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Abstract

The paper aimed to examine the factors that influenced international students'
perception of social media influencer marketing, emphasizing the effectiveness of the
source credibility model and how its independent variables in perceived attractiveness,
expertise, and trustworthiness can influence its dependent variable in purchase intention.
The study employs a quantitative research method in a survey questionnaire. The
population of this study is the international students enrolled at Akdeniz University.
Participants of the study were selected using a snowball sampling method. Snowball
sampling is a nonprobability sampling method that employs a few participants to help
identify other participants to participate in the research, thus enlarging the sample size.
The results showed that perceived attractiveness, expertise, and trustworthiness did
not positively affect purchase intention. The study was conducted on an international
sample of students has revealed that international students do not accept the practice
of influencer marketing, and the source credibility of social media influencers has an
insignificant effect on purchase intention.
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ULUSLARARASI OGRENCILERIN SOSYAL MEDYA INFLUENCER
PAZARLAMASI ALGISI
Oz

Bu makale, uluslararast ogrencilerin sosyal medya influencer (fenomen) pazarlama
algisin1 etkileyen faktorleri, kaynak gtivenilirlik modelinin etkililigine ve algillanan
cekicilik, uzmanhk ve guvenilirlikteki bagimsiz degiskenlerinin satin alma niyetinde
bagimh degiskenini nasil etkileyebilecegine vurgu yaparak incelemeyi amaclamistir.
Calisma, bir anket anketi seklinde nicel bir arastirma yontemi kullanmaktadir. Bu
arastirmanin evreni Akdeniz Universitesinde 6grenim goren uluslararast ogrencilerdir.
Arastirmanin katlimcilart kartopu ornekleme yontemi kullanilarak secilmistir. Kartopu
ornekleme, arastirmaya katilacak diger katlimcilari belirlemeye yardimci olmak icin
birkac katilimciyr kullanan ve boylece ornek boyutunu genisleten bir olasiliksiz
ornekleme yontemidir. Sonuclar, algilanan cekiciligin, uzmanhgmn ve guvenilirligin satin
alma niyetini olumlu etkilemedigini gostermistir. Arastirmanin uluslararas1 bir 6rneklem
uzerinde gerceklestirilmis olmasi nedeniyle, uluslararas1 6grenciler tarafindan influencer
pazarlama uygulamasinin kabul edilmedigi ortaya cikmistir.

Anahtar Kelimeler: Influencer Pazarlama, Uluslararast Ogrenciler, Sosyal Medya, Kaynak
Givenilirlik Modeli, Akdeniz Universitesi.

1. Introduction

Nowadays, people represent companies through branded content on personal social
media accounts, such as Instagram, Snapchat, Twitter, and YouTube. As influencer
marketing focused on traditional media has been used in public relations and
advertising for many vyears, social influencer marketing is a tool to reach a large
consumer group at once in an authentic manner. For many years, conventional media
influencer marketing is being used in public relations and advertising since influencer
marketing is a tool designed to reach larger customer groups at once in an effective
way. Nowadays, people represent companies on personal social media accounts such
as Instagram, Snapchat, Twitter, and YouTube by posting branded content.

Influencer marketing, as well as the body of literature on the subject, is a relatively
new concept in advertising research. Influencer marketing requires a delicate balance of
the influencer's authentic voice and brand-advertising strategies. Influencer marketing
works optimally when the content from social media influencers is organic, authentic,
and believable (Carpenter et al., 2018, p.12). Goldenberg et al. (2009, p.1) assert that
influential people are assumed to be affable, intelligent, and have a vast network of
social links. Influence can be derived from traits including being favored and valuable
in a group and being vigorous with content (Solis & Webber, 2012, p.22).

According to Van Dijck et al. (2018), social media, which has aided widespread
practice, is a dynamic field in which platforms and usage practices are constantly
changing in an established culture of connectivity with multi-directional information
flow (Balaban & Mustatea, 2019, p.31). Social influence marketing is defined as “a
technique that employs social media content created by everyday people using highly
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accessible and scalable technologies and social influencers to achieve an organization’s
marketing and business needs” (Singh et al., 2012, p.19). Social media platforms
have become an essential conduit in many brands' marketing campaigns. Based on a
study titled “Influencer Marketing Benchmark Report 20217, 68% of respondents use
Instagram for influencer marketing (Influencer Marketing Hub & Upfluence, 2021,
p-39). Tiktok, the most recent platform for influencer marketing, has increased usage.
The app has been demonstrated to be an effective tool for reaching younger audiences,
and its fame is estimated to improve (p.43).

Social media influencers represent a new type of independent, third-party endorser who
defines the tendencies of an audience (Freberg, 2011, p. 1). According to Djafarova
and Rushworth (2017), target audiences portray social media influencers as more
reachable, realistic, pleasurable, truthful, and impactful in purchase behaviors than
traditional celebrities (Balaban & Mustatea, 2019, p.33). Social media influencers are
easy to relate to since they reveal details from their everyday routines. They generate
para-social conversations by creating an illusion of direct relationships.

Social media influencers involve a variety of pursuits, including content development,
advertising creation, opinion leadership, and entrepreneurship (Carpenter et al., 2018,
p-12). They "can sometimes range from celebrities to more micro-targeted specialist
or non-expert peer group (IAB, 2018, p.5). Influencers who choose to do social
media marketing should possess their image, unique design, style, and communication
values, and most importantly, they must establish a consensual relationship with their
followers, indulge them in the discussion, and publicize one or more of their motives
(éernikovaite, 2019, p.806).

Based on the introduction, which revolves around influencer marketing, social media,
and social media influencers, the paper aims to examine the factors that influence
international students' purchase intent, emphasizing the credibility of social media
influencers using the source credibility model. The study employed a quantitative
research method in a survey questionnaire that employed 338 participants. However,
the sampling technique and sample size could serve as limitations to the study.

2. Research Problem

Social media is assisting people in surmounting the hurdle of information insufficiency.
Still, consumers are becoming more reliant on online information sources for decision-
making processes (Plotkina & Munzel, 2016, p.1). Consumers frequently seek
information online before making a purchase decision, emphasizing the importance of
online information seeking in consumer decision making (Cosenza et al., 2015, p.71).
Even though social media and the Internet have been substantiated to be fantastic
marketing tools for the practice of social media influencer marketing, source credibility
considerations between the consumer and the influencer remain a significant concern.
The source’s credibility establishes whether or not consumers will utilize the message
and affect their decision-making ambitions. As a result, source credibility is a critical
factor in influencing insight, perception, and behavior patterns (Wathen & Burkell,
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2002, p.134), which equates to consumers making a purchase decision of a particular
product they came across digitally and are satisfied (Hye Park & Stoel, 2002, p.159).

Consumers typically focus on influencers’ dispositions, brands they harness, attractions,
and their typical style of living. However, one area of influencer marketing that
needs information and clarification is how people perceive influencers' purchasing
recommendations. The current gap in the area is associated with the confusion
of the definition of the concept, how influencers can be detected, and how they
can be utilized to raise brand awareness, augment potential sales, and sway the
purchasing decisions of current and prospective customers. The study considers and
assesses an influencer’s different factors and attributes that affect consumers’ purchase
intention. These factors include people's trust in specific influencers, perceived physical
appearance, the influencer's technical expertise, and whether they play a significant
role in purchase decisions. As a result, the purpose of this paper is to provide an
extension into the conceptual and theoretical contribution of the developing area
of influencer marketing, as well as a more simplistic picture of the effects of this
diversified hypothesis, which has not yet been thoroughly researched by investigating
the perception of international students on social media influencer marketing with
the help of source credibility model variables in Ohanian (1990). The variables are
influencer-perceived attractiveness, expertise, trustworthiness, and purchase intention.
The above research problem leads to the research question follow:

¢ To what extent are international students aware of social media influencer marketing?

e To what extent do influencers’ perceived attractiveness, expertise, and trustworthiness
affect international students’ purchase intention?

2.1. Aim and Objectives of the Study

The study investigates international students' perceptions of social media influencer
marketing. This study investigates the factors consumers detect to become more
efficacious in social media influencer marketing, emphasizing influencers and the
virtues that captivate international students to see them as examples to follow or
opinion leaders that impact their purchasing decisions. The study's objectives center
on four primary constructs and how they relate to the fourth, which is purchase
intention. The following are the study's objectives:

e To know the awareness level of international students in relation to social media
influencer marketing.

¢ To determine the extent to which influences' perceived attractiveness influences
international students purchase intention.

e To understand the impact of influences' perceived expertise on the purchase intent
of international students.

¢ To understand the impact of influencers' perceived trustworthiness on the purchase
intent of international students.
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2.2. Limitations of the Study

This study has several limitations that call for concern and should be examined in
future studies. One such rule is related to the sample frame of the study. The sample
frame of the study is centered on international students studying at Akdeniz University
and their perception of influencer marketing. Future studies should focus mainly on a
broader scope targeting university students within the university or Turkey. Equally, the
research could compare Turkish and international students’ perceptions of influencer
marketing. By so doing, a more generalized result can be achieved. In a similar vein,
Future studies should not be limited only to university students. Still, they should
be expanded to other age groups to bring about diverse views and solidify the study
results.

Another limitation could be seen in the sampling technique used for the study. The
study used a snowball sampling technique, and most of the study’s data were derived
from the researcher’s network of friends and international students. The method could
have likely brought about some bias in the responses. The most apparent criticism
about snowball sampling is the prejudice and unrepresentativeness of the entire
population. The researcher personally reached out to some of the participants through
phone calls and WhatsApp messaging to urge them to participate in the study or share
the questionnaire with another international student to participate in the survey. He
realized that the study was not getting the much-needed. Future studies could use a
probability sampling technique to achieve a more balanced result.

Furthermore, the study examined the international perception of social media
influencers, but it did not focus on participants’ perception of influencers’ source
credibility attribute about a particular product. For instance, an influencer’s source
credibility level for one product could differ for another. Therefore, it is recommended
that future studies should test the level of effectiveness of source credibility for a
particular product instead of generalizing it.

Also, the fact that all independent variables were found to have an insignificant
effect on purchase intention could be a limitation of this study. Previous studies
like that of Ohanian (1991) and Pornpitakpan (2003) have found at least one or
all independent variables of perceived attractiveness, expertise, and trustworthiness to
affect the dependent variable of purchase intention significantly. Future studies should
look into the methodology or scale of the source credibility model to see whether
such changes may affect the outcome of the result.

3. Influencer Marketing

Influencer marketing is currently one of the most important concepts in marketing,
if not the most important. Even though the notion of influencer marketing has been
a talking point in academic research, the emergency of the COVID-19 and tendencies
in social media utilization patterns have substantially impacted influencer marketing
research (Taylor, 2020, p.889). The concept of influencer marketing directly addresses
the most common sales barriers within prospective customers and focuses attention on
individuals who guide decision-makers (Brown & Hayes, 2008, p.12).
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Influencer marketing commenced as a cost-efficient tool for companies with limited
marketing budgets, concentrating on offline opinion leaders such as journalists or
industry experts to gain favorable coverage (Brown & Hayes, 2008). According to
Influencer Marketing Hub & Upfluence (2021, p. 20), 90% of 5000 strong respondents
believed influencer marketing is an effective form of marketing in their study titled
‘Influencer Marketing Benchmark Report. According to the same report, 82.5% of
businesses deduct influencer marketing spending from their marketing budget (p.
35). Influencer marketing has emerged as a significant source of advertising revenue,
according to Magna (2020, p. 11). Notwithstanding the fears that influencer marketing
would feel the consequences of COVID-19, it has grown significantly. Influencer
marketing is forecast to expand from $1.7 billion in 2016 to $13.8 billion by 2021.
(Influencer Marketing Hub & Upfluence, 2021, pp. 9-10).

The key work in influencer marketing is influence. Influence refers to the ability to
influence someone, something, or the course of events (Brown & Hayes, 2008, p.
50). The practice of influencer marketing involves the formation and advancement
of content that entails particular brands or products, focusing on gaining from the
positive effect influencers are presumably to have on consumer impression about the
product being advertised (European Commission, 2018, p. 32). According to Upfluence
data, there are six types of influencers in influencer marketing. Micro-influencer
are influencers with less than 15,000 followers, Regular-influencer holds between
15,000 and 50,000 followers, Rising-influencer maintained between 50,000 and 100,000
followers, Mid-influencer has between 100,000 and 500,000 followers, Macro-influencer
owns between 500,000 and 1,000,000 followers, while Mega-influencer has more than
1,000,000 followers (Influencer Marketing Hub & Upfluence, 2021, p. 13).

While the practice of influencer marketing takes the form of opinion pieces, videos,
or pictures being shared on the influencer's social media channels with the clear
inscription of the sponsor, the process starts with identifying and targeting influential
users to convince them to endorse a brand or specific products through their social
media channels (De Veirman et al., 2017, p. 802). Because of the digitalization of
businesses, web 2.0, and the success of social networking sites, the focus of influencer
marketing has shifted from offline to online opinion leaders (Bratz, 2017:6). Online
influencers are the new opinion leaders who have the advantage of reaching a broader
audience via their online community (Lyons & Henderson, 2005, p. 320). Online
influencers are expected to submit favorable reviews and ratings they have used in
return for a premium (Abidin, 2016, p. 87).

According to an A&E (2020) study of influencer marketing experts, influencers
noticed three practical and effective patterns to develop influencer marketing during
the COVID-19 pandemic. The first trend is relatively high engagement, as influencers
who work from home have more time to create consumer-friendly content. The second
trend is increased social media traffic due to more consumers using social media as an
amusement. Finally, because influencers can relate to the target audience’s requirements,
their ability to convey personalized advertising at a lesser cost is improving.

According to Obviously (2020), brands and influencers should do what it takes to
change and grow in the influencer marketing arena by primarily prioritizing their
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customers. Influencers should use various engagement tools, but the video should be
taken seriously because it has become one of the most effective communication forms.
Brand influencers should identify themselves or operate with brand ambassadors who
share their beliefs, aspirations, stylistic inclinations, and target market (pp. 26-27).
Influencer marketing is different from traditional advertising in two different ways.
First, influencer marketing content is produced by a specific person rather than a
company. Second, it is mainly conferred as a personal endorsement rather than the
candid and openly detectable promotion of a brand or product (European Commission,
2018, p. 32).

There are drawbacks to influencer marketing. According to De Veirman et al. (2017, p.
813), one of the most challenging challenges in influencer marketing is identifying the
right influencers for the brand. Tobin (2019) identified three additional disadvantages
that marketers discovered were impeding their efforts in influencer marketing. The
existence of ‘fake followers' causes strife in audience confirmation, single influencers
lessening their influence by promoting multiple brands, and regulatory issues related
to disclosures due to some advertising campaigns' protective identity.

4. Theoretical Frame and Hypotheses of the Study
4.1. Source Credibility Model

Theoretically, this study adds to the source credibility model by testing the purchasing
intentions of international students using source credibility attributes. Source credibility
is a beneficial feature of an influencer that significantly affects the recipient's approval
of a message (Ohanian, 1990, p. 41). Ohanian (1990) created a framework to measure
the efficiency of celebrity endorsers by examining the endorser's or influencer's
expertise, trustworthiness, and attractiveness, primarily during the advertising process.
The Source — Credibility Approach is best used for studies that attempt to understand
more about the efficiency of advertising messages and their implication on viewers
and classify the responsibility of the brand in source credibility (Wang & Scheinbaum,
2018 p. 17).

In line with Pornpitakpan (2004) study, there is sufficient evidence that the three
dimensions of source credibility can autonomously make a significant contribution
to source viability (Sertoglu, et al., 2014, p. 70). Through a process known as
"internalization," which arises when recipients accept the source’s influence in terms of
individual attitude and value structures, information from a reliable source can influence
beliefs, opinions, perceptions, and/or behaviors (Erdogan, 1999:297). According to
Ohanian (1991, p. 46), the higher the perceived credibility of an endorser, the more
effective advertising is.

This study's constructs include influencer perceived attractiveness (Ohanian, 1991),
influencer expertise (Ohanian, 1990; Pornpitakpan, 2003), influencer trustworthiness
(Pornpitakpan, 2003; Ohanian, 1990), and influencer purchase intention (Pornpitakpan,
2003; Ohanian, 1990). All items were modified to become more pertinent to the
study's objectives. The paper proposed three hypotheses to test against the items
measuring the construct that informed the study. The study's dependent variable is

15



16

International Students’ Perception On Social Media Influencer Marketing

purchase intention, while the independent variables are influencer-perceived physical
attractiveness, influencer-perceived expertise, and influencer-perceived trustworthiness.

4.1.1. Purchase Intention

The consumer's preference to buy a product or service is referred to as purchase
intention. In the same vein, purchase intention includes the consumer's decision to
buy a product after evaluating it (Younus et al.,, 2015, p. 9). Purchase intent is an
essential factor in the acquiring process of consumers. It is defined as a parameter
that assesses the individual's behavioral action (Schmidt et al., 2018, p. 34). Purchase
intention was adopted from Ohanian (1991). The construct contributed three items
as follows: PL.1. “I will purchase a product presented by a social media influencer”,
PL.2. “I will consider buying a product presented by an influencer” and PL3. “The
probability that I will consider buying a product presented by a social media influencer
is very high”.

4.1.2. Physical Attractiveness

Attractiveness is a generalization of positive associations with a person, including
physical attractiveness, personality, and athletic ability (Erdogan 1999, p. 299). In this
study, attractiveness is defined as a person's perceived physical traits — the image itself.
Influencers who are perceived as enticing are more able to impact purchase intent
(Van der Waldt et al., 2009, p. 104). Erdogan (1999, p. 299) added that physically
appealing communicators are more effective at changing beliefs. In some studies,
physical attractiveness has been measured using characteristics such as being classy,
beautiful, elegant, and sexy (Ohanian, 1991). The hypothesis is tested to see a link
between purchase intention and perceived physical attractiveness among international
students. Influencer perceived attractiveness is derived from Ohanian (1991). The
construct tried five items. IPA.1. “social media influencer is elegant”, IPA.2. “social
media influencer is classy”, IPA.3. “I find social media influencer is beautiful”, IPA.4.
“I find social media influencer is sexy”, and IPA.5. “I find social media influencer is
attractive”. The Hypothesis for this construct is as follow:

H.1.Social media influencers’ perceived physical attractiveness significantly impacts
international students’ purchase intention.

4.1.3. Perceived Expertise

Perceived Expertise is the degree to which an influencer is perceived to have a
thorough understanding, experience, or skills to advertise products (Van der Waldt
et al., 2009, p. 104). Influencers’ expertise is the extent to which an influencer
is perceived to be a supplier of valid assertions is defined as influencer expertise
(Erdogan, 1999, p. 298). Data for this study would be gathered to determine whether
international students pay attention to social media influencers' expertise and whether
it is important to them when making purchasing decisions. The influencer perceived
expertise construct was adapted from Pornpitakpan (2003) and Ohanian (1991). The
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construct tested five items. The items are as follows: IE.1. “Social media influencer is
an expert”, IE.2. “Social media influencer is experienced”, IE.3. “social media influencer
is knowledgeable”, IE.4. “Social media influencer is qualified” and IE.5. “Social media
influencer is skilled”. The hypothesis for the perceived expertise construct is as follows:

H.2. Social media influencers’ perceived expertise significantly impacts international
students’ purchase intention.

4.1.4. Perceived Trustworthiness

Pornpitakpan (2003, p. 180) defines trustworthiness as the audience's confidence
in and acceptance of the influencer and the message. Trustworthiness is related to
the influencer's sincerity, credibility, reliability, fairness, and genuineness (Van der
Waldt et al., 2009, p. 104; Berlo et al., 1969, p. 567). It has been discovered that
trust and loyalty between a consumer and an influencer positively affect growth and
long-term communication patterns between the followers and the promoted brand
(Sudha & Sheena, 2017, p. 29). According to the findings, trustworthiness announces
both purchase intent and existing investment risk (Buttner & Goéritz, 2008, p. 35).
Smith (1973, p. 309) accepted the negative side of trustworthiness as a critical
element of credibility because an untrustworthy influencer, irrespective of his other
traits, is deemed as a dubious message source. This study investigates whether the
trustworthiness of social media influencers influences international students' purchasing
intentions. Trustworthiness was borrowed from Pornpitakpan (2003) and Ohanian
(1991). The construct tested five items as follows: IT.1. “Social media influencer is
trustworthy”, IT.2. “Social media influencer is sincere”, IT.3. “Social media influencer
is reliable”, IT.4. “Social media influencer is honest” and IT.5. “Social media influencer
is dependable”. The following is the Hypothesis for perceived trustworthiness:

H.3. Social media influencers’ perceived trustworthiness significantly impacts international
students’ purchase intention.

5. Research Methodology

The study employs a quantitative research method in a survey questionnaire. The
population of this study is the international students studying at Akdeniz University.
According to Akdeniz University's international relations office, the university has 2,801
international students. By attempting to investigate their perceptions of social media
influencers, the number of international students can only add to the significance
of this study. The study used international students as the target population because
students are active on social media, as 96% of students have reliable access to the
internet to browse social media sites (Hall & Sivakumaran, 2014, p. 3). The study
sample is drawn from the target population of international students. Groves et al.
(2004, p. 45) define a sample as a cluster from which measurement would be sought.
The study has 338 participants as its sample size after 10 of the 348 completed
questionnaires were deemed unfit for inclusion into the study. The confidence interval
level of the sample size was set at 95%, which was an accurate level if considering
the size of the population. The participants were recruited using a snowball sampling

17



18

International Students’ Perception On Social Media Influencer Marketing

technique. A snowball sampling is a nonprobability sampling method that employs a
few participants to help identify other participants to participate in the research, thus
enlarging the sample size. The study’s responses were effectively gathered between 16th
April 2021 and 30th June 2021.

5.1. Pre-testing of Research Instrument

As part of a pretest to purify the initial measurement items and develop the study's
final questionnaire, 73 online questionnaires were completed via Google form. The
pre-test participants are 47 (64.4%) males and 26 (35.6%) females. The primary reason
for administering a pre-test is to ensure the reliability and validity of the scale used
for the study. The 7-point scale of the study was adopted from past works on related
studies. Influencer perceived attractiveness, Ohanian, (1991); influencer expertise,
Ohanian, (1990) and Pornpitakpan, (2003); influencer trustworthiness, (Pornpitakpan,
2003, Ohanian, (1991); and purchase intention, Ohanian, (1991). Even though the
study's scale was derived from previous works on related studies, the scale was
adjusted to suit the study's context.

The study used Statistical Package for Social Science software (SPSS) version 21 to
ascertain the reliability and validity of the constructs used for this research. Cronbach
Alpha test was performed to determine the internal consistency of items, while factor
analysis procedure with principal component analysis and Varimax was initiated to
verify the validity of items. The construct's Cronbach Alpha test delivered an acceptable
result, and no items were discarded. Four constructs with a combined amount of 18
items were quantified. Influencer perceived attractiveness (5 items) a=.91, influencer
expertise (5 items) a=.93, influencer trustworthiness (5 items) «=.92, and purchase
intention are the constructs measured (3 items) a=.89.

In addition, all 18 items were subjected to principal component analysis with Varimax
rotation. A total of four dimensions were achieved, with the total variance explained
rate of the four factors determined to be 80.4 %, KMO 0.867, and Bartlett Sphericity
test value of (p=0.00). The table below shows the results of the Cronbach alpha and
factor analysis tests.

Table 1. Reliability and Factor Analysis Test Results

Factors

Items
Factor 1|Factor 2|Factor 3 |Factor 4

Influencer Perceived Attractiveness

IPA. 2 Social media influencer is classy 875
IPA. 3 Social media influencer is beautiful .831
[PA. 1 Social media influencer is elegant 811
IPA. 4 Social media influencer is sexy .750

IPA. 5 Social media influencer is attractive .683
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Influencer Perceived Trustworthiness

IT. 4 Social media influencer is honest 855
IT. 3 Social media influencer is reliable .851
IT. 2 Social media influencer is sincere .788
IT. 1 Social media influencer is trustworthy 757
IT. 5 Social media influencer is dependable .697

Influencer Perceived Expertise

IE. 2 Social media influencer is experienced .894
IE. 3 Social media influencer is knowledgeable .796
IE. 1 Social media influencer is an expert 784
IE. 4 Social media influencer is qualified 721
IE. 5 Social media influencer is skilled .600

Purchase Intention

PI. 1 I will purchase a product presented by a social

media influencer 872
PI. 3 The probability that I will consider buying a

. . . .864
product presented by an influencer is very high
PL. 2 T will consider buying a product presented by an 311
influencer '
Total variance explained (80.4) 54.0 10.3 8.6 7.4
Cronbach Alpha (.91) 91 92 .93 .89

Factor 1 and 2 are occupied by influencer perceived attractiveness and influencer
trustworthiness while factor 3 and 4 loads items for the constructs influencer perceived
expertise and purchase intention respectively.

6. Research Findings
6.1. Socio-Demographic Information of Participants

Concerning participants’ gender, males represented 71.6% of the sample while females
accounted for 28.4%. A good number of participants 81.7% fall under the age bracket
of 18-24 while 16.9% and 1.4% of participants constituted ages 25-34 and 35-44
respectively. In terms of the geographical locations from which participants emerged,
Asia accounted for 67.5%, Africa 20.7%, Europe 11.5% and South America 0.3%. The
faculties of participants were divided into three broad areas with each area comprising
related programmes.
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Table 2. Socio-Demographic Information of Participants

Characteristics Frequency %
Gender
Male 242 71.6
Female 96 28.4
Total 338 100
Age
18-24 276 81.7
25-34 57 16.9
35-44 5 1.4
Total 338 100
Participants Origin
Africa 70 20.7
Asia 228 67.5
Europe 39 11.5
South America 1 0.3
Total 338 100
Participants Faculty
SRZ;:;?ldSC;S:gC:;mmes 181 336
Engineering and
Sciences related 133 39.3
Programmes
Programmes 2 &
Total 338 100
Level of Education
ér;iire%l(’;flsugigree) 275 814
S}i?)dlﬁff) (Masters, 63 18.6
Total 338 100
Monthly Income
300-600 TL 6 1.8
601-900 TL 121 35.6
901-1,200 TL 154 45.0
1,201- TL and above 57 17.0
Total 338 338
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Participants offering Social Sciences related programmes constituted 53.6% of the sample.
Participants enrolled at the university for Engineering and sciences related programmes
accounted for 39.3% while those registered for medicine-related programmes made
up 7.1%. In regards to participants’ level of education, 81.4% are in undergraduate
level (Bachelor’s Degree) and 18.6% in graduate-level (master’s degree of Doctor of
Philosophy degree). Data for participants’ monthly income indicated that 45.6% of
participants have 901-1,200 TL every month, 35.8% gets 601-900 TL, 17.0% gets 1,201
and above while only 1.8 % gets 300-600TL every month.

6.2. Social Media Influencer Marketing Awareness

According to the result, almost all participants 99.1% are aware of social media
influencer marketing while 99.2 % did attest that they remember seeing influencer
marketing messages on social media like Instagram, Facebook, Snapchat, TikTok and
others. The majority of participants 99.1% do follow social media influencers with
over half of the participants (50.3%) following entertainment pages while 23.7% and
15.7% follow sport and beauty and fashion respectively.

Table 3. Frequency of Participants Views on Influencer Messages on Social Media

i~
g g g 2
3 = = z g 2§
S | es | g2 | = | B| 8| 8 | &2
2 g 8 g S = = g S £ g
g = = = g 2 = S 3
K © 0 9 s v A
Social Media < N o)
178 19 43 41 24 33
Instagram 2.4467 | 1.77482
52.7% 5.6% 12.7% 12.1% 7.1% 9.8%
65 103 52 41 43 34
YouTube 29882 | 1.61774
19.2% 30.5% 15.4% 12.1% | 12.7% | 10.1%
25 26 103 69 30 85
Facebook 39112 | 1.54010
7.4% 7.7% 30.5% 20.4% | 8.9% | 25.1%
25 30 77 92 28 86
Snapchat 3.9645 | 1.53454
7.4% 8.9% 22.8% 27.2% 8.3% 25.4%
16 25 67 58 59 113
Twitter 1.53454 | 1.52077
4.7% 7.4% 19.8% 17.2% | 17.5% | 33.4%
163 35 53 43 20 24
TikTok 2.3905 | 1.63461
48.2% 10.4% 15.7% 12.7% 5.9% 7.1%
11 9 43 41 32 202
Others 5.0118 | 1.41206
3.3% 2.7% 12.7% 12.1% 9.5% 59.8%

Wellbeing and fitness, interior design, housing and Gardening, Food, Cooking and
Baking, Gaming and e-sport as well as travelling combined accounted for the remaining
10.3%. In relation to the frequency at which participants read or see influencers
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messages on social media, Instagram turned out to be the most frequently visited with
52% of participants who see or read influencers posts every day. TikTok is the second
most viewed everyday social media with 48.2%.

Majority of participants 96.2% as a result of an influencer’s recommendation. In
relation to the frequency at which participants shop online due to the recommendation
of an influencer, 36.7% shop once in every three months, 29% shop once in every
six months, 18.3% shop once in a month while 7.4%, 5.6 and 3% of participants
shop several times in a week, once in a year and never respectively. Based on the
responses for average spending on online shopping in a year, 42.6% of participants
spend between 300-399TL, 24.9% spend between 100-199TL, 20.1% spend between
400-499TL, 8.3% spend less than 99 TL while 1.2% and 3% spend 200-299TL and
500 and above TL respectively.

As the study was conducted during a pandemic, 95% of participants confirmed that
they spend more time on social media now than before. The majority of participants
39.1% stated that loss of interest would make them stop following their favourite
influencer, 26.3% would stop following an influencer due to a drop in trust, 19.2%
think political beliefs or opinion would force them to unfollow an influencer while
11.5% would just unfollow because of too many advertisements. However, 3.8% of
participants attested that they would never stop following their favourite influencer.
Almost all participants 98.2% are aware that influencers are doing business as the
same percentage of participants do realise that some social media influencers can make
commissions directly based on customer purchases.

6.3. Source Credibility Scale

The source credibility scale consists of four constructs with 18 items. The result for
influencer perceived attractiveness revealed a combined mean value of 28.294. The
five-item construct also showed a calculated standard deviation of 6.427 with a total
variance of 8.505. According to the result, it is quite clear that the statement “social
media influencer is elegant” with a mean value of 5.926 is the most effective attribute
that describes a social media influencer based on influencer perceived attractiveness
construct. However, the statement “social media influencer is sexy” seems to be the
least effective attribute with a mean value of 5.529.

Table 4. Influencer Perceived Attractiveness

Items Mean Standard Deviation
Social media influencer is elegant 5.926 1.697
Social media influencer is classy 5.550 1.215
Social media influencer is beautiful 5.633 1.206
Social media influencer is sexy 5.529 1.203
Social media influencer is attractive 5.656 1.113

Influencer perceived expertise accounted for the highest overall mean value of 29.051,
a total standard deviation value of 6.152 and a variance of 7.646. The statement
“social media influencer is an expert” with a mean value of 6.100 and a standard
deviation of 1.454 is the participants most preferred statement. The standard deviation
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scores for the other items are very low, suggesting that the responses are proximate
to their respective means.

Table 5. Influencer Perceived Expertise

Items Mean Standard Deviation
Social media influencer is an expert 6.100 1.454
Social media influencer is experienced 5.778 1.230
Social media influencer is knowledgeable 5.766 1.213
Social media influencer is qualified 5.659 1.124
Social media influencer is skilled 5.748 1.131

Influencer trustworthiness registered a combined mean value of 28.531 with the highest
mixed standard deviation of 6.668 and a total variance of 8.978. Most participants
consider social media influencers to be trustworthy as the mean score for the score
is found to be 5.967. Apart from the first statement, the preceding statements about
social media influencers being sincere, reliable, honest and dependable has lesser
standard deviation values and are closer to their respective mean values.

Table 6. Influencer Perceived Trustworthiness

Items Mean Standard Deviation
Social media influencer is trustworthy 5.967 1.577
Social media influencer sincere 5.645 1.306
Social media influencer is reliable 5.748 1.302
Social media influencer is honest 5.574 1.257
Social media influencer is dependable 5.597 1.226

Concerning the dependent variable of purchase intention, the amalgamated mean score
is calculated to be 17.493. The combined mean value is the lowest compared to other
variables because it is the only variable that measures three items. The total standard
deviation and variance of the construct are 3.863 and 5.041 respectively. Most of the
participants prefer to purchase a product (mean, 6.044) rather than considering buying
a product presented by an influencer (mean, 5.707).

Table 7. Purchase Intention

Items Mean Standard Deviation
.I will purchase a product presented by a social media 6.044 1.492
influencer

.I will consider buying a product presented by an 5.707 1.150
influencer

I probability that.l will c0n.51der buy'mg a product 5.742 1201
presented by an influencer is very high

The dependent variable purchase intention was further analysed with an independent
t-test with a significant level determined at «= 0.05 in order to know whether there is
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a significant difference between males and females in relation to purchasing intention.
According to the result, purchase intention (t=0.89, p=0.37) produced values that are
greater than 0.05. Therefore, it is concluded that there is no significant difference
between males and females in relation to purchasing intention.

Table 8. Difference between Men and Women in Relation to Purchase Intention

Construct Gender N Mean Standard Deviation
Male 242 5.871 1.268
Purchase Intention
Female 96 5.729 1.335
6.4 Hypotheses Testing

The study incorporated a number of hypotheses that aimed at predicting the effectiveness
of the independent variables of influencers perceived attractiveness, expertise and
trustworthiness in impacting the dependent variable of purchase intention. To realise
this impact, the study basically made use of multiple regression analysis in order
to measure the firmness of connection. The derived score of the R, R square and
Adjusted R of the regression analysis is shown in table. 9 below.

Table 9. Model Summary

Model R R Square | Adjusted R Square Std. Error of the Estimate

1 6217 387 378 1.01233

a. Predictors: IPA, IE, IT
b. Dependent Variables: PI

According to the result of the regression analysis, it can be seen from the model
summary table that R square which explained how much of the dependent variable
(purchase intention) could be explained is 0.387 which means 38.7% of the dependent
variable could be explained by the regression analysis. The adjusted R square which
has a more accurate value in predicting variables that affect the dependent variable
is 0.378.

The regression analysis also provided answers for clarifying the research hypotheses.
The study focused on the significant level or the p-value which was set at 0.05 in order
to determine whether the hypotheses were accepted or rejected. The first hypothesis
tested was the one connecting social media influencer perceived attractiveness to
purchase intention. The result revealed that the effectiveness of perceived attractiveness
on purchase intention is not significant since p =0.173 is greater than the threshold
of 0.05. Therefore, H.1, the alternative hypothesis which stated that “Socia/ media
influencer’s perceived physical attractiveness has a significant impact on international
students’ purchase intention” was rejected while the null hypothesis was accepted.

The other hypothesis was considered in the regression analysis was that of hypothesis
2, which aimed at predicting the influence of social media influencer expertise on
purchase intention. The p-value, p=0.247 is higher than the threshold level of 0.05
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and as a result, expertise could not influence purchase intention. In that case, for H.2,
the alternative hypothesis which predicted that ‘“Social media influencer’s perceived
expertise has a significant impact on international students’ purchase intention” was
rejected while the null hypothesis was accepted.

The final hypothesis of the study tested the impact of perceived trustworthiness on
purchase intention and the result was no way different from that of the previously
tested hypotheses. The p-value which is p=0.225 is found to be greater than the
significant level of 0.05. This means that, for H.3, the alternative hypothesis
stating ‘Social media influencer’s perceived trustworthiness has a significant impact
on international students’ purchase intention” was rejected while the null hypothesis
was accepted.

Table 10. Coefficients?

Unstandardized | Standardized
Model Coefficients Coefficients 95.0% Confidence Interval for B
t Sig.
B Std. Bet: L r Bound Upper Bound
Error eta ower Bou pper Bou
(Constant) | 1.818 .300 6.245 | .000 1.228 2.410
1PA .140 .076 .193 1.774 | .173 .008 .290
IPE 142 .084 142 1.812 | .247 .024 .308
IPT 134 107 144 1.813 | .225 .012 257

a. Dependent Variable: Purchase Intention (PI).

The regression analysis further released information on the standardised Coefficients
Beta which analyses the strength of each independent variable. Among the three
constructs competing to impact the dependent variable of purchase intention, influencer
perceived attractiveness tend to be the most effective with a score of 0.193. This
finding suggests that purchase intention could be influenced by the way and manner
a consumer perceived the looks and appearance of an influencer. The second and the
least effective variable are influencer perceived trustworthiness, 0.144 and influencer
perceived expertise, 0.142.

7. Discussion

The study focused on international students’ perception of social media influencers as
a high number of them attested to be very aware of the concept and practice of the
type of marketing. Since the study was conducted during the pandemic, the result
revealed that the majority of participants are very active online not only following the
routine and lifestyle of their favourite influencers but also patronising their advertised
products.

The study revealed an R square of 38.7% explained of the dependent variable which
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is somehow low. However, the study tried to explain the behaviour of international
students which fits into  Frost (2021) submission that maintained that studies that
attempt to interpret human behaviour usually possess R square values below 50% due
to the fact that human beings are more rigid to envisage than physical procedures.
In a similar vein, the study investigated the source credibility scale consists of four
constructs with 18 items to know the extent to which the independent variables of
perceived attractiveness, expertise and trustworthiness can influence the dependent
variable of purchase intention.

The result for the first hypothesis which is centred on influencer perceived attractiveness
and the extent to which it affects the purchase intention of participants revealed that
the independent variable of perceived attractiveness does not have a positive effect on
purchase intention. The finding is in line with previous research conducted by Ohanian
(1991), which disclosed that attractiveness did not have any effect on consumers'
purchase intention. Similarly, in Lim et al, (2017) study, the attractiveness of social
media influencers fell short to influence consumers' purchase intention (p.30). The
finding in relation to attractiveness is quite opposite to the finding of Till & Busler
(2000). Their study concluded that attractiveness could result in a huge impression
on purchase intention (p.1.).

Hypothesis 2 predicted that expertise has a significant impact on international students’
purchase intention. However, the hypothesis was proven to be wrong and rejected.
The finding is endorsed by another study conducted by Gupta et al, (2015) who
concluded that the expertise of a celebrity endorser does not significantly impact
consumers’ purchase intention (p.12). On the opposite of a similar study, Ohanian
(1991) study stated that celebrities’ perceived expertise on the product was related to
the purchase intention for American respondents. This study was conducted in Turkey
with various international students as participants. Thus, even though the finding
cannot be generalised, it showed that different results could be derived using the same
constructs. Equally so, a regression analysis done by Khan, (2017) affirmed that the
perceived expertise of a celebrity can lead consumers to purchase intention (p.23).

The final hypothesis which predicted that Social media influencers’ perceived expertise
has a significant impact on international students’ purchase intention was also rejected.
The study revealed that trustworthiness had no impact on purchase intention. The
finding is compatible with that of Ohanian (1991) who found that trustworthiness
does not have a significant impact on purchase intention (p.52). Other studies findings
on the link between trustworthiness and purchase intention revealed a significant
effect between the two. Pornpitakpan (2003) studied all three constructs of the
source credibility model and found that not only attractiveness but expertise and
trustworthiness) were also significant and could influence purchase decision (p.189).
Gupta et al, (2015, p. 12) disclosed that the trustworthiness of a celebrity endorser
has a remarkable impact on consumers’ purchase intention. All three of the study’s
alternative hypotheses were not supported and that explains the null hypotheses were
accepted. The finding is just similar to those of Lim et al, (2017) in which source
credibility of social media influencers was found to have an insignificant relationship
with purchase intention (p.29).
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8. Conclusion

Influencer marketing is one of the fastest-growing forms of marketing and its
popularity mostly skyrocketed during the COVID-19 pandemic. The study concludes
with a resounding note by achieving its objectives of determining the activeness of
participants in relation to social media influencer marketing and the extent to which
the source credibility independent variables of perceived attractiveness, expertise and
trustworthiness can impact the dependent variable of purchase intention. The study
recorded a high level of awareness of influencer marketing amongst international
students but all the independent variables fell short of having a significant effect on
the dependent variable. Thus, an extended duplication of the finding is required to
strengthen the scientific rationality of this study.

Theoretically, a number of studies have examined the effect of the source credibility
model on purchase intention but this study focused on international students. However,
not many of them have concluded with the note that the three constructs of perceived
attractiveness, expertise and trustworthiness cannot impact the purchase decision of
consumers. This study has joined studies like that conducted by Lim et al, (2017, p.
29) which also concluded that the source credibility of social media influencers has an
insignificant effect on purchase intention. However, more studies should be conducted
to ascertain the authenticity of the findings of this study.

Apart from theoretical implications, the study offers some managerial implications. The
findings of this study could assist aspiring influencers in unearthing the qualities they
need to possess in order to become an effective influencer and at the same time help
advertising firms to comprehend the qualities to look for in choosing an influencer
that can generate positive impact in developing their brand and ultimately influence
customers purchase intention.

Even though none of the source credibility constructs was able to influence the
dependent variable of purchase intention, the fact remains that perceived attractiveness,
expertise and trustworthiness have a huge effect on purchase intention according to
previous studies. To maintain the balance, influencers should step up all aspects of
their attractiveness, expertise and trustworthiness which may include them being good
looking for their fans, knowing their craft and product, having a good reputation in
the eyes of the public as well as practising what they preach.

The study has revealed that the popularity of influencer marketing is no longer
the way it used to be. This could be evident by the awareness level registered by
participants employed for the study. Managers should see this as an opportunity and
invest more in influencer marketing for the betterment of their businesses.
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