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Abstract: The growing use of Instagram and its influencers in marketing demonstrates
their substantial influence on customer behavior intentions. Despite this, further research
into the effects of Instagram mega-influencers on purchase intention is needed among
Generation Z (born between 1997 and 2012) consumers. The main aim of the study was
to assess the influence of attractiveness, expertise, perceived ease of use, and perceived
usefulness on intention to purchase due to Instagram mega-influencers among Generation
Z in South Africa. This study combined purposive and snowball non-probability sampling
methods using a quantitative approach. An online questionnaire was used to assess the
effect of Instagram mega-influencers on young consumers’ purchase intention, which
resulted in 497 Generation Z respondents. Positive associations were found between
attractiveness, expertise, perceived ease of use, and perceived usefulness on intention
to purchase. Perceived ease of use was also found to mediate the positive effects of
attractiveness and expertise on intention to purchase. This analysis provides businesses
with practical information about the use of Instagram mega-influencers in digital marketing
to connect with Generation Z consumers and improve profitability. The research contributes
to the theoretical development of constructs in the technology acceptance and source
credibility models and generation cohort theory.

Keywords: Instagram mega-influencers; generation Z; technology acceptance model;
generation cohort theory; source credibility model; attractiveness; expertise; perceived ease
of use; perceived usefulness; intention to purchase

1. Introduction
The phenomenal elaboration of social media is evident in developing economies, and

they are widely used by young customers [1–3]. Moreover, the movement of endorsing
brands or products through online platform influencers has increased in 2024 [4,5]. It is
expected that global brands could spend up to USD 39.3 billion on influencer marketing
in 2025 and could show a yearly growth rate of 9.4% to reach USD 56.3 billion by 2029 [6].
Influencer marketing is growing even more rapidly in growing and developing African
nations such as South Africa, where brands are expected to spend USD 30.2 million in 2025
and are forecast to yield a yearly growth rate of 10% to reach USD 44.3 million by 2029 [7].
Brands are increasingly using social networking sites to meet their relationship marketing
goals and boost their brand value [8]. This shows that traditional advertising media may
have become less effective, but it is still relevant [9,10], especially to the older generations,
whereas social media (such as Instagram) has become more important to the younger
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cohort [11,12]. Generation Z is the group of individuals born between 1997 and 2012 who
tend to be more receptive to the internet and desire digital interaction [13–15]. By 2023,
Generation Z represented 27% of worldwide workers and had an estimated purchasing
power of in excess of USD 3 trillion [16]. Many recent studies have found that digital
influencers have a huge influence on Generation Z’s purchasing decision-making processes
and intentions [17–30]. Hence, the use of Instagram influencers has evolved into a critical
marketing instrument, fundamentally affecting how businesses interact with their audience,
particularly among younger demographics. Instagram, with over a billion active users per
month, provides a unique platform for brands to increase visibility, stimulate sales, and
communicate with potential customers [31–34]. The rise of Instagram influencers, who
exploit their considerable followings to endorse products and services, has become a basis
of modern marketing techniques [23,25,35–42].

Campbell and Farrell [43] categorized social media influencers (SMIs) into four dis-
tinct classifications according to the number of followers: nano-influencers (<10,000 fol-
lowers), micro-influencers (10,000–<100,000), macro-influencers (100,000–1,000,000), and
mega-influencers (>1,000,000). Mega-influencers generally include traditional celebrities,
television and movie stars, well-known personalities, sportspeople, and other public fig-
ures, as well as many ordinary people who have made their way to the top of social media
fame [44,45]. Mega-influencers can reach worldwide audiences and therefore create global
awareness, allow for simple ROI measurements, receive high recognition, and distinguish
themselves from other influence categories through their opinion leadership and fame,
which leads to favorable sentiment [46]. However, mega-influencers command higher
fees and frequently experience lower engagement levels [46]. Dong et al. [19] found that
mega-influencers resulted in more favorable purchase intention, engagement, and brand
attitudes. Berman et al. [47] found that a mega-influencer on social media with constant
content quality supports greater knowledge gathering, whereas lower levels of influencers
generate more consumer awareness than a focused advertisement and deliver more rev-
enue. Walter et al. [48] indicated that mega-influencers showed higher levels of general
attitudes, engagement, attractiveness, and expertise, whereas lower-level influencers dis-
played greater similarity, authenticity, and trust. Hence, divergent findings were revealed
between various categories of influencers when different constructs, theoretical models,
effectiveness, and other variables were examined [19,46–52]. However, the aim of this
study was not to compare different categories of influencers. The focus was to assess one
category (viz., mega-influencers) using variables from the technology acceptance model
(TAM) and source credibility model (SCM). However, the aforementioned authors sug-
gest the need for further research on different categories of influencers, which include
mega-influencers [19,46–51,53].

Farrell et al. [54] and Pradhan et al. [55] propose that Instagram has created new
opportunities for influencers and is considered an effective conduit to shape consumers’
behaviors. Many studies have been conducted in developed countries [39,45,48,50,56–65]
and developing countries [19,20,25,35,66–69], which analyzed the effect of Instagram influ-
encers and other forms of SMIs on young consumers, but further studies in developing
countries are proposed especially due to the persistent growth of this relatively new form of
marketing. Research demonstrates the necessity of more studies comparing the purchasing
intentions of Generation Z customers in various countries [23,27,60,70–74]. For quantitative
studies on Generation Z, global research highlights the significance of larger samples and a
more diversified population [27,65,75–77]. Chumley [78] and Sandra et al. [79] examined
the impact of using Instagram influencer marketing on customers’ purchase intent, but
these studies and others also noted that further study was needed to confirm the effects of
marketers’ usage of social media in a broader communication environment [80,81]. Several
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TAM variables, for example, perceived ease of use (PEU) and perceived usefulness (PU),
were used to examine various aspects of digital influencer marketing [82–89]. However,
there is a research gap to broaden the TAM, especially when combined with variables from
the SCM, for example, attractiveness and expertise, which are frequently used in SMI and
Instagram influencer studies [20,65,66,90–94].

The study makes a contribution to the sustainable development goal (SDG) 8 (decent
work and economic growth) and endeavors to show that different types and new forms
of social media marketing can assist to “promote sustained, inclusive and sustainable
economic growth, full and productive employment and decent work for all” to reach
younger cohorts and therefore improve the profitability and growth of various forms
of organizations in South Africa [95–98]. Hence, to bridge the aforementioned research
gaps, the main aim of the study is to examine the effect of attractiveness, expertise, PU,
and PEU on intention to purchase, as well as the mediating role of PU and PEU, due to
Instagram mega-influencers among Generation Z in a developing African country such as
South Africa.

2. Theoretical Background and Hypotheses
2.1. Theoretical Models

To establish the relationship between Instagram mega-influencers and Generation
Z’s purchasing intention, the current study employed the TAM and SCM. Davis [99]
developed the TAM, which researchers use to assess how effectively customers accept new
technologies [100–102]. The TAM variables adopted in this study include PU, PEU, and
behavioral intentions (i.e., intention to purchase) [99,103–107]. The TAM has been revised
by several studies to examine various forms of digital influencer marketing [83–85,87–89],
but further inquiry is needed, especially among young cohorts in developing countries.
Sethi and Kapoor [93], Akin, [86], Gonçalves et al. [87], and Khan et al. [88] suggest that
it is essential to comprehend relationships between SMIs and Instagram influencers and
consumer use behaviors, particularly those of young people, in order to provide insight
into successful interaction and potential policies that might control social media marketing.
Thus, in this context of Instagram mega-influencers, this research investigates young
consumers’ evaluations of the platform based on how user-friendly it is and how effectively
it assists corporations to achieve their marketing objectives via Instagram mega-influencers
in terms of Generation Z’s purchase intention.

Ohanian [108] defined source credibility as a term that refers to the communicator’s
positive attributes that influence the receiver’s acceptance of a message. The source cred-
ibility model asserts that the endorser’s perceived level of attractiveness, expertise, and
trustworthiness determines the effectiveness of a message. Pereira et al. [60], Kim and
Yoon [109], and Najar et al. [110] showed that the SCM is constructed through attractive-
ness, expertise, and trustworthiness to evaluate the features that enhance the receiver’s
attitude and purchasing intentions concerning the products. Flores-Zamora [111] and
Zhang et al. [112] mention the inclusion of attractiveness, which suggests that a physically
appealing communicator is liked more and has a favorable impact on attitude change and
product appraisal. Garg and Bakshi [93], Behnoosh et al. [113], and Lajnef et al. [114] note
that influencer experience signifies the extent to which the audience believes they possess
advanced abilities or expertise in a specific profession, which makes it easier for audiences
to trust influencers on social media platforms [109,110]. Several other investigations agreed
with the aforementioned studies in that credibility attributes (e.g., attractiveness and ex-
pertise) of SMIs (including Instagram influencers) are seen to have a substantial impact on
one’s assessment of information believability and purchase intention [20,66,90–94,115,116].
This study did not examine trust, which is consistent with prior recent influencer investi-
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gations that similarly excluded this variable from their models, which instead focused on
other aspects of source credibility [20,117,118]. Therefore, this study also considers SCM
variables, which include attractiveness and expertise, in relation to the aforementioned
TAM variables (PU and PEU) to assess their impact on intention to purchase from Instagram
mega-influencers among Generation Z consumers.

2.2. Hypotheses

Attractiveness is associated with physical attributes, such as similarity, likeability, and
familiarity, which are important for compliments or judgments about a person [119–121].
Generally, people value attractiveness among their characteristics. The physical attractive-
ness of SMIs is observed to have a high tendency to monitor the average acceptance of
advertising [122,123]. Several researchers proposed a favorable impact of the attractive-
ness of SMIs on consumer behavioral or purchase decisions [60,61,65,66,92,93,124–129].
However, other studies suggest that celebrity traits are not essential for intention to pur-
chase [130–132]. Therefore, the following is hypothesized:

H1. The attractiveness of Instagram mega-influencers has a positive influence on intention
to purchase.

Expertise denotes a considerable degree of knowledge, ability, and competency that
an individual or organization possesses in a particular field of knowledge [133–135]. In-
fluencer expertise is frequently identified by demonstrated proficiency and experience,
which enables authorities to complete activities or make opinions with high accuracy and
effectiveness [136–138]. Previous research has found that target groups’ purchase inten-
tion is higher when influencers have more experience, hence positing that Instagram and
other forms of digital influencers’ expertise favorably affect behavioral/consumer purchase
intention [41,60–62,65,66,92,93,124,139]. Therefore, the following is hypothesized:

H2. The expertise of Instagram mega-influencers has a positive effect on intention to purchase.

Perceived usefulness refers to the extent to which technology is perceived to enhance
productivity and efficiency [99]. Ajibade and Zaidi [140] and Balouchi and Aziz [141]
underline that this concept is strongly related to the simplicity of social networking sites,
which allows users to achieve their objectives more efficiently. The behavioral/purchase
intention of Millennials and Generation Z was found to be influenced by perceived use-
fulness in research on several digital and social media platforms, which included Insta-
gram [142–146]. Several studies revealed that perceived usefulness was an important
factor influencing how digital influencers affect young consumers’ behavioral/purchasing
intentions [84,88,93,127,147]. Therefore, the following is hypothesized:

H3. The perceived usefulness of Instagram mega-influencers has a favorable effect on intention
to purchase.

Perceived ease of use is a measure of how much a user expects a certain technology
to be simple to use [99,103]. A user’s view of the time and effort required to make a
purchase by clicking on Instagram’s purchase buttons may differ [148,149]. Perceived ease
of use was found to have a positive influence on behavioral and purchase intention on
social media and other digital platforms [143,145,150]. Fauzi et al. [84], Khan et al. [88], and
Bil et al. [151] also showed that perceived ease of use was a significant element that impacted
purchasing/behavioral intentions among young consumers through digital influencers.
Therefore, the following is hypothesized:
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H4. The perceived ease of use related to Instagram mega-influencers has a significant effect on
intention to purchase.

The attractiveness of SMIs or Instagram influencers and the perceived usefulness
of Instagram are significant factors influencing consumers’ purchase or behavioral inten-
tions. For example, studies indicate that physical attractiveness amplifies the attractiveness
and credibility of an influencer, thus improving consumer receptiveness to their opin-
ions [128,129]. Concurrently, the perceived utility of the application assures that customers
gain value from the platform, thereby promoting engagement [143–145,150]. Many other
studies in the fields of digital and social media marketing and influencers have found
similar associations between source attractiveness and/or perceived usefulness and be-
havioral/purchase intention [41,45,61,89,93,116,127,128,132,142,152–155]. Therefore, the
following is hypothesized:

H5. Perceived usefulness mediates the effect of the attractiveness of Instagram mega-influencers on
intention to purchase.

Several studies have consistently found that the expertise (experience) and/or per-
ceived usefulness of SMIs (and other social media channels) influence purchase/behavioral
intention [89,124,142]. Digital and social media platform messages and/or influencers’
(including Instagram) expertise improve credibility, ensuring their recommendations
are more valuable and trustworthy to consumers, which could increase perceived
usefulness [88,155,156]. As a result, there is a higher probability that customers will act on
these recommendations, which increases their purchase intention [45,61,83,88,93,115,127,
145,147,152]. Therefore, the following is hypothesized:

H6. Perceived usefulness mediates the effect of the expertise of Instagram mega-influencers on
intention to purchase.

A number of inquiries highlighted the importance of influencer attractiveness
and/or perceived ease of use in modifying consumers’ purchase/behavioral inten-
tions [84,88,124,125,128,151]. Influencer attractiveness has been demonstrated to capture
attention, which resulted in increased purchase intention [126,127,129]. Furthermore, attrac-
tive influencers make substances appear more user-friendly through entertaining demos,
which could enhance perceived ease of use and behavioral intentions [88,118,157]. Addi-
tionally, several other social media marketing/influencer-related inquiries affirm that attrac-
tiveness and/or perceived ease of use and behavioral/intention to purchase result in varied
relationships [41,45,61,89,93,143,153]. Therefore, the following is hypothesized:

H7. Perceived ease of use mediates the effect of the attractiveness of Instagram mega-influencers on
intention to purchase.

Previous research revealed that the expertise (experience) and/or perceived ease of
use of SMIs and social media platforms have an impact on behavioral or purchase inten-
tion [89,142]. Herzallah et al. [142] examined the components that influence Instagram
purchases and encourage the expansion of Instagram commerce. The results show that the
experience or expertise, attitude, perceived ease of use, and alternative opinions regarding
the influencers have an impact on customers’ purchase intention. Qiu et al. [89] examined
the effect of short-form video platforms using the TAM and SCM for SMIs to consider
behavioral intentions toward travel destinations. The expertise of SMIs in the short-form
video platforms showed positive attitudes, which resulted in favorable behavioral inten-
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tions toward travel destinations. However, perceived ease of use did not have a significant
influence on the attitudes or behavioral intentions toward travel destinations. Other so-
cial media and/or SMI-related research also suggested varying relationships in terms of
expertise and/or perceived ease of usefulness, which could elevate behavioral/purchase
intention [41,45,61,88,115,116,124]. Therefore, the following is hypothesized:

H8. Perceived ease of use mediates the effect of the expertise of Instagram mega-influencers on
intention to purchase.

3. Materials and Methods
The research adopted the post-positivist paradigm to objectively assess the hypothesis

via a structured and deductive approach. Hence, the research employs a quantitative
approach because the search involves gathering and generalizing numerical data from a
group of people. Hence, the aim of the study is to measure the behavior of Generation Z
consumers due to their exposure to Instagram mega-influencers. A descriptive research
design was used to investigate relationships between Instagram mega-influencer TAM
and SCM measures and, therefore, validate the drivers of Instagram mega-influencers’
intentions to purchase among Generation Z consumers.

The research population in this study consists of members of Generation Z aged
between 16 and 27 years old in South Africa who follow Instagram mega-influencers. Con-
sequently, it is thought that purposive sampling, also referred to as judgmental sampling,
is suitable for identifying participants who may respond to the study’s research objectives.
The initial sampling process emphasizes the Generation Z cohort, specifically individuals
who use Instagram and who follow mega-influencers at several universities. Thereafter,
the snowball approach was used in the second step of sampling. A Google Forms link was
forwarded by the initial respondents to their contacts via WhatsApp and social media to
reach young working adults and a diverse range of communities across the developing
African country, which produced 497 Generation Z respondents.

An online questionnaire was used to evaluate the impact of Instagram mega-
influencers on Generation Z consumers’ purchase intention. The self-administered survey
used screening questions to confirm the use of Instagram and mega-influencer followership,
and information from demographic questions relating to gender, age, and education was
gathered. Table 1 provides a summative overview of the demographic variables.

Table 1. Demographic variable frequencies.

Demographic Variables n %

Gender
Male 194 39.0

Female 303 61.0

Age

16 years 32 6.4
17 years 20 4.0
18 years 20 4.0
19 years 31 6.2
20 years 46 9.3
21 years 59 11.9
22 years 64 12.9
23 years 43 8.7
24 years 45 9.1
25 years 46 9.3
26 years 43 8.7
27 years 48 9.7
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Table 1. Cont.

Demographic Variables n %

Education

Grades 8–11 54 10.9
Grade 12 39 7.8

Completed grade 12 169 34.0
Diploma/certificate/degree 172 34.6

Postgraduate degree 63 12.7
Source: computed by the authors.

The third section used a five-point Likert scale to assess respondents’ SCM and TAM
attitude measures to Instagram mega-influencers based on various studies, including attrac-
tiveness [158,159], expertise [160,161], perceived ease of use [96], perceived usefulness [103],
and intention to purchase [162–165]. Table 2 shows an outline of the individual Likert
scale measures.

Table 2. SCM and TAM attitude measures (factor loadings, AVE, CR, and Cronbach’s α).

SCM and TAM Attitude Measures FL AVE CR Cronb.’s α

Attractiveness
Instagram mega-influencers with attractive characteristics capture my attention. 0.897

0.629 0.834 0.748Endorsers with attractive features can exert a positive influence on purchase. 0.747
Instagram mega-influencers’ attractiveness builds better relationships with me. 0.724

Expertise
I can purchase a product because an Instagram mega-influencer recommends it. 0.746

0.641 0.877 0.853
Instagram mega-influencers’ knowledge/experience influences my purchase intentions. 0.867
Instagram mega-influencers’ expertise influence my level of online engagement
with brands. 0.847

Instagram mega-influencers who have been viewed as experts tend to be more convincing. 0.735

Perceived usefulness
Brands that are promoted by Instagram mega-influencers improve their performance. 0.841

0.639 0.875 0.830
Products that are endorsed by Instagram mega-influencers increase their efficiency. 0.831
Brands that are recommended by Instagram mega-influencers enhance their effectiveness. 0.839
In general, I find Instagram mega-influencer product endorsements to be useful. 0.674

Perceived ease of use
Product endorsements by Instagram mega-influencers are clear and understandable. 0.673

0.643 0.877 0.832
Brands that are promoted by Instagram mega-influencers do not require much mental
effort to understand. 0.835

I find Instagram mega-influencers’ brand recommendations easy to use. 0.853
I find it easy to interpret Instagram mega-influencers’ brand-related content. 0.832

Intention to purchase
My willingness to purchase a product or brand endorsed by Instagram mega-influencers
is high. 0.841

0.698 0.902 0.885The use of Instagram mega-influencers has a positive impact on my purchase decisions. 0.812
I will use Instagram mega-influencer recommendations before purchasing a
product online. 0.805

I tend to keep buying products promoted by Instagram mega-influencers. 0.883

Source: computed by the authors.

The complex nature of the methodological aspect of the research resulted in a rigorous
analysis of the hypotheses in terms of reliability, validity, and robust statistical analysis
techniques to ensure accurate interpretation of the findings. Hence, the data were analyzed
using SPSS (Statistical Package for the Social Sciences) version 30 software to generate
descriptive statistics and statistical modeling, as well as to assess the data’s reliability
via composite reliability (CR) and Cronbach’s alpha (α). The factor loadings (FLs) and
average variance extracted (AVE) were used to assess convergent validity. Fornell and
Larker’s [166] correlation matrix formula and Henseler et al.’s [167] heterotrait–monotrait
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(HTMT) ratio measures were used to assess the discriminant validity. Exploratory and
confirmatory factor analysis (CFA) was used to assess the validity as well as verify the
construct items. Structural equation modeling (SEM) was used to test the hypotheses via
AMOS (Analysis of Moment Structures) software. The Results Section comprehensively
presents and discusses the execution of the statistical analysis (refer to Table 2). The
Kaiser–Meyer–Olkin (KMO) measure was employed to evaluate the sample adequacy
and correlation matrix factorability, which was examined using Bartlett’s Sphericity (BS)
measure. Q-Q plots and Kolmogorov–Smirnov (KS) measures were adopted to assess the
distribution of the data, with Cook’s Distance (CD) measure to detect and remove outliers,
hence enhancing data distribution normality [168].

The study obtained ethical clearance from the Cape Peninsula University of Technology
Faculty Research Ethics Committee (FREC) (FBMSREC0722021). All participants were
assured confidentiality and privacy and could withdraw from the study at any time. This
study was conducted in a manner such that all participants thoroughly comprehended
the study’s background, the nature of the investigation, and the research purposes, as
well as the techniques described in the FREC ethical informed consent form. For example,
all participants had the option of not answering any of the questions if they did not feel
comfortable completing the questionnaire. The respondents were surveyed, and it was
determined that there were no ethical challenges in the study.

4. Results
4.1. Measurement Model

The KMO measure indicated noteworthy sample adequacy with a result of 0.936. The
correlation matrix’s factorability, using BS measures, also yielded satisfactory results at
p < 0.001. The KS measures yielded significant results (p < 0.001) for the five components,
indicating a non-normal distribution of data, which is typical for larger sample sizes [168].
Nonetheless, an examination of the Q-Q plots indicated somewhat linear patterns, implying
that the distribution of data was normal. The CD measure test was employed to identify
outlier Generation Z attitudinal answers, but no responses were eliminated since the
distribution was normal [168].

The CR and Cronbach’s α measures were used to confirm the constructs’ reliability.
The CR measures in this sample ranged from 0.834 to 0.902, signifying substantial internal
consistency, and Cronbach’s α measures ranged from 0.748 to 0.885, displaying satisfactory
reliability coefficients above 0.7 (refer to Table 2). FLs and AVE were used to evaluate the
convergent validity of the SCM and TAM attitude measures. The FL rates ranged from
0.673 to 0.897, and the AVE rates ranged from 0.629 to 0.698, which supported the validity
of convergent validity since all measures were more than 0.5 (see Table 2).

The square root of the AVE for each Instagram mega-influencer SCM and TAM attitude
measure, which needs to be greater than the correlations between the measures, was used
to evaluate discriminant validity. Since the square root of the AVE for each construct is
greater than its correlations, it shows that discriminant validity is present [166], as shown
in Table 3.

The HTMT ratio was further utilized to evaluate the discriminant validity of the
Instagram mega-influencer SCM and TAM attitude measures. The HTMT ratios were
within the permitted threshold of 0.85 [167], as shown in Table 4.

The hypothesized Instagram mega-influencer SCM and TAM attitude measure rela-
tionships were evaluated via SEM analysis. The SEM analysis goodness-of-fit measures for
this study indicated a satisfactory SEM model fit, which was assessed via several model-fit
measure thresholds: χ2/df = 1.688; NFI = 0.954; GFI = 0.954; CFI = 0.981; NNFI = 0.976;
RMSEA = 0.037; and SRMR = 0.037.
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Table 3. Correlation matrix.

Attractiveness Expertise Perceived
Usefulness

Perceived
Ease of Use

Intention to
Purchase

Attractiveness 0.793
Expertise 0.426 0.801
Perceived usefulness 0.453 0.584 0.799
Perceived ease of use 0.644 0.458 0.512 0.802
Intention to purchase 0.451 0.429 0.496 0.514 0.836

Source: computed by the authors.

Table 4. HTMT ratio measures.

Attractiveness Expertise Perceived
Usefulness

Perceived
Ease of Use

Intention to
Purchase

Attractiveness
Expertise 0.697
Perceived usefulness 0.655 0.650
Perceived ease of use 0.572 0.586 0.721
Intention to purchase 0.609 0.781 0.578 0.545

Source: computed by the authors.

An assessment of common method bias was used to examine the unconstrained–
constrained common method factor models. The χ2 measure was significant at p < 0.001,
thereby indicating significant shared variance between the unconstrained–constrained
common method factor (CMF) model. Thus, it was necessary to impute the inferred un-
constrained CMF model, which was utilized for further statistical analysis in this study.
The SEM analysis goodness-of-fit measures for the unconstrained CMF model also pro-
duced an excellent SEM model fit: χ2/df = 1.255; NFI = 0.971; GFI = 0.970; CFI = 0.994;
NNFI = 0.991; RMSEA = 0.023; and SRMR = 0.022. The mediation analysis applied boot-
strapping with 5000 resamples at a level of confidence of 95%.

The SCM and TAM attitude measures for Instagram mega-influencers were checked
through multicollinearity tests, which were used to examine the components to check that
they were not exceedingly correlated, as this might result in a negative influence on the
coefficient’s reliability. The Instagram mega-influencer SCM and TAM attitude measure
tolerances varied from 0.552 to 0.651 (<0.1), and the variation inflation factors (VIFs)
varied from 1.536 to 1.813 (>5), which reveals that these measures were not exceedingly
correlated [168] (refer to Table 5).

Table 5. Tolerance and VIF measures.

SCM and TAM Attitude Measures Tolerance VIF

Attractiveness 0.651 1.536
Expertise 0.628 1.592
Perceived usefulness 0.552 1.813
Perceived ease of use 0.614 1.629

Note: the dependent variable is intention to purchase. Source: computed by the authors.

4.2. Hypothesis Testing

The SEM was used to examine the hypothesized SCM and TAM attitudinal measure
relationships between Instagram mega-influencers. Attractiveness and expertise explained
36.6% of the perceived usefulness variance; attractiveness and expertise explained 26.1% of
the perceived ease of use variance; and attractiveness, expertise, perceived usefulness, and
perceived ease of use explained 44.8% of the intention to purchase variance. The variance,
standardized beta (β) coefficients, and significance levels are displayed in Figure 1.
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computed by the authors.

The attractiveness → intention to purchase (β = 0.109, t = 2.593, p < 0.01) and expertise
→ intention to purchase (β = 0.497, t = 11.517, p < 0.001) standardized path β coefficients
produced significant positive associations; therefore, H1 and H2 were supported. The per-
ceived usefulness → intention to purchase (β = 0.084, t = 2.057, p < 0.05) and perceived ease
of use → intention to purchase (β = 0.103, t = 2.654, p < 0.01) standardized path β coefficients
produced significant positive associations; therefore, H3 and H4 were supported.

The attractiveness → perceived usefulness (β = 0.315, t = 7.391, p < 0.001) and the
attractiveness and intention to purchase (as per H1 above) standardized path β coeffi-
cients produced significant positive associations. However, perceived usefulness was not
found to mediate the positive effect of attractiveness on intention to purchase (β = 0.026,
LL = 0.003, UL = 0.058, p = 0.066); therefore, H5 was rejected.

The expertise → perceived usefulness (β = 0.350, t = 8.202, p < 0.001) and the expertise
and intention to purchase (as per H2 above) standardized path β coefficients produced
significant positive associations. However, perceived usefulness was not found to mediate
the positive effect of expertise on intention to purchase (β = 0.029, LL = 0.003, UL = 0.062,
p = 0.067); therefore, H6 was rejected.

The attractiveness → perceived ease of use (β = 0.263, t = 5.840, p < 0.001) and the
attractiveness and intention to purchase (as per H1 above) standardized path β coefficients
produced significant positive associations. Furthermore, perceived ease of use was also
found to mediate the positive effect of attractiveness on intention to purchase (β = 0.027,
LL = 0.007, UL = 0.052, p < 0.05); therefore, H7 was supported.
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The expertise → perceived ease of use (β = 0.323, t = 7.164, p < 0.001) and the expertise
and intention to purchase (as per H2 above) standardized path β coefficients produced
significant positive associations. Furthermore, perceived ease of use was found to mediate
the positive effect of expertise on intention to purchase (β = 0.033, LL = 0.009, UL = 0.064,
p < 0.05); therefore, H8 was supported.

5. Discussion
The findings of this study showed that young customers’ purchasing intentions were

positively impacted by Instagram mega-influencers possessing attractive features. A num-
ber of other inquiries indicate that SMIs and/or Instagram influencers’ physical attractive-
ness has a strong tendency to increase purchase/behavioral intentions due to this form
of marketing [60,65,92,93,125,128]. Several studies highlight that using attractive digital
influencers to influence Generation Z’s purchase intention toward a business is an effective
strategy [61,66,124,127,129]. Hence, young consumers are more inclined to purchase from a
brand that is sponsored by an attractive Instagram mega-influencer because they are more
likely to be viewed as credible while promoting a product, which may affect the consumers’
propensity to purchase. The researchers agree that mega-influencers’ appearance and com-
mercial disclosure are crucial aspects in influencer marketing due to the brand awareness
created by influencers’ attractiveness, which is further enhanced by visible advertising
disclosure and influences buyer intentions.

This study demonstrated that Instagram mega-influencers had a favorable impact on
the association between the correlation between expertise and intention to purchase among
Generation Z consumers. Influencers are frequently regarded as authoritative, and the
legitimacy of the information they give is greatly influenced by their knowledge and experi-
ence [60,62,66,124,139]. Generation Z consumers are more likely to accept their advice and
recommendations from Instagram and other forms of digital influencers, which encourages
favorable behavioral views of the recommended brands and products [41,61,65,92,93]. The
significance of the influencer’s expert knowledge is further reinforced by their capacity
to communicate difficult information in an understandable way [38]. Hence, followers
are persuaded to consider mega-influencer recommendations by a compelling narrative
created by the trust generated by the perceived competence of endorsed brands. Instagram
mega-influencers’ expertise thus becomes a crucial component in the complex dynamics of
young customers’ choices in the context of influencer marketing.

The study showed that the use of Instagram mega-influencers for digital marketing
with young consumers led to a favorable association between perceived usefulness and
purchase intention. Akin [86] and Pham et al. [152] confirm that perceived usefulness is
an important element influencing young consumers’ propensity to make online purchases
through SMIs. Multiple investigations have confirmed that perceived usefulness signif-
icantly influences the impact of Instagram and other forms of digital influencers on the
behavioral or buying decisions predominantly among younger cohorts [83,84,88,127,147].
The study results imply that when businesses work with Instagram mega-influencers, it
becomes simpler to elicit positive consumer purchase intentions, which in turn fosters
a favorable association. It is therefore advisable that marketers take into account this
strategy of usefulness in order to develop Instagram marketing campaigns that connect
with their target audience and heighten the propensity of customers to make a purchase
due to the perceived usefulness of mega-influencers. Therefore, businesses should take
into consideration that perceived usefulness can play a significant role when developing
social media strategies to influence consumers’ intentions of purchasing products via the
use of Instagram mega-influencers as a way to enhance their profitability.
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The study revealed that Instagram mega-influencers in digital marketing resulted
in a positive relationship in terms of perceived ease of use and intention to purchase.
Lopez [143], Xie et al. [145], and Madi et al. [150] also revealed a positive relationship
between perceived ease of use and purchase intentions on various social media and dig-
ital conduits. The current research, therefore, posits that companies promoted by Insta-
gram influencers made it easier for customers to use them, which has a positive effect
on purchase intention in social media. Other digital influencer inquiries verified that
purchasing/behavioral intentions were enhanced by the perceived ease of use among
young customers [84,88,151]. Therefore, it can be surmised that mega-influencers who
are known to positively affect Gen Z’s perceptions based on their ease of use are able to
effectively persuade, motivate, and influence a wide range of young consumer audiences
across multiple countries and digital platforms, which cannot be achieved via traditional
marketing techniques. Hence, marketers must comprehend the inclinations and simplest
ways to reach Generation Z consumers as their influence in the marketplace grows, which
could be effectively achieved via Instagram mega-influencers.

The study did not show statistically significant mediation relationships regarding
Instagram mega-influencers’ attractiveness and perceived usefulness, as well as expertise
and perceived usefulness, toward intention to purchase. However, this investigation
is different from other digital influencers and social media marketing studies, which
found various positive associations between source attractiveness, expertise, perceived
usefulness, and/or behavioral/purchase intention [45,61,93,127,152]. The aforementioned
inquiries did not specifically consider Generation Z and/or Instagram mega-influencers
in the context of a developing African country, which could have resulted in different
findings. Attractive influencers regularly have a large number of followers since they
are viewed as credible and as having expertise, which increases their power to influence
purchasing decisions, especially among young consumers. An influencer’s endorsement
gains credibility according to their expertise, and from the consumer’s point of view,
a brand’s perceived usefulness offers concrete value. In order to effectively influence
consumers’ purchasing intentions, brands should strategically cooperate with influencers
who have expertise in the brand.

The study revealed Instagram mega-influencers generated a favorable mediation rela-
tionship regarding attractiveness and perceived ease of use toward purchasing intentions.
An appealing influencer incorporates a product into Generation Z’s everyday routine and
raises the brand’s perceived ease of use by making it approachable and intuitive [88,118,157].
Consumer views are further influenced, and a desire to purchase the recommended brand
is cultivated due to the influencer’s charisma and visual appeal, which add to the overall
attractiveness of the product [41,45,61,93]. An Instagram mega-influencer’s general appeal
and charm are included in their attractiveness, which extends beyond their physical ap-
pearance. An attractive mega-influencer has the power to effectively captivate and engage
an audience, forging an emotional bond with the brands they support. As a result, the
connection between perceived ease of use and Instagram mega-influencers’ attractive-
ness forges a compelling association that draws in young consumers and enhances their
purchase intentions.

The study yielded a significant positive relationship between the perception of ease of
use, which is influenced by Instagram mega-influencer expertise, and intention to purchase
among Gen Z consumers. The above findings are consistent with previous research by
Bastrygina et al. [41], Bratina and Faganel [61], Khan et al. [88], Ata et al. [115], and
Ooi et al. [116], which suggests a positive association between Instagram and/or SMIs’
expertise and/or perceived ease of use in various marketing contexts and could increase
behavioral/purchase intentions among young consumers. Marketing communications
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gain credibility and authority from Instagram mega-influencers, which increases their
persuasiveness and consumer trust. Mega-influencers who are seen as experts in their
field are more likely to have audiences that connect with their endorsements, which
raises the perceived value of the brands they suggest. Therefore, it can be surmised that
Instagram mega-influencer expertise influences Generation Z consumers’ intention to buy
by enhancing their favorable impression of digital marketing’s ease of use. These results
highlight how important it is for marketers hoping to create effective marketing strategies
to comprehend Generation Z preferences and communication styles.

6. Conclusions
From a theoretical implication viewpoint, the investigation expands on recent

TAM [82–89] and SCM [20,65,66,90–94] research by examining whether young consumers
consider Instagram mega-influencers used in digital marketing campaigns as a technique
that influences their purchase decisions. Although this study makes a contribution re-
garding the use of Instagram mega-influencers in digital marketing, there was a need for
further inquiry concerning the way SMIs impact younger consumers’ perceptions when
used in digital marketing [18,20–30]. This is because, in contrast to the traditional TAM and
SCM, this study integrated attractiveness, expertise, perceived usefulness, perceived ease
of use, and intention to purchase when considering Instagram mega-influencer utilization
in digital marketing communications among the Generation Z cohort.

From a practical or managerial implication viewpoint, Instagram mega-influencers
were found to be important to digital media marketing because they create compelling
appeals that motivate young consumers to purchase, particularly via social media content
and personal interactions, which can improve business profitability. Attractive mega-
influencers have huge followings and are perceived as more reputable and trustworthy
by their audience, increasing their ability to influence purchasing decisions. Moreover,
sometimes brands that are promoted by influencers who are perceived as unattractive
might not increase consumer buying intentions. Therefore, marketers are advised to use
attractive mega-influencers because they greatly improve the efficacy of marketing mes-
sages by drawing users’ attention as they scroll through their feeds, which may increase
the possibility that users can retain the message and enhance purchase intent. Therefore,
it is crucial to leverage Instagram mega-influencers for endorsements in a manner that is
genuine and appealing to the young target audiences. An influencer’s expert knowledge is
crucial for building authority and credibility in a certain field or business. Hence, Insta-
gram mega-influencers’ recommendations have a greater chance of being accepted by their
young audience when they exhibit in-depth expertise and understanding. Customers are
more likely to think that a knowledgeable mega-influencer’s suggestions suit their require-
ments and tastes, which helps to create favorable behavioral impressions of the products
that are recommended. Thus, marketers should strategically harness and demonstrate
mega-influencer expertise by acknowledging its impact on consumer views and purchase
decisions to improve profitability. In addition, Instagram mega-influencers have the excep-
tional capacity to present a product in authentic environments, giving prospective young
buyers a sound understanding of its usefulness and worth. Hence, the use of Instagram
mega-influencers provides businesses with a powerful means of navigating the competitive
environment, connecting with their target audience, and therefore producing more effective
marketing strategies. The perception of a product or service can be greatly impacted by
suggestions from Instagram mega-influencers who are frequently regarded as reliable and
trustworthy, which increases their perceived usefulness among young audiences. Influ-
encer content’s relatability and authenticity increase its perceived usefulness, which is a
key component in influencing customer behavior. Marketers should proactively coordinate
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their marketing efforts with mega-influencers to generate positive views by realizing the
symbiotic relationship between perceived usefulness and purchase intention. Instagram
mega-influencers are frequently seen by consumers as approachable and user-friendly, and
this sentiment is transferred to products that they endorse and influences how consumers
make purchase decisions. Marketers are advised to align with Instagram mega-influencers
who can effectively convey the simplicity and convenience of their products or services,
especially by reinforcing their perceived ease of usefulness to enhance behavioral intentions.
Furthermore, perceived ease of use is a crucial distinction that marketers may leverage to
shape consumers’ intention to purchase by influencing their confidence in their ability to
utilize and benefit from a product. Therefore, it is strategically essential for businesses aim-
ing to improve their brand image and increase customer conversions to utilize Instagram
mega-influencers.

The study highlights some important factors that marketers should consider when
focusing on Generation Z customers via SMIs to increase their propensity to make pur-
chases. Marketers could leverage Instagram mega-influencers to simplify and interpret
their brands, making them more social and accessible, when integrating them into their
digital marketing campaigns. Thus, by using this strategy, brands can modify their prod-
ucts and services and benefit from Instagram mega-influencers’ attractiveness, expertise,
perceived usefulness, and perceived ease of use to spread awareness, increase productivity,
and provide relevant content. As a result of their perception as approachable, reliable,
authoritative, and trustworthy opinion leaders, Instagram mega-influencers help humanize
businesses and strengthen their relationship with younger consumers. Hence, Genera-
tion Z consumers are attracted to brands that interact with Instagram mega-influencers
and solicit feedback, as this may positively influence their purchase intention. Instagram
mega-influencers can potentially enhance business income and profitability through cre-
ative and engaging interactions; therefore, marketers should actively manage them to
receive comments, shares, and responses to their content. Therefore, to select suitable
Instagram mega-influencers and develop campaigns that engage young target audiences
and positively influence purchase intention, it is essential to understand how Generation
Z customers interact with, seek information from, and make product purchases online.
The study shows that using Instagram mega-influencers has a beneficial impact, enabling
marketers to increase their sustainable marketing practices and efficacy and cultivate a
positive mindset among young digital media users.

In conclusion, this study contributes tremendously to the understanding of the ex-
tended TAM and SCM and the use of Instagram mega-influencers in digital marketing
in a developing country. The study also has important theoretical and practical impli-
cations, and it could help Generation Z customers make more favorable purchases by
using influencers as a marketing technique. This study is significant as it will ensure that
customer preferences are better understood as they are altered by emerging technology.
It will also provide a platform to improve the efficacy of marketing strategies, helping
brands, corporations, marketers, and advertisers become more competitive in the market.
Digital marketing will constantly need to be improved because the world is in a state of
continual flux and becoming more digital on a daily basis as young generational prefer-
ences are changing. Furthermore, using Instagram mega-influencers for marketing helps
realize SDG 8, since this form of social media marketing strategy effectively targets younger
audiences, which can improve the profitability and growth of organizations in developing
African countries.

The study is not without limitations, which creates avenues for additional inquiry.
First, the research was cross-sectional, so it is plausible that variations in consumer attitu-
dinal responses might differ with time, which could be further limited by the selection of
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viable responses. Researchers may investigate a broader variety of factors that can affect
young consumers’ impressions of the use of Instagram mega-influencers, and a qualitative
study could be performed to enable respondents to participate more fully. Second, the
sample was selected using a non-probability sampling method, which combined purposive
and snowball techniques. Further research might consider using probability sampling
methods (e.g., stratified or simple random sampling), increasing the sample size, and using
a more representative sampling frame in a bid to enhance the generalizability and represen-
tativeness of the research [27,30]. Third, the study only included respondents from South
Africa, so future studies might concentrate on other regions and countries to acquire a more
comprehensive understanding of the adoption and usage of Instagram mega-influencers
from a geographical and cultural perspective. However, it is important to note that South
Africa is not represented by a singular homogenous regional culture but consists of many
different cultural and ethnic groups and has 12 official languages [169]. Future studies
could investigate if there are differences between the cultural groups regarding the usage
of Instagram mega-influencers in South Africa. Fourth, the investigation only included
members from the Generation Z cohort, so further inquiries could investigate other cohorts
or conduct comparative studies between different cohorts, for example, Generations Y
and X and Baby Boomers. Fifth, the study focused on mega-influencers, but it could also
explore nano-, micro-, and macro-influencers, as well as consider specific mega-influencers.
Finally, the research data were self-reported by the respondents, so future research could
consider data from multiple sources (e.g., quantitative, qualitative, and longitudinal data)
and use more objective measures (e.g., observational, physiological, and behavioral data)
to reduce this limitation.
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