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TRUST DYNAMICS OF VIRTUAL
INFLUENCERS: EXPLORING
THEIR INFLUENCE ON FASHION
PURCHASE DECISIONS

Abstract

This study seeks to investigate the role of an influencer’s credibility, personality con-
gruence, and engagement on consumer trust and the role of such trust on purchasing
propensity in the global fashion industry. Data was collected using a structured ques-
tionnaire (online) from 326 followers of fashion influencers from India in a span of 2
months, adopting a purposive sampling technique. The analysis was performed using
Partial Least Squares Structural Equation Modeling. The results and findings show that
Influencer Credibility, Personality Congruence, and Virtual Influencer Engagement
have a direct impact on the trust of shoppers, and Trust has a strong mediating im-
pact on Purchase Intention. However, Influencer Credibility with path coefficient (
= 0.821) influences the Purchase Intention the most. Trust is significantly influenced
by both Influencer Credibility (B = 0.541, t = 13.969, p < 0.001) and Virtual Influencer
Engagement (P = 0.176, t = 7.451, p < 0.001). Trust also served as a critical mediator,
positively affecting Purchase Intention (p = 0.473, t = 2.958, p = 0.003). This study
bridges the gap that has so far received less attention, the trust factor in virtual influ-
encers. This research thus contributes to marketers and brands making use of virtual
influencer strategies by analyzing the antecedents of trust and its consequences on
purchase intentions.

Keywords virtual influencers, trust dynamics, fashion, purchase
decisions, social media influence, virtual brand
ambassadors, credibility, personality congruence,
engagement

JEL Classification M31, M37

INTRODUCTION

The past decade has witnessed how social media has become an integral
part of people’s daily lives, which has led to easy access and sharing of
information. This escalation in the use of social media has profoundly
affected the consumers’ behavior and their decision-making process
(Chen et al., 2023; Jamal et al., 2023). Consumers’ trust in virtual com-
munication and acceptance of information has grown tremendously
over the last decade (McFarlane & Samsioe, 2020). Besides, in a survey;,
it was found that 92% of consumers trust virtual campaigns with in-
fluencers more than traditional marketing tactics (Sharma et al., 2024).
Consumers now give more weightage to the opinions of virtual in-
fluencers than the companies’” advertisement campaigns while evalu-
ating a product (Jha et al., 2023). Social media influencers are third-
party endorsers who have a substantial number of followers, and they
regularly post certain content or feeds on social media that are viewed
in large numbers (Behl & Jain, 2023). Virtual influencers are also seen
as micro-celebrities (Fan et al., 2023). As per the report, 75% of fashion
brands consider influencer marketing as one of their marketing strate-
gies, and 47% of the brands choose to run influencer campaigns with
micro and nano influencers as it is more budget-efficient and effective
(Tiwari et al., 2024).

http://dx.doi.org/10.21511/im.21(3).2025.17
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The fashion industry has been using celebrity endorsements as its core marketing strategy. This shift of
marketing from traditional to virtual has led to influencer marketing as a core marketing strategy, espe-
cially for the fashion and lifestyle industry. The growth in the number of influencers and their popular-
ity has reshaped the world of marketing. Higher return on investment, increased trustworthiness, better
audience engagement, and real-time response from users have made influencer marketing more desir-
able. Brands are now recognizing and acknowledging the role of influencers in social media platforms
(Jha et al., 2023). They are reaching out to influencers, as it is one the best ways to reach the desired
segment of the audience, targeting, and positioning. However, one challenge that remains constant for
companies is to find the right influencer for their product or service who has the strongest impact on
their desired target audience (Pop et al., 2022).

Despite many attempts to understand the role of fashion influences on consumers’ purchase behavior,
there remains a significant dearth of studies on the role of influence credibility, personality unity, and
engagement on consumer trust and, finally, its impact on purchase intention in the global fashion in-
dustry. This study of virtual influences in the fashion industry is crucial due to their rising prominence
and unique impact on consumer behavior. Specifically, the present study tries to answer the following:
1: How do virtual influencer characteristics and engagement influence consumer trust? 2: How does
trust influence the purchase intentions of consumers in the fashion industry? This study investigates
the role of influencer characteristics and engagement on trust. Lastly, the mediating role of trust would
be probed to look into how it is perceived as an intermediary between characteristics such as credibility,
personality congruence, and engagement in a virtual influencer and their effects on consumer purchase

intentions.

1. LITERATURE REVIEW
AND HYPOTHESES
DEVELOPMENT

In online purchases, the credibility of influencers
plays a pivotal role in shaping consumer behavior
and purchase intentions. Influencers’ credibility,
encompassing traits such as attractiveness, trust-
worthiness, and expertise, prominently affects
consumers’ purchase behavior (Rodrigo & Mendis,
2023). Credibility not only influences purchase de-
cisions but also has an impact on the effectiveness
of the campaign (Garg & Bakshi, 2024). Moreover,
the perceived credibility of an influencer also has
an impact on the message shared by that influenc-
er, which hinges on the level of trustworthiness
of the influencer (Janssen et al., 2022). The emer-
gence of virtual influencers has shifted the para-
digm in influencer marketing, offering a potent
tool for increasing brand salience and attracting
social media users, particularly Gen Y and Gen Z
(Angmo & Mahajan, 2024). Indeed, the credibility
of influencers, whether virtual or real, is a criti-
cal factor in the success of influencer marketing
campaigns (Cohen et al., 2022). Trustworthiness,
expertise, and attractiveness are key components
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that influence credibility and, in turn, influence
consumer behavior and purchase decisions in the
virtual marketing landscape (Cabeza-Ramirez et
al., 2023).

The alignment among the influencer’s personal-
ity, the brand’s personality, and the consumer’s
self-concept are essential for virtual marketing
(Arief et al., 2023; Chen et al., 2023). This process
involves self-congruence, which occurs when an
influencer’s characteristics are compatible with
those of the buyer themselves or those that aim to
appeal to them in case they have an ideal sense of
self (Albogami, 2023). It is further noted that such
conformity goes a long way towards building a re-
lationship between consumers and brands, hence
affecting their attitudes toward products and their
buying behavior (Alboqami, 2023; Belanche et
al., 2021). Furthermore, in terms of how custom-
ers regard products, this variance can also affect
their opinion about them (Gonzalez-Cavazos et
al., 2023; Mann et al., 2022). Cooper et al. (2023)
also emphasize the role of brand image constan-
cy throughout its life cycle, as well as maintaining
connections between the customer and his/her
values. In conclusion, ensuring congruence be-
tween influencer personality, brand personality,
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and consumer self-concept is essential in virtual
marketing (Madadi et al., 2024). This level of cor-
respondence may lead to positive shifts in their
outlooks regarding buying goods from certain
companies, thus increasing loyalty to these stores
in the long run, even after encountering similar
ones (Khan & Fatma, 2023).

Influencers in virtual marketing will play a very
significant role in influencing and shaping con-
sumers’ trust and purchase intention towards fash-
ion products (Pop et al., 2022). Influencer market-
ing thrives on the active engagement of influencers
with their followers within virtual communities
(van der Harst & Angelopoulos, 2024). The effec-
tiveness of influencer marketing depends largely
on the connections and relationships established
between influencers and their followers, as well as
their interactive engagements (Shah et al., 2020).
Albogami (2023) explains how the value homophi-
ly of virtual influencers as sources of messages can
engage consumers, leading to a positive consumer
response. According to Majczak (2023), social me-
dia influencers are considered powerful due to the
desire of consumers to copy them. Li et al. (2023),
and Yang (2024) say that customer engagement is
a multi-dimensional phenomenon that influences
value creation for both customers and organiza-
tions in the virtual marketing environment. Kim
et al. (2023) and Teresa Borges-Tiago et al. (2023)
stated that brands, on understanding the dynam-
ics of the influencer-follower relationship, the
trustworthiness of virtual influencers, and mech-
anisms that drive the effectiveness of influencer
marketing, would thus be in a better position to
leverage their influencer engagements in a strate-
gic manner in the marketing efforts toward better
consumer purchase decisions.

Among the factors affecting purchase intention
within the virtual market, trust is relatively im-
portant (Jin et al., 2021). Recent research shows
that customer trust influences purchase intention
in connection with online purchasing behavior
(Canguende-Valentim & Vale, 2023). Moreover,
studies have highlighted the role of trust as a me-
diator and moderator in online shopping, empha-
sizing its importance in shaping purchase deci-
sions (Jin et al., 2021). Website quality has been
found to positively influence trust, leading to a
higher purchase intention. The influence of social
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interaction, including trust, on purchase intention
in social commerce has been explored, underscor-
ing the significance of trust in driving consumer
behavior (Kumar et al., 2021). Garg and Bakshi
(2024) have also examined how social media in-
fluencers, through their characteristics, can affect
consumers’ attitudes and, subsequently, their pur-
chase intentions, highlighting the role of trust in
this process. According to Kim et al. (2023), trust
in a virtual influencer measures until the point the
consumer believes the opinion leader’s word and
considers his advice as honest and trustworthy. In
this way, the consumers’” purchase intention will
increase.

This study seeks to investigate how virtual influ-
encer credibility, personality congruence, and vir-
tual influencer engagement affect the consumer’s
trust and whether that credibility extends to pur-
chase intentions toward fashion products (Figure
1 illustrates the conceptual model).

Thus, based on the above literature, we can posit
that:

Hla: The credibility of virtual influencers positive-
ly affects the trust on virtual influencers.

HIb: The credibility of virtual influencers affects

the purchase intention towards fashion

products

H2a: The personality congruence of virtual influ-

encers positively affects the trust on the vir-

tual influencer.

H2b: The personality congruence of virtual influ-

encers positively affects the purchase inten-

tion towards fashion brands.

H3a: Virtual influencers’ engagement has a posi-

tive effect on trust towards the virtual

influencer.

H3b: The engagement of virtual influencers has

a positive impact on purchase intention to-

ward the fashion brand.

H4: Trust in virtual influencers positively af-

fects the purchase intention towards fashion

brands.
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Figure 1. Proposed conceptual model

2. METHODOLOGY

A descriptive study was conducted based on a survey
conducted at the customer level of various social net-
working site users who have experienced the impact
of virtual influencers on the fashion industry. The
survey conducted garnered the data from 326 re-
spondents, which is sufficient considering the com-
plexity of the model and the items in the question-
naire, thereby ensuring the robustness of the result.
The data were collected using purposive sampling,
as the study required the selection of participants
who followed virtual influencers and their recom-
mendations for purchase decisions. Within the con-
text of influencer marketing, purposive sampling is
commonly used within studies regarding niche au-
diences: followers of a specific influencer (Simay et
al,, 2023). Due to the population being very specific
in nature, a non-probability sample often becomes
the most proper choice for getting a unique insight
(Ghosh &Islam, 2023; Mehta et al., 2023). Structured
questionnaire was adapted. It consisted of close-end-
ed questions that were directed to check the influ-
ence of virtual influencers on consumers” purchase
intention in the fashion industry. The researcher
adopted the survey method, which was conducted
in online mode, to collect quantitative data, which
was in a span of 2 months. The survey questionnaire
form was distributed to the respondents, and the
only prerequisite was that they should actively follow
virtual fashion influencers on social media to miti-
gate potential non-response bias. Data were solicited
through social media and email outreach. Besides,

http://dx.doi.org/10.21511/im.21(3).2025.17

we sent the same to academic networks and appro-
priate forums where we thought professionals related
to the industries might be interested in participating.
Participation was strictly by choice, and no incentive
was provided. It was conducted as a survey over four
weeks between June and August 2024. Besides, in-
formed consent was obtained from the respondents
to address ethical considerations.

As presented in Table 1, the questionnaire included
16 items to assess the five constructs, which were
identified through a rigorous review of the litera-
ture. The five constructs were identified from the
previously developed scales and were tailored to the
specific context of the present study. The self-ad-
ministered questionnaire had two sections. Section
1 included five pivotal constructs: Virtual Influencer
Credibility (IC), Personality Congruence (PC),
Virtual Influencer Engagement (VIE), Trust (T), and
Purchase Intention (PI).

The items and questions for the various constructs of
the study were derived from the literature and modi-
fied as needed. Section 2 of the instrument aimed to
extract respondents’ profiles through four closed-
ended questions that captured their demographic
characteristics. The questionnaire used a 7-point
Likert scale ranging from “strongly disagree (1)” to
“strongly agree (7),” as recommended by Joshi et al.
(2015). Before implementation, the questionnaire
was subjected to validation by the subject experts to
ensure its relevance.
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Table 1. Constructs and indicators

Constructs . No: of items : References
Influencer Credibility (IC) ; 4 ; Rodrigo and Mendis (2023), landscape (Cabeza-Ramirez et al., 2023)
_Personality Congruence (PC) 3. Arief et al (2023), Chen et l. 2023), Albogami (2023, Cooper et al (2023)
Purchase Intention (PI) 3 Jin et al. (2021), Garg and Bakshi (2024), Kim et al. (2023)
Trust (1) e 3 . I et 21 [2021), Garg and Bakshi (2024), Kim et l. (2023)
Virtual Influencer Engagement (VIE) 3 Pop et al. (2022), van der Hagsotrzzigr;iglzfzﬁI(ozso(2230)24), Kim et al. (2023), Teresa

Table 2 displays the demographic profile of the par-
ticipants. A total of 326 respondents’ information
was used for the analysis, wherein 46 % were male
and 54% were females. The sample encompassed in-
dividuals across all age groups; however, the major
focus of the study was the respondents from the age
group of 21-30; almost 60% of the respondents came
from this age group.

Table 2. Respondents’ profile

Construct Profile ‘ Frequency : Percentage
Male SN B
Gender Female 176 54%
. Prefer not o say T
Bachelor’s degree 127 39%
Qualification I\/Iaster’sdegmr‘éé 156 48% ........
,,,,,, Other . 4
18-20 5
225 %
Age 26-30 104
31-35 68
,,,,,, Above3s 42
Total 326

Therefore, the data collected were analysed us-
ing PLS SEM, since it is considered a very robust
platform for exploratory studies. According to
Cheung et al. (2022) and Mican and Sitar-Taut
(2024), PLS SEM will effectively display the direct
and indirect effects of the independent variables.
It is also considered superior to regression analysis
in detecting mediation effects; thus, Jordao et al.
(2020) and Zulfiqar et al. (2023) applied it in the
study. PLS-SEM can deal with complex structur-
al cause-effect models, even with a great number
of constructs and indicators. This comprehensive
nature of the analysis allows for an exploration of
the relationships among identified constructs and
hence makes way for testing and validating the
model proposed. The use of the PLS-SEM will fur-
ther add strength and credibility to the study, al-
lowing subtle understanding and clarity of factors
that influence the trust and purchase intention of
the buyer.
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3. RESULTS

PLS-SEM was used to establish a relationship be-
tween the variables. The analysis involved the for-
mation of the outer model and inner model. The
outer model also called the measurement model,
is established to test the reliability and validity of
the indicators of the variable constructs. For the
reliability testing of the indicators, outer loadings
are assessed, and Cronbach’s alpha and composite
reliability are done for the construct reliability

After conducting reliability testing, the validity
testing is done using construct validity, for which
AVE (Average Variance Extracted) and discrimi-
nant validity are measured using the HTMT ratio
(heterotrait-monotrait ratio). Further, the struc-
tural strength of the model convergent valid-
ity and discriminant validity is examined. Factor
loadings are extracted, followed by an assessment
of convergent validity Cronbach’s alpha, rho A
(reliability coeflicient), Composite Reliability (CR),
and Average Variance Extracted (AVE) to investi-
gate the validity of the constructs. Table 3 presents
the outer loadings of all reflective indicators with
all of the loadings above 0.70.

Table 3. Outer loadings of the indicators

Indicators
IC1
IC2
IC3
IC4
P1
P2
P3
PC1
PC2
PC3
T1
T2
T3
VIl
VI2
VI3

Outer loadings

http://dx.doi.org/10.21511/im.21(3).2025.17



The results of Table 4 confirmed the convergent
validity with Cronbach’s alpha value above 0.70
(Cheung et al., 2024), Composite Reliability above
0.07, and AVE above 0.05 (Hair et al., 2020)

In order to show the discriminant validity, the
square root of AVE should be above the inner cor-
relation of the constructs (Fornell & Larcker, 1981).
Table 5 presents the summary of the discriminant
validity of the constructs. Table 6 presents the
heterotrait-monotrait ratio, which is under 0.90,
confirming a good fit of discriminant validity
(Henseler et al., 2015).

Once the measurement model was assessed for
its preciseness and accuracy, the next step was
to check the strength of the structural model.
As recommended by Henseler et al. (2016), the
model fit indicators were estimated before evalu-
ating the path coefficients using SRMR criteria
(Standardized Root Mean Square Residual). The
model is considered acceptable when SRMR is set
to zero, and its value ranges between 0.08 and 0.10
to avoid model misspecification (Hu & Bentler,

Table 4. Convergent validity analysis

Innovative Marketing, Volume 21, Issue 3, 2025

1998). The model for the study presented a .083
SRMR value, which represents a good model fit.

To check the multicollinearity between the inde-
pendent variables, Variance Inflation Factor (VIF)
was analyzed. The criteria for VIF value are below
5, but it is recommended to be below 3 to elimi-
nate any possibility of a multicollinearity problem
(Hair et al.,, 2020). For the given model, all VIF
values extracted were below the recommended
value of 3.

To evaluate the significance of the structural
model, as suggested by Hair et al. (2020), non-
parametric bias corrected bootstrapping approach
in Smart PLS with subsamples of 5,000 and 95%
bias-corrected CI was used. Table 7 presents the
results of hypothesis testing, wherein all the hy-
potheses are supported by p-values < 0.05, which
indicates the positive influence between the vari-
ables tested.

It was found that influencer credibility, personal-
ity congruence, and virtual influencer engagement

Variable

Cronbach’s Composite reliability Composite reliability

Average Variance

:  alpha (rho_a) (rho_c) Extracted (AVE)
Influencer Credibility (IC) S0791 0.814 0.864 0.616
Personality Congruence (PC) 0858 0.759 0.77 0.528
Purchase Intention (PI) 0.896 0.895 0.937 0.832
e m T e T g
Virtual Influencer Engagement (VIE) : 0.873 0.887 0.817 0.598
Table 5. Discriminant validity Fornell-Larcker criteria
. i Influencer Personality Purchase i Virtual Influencer
Variable : PR . i Trust :
: Credibility Congruence Intention : : Engagement
Influencer Credibility . 0785 '
Personality Congruence 0.616 0727
[Purchase Intention 0923 0.393 0.912 e
TUUSE e OTTA 055 0668 0795
Virtual Influencer Engagement 0.549 0.639 0.513 0.71 0.773

Table 6. Discriminant validity heterotrait-monotrait ratio (HTMT) matrix table

. . Influencer Personality Purchase i Virtual Influencer
Variable H i epee. . . i Trust :
i Credibility : Congruence Intention : : Engagement

Inﬂuenqgr Credibil@p/ ; ;

Personaﬂl'i‘ty Congruence . 0.68

Purchas'g‘lntentionw MQ:§58 0.534

Trust MQ..H652 0.856

Virtual Influencer Engagement 0.719 0.771

http://dx.doi.org/10.21511/im.21(3).2025.17
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Figure 2. Path analysis: SEM model
Table 7. Path coefficients, t-values, p-values
Variables Path coefficients t-statistics p-values Result

ncer credibility - Purchase Intention

Virtual Influencer Engagement —> Trust

cepted

: Accepted

Table 8. Specific indirect effect

Variables Path coefficients t-statistics p-values Result
Virtual Influencer Engagement — Trust - Purchase Intention {-0.065 : 2.816 £0.005 : Accepted |
o -0.093 2 0.004 Accepteq” )

Personality Congruence = Trust = Purchase Intention :—0.010 :0. :0.023 i Accepted

have a direct impact on the trust of shoppers. Trust
has a strong mediating impact on the Purchase
Intention of the buyers. However, Influencer
Credibility with path coefficient (p=0.821) influ-
ences the purchase intention the most.

Also, Virtual Influencer Engagement with p =
0.176 and 0.079 seems to have a very low influence
on the trust and purchase intention of the buyers.

In Table 8, we can see the mediation effect, where-
in the independent variables are mediated by the
trust variable towards the dependent variable, the
Purchase Intention of the buyers. It is seen that
trust positively mediates the impact of Influencer

232

Credibility, Personality Congruence, and Virtual
Influencer Engagement on the Purchase Intention
of the buyers.

4. DISCUSSION

The findings of this study vividly portray the com-
plex dynamics taking place between virtual influ-
encers and consumer behavior within the fashion
industry. According to the data gathered, there
was a mixed perception of the credibility of virtual
influencers, with a big share of respondents har-
boring skepticism about their authenticity, which
is also mentioned by Jin et al. (2019). The results of

http://dx.doi.org/10.21511/im.21(3).2025.17



the path analysis reveal several significant rela-
tionships between key variables affecting trust
and purchase intention. Influencer credibility
has a strong and highly significant positive im-
pact on purchase intention (path coefficient =
path coefficient = 0.821, t = 28.688, p < 0.001).
Similarly, influencer credibility significantly en-
hances trust (coefficient = 0.541, t = 13.969, p <
0.001), indicating that the higher the credibil-
ity, the higher the trust, and the lower the cred-
ibility, the lower the trust in such influencers. A
huge reason for this skepticism is the artificial
nature of such influencers and generalized con-
cerns about the reliability of their endorsement.
This finding is in line with the study done by
Abu Shanab and Shoheib (2021). While virtual
influencers may draw a sizeable following, con-
vincing such followers to drive their purchase
decisions based on the endorsements calls for
some strategic effort, which is in line with the
study done by Tiwari et al. (2024). After ana-
lyzing purchase intentions, it was found that
virtual influencers were moderately effective
in offering consumer interest toward purchas-
ing fashion products, which is also supported by
Bevan-Dye and Motaung (2023). They have the
potential to create awareness and interest, but

Innovative Marketing, Volume 21, Issue 3, 2025

the ability to really drive a purchase inclination
sounds limited (Anastasiadou et al., 2019; Ma &
Coelho, 2024).

The findings of this study underline the three ma-
jor tenets of virtual influencer marketing: credibil-
ity, engagement, and strategic integration. Focusing
on these areas would enable the use of virtual influ-
encers to improve marketing efforts and really drive
consumer behavior in the fashion industry. This
study provides evidence that consumer influence on
credibility, personality congruence, connection, be-
lief, and purchase decisions depend on complex dy-
namics. Connected to this, the direct consequences
of TVI can be seen in personality congruence and
engagement in the process of building up trust
with consumers. Hence, it can be said that Virtual
Influencer Reliability is the prime factor if society
perceives virtual influencers as reliable. Knowing
this and having a really great relationship between
PC and TVI, one might realize that the construction
of the virtual influencer according to the persona
is among the biggest drivers for trust building and,
thus, leading to the wanted effect called TVI. In view
of this, brands need to focus on and communicate
the authenticity of the virtual influencers to be on a
more even footing (Tse et al., 2024).

CONCLUSION

The aim of this research revolves around virtual fashion influencers and various antecedents like
personality congruence, virtual influencer engagement and influencer credibility their impact on
trust leading to purchase intention .There is a relationship between influencers’ customer purchas-
ing intentions and trust in influencers, consistent with prior research by Tiwari et al. (2024). The
most crucial component in this relationship is the virtual influencer’s credibility. This comple-
ments earlier research examining the impact of virtual influencer awareness on customer confi-
dence. Regarding the relationship between trust in virtual influencers and purchase intention, it is
possible to conclude that virtual influencer credibility, personality congruence, and virtual influ-
ence engagement all favor purchase intention. Again, it turns out that virtual influencer credibility
is the most crucial factor influencing this association. Third, there was a question about the rela-
tionship between influencer trust and buy intention. This study found that trust had a favourable
effect on purchasing intention. This study is suitable for marketers and brands, and it proposes that
one should focus on virtual influencers who can portray credibility by depicting a personality that
goes hand in hand with the brand’s image to increase reliance. The formation of long-term rela-
tionships with influencers instead of campaigns promotes increased relationships with consumers.
Active engagement through interactive content builds a strong relationship between followers and
brands, which increases purchase intention. Moreover, they must leverage data-based analytics to
identify influencers who can effectively support them and always be a part of omnichannel strat-
egies for better reach. Influencer marketing necessarily needs transparency, built on trust in the
consumer and as an ethical approach towards marketing, thus driving purchases.
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There are a few limitations to this study that we must face. Primarily, the size of the sample and the
socio-demographic composition of respondents could limit inferences made from this study beyond it.
Future studies should aim to cover a more extensive and different range of respondents, ensuring thus a
better representation of results emerging from it. Other possible future directions may involve looking
into the psychology behind consumer trust toward and engagement with virtual influencers, in turn
sharpening their utility in advertisement campaigns.

AUTHOR CONTRIBUTIONS

Conceptualization: Suchita Jha.

Data curation: Richa Chaudhary, Bharti Shukla.

Formal analysis: Suchita Jha.

Funding acquisition: Richa Chaudhary, Bharti Shukla.
Investigation: Suchita Jha, Richa Chaudhary.

Project administration: Suchita Jha.

Resources: Richa Chaudhary, Bharti Shukla.

Software: Bharti Shukla.
Supervision: Suchita Jha.
Visualization: Bharti Shukla.

Writing - original draft: Suchita Jha, Bharti Shukla.
Writing - review & editing: Suchita Jha, Richa Chaudhary, Bharti Shukla.

REFERENCES

1. Abu Shanab, E. A., & Shoheib, Z.
(2021). Factors influencing con-
sumer intention to use social com-
merce. International Journal of
Electronic Marketing and Retailing,
1(1), 1. https://doi.org/10.1504/
ijemr.2021.10041718

2. Albogami, H. (2023). Trust me,
I'm an influencer! - Causal recipes
for customer trust in artificial
intelligence influencers in the
retail industry. Journal of Retail-
ing and Consumer Services, 72.
https://doi.org/10.1016/j.jretcon-
ser.2022.103242

3. Anastasiadou, E., Lindh, C., &
Vasse, T. (2019). Are Consumers
International? A Study of CSR,
Cross-Border Shopping, Commit-
ment and Purchase Intent among
Online Consumers. Journal of
Global Marketing, 32(4), 239-254.
https://doi.org/10.1080/08911762.
2018.1528652

4. Angmo, P, & Mahajan, R. (2024).
Virtual influencer marketing: a
study of millennials and gen Z
consumer behaviour. Qualitative
Market Research: An International

234

5.

Journal, 27(2), 280-300. https://doi.
org/10.1108/QMR-01-2023-0009

Arief, M., Mustikowati, R. L., &
Chrismardani, Y. (2023). Why
customers buy an online prod-
uct? The effects of advertising
attractiveness, influencer market-
ing and online customer reviews.
LBS Journal of Management ¢
Research, 21(1), 81-99. https://doi.
org/10.1108/1bsjmr-09-2022-0052

Behl, A., & Jain, K. (2023). The
Dark Side of Brand-Based Online
Communities: The Role of Culture.
Journal of Global Marketing, 36(4),
241-244. https://doi.org/10.1080/0
8911762.2023.2234320

Belanche, D., Casald, L. V., Flavian,
M., & Ibanez-Sanchez, S. (2021).
Building influencers’ credibility

on Instagram: Effects on followers’
attitudes and behavioral responses
toward the influencer. Journal of
Retailing and Consumer Services,
61(June). https://doi.org/10.1016/].
jretconser.2021.102585

Bevan-Dye, A. L., & Motaung,
L. G. (2023). Ascertaining the
antecedents of Generation Y

consumers’ perceived utility of
celebrity influencers’ fashion con-
tent on Instagram and consequent
fashion brand predispositions and
purchase intentions. Innovative
Marketing, 19(4), 81-94. https://
doi.org/10.21511/im.19(4).2023.07

9. Cabeza-Ramirez, L. J., Sdnchez-
-Canfizares, S. M., Santos-Roldén,

L. M., & Fuentes-Garcia, E. .
(2023). Exploring the effective-
ness of fashion recommendations
made by social media influenc-
ers in the centennial generation.
Textile Research Journal, 93(13-
14), 3240-3261. https://doi.
org/10.1177/00405175231155860

10. Canguende-Valentim, C. F, &
Vale, V. T. (2023). The Effect of
Value Perceptions on Luxury
Purchase Intentions: An Angolan
Market Perspective. Journal of
Global Marketing, 36(2), 112-126.
https://doi.org/10.1080/08911762.
2022.2143462

11. Chen, X., Wy, Y,, Liao, J., Zuo,
W., & Zhong, R. (2023). Dis-
tinguishing the most valuable
consumers in social commerce

http://dx.doi.org/10.21511/im.21(3).2025.17



12.

13.

14.

15.

16.

17.

18.

using graphical evaluation
and review technique - in the
view of incentives. Kybernetes,
52(11), 5530-5560. https://doi.
org/10.1108/K-03-2022-0384

Cheung, G. W., Cooper-Thomas,
H. D, Lay, R. S., & Wang, L. C.
(2024). Reporting reliability, con-
vergent and discriminant validity
with structural equation model-
ing: A review and best-practice
recommendations. Asia Pacific
Journal of Management, 41(2),
745-783. https://doi.org/10.1007/
$10490-023-09871-y

Cheung, M. L, Leung, W.K. S,
Aw, E. C.-X,, & Koay, K. Y. (2022).
“I follow what you post!”: The

role of social media influencers’
content characteristics in consum-
ers’ online brand-related activities
(COBRAS). Journal of Retail-

ing and Consumer Services, 66.
https://doi.org/10.1016/j.jretcon-
ser.2022.102940

Cohen, J. R., Gaynor, L. M., Krish-
namoorthy, G., & Wright, A. M.
(2022). The effects of audit com-
mittee ties and industry expertise
on investor judgments — Extend-
ing Source Credibility Theory.
Accounting, Organizations and
Society, 102, 101352. https://doi.
0rg/10.1016/j.20s.2022.101352

Cooper, T., Stavros, C., & Dobele,
A.R. (2023). The impact of social
media evolution on practitioner-
stakeholder relationships in
brand management. Journal of
Product and Brand Management,
32(8), 1173-1190. https://doi.
org/10.1108/JPBM-09-2022-4138

Fan, E, Chan, K., Wang, Y., L, Y,,
& Prieler, M. (2023). How influ-
encers’ social media posts have an
influence on audience engage-
ment among young consumers.
Young Consumers, 24(4), 427-444.
https://doi.org/10.1108/YC-08-
2022-1588

Fornell, C., & Larcker, D. E
(1981). Evaluating Structural
Equation Models with Unob-
servable Variables and Measure-
ment Error. Journal of Marketing
Research, 18(1), 39-50. https://doi.
org/10.1177/002224378101800104

Garg, M., & Bakshi, A. (2024). Ex-
ploring the impact of beauty vlog-

http://dx.doi.org/10.21511/im.21(3).2025.17

19.

20.

21.

22.

23.

24.

25.

gers’ credible attributes, parasocial
interaction, and trust on consum-
er purchase intention in influencer
marketing. Humanities and Social
Sciences Communications, 11(1).
https://doi.org/10.1057/s41599-
024-02760-9

Ghosh, M., & Islam, A. B. M. S.
(2023). Homefluencers’ endorse-
ment of millennial consumers’
purchase intention in new normal.
International Marketing Review,
40(5), 1188-1212. https://doi.
org/10.1108/IMR-10-2021-0308

Gonzalez-Cavazos, B., Quintanilla,
C., & Ayala, E. (2023). The Impact
of Nostalgia on Brand Resurrec-
tion and Iconness: The Impor-
tance of Being Local. Journal of
Global Marketing, 36(5), 396-416.
https://doi.org/10.1080/08911762.
2023.2248472

Hair, J. E, Howard, M. C., & Nitzl,
C. (2020). Assessing measure-
ment model quality in PLS-SEM
using confirmatory composite
analysis. Journal of Business
Research, 109(August 2019), 101-
110. https://doi.org/10.1016/j.
jbusres.2019.11.069

Henseler, J., Hubona, G., & Ray,
P. A. (2016). Using PLS path
modeling in new technology
research: updated guidelines.
Industrial Management ¢ Data
Systems, 116(1), 2-20. https://doi.
org/10.1108/IMDS-09-2015-0382

Henseler, ., Ringle, C., & Sarstedt,
M. (2015). A New Criterion for
Assessing Discriminant Valid-

ity in Variance-based Structural
Equation Modeling. Journal of the
Academy of Marketing Science, 43,
115-135. https://doi.org/10.1007/
s11747-014-0403-8

Hu, L., & Bentler, P. (1998). Fit
Indices in Covariance Struc-
ture Modeling: Sensitivity to
Underparameterized Model
Misspecification. Psychological
Methods, 3, 424-453. https://doi.
0rg/10.1037/1082-989X.3.4.424

Jamal, Y., Islam, T., & Shahid,
Z. A. (2023). Understanding
online shopping hate in social
commerce context: antecedents
and consequences of psycho-
logical reactance. Kybernetes,
52(9), 3706-3728. https://doi.
org/10.1108/K-11-2021-1093

Innovative Marketing, Volume 21, Issue 3, 2025

26.

27.

31.

32.

33.

Janssen, L., Schouten, A. P, &
Croes, E. A. J. (2022). Influ-

encer advertising on Instagram:
product-influencer fit and number
of followers affect advertising out-
comes and influencer evaluations
via credibility and identification.
International Journal of Advertis-
ing, 41(1), 101-127. https://doi.org
/10.1080/02650487.2021.1994205

Jha, S., Gupta, S., & Mahajan, R.
(2023). The effect of motivated
consumer innovativeness on the
intention to use chatbots in the
travel and tourism sector. Asia
Pacific Journal of Tourism Research,
28(7), 729-744. https://doi.org/10.
1080/10941665.2023.2264972

Jin, S. V., Mugaddam, A., & Ryu,
E. (2019). Instafamous and social
media influencer marketing.
Marketing Intelligence and Plan-
ning, 37(5), 567-579. https://doi.
org/10.1108/MIP-09-2018-0375

Jin, S. V,, Ryu, E., & Mugaddam, A.
(2021). I trust what she’s #endors-
ing on Instagram: moderating
effects of parasocial interaction
and social presence in fashion
influencer marketing. Journal of
Fashion Marketing and Manage-
ment, 25(4), 665-681. https://doi.
org/10.1108/JFMM-04-2020-0059

Jordio, R. V. D., Novas, J., &
Gupta, V. (2020). The role of
knowledge-based networks in the
intellectual capital and organiza-
tional performance of small and
medium-sized enterprises. Kyber-
netes, 49(1), 116-140. https://doi.
org/10.1108/K-04-2019-0301

Joshi, A., Kale, S., Chandel, S., &
Pal, D. K. (2015). Likert scale:
Explored and explained. British
Journal of Applied Science & Tech-
nology, 7(4), 396-403. https://doi.
org/10.9734/BJAST/2015/14975

Khan, I., & Fatma, M. (2023).
Does Perceived Sustainability
Affect the Customer Responses
toward the Brands? Role of Cus-
tomer Engagement as a Media-
tor. Sustainability (Switzerland),
15(10). https://doi.org/10.3390/
SU15108259

Kim, J., Leung, X. Y., & McKneely,
B. (2023). The effects of Instagram
social capital, brand identifica-
tion and brand trust on purchase

235



Innovative Marketing, Volume 21, Issue 3, 2025

34.

35.

36.

37.

38.

39.

40.

intention for small fashion brands:
the generational differences.
Journal of Fashion Marketing and
Management, 27(6), 988-1008.
https://doi.org/10.1108/JFMM-05-
2021-0126

Kock, N., & Hadaya, P. (2018).
Minimum sample size estimation
in PLS-SEM: The inverse square
root and gamma-exponential
methods. Information Systems

Journal, 28(1), 227-261. https://doi.

org/10.1111/isj.12131

Kumar, B., Bagozzi, R., Manrai, A.,
& Manrai, L. (2021). Conspicuous
consumption: A meta-analytic
review of its antecedents, con-
sequences, and moderators.
Journal of Retailing, 98. https://doi.
org/10.1016/j.jretai.2021.10.003

Li, ], Yu, Y, Liu, C,, & Deng,
X. (2023). An optimal strategy
of advertising and electronic
word-of-mouth with con-
sidering rebates. Kybernetes,
52(12), 6440-6466. https://doi.
org/10.1108/K-03-2022-0369

Ma, M. H., & Coelho, A. (2024).
Luxury Consumption Tendency:
A Comparative Study Between
Chinese and Portuguese Consum-
ers. Journal of Global Marketing,
37(3), 175-193. https://doi.org/10.
1080/08911762.2024.2350926

Madadi, R., Torres, I. M., Fazli-Sa-
lehi, R., & Zaiiga, M. A. (2024).
Social identification theory and
the elaboration likelihood model:
impact of strength of ethnic
identification among African
American consumers on services
advertising evaluations. Journal
of Consumer Marketing, 41(2),
196-212. https://doi.org/10.1108/
JCM-08-2022-5547

Majczak, E. (2023). Digital fash-
ionistas: young women, wealth-
in-followers and matronage in
Yaoundé, Cameroon. Africa, 93(3),
393-413. https://doi.org/10.1017/
S0001972023000566

Mann, M., Ginder, W., & Byun,
S.-E. (2022). Highs and Lows

of Cannabis Decriminalization:
Twitter Analysis and Ethical

and Regulatory Implications for
Retailing and Marketing. Journal
of Global Marketing, 35(1), 57-75.
https://doi.org/10.1080/08911762.
2021.1958971

236

41.

42,

43.

44,

45.

46.

47.

48.

McFarlane, A., & Samsioe, E.
(2020). #50+ fashion Instagram
influencers: cognitive age and
aesthetic digital labours. Journal of
Fashion Marketing and Manage-
ment, 24(3), 399-413. https://doi.
org/10.1108/JFMM-08-2019-0177

Mehta, P, Kaur, A,, Singh, S., &
Mehta, M. D. (2023). “Sustainable
attitude” — a modest notion creat-
ing a tremendous difference in the
glamourous fast fashion world:
investigating moderating effects.
Society and Business Review, 18(4),
549-571. https://doi.org/10.1108/
SBR-10-2021-0205

Mican, D., & Sitar-Taut, D.-A.
(2024). The effect of perceived
usefulness of recommender
systems and information sources
on purchase intention. Kybernetes,
53(7), 2301-2321. https://doi.
org/10.1108/K-08-2022-1145

Pop, R.-A., Séplacan, Z., Dabija,
D.-C., & Alt, M.-A. (2022). The
impact of social media influenc-
ers on travel decisions: the role

of trust in consumer decision
journey. Current Issues in Tourism,
25(5), 823-843. https://doi.org/10.
1080/13683500.2021.1895729

Rodrigo, A., & Mendis, T. (2023).
Impact of social media influencers’
credibility on millennial consum-
ers’ green purchasing behavior:

a concept paper on personal and
social identities. Management
Matters, 20(2), 134-153. https://
doi.org/10.1108/manm-12-2022-
0113

Shah, S. H. H,, Lei, S., Ali, M.,
Doronin, D., & Hussain, S. T.
(2020). Prosumption: biblio-
metric analysis using HistCite
and VOSviewer. Kybernetes,
49(3), 1020-1045. https://doi.
org/10.1108/K-12-2018-0696

Sharma, R., Nagdev, K., & Singh,
P. (2024). Livestream Shopping
Breakthrough: Fast Fashion’s
New Frontier Explored through
Attitude, Influencer’s Advice, and
Portal Quality. Journal of Promo-
tion Management, 30(5), 737-766.
https://doi.org/10.1080/10496491.
2024.2318667

Simay, A. E., Wei, Y., Gyulavari,
T., Syahrivar, J., Gaczek, P, &
Hofmeister-Téth, A. (2023). The e-

49.

50.

51.

52.

53.

54.

WOM intention of artificial intelli-
gence (AI) color cosmetics among
Chinese social media influencers.
Asia Pacific Journal of Market-

ing and Logistics, 35(7), 1569-
1598. https://doi.org/10.1108/
APJML-04-2022-0352

Teresa Borges-Tiago, M., Santiago,
J., & Tiago, F. (2023). Mega or
macro social media influencers:
Who endorses brands better?
Journal of Business Research,

157. https://doi.org/10.1016/j.
jbusres.2022.113606

Tiwari, A., Kumar, A., Kant, R.,

& Jaiswal, D. (2024). Impact of
fashion influencers on consum-
ers’ purchase intentions: theory of
planned behaviour and mediation
of attitude. Journal of Fashion
Marketing and Management, 28(2),
209-225. https://doi.org/10.1108/
JFMM-11-2022-0253

Tse, T., Semerene, D., & Kurkdjian,
S. (2024). B(l)ending research
methods: Reimagining a theo-
retical turn in fashion scholarship.
International Journal of Fashion
Studies, 11(1), 3-12. https://doi.
org/10.1386/infs_00106_2

van der Harst, J. P,, & Angelopou-
los, S. (2024). Less is more: En-
gagement with the content of so-
cial media influencers. Journal of
Business Research, 181. https://doi.
0rg/10.1016/j.jbusres.2024.114746

Yang, B. (2024). Online channel
mode selection in a platform
supply chain in the presence of
consumer returns. Kybernetes,
53(5), 1740-1762. https://doi.
org/10.1108/K-02-2022-0219

Zulfiqar, S., Khan, Z., & Huo, C.
(2023). Uncovering the effect

of responsible leadership on
employee creative behaviour:
from the perspective of knowl-
edge-based pathway. Kybernetes,
52(11), 5503-5529. https://doi.
org/10.1108/K-03-2022-0447

http://dx.doi.org/10.21511/im.21(3).2025.17



	“Trust dynamics of virtual influencers: Exploring their influence on fashion purchase decisions”
	_Hlk172037379
	_Hlk173245374
	_Hlk163131079

