the 7-point 

semantic differential scale. The construct of expertise consists of 4 items and they were adopted 

from Munnukka (2008) and Yuan & Lou (2020). Knowledge sharing consists of 4 items and they 

were adapted from Son (2016) and Ryu et al. (2003). Trust consists of 4 items they are were 

adopted from Kennedy et al. (2001) and  Kim & Kim (2021). Price consciousness consists of 4 

items that were adopted from Sun & Wang (2020). The construct of authenticity consists of 5 items 

and they were adopted from Kim & Kim (2021) and Ohanian (1990). 

Data were analyzed through PLS-SEM (Partial Least Square- Structural Equation Modeling) using 

SMART PLS 4.0.8.4 since PLS-SEM is sophisticated second-generation path modeling and it 

gives more robust results as compared to first-generation techniques of regression and ANOVA 

conducted in SPSS (Hair et al., 2019). The demographic profile of the respondents is given in 

Table 1. 

 

 
Table 1: Demographic Profile of the Respondents 

Profile  Frequency Percentage % 

Gender    

Female 165 41.1 

Male 236 58.9 

Age (Years)   

18-24 255 63.6 

25-31 105 26.2 

32-38 25 6.3 

39-45 10 2.5 

Above 45 6 1.5 

Education Completed   

Matriculation/O-Level  35 8.7 

Intermediate/A-level  132 32.9 

Bachelors  150 37.4 

Masters  75 18.7 

PhD 9 2.2 

Profession    

Student 236 58.9 

Public sector employee  89 22.2 

Private sector employee 28 7.0 
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Self Employed  45 11.2 

Others  3 0.7 

Monthly Income   

Less than 10,000 184 45.9 

10,000-30,000 55 13.7 

30,001-60,000 51 12.7 

60,001-100,000 55 13.7 

Above 100,000 56 14.0 

 
 

4. Results and Discussions 
 

4.1 Measurement Model  

 

The measurement model was assessed using SMRAT PLS 4.0.8.4. The internal consistency-

reliability was ascertained through CR and roh_A. All the constructs fulfill the requirements of 

roh_A and CR. The roh_A of constructs vary between 0.917 to 0.814 with a cutoff of 0.7 (Hair et 

al., 2019) as given in Table 2. CR of all constructs falls between 0.919 to 0.857 with a cutoff of 

0.7 (Hair et al., 2019) as given in Appendix A thus fulfilling internal consistency-reliability 

requirements.  
Table 2: Internal Consistency and Convergent Reliability 

Variables rho_A 
Average Variance 

Extracted (AVE) 

Authenticity 0.895 0.699 

Expertise 0.888 0.739 

Knowledge Sharing 0.814 0.608 

Price Consciousness 0.866 0.705 

Purchase Intentions 0.917 0.704 

Trust 0.861 0.703 

 

Factor loadings were used to assess composite reliability they ranged between 0.520 to 0.884, as 

given in Appendix A with the majority of factor loadings above 0.7 indicating a good measure of 

latent factors (Collier, 2020;  Hair et al., 2019). Then VIF was used to check multicollinearity. The 

VIF values of all the constructs ranged between 1.113 to 2.348 having a cutoff value of 10 (Collier, 

2020, Rehman 2021).  

CR and AVE were used to determine convergent validity. The CR of constructs ranged between 

0.919 to 0.857 with a cutoff of 0.7 (Hair et al., 2019). Whereas, the AVE of constructs lies between 

0.608 to 0.739 with a cut-off value of 0.5 (Collier, 2020; Leguina, 2015) as given in Table 2. 

HTMT was used to assess discernment validity. Since it is the most rigorous criterion to assess 

discernment validity than others like Fornell-Larcker Criterion (Sokolova & Perez, 2021). The 

result of the analysis suggested that the correlation between and within all the constructs is well 

within the cutoff value of 0.85 as shown in Table 3. Conforming to the discernment validity of the 

model (Becker et al., 2018; Collier, 2020; Shoukat, 2021).  
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Table 3:  Heterotrait-Monotrait (HTMT) 

Variables Authenticity Expertise 
Knowledge 

Sharing 

Price 

Consciousness 

Purchase 

intentions 
Trust 

Price 

Consciousness                     

X Trust 

Authenticity        

Expertise 0.773       

Knowledge Sharing 0.774 0.801      

Price Consciousness 0.574 0.453 0.61     

Purchase Intentions 0.674 0.634 0.759 0.469    

Trust 0.842 0.717 0.749 0.641 0.758   

Price Consciousness 

X Trust  
0.227 0.297 0.196 0.286 0.169 0.315   

 

4.2 Structural Model  

 

The result of the hypotheses test suggested that most of the hypotheses are supported apart from 

moderating hypothesis as given in Table 4. Supporting hypothesis are, H1(O=0.152, P =0.022, T= 

2.283), H2(O= 0.518, P <0.0005, T=8.04), H3 (O=0.174, P <0.0005, T= 3.553), H4(O=0.099, P 

=0.029, T= 2.190), H5 (O=0.335, P <0.0005, T= 6.786), and H6 (O=0.113, P =0.001, T= 3.291). 

Hypotheses H1, H2, H3 are supported and suggested that the authenticity, expertise, and 

knowledge sharing of SMIs have a significant positive influence on the trust of followers. 

Furthermore, hypotheses H4, H5, and H6 are supported suggesting that there is an indirect positive 

influence of authenticity, expertise, and knowledge sharing on purchase intentions via trust.  
 

Table 4: Hypotheses Testing 

 

 

Table 5 suggests that the direct path of authenticity, expertise and knowledge sharing are also 

significant apart from the indirect path via trust.  
 

 

Table 5: Direct Influence 

4.3 Moderation Analysis  

 

Hypotheses 
Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T     

Value 

P 

Value 
Supported 

Expertise -> Trust (H1) 0.152 0.15 0.067 2.283 0.022 yes 

Authenticity -> Trust (H2) 0.518 0.52 0.065 8.004 0.000 yes 

Knowledge Sharing -> Trust (H3) 0.174 0.174 0.049 3.553 0. 000 yes 

Expertise -> Trust -> Purchase intentions (H4) 0.099 0.098 0.045 2.19 0.029 yes 

Authenticity -> Trust -> Purchase intentions (H5) 0.335 0.335 0.049 6.796 0.000 yes 

Knowledge Sharing -> Trust -> Purchase intentions (H6) 0.113 0.113 0.034 3.291 0.001 yes 

Hypotheses 
Original 

Sample 

Sample 

Mean 

Standard 

Deviation T Value 

P 

Value Supported 

Expertise -> Purchase intentions  0.060 0.061 0.046 1.970 0.049 yes 

Authenticity -> Purchase intentions 0.201 0.203 0.031 4.348 0.00 yes 

Knowledge Sharing -> Purchase intentions 0.069 0.069 0.024 2.923 0.000 yes 
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Hypothesis H7, is about price consciousness weakening the relationship between followers’ trust 

and purchase intentions. Hypothesis H7 is not supported since (O=0.036, P =0.212, T= 1.2472). It 

could be interpreted in the manner that when followers develop trust in SMIs then price 

consciousness does not play a significant moderating role between followers’ trust and consumer's 

purchase intentions.  

 

5. Discussions 
 

In marketing and communication literature SMIs are getting increasing attention with every 

passing day. SMIs are different from celebrities because unlike celebrities SMIs are creators of 

content themselves, moreover, their interaction with followers is much better than that of 

celebrities and they get a chance to build a level of trust and reputation with followers and make 

the relationship with them (Yuan & Lou, 2020).   

The findings of the study suggested that SMI’s authenticity, expertise and knowledge sharing have 

a significant positive influence on fostering the trust of followers. In addition, the findings of the 

study further suggested that there is an indirect or mediated positive relationship between SMI’s 

perceived authenticity, expertise, and knowledge sharing on purchase intentions via Trust. In other 

words, followers will trust those SMIs whom they perceive to be authentic, have the expertise in 

the area they are endorsing and share knowledge with their followers. Moreover, this trust in SMIs 

results in the enhancement of the purchase intentions of followers.  

The findings of this study are consistent with the findings of an earlier study conducted by Kim & 

Kim (2021) in the USA on a sample of 384 respondents. The findings of their study suggested that 

the expertise and authenticity of SMIs lead to the trust of followers and there is an indirect or 

mediated positive effect of expertise and authenticity on purchase intentions via trust.  

This study partially agrees with the study conducted by Ghahtarani et al. (2020) result of their 

study suggested that there is no influence of knowledge sharing on fostering the trust of consumers, 

but the trust of consumers has a significant positive influence on purchase intentions. However, 

the result of this study suggested that knowledge sharing has a significant positive influence on 

fostering the trust of followers moreover, knowledge sharing also enhances the purchase intentions 

of followers via trust.   

It is interesting to note that the earlier studies conducted by Yuan & Lou (2020) and Lou & Kim 

(2019) suggested that the perceived expertise of SMIs are negatively related to marketing-related 

outcome in product interest which they call for further investigation. However, this study 

suggested there is not only a positive impact of the perceived expertise of SMIs in strengthening 

the trust of followers but also the perceived expertise of SMIs could also lead to the purchase 

intention of consumers via trust.   

The findings of this study further suggested that price consciousness does not dampen the 

relationship between trust and purchase intention. It could be interpreted in the manner that when 

followers trust their selected SMI then that is not that much price consciousness in their purchase 

intentions.   

This study has some limitations too which can be used for future research. Firstly, for the study, 

we have taken all platforms of social media rather than specifying any particular platform like 

Instagram or YouTube. Different platforms provide different features for interaction, in the future, 

it is recommended to replicate the same study by considering a single platform where the 

interaction takes place between SMIs and followers. Secondly, we considered purchase intention 
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as an outcome variable. In future research, it is recommended to consider other outcome variables 

like purchase behavior or product interest. 

 

6. Results and Conclusions     
 

This study fills several important and stated gaps in the literature, this study responded to the call 

of Pop et al. (2022) wanting to investigate how SMIs gain the trust of followers and what will be 

its advantages for the brand. Furthermore, the important antecedent of influencer marketing like 

knowledge sharing was not explored before in influencer marketing (Casaló et al., 2020). 

Moreover, little attention was paid to the essential moderator of price consciousness in influencer 

marketing (Vrontis et al., 2021). 

In this contemporary environment where the traditional form of mass media communication is 

losing its effectiveness and brand managers are diverting their advertisement budget towards SIMs, 

practically this research will be helpful for brand managers in selecting trusted SMIs for 

endorsements of their brands. The findings of this study suggested that the brand manager should 

be looking for the attributes of authenticity, expertise, and knowledge sharing among SMIs for 

endorsements of their brand since followers are looking for those attributes in their trusted 

influencers. In turn, these attributes of authenticity, expertise and knowledge sharing turn into 

purchase intentions of followers via trust, which could be the prime aim of any brand manager.   

As a caveat, although the moderating role of price consciousness was not significantly weakening 

the relationship between trust and consumer purchase intentions. However, brand managers should 

be careful while interpreting the results of this research since consumers have a certain level of 

price acceptability for the purchase of products (Munnukka, 2008), and beyond that price; they 

will favor the competitors’  products hence brand managers are required to keep their price 

competitive as well in relation to target market and competitors.  

Thus, the result of this study suggested that carefully selected SMIs for the endorsement of the 

brand based upon the attributes of, authenticity, expertise, and knowledge sharing not only 

enhances followers' trust but also it induces their purchase intention.    
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APPENDIX  

Factor Loadings and CR 

 

 

 

Items 
Factor 

Loading 
CR 

Expertise (Munnukka, 2008; Yuan & Lou, 2020)  0.919 

I consider my selected SMI has sufficiently experienced to make assertions about his/her area.   0.852  

I consider my selected SMI is an expert on his/her area.                                               0.837  

I feel my selected SMI is competent to make assertions about things s/he is good at.    0.884  

I feel my selected SMI knows a lot about their area.     
0.864 

 

Authenticity (Kim & Kim, 2021; Ohanian, 1990)  0.920 

Un-dependable - Dependable 0.658  

Un-honest – Honest 0.869  

Un-Reliable – Reliable  0.871  

In-sincere - In-sincere 0.882  

Un-trustworthy - Trustworthy 0.878  

Knowledge Sharing (Ryu et al., 2003; Son, 2016)  0.857 

My selected social media influencer spends lot of time-sharing knowledge with their followers 0.871  

My selected social media influencer actively shares knowledge with their followers 0.870  

My selected social media influencer involves in discission of various topics rather than 

specific topic with their followers 0.805 
 

My selected social media influencer usually responds to comments on all my messages 0.520  

Trust (Kennedy et al., 2001; Kim & Kim, 2021)  0.904 

My selected social media influencer could be relied upon on the basis of his/her content. 0.846  

I believe what this influencer says and that s/he would not try to take advantage of the 

followers. 0.834 
 

My selected social media influencer is straightforward and honest even though his/her self-

interests are involved. 0.878 
 

My selected social media influencer would not tell a lie even if he/she could gain by it. 0.793  

Purchase Intention (M. T. Liu & Brock, 2011)  0.934 

Brands endorsed by my selected social media influencer draws my attention easily. 0.779  

Brands endorsed by my selected social media influencer easily come to mind whenever I make 

a purchase. 0.797 
 

If my selected social media influencer endorses a brand, I will definitely buy a product. 0.852  

Brands endorsed by my selected social media influencer draws my attention easily. 0.854  

Brands endorsed by my selected social media influencer easily come to mind whenever I make 

a purchase. 0.881 
 

If my selected social media influencer endorses a brand, I will definitely buy a product. 0.866  

Price Consciousness (Sun & Wang, 2020)  0.905 

For me, the price is the deciding factor when I purchase any product. 0.873  

Price is important to me when I decide to buy products. 0.860  

I usually try to buy products at the lowest price. 0.803  

I have to pay attention to the price when I purchase products. 0.822  


