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The Influencer’s Credibility and Self-

Congruity on Customer’s Purchase Intention
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Abstract

Graphic and video ads have gradually become the mainstream trend, with
influencers being the primary providers. The main focus of this study is to investigate

how influencers influence consumers' purchasing intentions.

The objective of this research is to construct and validate the relationships among
"credibility,” "self-congruity,” and "purchase intention,” with "brand engagement"
included as a mediating variable. The study employed an online questionnaire survey,
with a total sample size of 480 responses, out of which 342 were deemed valid. The
analyses conducted included descriptive statistical analysis, reliability analysis,

confirmatory factor analysis, and structural equation modeling.

According to the research findings, " credibility of attractiveness,” " credibility of

trustworthiness,” "ideal self-congruity,” and "brand engagement” positively impact
“purchase intention." However, "credibility of expertise” and "real self-congruity " do not
have a positive impact on “purchase intention." Brand engagement fully mediates the
relationship between "real self- congruity,” "ideal self- congruity,” and " purchase
intention," while it does not mediate the relationship between ™ credibility of

attractiveness,” “credibility of trustworthiness,"” "credibility of expertise,” and ** purchase

intention."

Keywords: Credibility, Self-congruity, Brand engagement, Purchase intention



