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Abstract

:

Social networking influencers are those who use images, videos, and other updates on social media platforms to affect consumers’ impressions of a company or product. The purpose of this study is to assess the present status of social networking sites and the online purchase intentions of consumers. This research paper is an attempt to identify the effect of various attributes of social networking that influence credibility and brand image, eventually leading to the purchase intention of consumers in Delhi NCR (National Capital Region), India. The data were collected using Google Forms via an online questionnaire with a sample size of 262 respondents. A convenient sampling technique was used; structure equation modeling (SEM), convergent and discriminant validity, and model fitness were achieved through Smart PLS 3. This study’s findings reveal that expertise, information quality, and trustworthiness have significant positive effects on credibility and brand image, as well as a significant positive indirect effect on online purchase intention. Other factors, such as entertainment, attractiveness, and likability, have no significant effect on credibility and brand image. The credibility of social networking and brand image mediate the positive relationship between information quality, expertise, trustworthiness, and consumer online purchase intention. On the other hand, the credibility of social networking and brand image mediate the lack of a positive relationship between likability, attractiveness, entertainment, and consumer online purchase intention.
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1. Introduction


Whether it is based on fact or fiction, a brand’s image is a crucial part of its overall marketing strategy. A brand image is an association formed in a consumer’s mind when they think of a specific brand. Overall, a brand’s image can be defined as a consumer’s impression or memory of a particular product or service [1]. Social media influencers often send out more product messages to consumers than companies do. By using social media influencers to promote a product, A. S. Arora found that consumers’ perceptions of it changed [2]. This was also in line with the findings of a study that found that the stronger the influencers’ brand images of a product, the stronger the perception. According to U. Chakraborty [3], social networking influencers can help brands build positive brand perceptions because they are more effective at influencing consumers’ behaviors and purchase intention [4].



However, as time passed, social networking sites evolved into a complex amalgamation of endless opportunities from the fields of artificial intelligence [5], cognitive science, machine learning [6], deep learning, image processing [7], and cryptography and network security [8]. Customers live in a digital world where almost everything is accessible via a single click or touch. From monstrously large desktop computers to small laptops, palmtops, and now smartphones, humans have advanced toward a century of endless opportunities [9]. One such example is social networking markets, also known as electronic stores or e-commerce, which have drastically changed the way consumers shop now. They have not only transformed the product sales process as a whole but have also changed consumer purchasing habits. Rather than just a name or an image, today’s brands are a reflection of a customer’s whole shopping experience [10]. Due to their hectic schedules, today’s citizens have little time to go out and do their own grocery shopping themselves (Gautam and Sharma, 2017) [9,11]. Additionally, online stores provide them with a wide range of options to choose from while sitting in the comfort of their own homes, along with discounts that a traditional store could never offer.



Since there are so many methods of publicizing a brand and encouraging customers to buy online, consumers are more aware of companies and their products than ever before. Among these tools, social networking sites are critical for connecting with the largest audience, but consumers now trust and believe what they see on these sites [12]. They accept when somebody demonstrates a product or brand to them. Interactions on social networking sites aid in the dissemination of novelties and brand-related evidence among receptive audiences [13]. Consumers with experience participate in social networking site trades to share their experiences and offer suggestions to novice consumers [14]. Numerous studies have been conducted to determine the online credibility of social networking sites; these studies examined the relationship between social networking site credibility and consumer online purchase intention [15]. Nevertheless, there is a dearth of research examining the role of specific aspects of social networking sites in establishing their credibility, particularly in an Indian context. Besides conducting these investigations, it is necessary to consider the relationship between the credibility of social networking sites and brand awareness, which results in consumer purchase intention [16]. Organizations such as “Dropbox” and “Coca-Cola” are also confirming the growing importance of social networking sites by increasing their expenditure on this type of marketing activity. As numerous studies have demonstrated, the extent to which organizations use online purchase intention in their marketing activities is constantly increasing [17]. Companies were forced to adapt their marketing strategy to include social networks during this time period due to the obvious impact of social media in digital communication. According to previous studies, the internet’s market transformation has left traditional marketing media such as television, magazines, and the radio in an unstable and ineffective state (L. Leung) [18]. Additionally, ref. [19] found that “Product recommendations from social networks influencers were viewed as more trustworthy than those from family or friends, with 40% of consumers purchasing the products used by social media influencers”.



The purpose of this study is to assess the present status of social networking sites and the online purchase intentions of consumers. This research paper is an attempt to identify the effect of various attributes of social networking that influence the credibility and brand image, eventually lead to purchase intention of consumers in Delhi NCR (National Capital Region), India. Customers’ online purchase intent in India was assessed in this study based on influencer attributes such as credibility and brand image. The findings reveal that expertise, information quality, and trustworthiness have significant positive effects on credibility and brand image, as well as a significant positive indirect effect on online purchase intention.



It is possible to gauge the effectiveness of influencers as endorsers by looking at the positive correlation between various influencer characteristics and consumers’ online purchase intentions [20]. Consumers’ intent to buy was affected by a few of the study’s variables but not all of them. There was a direct correlation between online purchase intention and the trustworthiness, expertise, and informativeness of influencers and social networking sites. While brand image trustworthiness, information quality, and expertise value were important factors in determining an influencer’s credibility, they came in second and third [21]. The relationship between trustworthiness, expertise, and informational and consumers’ intentions to buy online was mediated by the credibility and brand image of an influential influencer [22]. The structure of this paper is divided into eight sections: the introduction, literature review, hypotheses, research methodology, findings, discussion, theoretical and managerial implications, limitations of the study, and conclusion.




2. Literature Review


Source credibility and brand image models were used to develop the conceptual framework for this research. Expertise, information quality, entertainment, attractiveness, likability, and trustworthiness are the six key determinants of source credibility according to L. I. Centre [23], who went on to propose the source brand image model and another predictor of online purchase intention. For a better understanding of how endorsements influence consumer behavior, both models were considered essential. A L. Batrancea [24] noted that source credibility is a tri-component construct that includes expertise, trustworthiness, and information in the context of celebrity endorsement. Traditional media platforms have been shown to have a positive effect on consumers’ online purchase intentions if these models are applied to them. As a result, we believe that influencer social networking marketing can help boost brand credibility, brand image, and consumer purchase intentions. As a result, credibility and purchase intent are both influenced by information quality, expertise, and trustworthiness [25].



Consumers’ online purchase intentions have been found to be moderated by brand image and credibility, according to prior research by M. I. Khan [26]. This shows that consumers’ purchase intentions are not influenced directly by source attributes but rather through mediators. Conventional celebrity endorsement is the context for these studies, however. The “influencer’s attributes (such as expertise, trustworthiness, likability, information quality, attractiveness, and entertainment value) influence consumers’ purchase intentions” via the mediating effect of credibility and brand image in the context of influencer marketing. Source credibility is the measure by which the target audience relies on the provider to obtain an expert understanding of the product or service [27]. Source credibility is dependent on the communicator’s dependability, appeal, and competence. According to Tham [28], the trustworthiness of a source also depends on the quality of the explanation and the persuasion of the endorsement. Persuasive quality refers to the effectiveness of the arguments contained in an informative statement. As a result of this, Instagram users will have a favorable opinion of a brand’s products and services once they see positive evaluations or statements about them on Instagram, YouTube, and Facebook [29]. Consumers will have an unfavorable view of the brand and the celebrity endorser if the advertised products are deemed to be deceptive or invalid. A post’s quality is judged on the strength of the public’s view of the celebrity and other factors such as relevance and timing.



As a consequence, consumers will identify particular brands and associate them with their celebrity endorser, which adds the characteristics of appeal and legitimacy, contributing to brand credibility. Numerous academics claim that information provided by a product reviewer/blogger seems to be more reliable than that of a recognized celebrity [30]. Traditional celebrities no longer wield the influence they once had, according to Huang [31]; online bloggers’ product reviews are now far more influential since they are viewed as more honest and approachable. Simulation model agencies have also embraced the “Instagram” trend, claiming that Instafamous is the latest criterion for models and that their success depends only on influencer interest. The accessibility of influencers will become more important in the future, but the influencer needs to be consistent with the brand and how it is shown to the community [32].



The number of people a user’s social network follows determines how much social media can boost their self-esteem. Individuals can follow in the footsteps of their favorite celebrities on Instagram, YouTube, and Facebook and get the same kind of favorable response they do. Social influence has a greater impact on women than on men [33]. Female social media users are more likely to duplicate comparable social media posts and to purchase products that are known to them through, or are used personally by, their celebrity idols [34]. Social media can make people buy things on the spot or buy products that well-known people like and recommend.



Users can exchange ideas and information in a variety of ways thanks to modern technology and social networking. The far more prevalent mode of communication is via social networking. Social media is a powerful medium of communication that is altering people’s choices, behavior, and attitudes, as well as the way businesses operate [35]. Social networking sites make it simple for customers to invite and chat with one another. This form of contact has empowered millions of users by enabling them to communicate with one another and exchange their views and experiences with a huge audience at a low or no investment [36].



The notion of authenticity is one of the most crucial in marketing nowadays, and rising consumerism has transformed the way customers see authenticity in the modern era. Even though bloggers typically write about issues that attract them, they connect with their followers and are perceived as experts, making them appear more genuine and making it seem as though they possess greater competence than celebrities [37]. However, when people see a celebrity publicizing a brand, they think that the celebrity is only interested in the brand since they are getting paid to do so, unlike some of the bloggers. Influencers are unique even though they are authentic. People want to buy from brands and companies that are real. Authenticity is what consumers are seeking, not a polished version of an imagined experience such as celebrity endorsements. To be authentic, one must be able to be loyal to one’s own values and beliefs [38]. Marketers must be attentive of the aspects that influence a user’s purchase intention as a direct result of this social involvement by consumers [39]. Companies must employ internet marketing methods and use social media to attract consumer buying behavior.



This research on the topic of the “Importance of Social Networking Sites and Determining Its Impact on Brand Image and Online Shopping: An Empirical Study” focuses on the credibility of social networking sites and considers the impact of brand image on the shopping behavior of buyers. We consider nine variables for the study, which, in itself, is a unique consideration. In addition, this study has some important recommendations for influencers. It is important for influencers to post high-quality informational content, to be informative and trustworthy, and to possess expertise. Even if they become more popular in the long run, they will gain more if they keep these qualities. This means that influencers who want to maintain and grow their relationships with brands and their current popularity must have positive characteristics that they can hold onto.




3. Hypotheses of Study


3.1. Information Quality


Social media is now a vital aspect of people’s lives. People share their everyday activities, experiences, interests, and viewpoints on social networking websites, opening doors of information that may be examined by marketers as well as consumers. There are related dimensions of information quality to the technological solutions that can assist in addressing the difficulties of information quality. Users’ access to a wide range of information is made possible in large part by social networking sites such as Facebook and Twitter. People’s perceptions of the reliability of information are directly tied to its quality [40]. The educational value of an influencer’s sponsored post is what influences consumers’ awareness of a brand and their desire to purchase a particular product [41].



Hypothesis 1 (H1).

The information quality of an influencer positively affects the credibility of social networking.





Hypothesis 2 (H2).

The information quality of an influencer positively affects brand image.






3.2. Expertise


In [42], expertise was defined as a certain level of professionalism at which communicators recognized a source as credible information. This allows consumers to see how much knowledge a credible source has about the product they are endorsing [43]. The degree to which an athlete’s abilities have been refined over time is known as their expertise in sports [44]. In contrast, R. A. Raji [45] defines trustworthiness as the ability to provide customers with information that they can rely on in order to increase their trust in an influencer. According to S. Reysen [46], consumers are more likely to believe endorsers who can influence their shifting attitudes. A correlation between trustworthiness and source expertise was also found. Endorsers who possess both expertise and trustworthiness were found to be the most effective at influencing the degree of attitude change [47].



Hypothesis 3 (H3).

The expertise of an influencer positively affects the credibility of social networking.





Hypothesis 4 (H4).

The expertise of an influencer positively affects brand image.






3.3. Entertainment


This study aims to identify the effects of entertainment on purchase intention, interaction on purchase intention, social media marketing on purchase intention, trendiness on purchase intention, and word-of-mouth on the purchase intention of smartphones [48]. The findings of this study will help firms better understand the significance of building brand awareness through the use of increasingly influential methods, such as social media marketing and word-of-mouth promotion.



In addition to providing entertainment, social media platforms are used by many people [49]. Customers’ loyalty, awareness, and purchase intentions are all influenced by how valuable and entertaining a brand’s social media ad appears to them [50]. Thus, the “perceived entertainment value of content published by influencers may impact their followers’ credibility and purchase intentions”.



Hypothesis 5 (H5).

The entertainment value of an influencer positively affects the credibility of social networking.





Hypothesis 6 (H6).

The entertainment value of an influencer positively affects brand image.






3.4. Attractiveness


According to Saima and M. A. Khan [51], attractiveness is a secondary metric that has a significant impact on viewers’ perception and purchase intention. Attractiveness is defined as demonstrating the characteristics of social media influencers in order for them to be recognized and accepted by consumers. A subject’s physical characteristics or personality characteristics can detract from their attractiveness. Attractive endorsers are more acceptable in the eyes of viewers and are more likely to positively impact an endorsement and make people consider the endorsement a practical endorsement [52]. The attractiveness of a source can have a direct effect on an endorsement’s effectiveness, depending on how it is represented.



Hypothesis 7 (H7).

The attractiveness value of an influencer positively affects the credibility of social networking.





Hypothesis 8 (H8).

The attractiveness value of an influencer positively affects brand image.






3.5. Trustworthiness


Consumers’ attitudes regarding online retailers are strongly influenced by their level of trust in the merchant. Trust encourages both the desire to buy and the willingness to take a financial risk. Customers are more likely to buy from a site if they feel they can trust it. Customers who transact online must place their faith in the retailer’s assurances [53]. For instance, customers do not know in advance whether a purchased item will be exactly as desired. The act of purchasing requires consumers to accept the prospect of unfavorable outcomes, i.e., to take risks. Because the lack of physical touch reduces consumers’ ability to exert control, online transactions are viewed as carrying a greater degree of risk [54].



S. W. Wang [55] defined trustworthiness as “the receiver’s perception of the source as being truthful, honest, or sincere.” Numerous dimensions of credibility have been identified by researchers, but expertise and trustworthiness continue to be the primary dimensions of credibility [56], and the source credibility model found that these two aspects were the most important indicators of whether or not a message would be effective. Consumers’ perceptions of the credibility of information on YouTube are influenced by trustworthiness [57].



Credibility and reliability come from a trustworthy source. The credibility of influencers is also dependent on how customers interpret their intentions. Customers’ trust in a message source is measured by how confident they feel in the source’s ability to make claims that the buyer accepts at face value. When you put your faith in someone, you reveal aspects of their personality associated with social inclusion, feeling secure emotionally, and having positive interactions with others.



Hypothesis 9 (H9).

The trustworthiness of an influencer positively affects the credibility of social networking.





Hypothesis 10 (H10).

The trustworthiness of an influencer positively affects brand image.






3.6. Likability


In regard to online shopping, an influencer’s likability can determine the attractive factors that influence consumers to shop online, and those factors can help marketers formulate their strategies toward online buying behavior, respectively [58]. This likability can impact a consumer’s mental state when it comes to making purchases via the internet. The act of acquiring products online is referred to as the online buying behavior process. There are five steps to online shopping behavior, which is comparable to how people shop in the real world. Customers who realize they need to buy a certain product begin searching for information and looking at all of their options on the internet before making a purchase that best meets their needs [59]. Charm/personality (or friendliness/approachability) is known as “likability” when a person is enthralled by a communicator. Likability has a beneficial impact on trustworthiness, the attitudes of consumers, and purchase intentions when an endorsement is used [60].



Hypothesis 11 (H11).

The likability of an influencer positively affects the credibility of social networking.





Hypothesis 12 (H12).

The likability of an influencer positively affects brand image.






3.7. Credibility


The lack of competent gatekeepers to oversee information on social media sites is a major problem. Nowadays, consumers of information face a significant challenge: determining the trustworthiness of material they see on social media platforms [61]. In spite of this issue’s relevance, few empirical studies have been conducted to investigate what factors determine the credibility of information on social media platforms, which limits our understanding of the elements that influence online information assessment [62]. Research on source credibility, which began in 1960, measures and examines the credibility of endorsers in order to provide a reliable and valid measurement scale. It is widely used to evaluate the impact of a recommendation [63]. To put it another way, consumers are more likely to trust a credible, trustworthy, and reliable endorser or influencer. Credibility is a combination of trustworthiness and expertise, and influencers have a higher trustworthiness score. They also appear to have more knowledge and experience in explaining complex issues. Consumers’ attitudes, behaviors, and viewpoints have been influenced by information presented and used by a credible source [64]. In the context of traditional celebrity endorsement, it has been found that an endorser’s credibility acts as a mediator between the endorser’s attributes and the customer’s buying intention. Our hypothesis is that consumers’ purchase intentions will be influenced by an influencer’s credibility, as well as by the influencer’s product features.




3.8. Brand Image


Buying products from well-known brands with a positive brand image has the impact of lowering consumers’ perceived risks or boosting consumers’ perceived value [65]. Consumers’ purchasing decisions are heavily influenced by their perceptions of a company’s brand image. Beneficial brand information has a positive impact on consumers’ perceptions of quality, value, and readiness to purchase. The more positive a brand’s reputation, the more likely it is to be purchased by consumers [66].



A strong brand image can have a significant impact on online purchase intent for beauty and skincare products. The brand image of a business has an effect on consumer purchase intentions. According to research from S. Kavianpour [67], “brand image has a positive and significant impact on online purchase intention”. A strong correlation between positive brand image and purchase intent was found.



Hypothesis 13 (H13).

The credibility of social networking positively affects brand image.





Hypothesis 14 (H14).

Brand image positively affects consumers’ online purchase intention.





In 2010, Evans talked about how social networking is shifting how communication takes place with others from people across the world. Firms are adapting how they interact with customers’ needs and wants and how they respond to their competing brands with how quickly social media such as blogs, as well as other social networking sites, and mainstream press technology are being used. Through leveraging social media marketing technologies, companies now can engage in broader and more inventive types of online mass media interaction [68]. Social media platforms should be considered as promotional tools and resources (F. E. V. Setio) [60], as they provide marketers with availability and accessibility data that aids in connection development and sustaining the feedback mechanism with consumers. Social networking marketing is a reduced form of marketing that enables businesses to communicate directly with their customers [69]. Social media marketing is derived from a brand’s enthusiasm, passion, and authentic presentation so that the consumer–brand relationship can be built up and discourse can take place and eventually lead to respect for the brand. It had a significant impact on the acquisition of new customers, according to A. Hermanda [70]. In this way, customers have progressed from being typical purchasers to being opinion leaders who can attract other customers with their aspirations, thoughts, expertise, and relationships.



Hypothesis 15 (H15).

The role of the credibility of social networking and brand image serve as mediators between information quality and a consumer’s online purchase intention.





Hypothesis 16 (H16).

The role of social networking credibility and brand image serve as mediators between expertise value and a consumer’s online purchase intention.





Hypothesis 17 (H17).

The role of social networking credibility and brand image serve as mediators between entertainment value and a consumer’s online purchase intention.





Hypothesis 18 (H18).

The role of the credibility of social networking and brand image serve as mediators between attractiveness and a consumer’s online purchase intention.





Hypothesis 19 (H19).

The role of the credibility of social networking and brand image serve as mediators between trustworthiness and a consumer’s online purchase intention.





Hypothesis 20 (H20).

The role of the credibility of social networking and brand image serve as mediators between likability and a consumer’s online purchase intention.







4. Research Methodology


This research study is descriptive-cum-cross-sectional in nature. A descriptive cross-sectional study design is a type of observational study design. In a cross-sectional study, we measure the outcome and the exposures in the study participants at the same time. To produce consistent results, primary data were used. Google Forms is a web-based app used to create forms for data collection purposes. The Google Form used in this study was designed to collect responses from participants who resided in India. The questionnaire consisted of two parts: the first based on the participants’ experiences and the second based on particular observations regarding online purchasing behaviors. All statements were further categorized into nine groups, each of which developed a relationship with online banking (expertise, information quality, trustworthiness, entertainment, attractiveness, likability, credibility, brand image, and online purchase intention). We applied “5-point Likert scales” ranging from “strongly disagree” to “strongly agree” from previous research studies. The Likert scale is a rating scale that helps you gauge the attitudes or opinions of your customers. It is ideal to evaluate the results of a large sample of respondents. The data for the online survey were collected between September and December of 2021. Using a convenience sampling technique, a total of 272 responses were obtained, of which 262 were accepted and used for data analysis [71]. “Structure Equation Modelling (SEM), Convergent and Discriminant Validity and model fitness (The test allows us to determine whether the data values have a “good enough” fit to our hypothesis or whether our hypothesis is doubtful) are achieved through Smart PLS 3”.




5. Findings and Discussion


The survey consisted of 35 different questions separated into two segments. The first section addressed the respondents’ demographic information, while the second was divided into nine categories: expertise, information quality, trustworthiness, entertainment, attractiveness, likability, credibility, brand image, and online purchase intention. On the basis of the readily accessible data from participants, a summarized approach to the rating scale was used. The survey used a “five-point scale,” with “Strongly Disagree (1)” as the bottom and “Strongly Agree (5)” as the maximum. For the survey, we found a total of 272 responses, but only 262 were chosen for the study to facilitate data processing. Smart PLS 3 software and SPSS (Version 25) were used to conduct statistical analysis of the data. This section contains a summary of the research findings and conclusions.



5.1. Background Information of the Respondents


This section displays the sample participants from the individuals who completed the questionnaire. Table 1 summarizes the responses to the study’s demographic factors-related questions. The data presented here are derived from primary sources.



Table 1 denotes the participants’ demographic statistics based on their gender, age group, qualification, occupational status, income, and membership of any social networking site (SNS). It shows that 64.12% of sample respondents were male, whereas 35.87% were female. It also indicates that most of the respondents (42.74%) fit into the age group of 25–35 years old, 26.33% were between 18–25 years old, and 10.68% were over 45 years old, and lastly, 20.22% fell within the age group of 35–45 years old.



The educational qualification section indicates that 17.93% of respondents fell under the Below UG category, 40.83% fell under the Graduate category, 28.62% fell under the Postgraduate category, and the remaining 12.59% were PhD holders. The occupational status section shows that 45.41% of respondents fell under the Student category, and 54.58% fell under the Job/Service category.



The annual income section shows that 20.22% of respondents had an income of Rs ≤ 100,000, 29.38% of respondents had an income of Rs 100,000–250,000, 30.91% respondents belong had an of Rs 250,001–500,000 and the remaining 19.46% respondents had an income of Rs < 500,000. A total of 96.94% of respondents were consumer members of any social networking site (SNS), with 3.05% of respondents not using any social networking site (SNS).




5.2. Measurement Model Evaluation


The measuring model was tested using “internal consistency, convergent validity, and discriminant validity”.



In Figure 1, factor loadings are part of the outcome from factor analysis, which acts as a data reduction method aiming to explain the relationships between observed variables using a lower number of components. Coefficients discovered in a factor pattern matrix or a factor structure matrix represent factor loadings. The first matrix contains regression coefficients that multiply common components to predict seen variables, also known as manifest variables, while the second matrix contains product-moment correlation coefficients between common factors and observed variables. Expertise, information quality, trustworthiness, entertainment, attractiveness, and likability are represented by circles since they are the independent variables used by the researcher in the study, whereas credibility and brand image are represented by circles, which indicate the mediating variables used by the researcher. However, online purchase intention is indicated as a dependent variable.



Table 2 shows that the mean values of all the items of each construct are more than 3; it indicates the positive response of expertise, information quality, trustworthiness, entertainment, attractiveness, likability, credibility, brand image, and online purchase intention. In this study, the researcher used the “five-point Likert scale” ranging from “Strongly Disagree (1) to Strongly Agree (5)”. The factor loadings of all the items of each construct are more than the prescribed limit of 0.70. This indicates that all the statements are clearly explaining their respective theoretical assumed constructs.




5.3. Convergent Validity Result


The result of the “convergent validity” of the measurement model of present study is shown in Table 3.



Convergent Validity: The concept of convergent validity is a subtype of construct validity. Construct validity indicates that a test designed to assess a specific construct (expertise, information quality, trustworthiness, entertainment, attractiveness, and likability) actually measures that construct. Convergent validity demonstrates the relationship between two measures that are intended to measure the same construct. Convergent validity indicates if a test meant to evaluate a specific concept corresponds with other tests that evaluate the same construct. Convergent validity can be proof with the help of Cronbach’s alpha, composite reliability, and average variance extracted.



Table 3 clearly shows that all four constructs met the required threshold limit, as the value of “Composite Reliability” (also referred to as construct dependability) measures the internal consistency of scale items. It is equal to the ratio of the overall amount of real score variance to the total amount of scale score volatility. Alternately, it is an “indicator of the shared variance among observed variables that serves as a sign of a latent construct.” The C.R. was above 0.7, and “Average Variance Extracted” (AVE) [72] is a measure of the amount of variance contained by a construct relative to the amount of measurement error variance. When a researcher calculates the average variance extracted for a construct, he wants to know, on average, how much variation in his items can be accounted for by the construct or latent variable that exceeded 0.5 [73]. Cronbach’s alpha is a statistic used to analyze the internal consistency or reliability of a set of scale or test items. Cronbach’s alpha is one method for assessing the quality of this consistency [74]. Cronbach’s alpha is determined by connecting the score for each scale item with the overall score for each observation (often individual survey respondents or test-takers) and afterwards comparing this correlation to the variance of all individual item scores. The value of “Cronbach’s Alpha” and the rho-a value establish that the “internal consistency” was also greater than 0.7. Therefore, the convergent validity of the constructs was proven [75].




5.4. Discriminant Validity Result


Discriminant validity indicates if a test meant to measure a specific construct correlates with tests that measure other constructs. This is predicated on the assumption that two tests designed to evaluate different things would not produce identical findings (e.g., expertise vs information quality).



The Fornell-Larcker and cross-loading criteria were examined to check the “discriminant validity”, which indicates “the extent to which the measure is adequately distinguishable from related constructs within the nomological net”. In order to avoid multicollinearity difficulties, any research including latent variables must include an evaluation of discriminant validity. The Fornell and Larcker criterion is the most popular method for achieving this goal. Table 4 represents the Fornell-Larcker criterion; in this criterion, you take the square roots of the “Average Variance Extracted” of the available constructs. The values were as follows: entertainment (0.892), attractiveness (0.891), likability (0.871), online purchase intention (0.866), credibility of social networking (0.855), trustworthiness (0.917), expertise (0.859), information quality (0.849), and brand image (0.865) compared to the correlation values between each construct and all other constructions. Thus, discriminant validity was established as per the “Fornell-Larcker criterion” [76].



Table 5 illustrates the cross-loading condition, in which the loadings of all constructs were higher than the cross-loadings with other constructs across the columns. As a result, discriminant validity was achieved in accordance with the cross-loading requirement [77]. In cross-loadings, the researcher evaluates the different items to determine which ones have high loadings on the same construct and which ones have high loadings on numerous constructs. To establish item-level discriminant validity, there must be a strong correlation between items of the same construct and a very weak correlation between items of a different construct.




5.5. Structural Equation Model


Multicollinearity must always be evaluated while reviewing the structural model to verify that the conclusions are legitimate. Structural equation modeling (SEM) is a set of statistical techniques used to assess and analyze the correlations of observable and latent variables. Similar to but more powerful than regression analysis, it evaluates linear causal links across variables while concurrently accounting for measurement error. Model multicollinearity was demonstrated by the wide range of “Variance Inflation Factor” (VIF) values, which ranged from 1.319 to 2.248. When the structural model was validated with bootstrapping resampling (6000 samples), it was shown that these predictions were indeed valid.



The t-value is a statistic that expresses how much of a difference there is between your sample data and the mean. When expressed in terms of standard error, t is simply the calculated difference. There is more evidence against the null hypothesis as t increases in magnitude. Figure 2 shows that whenever the t-values are above the stipulated limit of 1.96 for the regression weights, each path is significant at the 5% significance level or greater (i.e., the estimated path parameter is significant). The independent variables represent the t-values of expertise, information quality, and trustworthiness. They fulfilled the threshold limit criteria except for entertainment, attractiveness, and likability. Then, they represented the t-values of credibility and brand image as mediator variables.



Table 6 demonstrates that hypotheses H1 and H2 were supported and that information quality was directly and positively related to consumer credibility (β = 0.374, t-value = 3.193, and p < 0.001). However, the quality of information was directly and positively related to brand image (β = 0.295, t-value = 3.143, and p < 0.001).



Table 7 demonstrates that hypotheses H3 and H4 were supported and that expertise was directly and positively related to consumer credibility (β = 0.316, t-value = 3.454, and p < 0.001). However, expertise was directly and positively related to brand image (β = 0.249, t-value = 3.205, and p < 0.001).



Table 8 demonstrates that hypotheses H5 and H6 were not supported and that entertainment was not directly and positively related to consumer credibility (β = 0.032, t-value = 0.411, and p = N.S). However, entertainment was also not directly and positively related to brand image (β = 0.025, t-value = 0.405, and p = N.S).



Table 9 demonstrates that hypotheses H7 and H8 were not supported and that attractiveness was not directly and positively related to consumer credibility (β = 0.052, t-value = 0.802, and p = N.S). However, attractiveness was also not directly and positively related to brand image (β = 0.066, t-value = 0.819, and p = N.S).



Table 10 demonstrates that hypotheses H9 and H10 were not supported, and that trustworthiness was directly and positively related to consumer credibility (β = 0.217, t-value = 2.232, and p < 0.001). However, the trustworthiness is directly and positively related to brand image (β = 0.170, t-value = 2.314, and p < 0.001).



Table 11 demonstrates that hypotheses H11 and H12 were not supported and that likability was not directly and positively related to consumer credibility (β = 0.029, t-value = 0.306, and p = N.S). However, likability was also not directly and positively related to brand image (β = 0.016, t-value = 0.312, and p = N.S).



Table 12 shows that hypotheses H13, H14, H15, H16, and H19 were supported, and H17, H18, and H20 were not supported. The credibility of social networking was found to be directly and positively related to brand image (β = 0.793, t-value = 11.976, p < 0.001). Similarly, brand image was also found to be directly and positively related to online purchase intention (β = 0.875, t-value = 25.35, and p < 0.001).



The credibility of social networking and brand image mediate the positive relationship between information quality and consumer online purchase intention (β = 0.258, t-value = 3.068, p< 0.001). Similarly, the credibility of social networking and brand image mediate the positive relationship between expertise and consumer online purchase intention (β = 0.2183, t-value = 3.101, p< 0.001). On the other hand, the credibility of social networking and brand image mediate the lack of a relationship between entertainment and consumer online purchase intention (β = 0.0252, t-value = 0.411, p = N.S). Similarly, the credibility of social networking and brand image mediate the lack of a relationship between attractiveness and consumer online purchase intention (β = 0.0218, t-value = 0.820, p = N.S). Concurrently, the credibility of social networking and brand image mediate the positive relationship between trustworthiness and a consumer’s online purchase intention (β = 0.148, t-value = 2.277, p< 0.001). Finally, the credibility of social networking and brand image mediation do not show a positive relationship between likability and the consumer’s online purchase intention (β = 0.014, t-value = 0.312, p = N.S).



R-squared (R2) is a quantitative measure that indicates the percentage of a dependent variable’s variation that is explained by independent variables in a regression model. R-squared describes the amount to which the variance of one variable represents the variation of another variable. If the R2 of a model is 0.50, then the model’s inputs can explain roughly half of the observed variation. R-squared (R2), or the coefficient of determination, was evaluated. Expertise contributes 0.259, likability contributes 0.023, information quality contributes 0.375, trustworthiness contributes 0.222, entertainment contributes −0.031, and attractiveness contributes 0.066 to credibility. Credibility contributes 0.630 to brand image. Brand image contributes 0.766 to purchase intention.





6. Discussion


Social media influencer marketing is one of the newest and most prominent digital marketing strategies. This study aimed to determine the effect of social media influencers’ traits on their credibility and whether their credibility acted as a mediator between these features and the purchase intentions of consumers. An influencer’s credibility and brand image were found to be directly affected by their trustworthiness, information quality, and expertise value. As a result, consumers are more likely to make online purchases. Consistent with the source credibility model [78], there were substantial effects of information quality on an influencer’s credibility, brand image, and consumers’ purchase intention (H1 and H2 supported). Similar to the findings of past research, an influencer’s expertise strongly affected the trust, brand image, and buy intent of customers (H3 and H4 supported [79]. To attract and retain followers on social media, influencers strive to frequently generate and post informative content; hence, the informative value of the information posted by influencers has a substantial impact on the purchase intentions of their followers [80]. Additionally, the trustworthiness of an influencer’s content had a significant impact on the influencer’s credibility, brand image, and customers’ purchase intent (H9 and H10 supported) [81]. Surprisingly, contrary to prior research, entertainment was found to have no effect on an influencer’s reputation, brand image, or customers’ purchase intent (H5 and H6 not supported). Moreover, the attractiveness of influencers had no effect on their credibility and customers’ purchase intent (H7 and H8 were not supported) [82], contrary to the findings of previous research, which suggests that consumers place more importance on the content of an influencer’s social media posts than on their looks and personality. Similarly, likability was found to have little bearing on an influencer’s reputation, brand image, or customers’ purchase intentions (H11 and H12 not supported) [83]. The findings of this study show that in the context of social networking marketing [84], credibility and brand image play a critical mediating role in influencing consumers’ online purchase intentions through the characteristics of trustworthiness, information quality, expertise value, and influencer credibility [85], which is critical for understanding the effectiveness of social networking sites. In addition [86], this study has some important recommendations for influencers. It is important for influencers to post high-quality informational content, as well as to be informative and trustworthy and possess expertise [87]. Even if they become more popular in the long run, they will gain more if they keep these qualities [88]. This means that influencers who want to maintain and grow their relationships with brands and their current popularity must have positive characteristics that they can hold onto [89].




7. Theoretical and Managerial Implications


Our findings have many management implications. Finding out which characteristics of a follower affect their online purchase intention can help companies ensure that their investment in an influencer will yield increased sales and brand awareness. In combination with other factors [90], these characteristics may influence customers’ online purchase intentions [91]. As a result, companies should look for and work with influencers with these characteristics in order to achieve their marketing objectives [92]. In order to influence online purchase intentions, marketers should take the time to carefully select a social networking media outlet that can enhance the credibility and brand image of their posts [93]. The content of an influencer’s followers should also be taken into consideration by marketers when selecting an influencer [94]. Finally, marketers should work with an influencer who can provide his or her audience with informative, knowledgeable, and dependable advertising content during their collaboration [95].



Our study results show that an influencer’s entertainment, attractiveness, and likability were not correlated with their credibility on social networking sites and brand image, so future research may examine an influencer’s specific field of attractiveness and the types of products they endorse to see if the findings are different. A long-term study of influencer marketing’s impact on consumer purchase intentions could be conducted in the future using longitudinal research designs, which could be affected by technological advancements and changes in social media platforms [96]. Social media influencer marketing’s impact on brand awareness, brand admiration, and consumer engagement can also be studied using a variety of qualitative approaches.




8. Limitations of the Study


There are some important caveats to this study that are discussed below. This study has a relatively small sample size, making it difficult to draw conclusions about the entire population of India. As the rural class makes up a larger percentage of the Indian population, if businesses are unable to reach them through influencer marketing due to technological barriers, the success of influencer marketing becomes highly questionable. Further research may expand the study to include the rural class of India. In addition, respondents were selected for this study based on convenience. Therefore, the generalizability of the findings could be increased if probability sampling techniques were used to collect data in future studies.




9. Conclusions


Businesses are increasingly relying on social networking sites as a relatively new marketing strategy for influencing online perceptions and intentions about their products or services. Customers’ online purchase intent in India was assessed in this study based on influencer attributes such as credibility and brand image. It is possible to gauge the effectiveness of influencers as endorsers by looking at the positive correlation between various influencer characteristics and consumers’ online purchase intentions. Consumers’ intent to buy was affected by a few of the study’s variables but not all of them. There was a direct correlation between online purchase intention and the trustworthiness, expertise, and informativeness of influencers and social networking sites. While brand image trustworthiness, information quality, and expertise value were important factors in determining an influencer’s credibility, they came in second and third. An influential influencer’s credibility and brand image mediated the relationship between trustworthiness, expertise, and informativeness toward consumers’ online purchase intentions. Information quality (t-value = 3.193), expertise (t-value = 3.454), and trustworthiness (t-value = 2.232) were directly and positively related to consumer credibility. Entertainment (t-value = 0.411), attractiveness (t-value = 0.802), and likability (t-value = 0.306) were not directly and positively related to consumer credibility. The credibility of social networking (t-value = 11.976) was found to be directly and positively related to brand image. The credibility of social networking and brand image mediate the positive relationship between information quality and consumer online purchase intention (t-value = 3.068). Similarly, the credibility of social networking and brand image mediate the positive relationship between expertise and consumer online purchase intention (t-value = 3.101). On the other hand, the credibility of social networking and brand image mediate the lack of a relationship between entertainment and consumer online purchase intention (t-value = 0.411). Similarly, the credibility of social networking and brand image mediate the lack of a relationship between attractiveness and consumer online purchase intention (t-value = 0.820). Concurrently, the credibility of social networking and brand image mediate the positive relationship between trustworthiness and a consumer’s online purchase intention (t-value = 2.277). Finally, the credibility of social networking and the image of the brand help to explain why there is not a relationship between likability and the consumer’s intention to buy something online (t-value = 0.312). In order to positively impact the credibility and image of a brand, it is essential for a brand to select an influencer who is trustworthy, knowledgeable, and able to produce high-quality content, as well as influence the consumer’s purchase intention. Consumers’ online purchase intent was found to be unaffected by an influencer’s physical attractiveness, entertainment value, or likability. These attributes were found to be insignificant. Finding out that the characteristics of a follower affects their online purchase intention can help companies ensure that their investment in an influencer will yield increased sales and brand awareness. In combination with other factors, these characteristics may influence customers’ online purchase intentions. As a result, companies should look for and work with influencers with these characteristics in order to achieve their marketing objectives. In order to influence online purchase intentions, marketers should take the time to carefully select a social networking media outlet that can enhance the credibility and brand image of their posts. The content of an influencer’s followers should also be taken into consideration by marketers when selecting an influencer. Finally, marketers should work with an influencer who can provide his or her audience with informative, knowledgeable, and dependable advertising content during their collaboration. Results show that an influencer’s entertainment, attractiveness, and likability were not correlated with the influencer’s credibility on social networking sites and brand image, so we recommend that researchers examine an influencer’s specific field of attractiveness and the types of products they endorse to see if the findings are different. A long-term study of influencer marketing’s impact on consumer purchase intentions could be conducted in the future using longitudinal research designs, which could be affected by technological advancements and changes in social media platforms.
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Figure 1. Measurement Model from Smart PLS 3. 
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Figure 2. Structural Equation Model (SEM). 
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Table 1. Baseline Data of the Participants (N = 262).






Table 1. Baseline Data of the Participants (N = 262).





	
Basis

	
Categories

	
F

	
%






	
Gender

	
Male

	
168

	
64.12




	
Female

	
94

	
35.87




	
Age Group

	
18–25

	
69

	
26.33




	
25–35 years

	
112

	
42.74




	
35–45 years

	
53

	
20.22




	
45 and above

	
28

	
10.68




	
Educational Qualification

	
Below UG

	
47

	
17.93




	
Graduate

	
107

	
40.83




	
Postgraduate

	
75

	
28.62




	
PhD

	
33

	
12.59




	
Occupational Status

	
Student

	
119

	
45.41




	
Job/Service

	
143

	
54.58




	
Income

	
≤Rs 100,000

	
53

	
20.22




	
Rs 100,000–Rs 250,000

	
77

	
29.38




	
Rs 250,001–Rs 500,000

	
81

	
30.91




	
>Rs 500,000

	
51

	
19.46




	
Are you a member of any Social Networking Site (SNS)

	
Yes

	
254

	
96.94




	
No

	
8

	
3.05
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Table 2. Mean, Standard Deviation, and Factor Loading.






Table 2. Mean, Standard Deviation, and Factor Loading.





	
Construct

	
Item

	
Mean

	
SD

	
Loading






	
Entertainment

	
Entertainment1

	
−4.240

	
0.957

	
0.919




	
Entertainment2

	
−4.133

	
0.956

	
0.913




	
Entertainment3

	
−3.880

	
1.064

	
0.832




	
Attractiveness

	
Attractiveness1

	
4.173

	
0.984

	
0.862




	
Attractiveness2

	
4.00

	
0.967

	
0.904




	
Likability

	
Likability1

	
4.020

	
0.890

	
0.881




	
Likability2

	
3.893

	
1.078

	
0.912




	
Credibility of social networking

	
Credibility1

	
4.193

	
0.929

	
0.851




	
Credibility2

	
4.040

	
0.855

	
0.863




	
Credibility3

	
4.093

	
0.933

	
0.827




	
Credibility4

	
4.127

	
0.961

	
0.842




	
Credibility5

	
3.853

	
0.982

	
0.911




	
Credibility6

	
4.227

	
0.932

	
0.834




	
Online purchase intention

	
Purchase intention1

	
3.867

	
1.018

	
0.811




	
Purchase intention2

	
3.840

	
1.033

	
0.854




	
Purchase intention3

	
3.800

	
0.945

	
0.811




	
Purchase intention4

	
3.767

	
1.035

	
0.873




	
Purchase intention5

	
3.900

	
0.985

	
0.832




	
Purchase intention6

	
3.911

	
1.069

	
0.818




	
Purchase intention7

	
3.927

	
1.059

	
0.903




	
Purchase intention8

	
3.993

	
1.042

	
0.868




	
Trustworthiness

	
Trustworthiness1

	
4.200

	
0.973

	
0.912




	
Trustworthiness2

	
4.133

	
0.950

	
0.919




	
Expertise

	
Expertise1

	
4.007

	
0.934

	
0.833




	
Expertise2

	
3.980

	
1.042

	
0.856




	
Expertise3

	
4.040

	
0.901

	
0.917




	
Information quality

	
Info.quality1

	
4.107

	
0.857

	
0.843




	
Info.quality2

	
4.247

	
0.952

	
0.867




	
Info.quality3

	
4.020

	
0.962

	
0.854




	
Brand image

	
Brand image1

	
3.89

	
0.821

	
0.789




	
Brand image2

	
4.011

	
0.932

	
0.834




	
Brand image3

	
3.87

	
0.817

	
0.854




	
Brand image4

	
3.77

	
0.951

	
0.912
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Table 3. Convergent Validity Result.
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	Constructs
	Cronbach’s Alpha
	Rho-A
	Composite Reliability (C.R)
	Average Variance Explained (AVE)





	Entertainment
	0.863
	0.869
	0.912
	0.787



	Expertise
	0.814
	0.815
	0.865
	0.731



	Likability
	0.716
	0.743
	0.884
	0.767



	Information quality
	0.815
	0.818
	0.865
	0.731



	Trustworthiness
	0.761
	0.761
	0.875
	0.784



	Attractiveness
	0.833
	0.835
	0.920
	0.845



	Online purchase intention
	0.922
	0.925
	0.941
	0.718



	Credibility of social networking
	0.911
	0.912
	0.938
	0.718



	Brand image
	0.867
	0.869
	0.909
	0.714
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Table 4. Discriminant validity–Fornell-Larcker criterion.
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	Constructs
	Entertainment
	Attractiveness
	Likability
	Credibility of Social Networking
	Online Purchase Intention
	Trustworthiness
	Expertise
	Information Quality
	Brand Image





	Entertainment
	0.892
	
	
	
	
	
	
	
	



	Attractiveness
	0.791
	0.891
	
	
	
	
	
	
	



	Likability
	0.815
	0.776
	0.871
	
	
	
	
	
	



	Online purchase intention
	0.801
	0.840
	0.812
	0.866
	
	
	
	
	



	Credibility of social networking
	0.809
	0.710
	0.802
	0.744
	0.855
	
	
	
	



	Trustworthiness
	0.819
	0.767
	0.794
	0.785
	0.777
	0.917
	
	
	



	Expertise
	0.842
	0.834
	0.843
	0.840
	0.831
	0.815
	0.859
	
	



	Information quality
	0.838
	0.832
	0.837
	0.839
	0.777
	0.818
	0.839
	0.849
	



	Brand image
	0.812
	0.823
	0.789
	0.822
	0.812
	0.788
	0.816
	0.829
	0.865
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Table 5. Discriminant validity–loading and cross-loading criterion.
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	Constructs
	Entertainment
	Attractiveness
	Likability
	Credibility of Social Networking
	Online Purchase Intention
	Trustworthiness
	Expertise
	Information Quality
	Brand Image





	Ent1
	0.920
	0.762
	0.778
	0.769
	0.722
	0.778
	0.806
	0.800
	0.706



	Ent2
	0.915
	0.742
	0.727
	0.758
	0.680
	0.728
	0.765
	0.774
	0.739



	Ent3
	0.841
	0.599
	0.673
	0.600
	0.777
	0.685
	0.710
	0.660
	0.722



	Attrac1
	0.640
	0.877
	0.651
	0.717
	0.580
	0.625
	0.696
	0.740
	0.600



	Attrac2
	0.763
	0.905
	0.728
	0.811
	0.681
	0.736
	0.786
	0.825
	0.717



	Lik1
	0.714
	0.727
	0.910
	0.791
	0.655
	0.725
	0.763
	0.785
	0.811



	Lik2
	0.729
	0.634
	0.852
	0.625
	0.778
	0.673
	0.723
	0.682
	0.625



	Cred1
	0.697
	0.749
	0.635
	0.871
	0.605
	0.619
	0.741
	0.753
	0.736



	Cred2
	0.666
	0.712
	0.704
	0.843
	0.609
	0.701
	0.734
	0.749
	0.725



	Cred3
	0.795
	0.736
	0.760
	0.847
	0.705
	0.689
	0.803
	0791
	0.753



	Cred4
	0.609
	0.706
	0.696
	0.822
	0.585
	0.646
	0.706
	0.738
	0.749



	Cred5
	0.657
	0.707
	0.639
	0.841
	0.621
	0.642
	0.739
	0.738
	0.736



	Cred6
	0.628
	0.753
	0.678
	0.850
	0.644
	0.683
	0.722
	0.769
	0.706



	Pur.int1
	0.680
	0.544
	0.668
	0.576
	0.822
	0.595
	0.625
	0.600
	0.707



	Pur.int2
	0.650
	0.559
	0.632
	0.616
	0.828
	0.620
	0.681
	0.633
	0.699



	Pur.int3
	0.646
	0.581
	0.671
	0.653
	0.860
	0.656
	0.726
	0.656
	0.701



	Pur.int4
	0.693
	0.608
	0.706
	0.620
	0.863
	0.611
	0.712
	0.681
	0.665



	Pur.int5
	0.688
	0.600
	0.659
	0.624
	0.847
	0.646
	0.713
	0.657
	0.608



	Pur.int6
	0.700
	0.650
	0.732
	0.656
	0.838
	0.681
	0.733
	0.695
	0.600



	Pur.int7
	0.662
	0.604
	0.656
	0.611
	0.824
	0.688
	0.700
	0.632
	0.650



	Pur.int8
	0.730
	0.630
	0.673
	0.646
	0.848
	0.686
	0.695
	0.672
	0.604



	Trust1
	0.788
	0.703
	0.749
	0.738
	0.739
	0.919
	0.783
	0.762
	0.630



	Trust2
	0.707
	0.699
	0.701
	0.695
	0.679
	0.909
	0.703
	0.733
	0.703



	Exp1
	0.732
	0.734
	0.718
	0.717
	0.632
	0.657
	0.824
	0.758
	0.699



	Exp2
	0.705
	0.640
	0.717
	0.667
	0.806
	0.695
	0.809
	0.690
	0.595



	Exp3
	0.739
	0.747
	0.720
	0.837
	0.695
	0.725
	0.911
	0.776
	0.620



	Inf.qulty1
	0.734
	0.736
	0.762
	0.764
	0.666
	0.663
	0.739
	0.843
	0.656



	Inf.qulty2
	0.702
	0.783
	0.681
	0.766
	0.669
	0.728
	0.733
	0.827
	0.611



	Inf.qulty3
	0.695
	0.719
	0.683
	0.744
	0.641
	0.689
	0.750
	0.873
	0.654



	B Imge1
	0.657
	0.608
	0.656
	0.739
	0.681
	0.656
	0.758
	0.683
	0.851



	B Imge2
	0.628
	0.600
	0.611
	0.733
	0.657
	0.611
	0.690
	0.595
	0.859



	B Imge3
	0.680
	0.650
	0.646
	0.750
	0.695
	0.646
	0.712
	0.620
	0.843
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Table 6. Direct impact of information quality on credibility and brand image.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H1
	Information quality → credibility of social networking
	0.374
	3.193
	Supported



	H2
	Information quality → brand image
	0.295
	3.143
	Supported
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Table 7. Direct impact of expertise on credibility and brand image.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H3
	Expertise → credibility of social networking
	0.316
	3.454
	Supported



	H4
	Expertise → brand image
	0.249
	3.205
	Supported










[image: Table] 





Table 8. Direct impact of entertainment on credibility and brand image.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H5
	Entertainment → credibility of social networking
	−0.032
	0.411
	Not supported



	H6
	Entertainment → brand image
	−0.025
	0.405
	Not supported
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Table 9. Direct impact of attractiveness on credibility and brand image.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H7
	Attractiveness → credibility of social networking
	0.052
	0.802
	Not supported



	H8
	Attractiveness → brand image
	0.066
	0.819
	Not supported
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Table 10. Direct impact of trustworthiness on credibility and brand image.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H9
	Trustworthiness → credibility of social networking
	0.217
	2.232
	Supported



	H10
	Trustworthiness → brand image
	0.170
	2.314
	Supported
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Table 11. Direct impact of likability on credibility and brand image.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H11
	Likability → credibility of social networking
	0.029
	0.306
	Not Supported



	H12
	Likability → brand image
	0.016
	0.312
	Not Supported
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Table 12. Mediating role of credibility and brand image on online purchase intention.
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	Hypothesis
	Path
	Β
	t-Value
	Result





	H13
	Credibility of social networking → Brand image
	0.793
	11.976
	Supported



	H14
	Brand image → Online purchase intention
	0.875
	25.35
	Supported



	H15
	Information quality → Credibility of social networking

→brand image→ Online purchase intention
	0.258
	3.068
	Supported



	H16
	Expertise → Credibility of social networking

→ brand image→ Online purchase intention
	0.2183
	3.101
	Supported



	H17
	Entertainment→ Credibility of social networking

→ brand image→ Online purchase intention
	−0.0252
	0.411
	Not Supported



	H18
	Attractiveness → Credibility of social networking → brand image → Online purchase intention
	0.0218
	0.820
	Not supported



	H19
	Trustworthiness → Credibility of social networking

→ brand image → Online purchase intention
	0.148
	2.277
	Supported



	H20
	Likability → Credibility of social networking

→ brand image → Online purchase intention
	0.014
	0.312
	Not supported
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