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Abstract

Social media influencers also identified as micro-celebrities commonly entitled 
influencers, who provide content or thoughts based on their ideas and present 
experiences and ideas in the form of content or opinions. They are gaining 
popularity in the world of brand endorsement for attracting, developing and 
retaining consumers for their financial gain. The key emphasis of this study is to 
comprehend what motivates an individual to follow an influencer on social media 
platforms, so that the companies can efficaciously choose a social media influencer 
for their brand endorsement. Specifically, the major purpose of this study was 
to explore why an individual follows an influencer, so company can choose an 
influencer effectively. To achieve these aims, we choose to use questionnaires 
for an online survey among the social media users who follow at least one 
influencer, the questionnaire was circulated through social media and email. 
392 individuals above 16 years old filled out the questionnaire. The outcome 
of the study confirmed that there are seven primary factors that motivate the 
social media audience to follow their selected influencers, namely authenticity, 
trustworthiness, attractiveness, credibility, expertise, legitimacy and likeability. 
The key takeaway from the study is that marketers, influencers and advertising 
agencies will be able to understand what factors affect the social media audience’s 
intention to follow the influencers. This study will make theoretical as well as 
practical contributions for the marketers as well as the influencers to understand 
what influences the users’ intention to follow social media influencers.
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Introduction

A social media (SM) influencer (hereafter, ‘influencer’) also known as ‘a content 
generator, one who has a status of expertise in a specific area, who cultivated a 
sizable number of captive followers—those are of marketing value to brands—by 
regularly producing valuable content via social media’ (Lou & Yuan, 2019, p. 59). 
The SM influencers are also known as micro-celebrities, digital celebrities and 
micro-influencers, but commonly they are called influencers, who reshape the 
attitudes of their SM audience (Freberg et al., 2011). Thus, they establish close 
relationships with the audience and maintain the relationship over time (De 
Veirman et al., 2017; Jin & Ryu, 2020; Tafesse & Wood, 2021). According to Hu 
et al. (2020), Schouten et al. (2021) and Tafesse and Wood (2021), the influencers 
are recognised for their SM activity. In contrast, traditional celebrities are recog-
nised for their non-SM–related activities (e.g., cinema, sports and music). Due to 
their credibility status (Sokolova & Kefi, 2020; Stubb et al., 2019), expertise 
(Djafarova & Rushworth, 2017; Stubb et al., 2019) and effective communication 
(Jiménez-Castillo & Sánchez-Fernández, 2019), they are followed by the SM 
audience. De Veirman et al. (2017) are viewed as attractive, trustworthy, likeable 
and trustworthy sources of information and effective spokespersons (Fink et al., 
2004). Hence, for developing strong and long-lasting relationships, they interact 
regularly (Sokolova & Perez, 2021) with their followers and create their commu-
nities (Tafesse & Wood, 2021).

Prior research shows that social influencers are effective for endorsements 
(Agnihotri & Bhattacharya, 2021; Gräve & Bartsch, 2022; Schouten, et al., 2021; 
Weismueller, et al., 2020). Although there are several studies on the effect of SN 
influencers on consumer engagement and purchase intention, there is a dearth of 
comprehensive studies on factors influencing individual to follow the SM influ-
encers. Further, prior researchers have deliberated on the influence of perceived 
information quality and trustworthiness of the influencer on attitude towards 
influencers (Balaban et al., 2020), authenticity, consumerism, creative inspiration 
and envy are the driving forces behind following an influencer on Instagram are 
(Lee et al., 2022); still, it remains unclear what are factors motivate one to follow 
an influencer. Based on the prior research seven factors were identified for further 
study. Additionally, it is critical to comprehend the elements that contribute to  
the growth of a para-social relationship, in which followers see influencers as 
friends—between followers and influencers (Labrecque, 2014). Therefore, by 
investigating the variables influencing a person’s prosperity to follow an influ-
encer, this research aims to close the gap in the literature. De Veirman et al. (2017) 
mentioned that marketers are struggling to identify the influencers that suit their 
promotional activities or their products. Prior research has established that the 
acceptability of an influencer plays an important role in inspiring the followers to 
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purchase a product (Chan, 2022; Hughes, et al., 2019). A variety of evaluation 
metrics, including followers, likes, comments, credibility and potential audiences, 
have been employed in the past to analyse influencers (Choi & Rifon, 2012; 
Freberg et al., 2011; Jabr & Zheng, 2022; Lee & Koo, 2012). However, the inves-
tigation of factors influencing the audience’s intention to follow an SM influencer 
in emerging countries is still limited. Therefore, this article made an effort to find 
out the factors that influence an audience’s intention to follow an SM influencer. 
This study will help marketers to know the factors influencing audience behav-
iour, and it will permit them to develop better to choose influencers more effec-
tively for attracting the target audience towards them. Based on the prior research, 
this article proposes to identify the factors affecting audience’ intention to follow 
an influencer. The research question for the study:

RQ: What are the key factors that influence the audience’s intention to follow 
an influencer?

This research will help marketers by providing valuable insight into how to 
evaluate an influencer and select a suitable influencer for advertisement. This 
article is organised as follows: The second section covers the literature review and 
describes the concept of SM influencers, and the theoretical foundation and 
research framework; the third section consists of the research methodology used 
in the research. Then, the fourth and fifth sections cover findings and discussion, 
respectively. The sixth section presents implication and conclusion. The seventh 
section presents limitations and future direction.

Literature Review

Social Media Influencers

SM influencers generate electric word of mouth (eWOM) by providing content on 
one or more SM platforms such as YouTube, Instagram, Snapchat or personal 
blogs (Chen & Yuan, 2018; Freberg et al., 2011). They influence SM audiences to 
a certain extent by sharing their knowledge, skills and recommendations (Bognar 
et al., 2019; De Veirman et al., 2017) and behaviours (Byrne et al., 2017). The 
major objective of the influencers is to expand their communities by increasing 
the number of followers (Campbell & Farrell, 2020). They play a significant role 
in spreading news, popularising new trends (Jin et al., 2019), brands (Boerman  
et al., 2015; Wojdynski & Evans, 2016). Beyond advertisement, they are also 
involved in sending messages on environmental, social and political issues. They 
can be divided into three categories based on their impact, audience engagement 
and reach: mega-influencers, macro-influencers and micro-influencers.

Unlike traditional celebrities, who gained their notoriety before using SM, 
influencers gained notoriety by creating content on SM platforms (Chae, 2017; 
Djafarova & Rushworth, 2017; Khamis et al., 2017). They also differ in how they 
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interact with their followers, through online blogging and vlogging on SM  
platforms like Instagram, Twitter and YouTube, they are able to forge close and 
meaningful bonds with their followers (Hwang & Zhang, 2018; Jin & Phua, 2014). 
The influencers normally follow bidirectional relations, whereas traditional celeb-
rities interact with their fans with the least personal touch (Chae, 2017; Djafarova 
& Rushworth, 2017; Khamis et al., 2017). This article develops a research frame-
work to study the audience’s intention to follow an SM influencer. The underlying 
research framework is presented in Figure 1.

Research Framework

Intention to Follow

Behavioural intention refers to an individual willingness to perform particular 
behaviours (Ajzen, 1991). Casaló et al. (2017) mentioned that there is a linkage 
between behavioural intentions with actual behaviours. The present study  
examines the audience’s intention to follow an influencer by following his/her 
account, comments and opinion in SM or imitating an influencer which involves 
bringing their message into practice (Casaló et al., 2020), recommendations  
(Ki & Kim, 2019; Thakur et al., 2016), recommendation made by the influencers 

Figure 1. Research Framework of the Study.
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(Casaló et al., 2020). The followers may be with the followers (Casaló et al., 
2017). Hence, the present study will examine the role of authenticity, trustworthi-
ness, attractiveness, credibility, expertise, legitimacy and likeability in influencing 
the audience’s intention to follow an SM influencer.

Authenticity

Authenticity consists of external expressions and internal values and beliefs that 
lead to the growth of influencer–follower engagement. Taylor (1991, p. 17) 
defined authenticity as ‘that which is believed or accepted to be genuine or real’. 
Three points of view were merged by Morhart et al. (2015) to define authenticity 
as the extent to which customers are true to their brand, believe it and support their 
identity. Authenticity, then, is the extent to which followers perceive an influencer 
to be true to themselves, dependable, accountable and supportive of them. The 
degree of authenticity exhibited by influencers influences followers’ intentions to 
follow them directly and indirectly. The authenticity of the influencers has a direct 
impact on intention to follow and an indirect effect on the involvement of the 
followers. The audience looks for reliable opinions that they can trust. So, an 
influencer must exhibit a certain level of consistent values and behaviour towards 
the followers, so that they can respond positively. Conversely, unauthentic actions 
lead to public backlash (Tafesse & Wood, 2021). Authenticity helps influencers 
distinguish themselves from traditional celebrities, who usually keep their distance 
from their audience by forming hierarchical relationships based on carefully 
constructed fantasies (Duffy, 2017; cited in Cotter, 2019). Hence, the influencer-
generated content allows them to develop intimacy and relatability with their 
followers and helps in developing effective relationships (Duffy, 2017; Marwick, 
2013, 2015; cited in Cotter, 2019, p. 897). Accordingly, it is proposed that the 
authenticity of influencers will help to build strong relationships with their 
followers. Based on these, the following hypothesis is deduced:

H1:  The authenticity of an influencer positively affects followers’ intention to 
follow him/her.

Trustworthiness

Trustworthiness denotes ‘the honesty, integrity and believability the endorser pos-
sesses’ (Van der Waldt et al., 2009, p. 104). It refers to the eagerness of an influ-
encer to make lawful statements from any perspective and gain the truth of the 
followers (McCracken, 1989; Ohanian, 1990). The trustworthiness of an influ-
encer demarcates the willingness of a follower to trust the influencer in someone 
they have confidence (Chen et al., 2019). According to O’Mahony and Meenaghan 
(1997), it impacts the followers and makes changes in their nature. Without 
gaining the trust of the followers, one cannot change the viewpoints of the  
followers (Miller & Basehart, 1969). Chao et al. (2015) and Wei and Li (2013) 
established that an influencer is trustworthy, they will influence the followers’ 
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intention to follow. A positive association happens between the influencers and 
followers, if the content and opinions are trustworthy and fascinating. Prior 
research has established that audiences may trust influencers as much as they trust 
their friends (Chen & Yuan, 2019). The public tends to trust influencer posts com-
pared to brand posts (Johnson et al., 2019). Thus, the trustworthiness of an influ-
encer can help in developing strong relationships with their followers. On the 
basis of the assumptions, the following hypothesis is inferred:

H2:  The trustworthiness of an influencer positively affects followers’ intention 
to follow him/her.

Attractiveness

Erdogan (1999, p. 299) specified that attractiveness is ‘a stereotype of positive 
associations to a person and entails not only physical attractiveness but also 
other characteristics such as personality and athletic ability’. Thus, an influencer 
who is more attractive will be followed more. The attractiveness of the influenc-
ers depends on the valuable messages, and opinions they share on SM (Wang & 
Scheinbaum, 2018). Further, Lou and Yuan (2019) mentioned that influencers’ 
attractiveness shapes the followers’ trust in the content. Influencer’s attractive-
ness basically depends on their similarity, familiarity and likeability to the fol-
lowers (McGuire, 1985; Ohanian, 1991). Similarity refers to semblance between 
the followers and influencers, while familiarity refers to the expertise of the 
influencers and likeability refers physical beauty and behaviour of the influenc-
ers (McGuire, 1985). Thus, the attractiveness of an influencer may lead to a 
strong relationship with the follower. Accordingly, the proposed hypothesis:

H3:  The attractiveness of an influencer positively affects followers’ intention 
to follow him/her.

Credibility

Erdem and Swait (2004) state credibility as the believability of something, which 
requires the audience to perceive that the person has the ability (i.e., expertise)  
to deliver the promise. An influencer can build credibility through authenticity 
(Hayes et al., 2007), transparency (Hayes et al., 2007) and trustworthiness 
(Hovland et al., 1953; Ohanian, 1990). Furthermore, the credibility of an influ-
encer highly depends on his/her unbiasedness, believability, trustworthiness or 
factual recommendations (Hass, 1981). When the influencer is transparent with 
their audience to build trust, they are considered to be more credible. The follow-
ers’ desire to follow the updates and the posts on their blogs is influenced by the 
influencer’s credibility (Cosenza et al., 2015). Some influencers use branded 
products in their everyday lives to build strong credibility among their followers 
(Abidin & Ots, 2016) and project themselves as content to use (McQuarrie et al., 
2012). An influencer is considered to be credible if they are perceived to be worthy 
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by the followers. Thus, the credibility of an influencer determines the followers’ 
intentions to follow (Argyris et al., 2021; Cosenza et al., 2015; Schouten et al., 
2021). Consequently, this study proposes the following hypothesis:

H4:  The credibility of an influencer positively affects followers’ intention to 
follow him/her.

Expertise

Expertise denotes ‘the degree to which the endorser is perceived to have the ade-
quate knowledge, experience or skills to promote the product’ (Van der Waldt  
et al., 2009, p. 104). The people who are more informed about the topics when 
share their expert opinion will have a significant impact (Ratten & Tajeddini, 
2017; Serazio, 2015). Expertise is a key attribute of an influencer which  
makes them successful, recognised and followed by the audience (Daneshvary & 
Schwer, 2000). An influencer is considered to be an expert in a field when follow-
ers believe in his/her skill, proficiency and knowledge (Schouten et al., 2019). 
Since the influencers play a significant role in elevating the skill sets of the fol-
lowers, their messages and opinions have a significant effect on the audience 
(Balog et al., 2008). Therefore, the audience will tend to follow an influencer with 
an expertise skill sets. Thus, the proposed hypothesis:

H5:  The expertise of an influencer positively affects followers’ intention to 
follow him/her.

Legitimacy

Legitimacy aids in overcoming the risk associated with newness. Prior researchers 
have mentioned that legitimacy helps in developing status, acceptance and reputa-
tion (Dibrell et al., 2009; Shepherd & Zacharackis, 2003). Legitimacy could  
be cognitive, regulative and normative legitimacy (Wang et al., 2014). Cognitive 
legitimacy is all about knowledge and belief in newness (Shepherd & Zacharackis, 
2003; Wang et al., 2014), determined by the level of public awareness, which can 
be neutral, positive or negative about the phenomenon (Shepherd & Zacharackis, 
2003). While regulatory legitimacy is derived from standards, rules, regulations 
and expectations created by the phenomenon (Wang et al., 2014; Zimmerman & 
Zeitz, 2002). According to Zimmerman and Zeitz (2002), acquiring regulative 
legitimacy leads to positive recognition. Normative legitimacy is an outcome  
of norms and values (Wang et al., 2014). The norms and values are acceptable  
by society (Wang et al., 2014). Thus, an influencer’s legitimacy may lead to 
acceptance of an influencer. Attaining these three forms of legitimacy will enable 
an influencer to influence their audience more effectively and efficiently (Dibrell 
et al., 2009). As it guarantees constancy, reliability and dependability (Dibrell  
et al., 2009; Wang et al., 2014), an audience will tend to follow an influencer with 
strong legitimacy. Thus, this study proposes the following hypothesis:
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H6:  The legitimacy of an influencer positively affects followers’ intention to 
follow him/her.

Likeability

An influencer’s likeability is determined by how amiable, kind and enjoyable they 
are to be around (Doney & Cannon, 1997; Ellegaard, 2012; Tellefsen & Thomas, 
2005). Thus, an influencer having likeable characteristics are more likely to be fol-
lowed by the audience. Likeability often leads to positive association between influ-
encers and followers; it is different from concepts of resemblance and attractiveness. 
According to Doney and Cannon (1997), likeability affects an individual’s confi-
dence in predicting a companion’s upcoming behaviour. Although the prior research 
infers that likeability affects relationships, it is unclear how the idea of likeability 
affects the follower’s intention to behave. According to Tellefsen and Thomas 
(2005), likeability has strong relation towards commitment, physical appearance, 
behaviour and other characteristics (McGuire, 1985) and self-presentation (Cialdini, 
2009) of a person. Thus, likeability is an important trait of an influencer which can 
influence the followers. Hence, on the basis of the assumption, this research pro-
posed the following hypothesis:

H7:  The likeability of an influencer positively affects followers’ intention to 
follow him/her.

Research Methods

The research model was developed after a thorough literature review. However, 
there is hardly any study on the factors affecting audience intention to follow an 
influencer which has been used for understanding the audience behavioural 
intention in the field of SM marketing. So, for the present study, seven con-
structs were used for developing the research model for studying the connection 
between variables that are independent and dependent. A set of standardised 
questions was used to perform the survey. The screening question in the ques-
tionnaire’s introduction asked if the respondent had followed any SM influenc-
ers in the previous month. As a result, the initial question assisted in obtaining 
information exclusively from an SM influencer’s real followers. Thus, the intro-
ductory inquiry helps to gather data for actual followers of an SM influencer. 
Further, the statements for measuring independent and dependent variables were 
adopted as follows: authenticity (Moulard et al., 2015, 2016), trustworthiness 
(Ohanian, 1991), attractiveness (Ohanian, 1991), credibility (Wathen & Burkell, 
2002), expertise (Ohanian, 1991), legitimacy (Van der Toorn et al., 2011), like-
ability (Doney & Cannon, 1997; Harnish et al., 1990) and intention to follow 
(Casaló et al., 2011). The questionnaire includes statements in all. All of the 
statements have been previously in various situations, and the questions have 
been improved to make the questionnaire more contextual. Every questionnaire 
item was scored using a five-point Likert scale, with one denoting ‘strongly 
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agree’ to five denoting ‘strongly disagree’. Information of 392 respondents  
was obtained through online survey methods using Google Forms, as shown in 
Table 1. In addition, only a limited amount of demographic information, includ-
ing gender, age, educational background and occupation, was requested of the 
respondents in order to protect their identity. SPSS and AMOS software are used 
in this study’s data analysis procedure.

Findings and Discussion

Evaluation of the Measurement Model

Research frameworks have been proposed using structural equation modelling 
(SEM) and confirmatory factor analysis. Convergent, discriminant, reliable valid-
ity results ensured that all of the study continued. Table 2 shows that all of the 
constructs’ Cronbach alpha values are over the 0.7 cut-off point (Hair et al., 2015), 
and composite reliability measure, which gauges the constructs’ internal consist-
ency, also shows positive values (≥.7 for each construct; Hair et al., 2015).

The correlation matrix, validity measures and convergent are shown in Table 3. 
The convergent validity of the items inside a concept was ensured by the values of 
AVE being larger than .5, and the discriminant validity among the constructs was 
implied by MSV and ASV values being smaller than AVE.

Value for the variance inflation factor (VIF) was obtained for every construct. 
As the VIF values fell below the two-point threshold, ranging from 1.76 to 1.87, 
there is no problem with multicollinearity. Additionally, Table 4 shows the 
estimations from the measurement models, which fell within the desired limit  
that Hair et al. (2015) advised.

Table 1. Descriptive Statistics of Respondents’ Characteristics.

Measure Value Frequency Percentage

Gender Male 253 64.5
Female 139 35.5
Total 392 100.0

Age 21 to 30 139 35.4
31 to 40 114 29.0
41 to 50 81 20.8
51 and above 58 14.8
Total 392 100.0

Qualification Undergraduate 123 31.5
Graduate 172 43.9
PG 97 24.6
Total 392 100.0

Occupation Students 226 57.6
Employed 166 42.4
Total 392 100.0
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Table 2. Reliability Measures.

Statements Std. Loadinga Alpha Val. CR

Authenticity .745 .754
AU1 The influencer has a true passion for its business .723**
AU2 The influencer does his/her best to share his/her 
experiences

.712**

AU3 The influencer loves what he/she is doing .723**
AU4 The influencer is genuine .698n.a.

AU5 The influencer is real to me .689**
AU6 The influencer is authentic .721**
Trustworthiness .811 .814
TR1 Untrustworthy–Trustworthy .814**
TR2 Undependable–Dependable .802**
TR3 Dishonest–Honest .795***
TR4 Unreliable–Reliable .798***
Attractiveness .756 .766
AT1 Unattractive–Attractive .745**
AT2 Not classy–Classy .735***
AT3 Ugly–Beautiful .687***
AT4 Plain–Elegant .689***
AT5 Not sexy–Sexy .694***
Credibility .725 .732
CR1 Believable information .698**
CR2 Reliable information .714**
CR3 Credible information .723**
CR4 Trustworthy information .735**
CR5 Accurate information .729***
Expertise .731 .734
EX1 Not expert–Expert .734***
EX2 Inexperienced–Experienced .721**
EX3 Unknowledgeable–Knowledgeable .691**
EX4 Unqualified–Qualified .688n.a.

EX5 Unskilled–Skilled .722**
Legitimacy .702 .704
LE1 I would like to accept this person’s viewpoints .687**
LE2 I should voluntarily comply with the person’s decision .718***
Likeability .736 .734
LI1 I like this person .734***
LI2 This person is friendly .756**
LI3 This person is nice .742**
LI4 This person is polite .679n.a.

LI5 This person is nice to be around
Intention to follow .726 .734
IN1 I would feel comfortable to obtain the advice .736**
IN2 I would not hesitate to take into account the 
comments and suggestions made by the influencer

.743**

IN3 I would feel secure in following the suggestions made 
by the influencer

.717***

IN4 I would rely on the recommendations made by the 
influencer

.724**

Note: aSignificant at p ≤ .05**, p ≤ .001***; n.a., not applicable. 
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Table 3. Measures of Validity and Correlation Matrix.

AVE MSV ASV AU TR AT CR EX LE LI IN

AU .566 .398 .230 1.000
TR .636 .340 .263 .713 1.000
AT .631 .338 .243 .710 .620 1.000
CR .491 .369 .252 .551 .239 .272 1.000
EX .684 .367 .251 .768 .525 .472 .209 1.000
LE .629 .334 .233 .699 .447 .586 .235 .654 1.000
LI .581 .310 .234 .646 .287 .236 .511 .460 .374 1.000
IN .674 .361 .235 .758 .635 .574 .224 .524 .556 .379 1.000

Table 4. Measurement Model Estimates.

Model REMSEA |2 d.f. |2/d.f. GFI TLI CFI
628.40 246 2.550 .876 .803 .812 .055

Table 5. Structural Model Estimates.

Model REMSEA |2 d.f. |2/d.f. GFI TLI CFI
.046 14.681 7 2.097 .851 .825 .878

Evaluation of the Structural Model

Establishing the Model Fit

SEM was used to determine the associations between the dependent variable, IN 
and seven independent variables, AU, TR, AT, CR, EX, LE and LI, using AMOS21. 
As all of the indices fell within the designated ranges, Table 5’s results from a 
second-order analysis of the structural model indicate a strong model fit.

Hypothesis Testing

Testing the proposed theoretical relationships came next when the model fit  
was achieved. Figure 2 shows the structural model with standardised regression 
weight. The outcome is shown in Table 6. Each variable has a considerable impact 
on the audience and followers’ inclination to follow them. All seven of the study’s 
hypotheses have, in total, been accepted. Figure 2 demonstrates that all dependent 
variables are included in the suggested study framework and have a 52.2%  
(R2 =.522) explanatory power.

Conclusion and Implications

In the existing study, we have explored that all these together AU, TR, AT, CR, 
EX, LE and LI add up to the reputation of an influencer and the audience intention 
to follow an SM influencer on WhatsApp, Facebook, Twitter, Instagram and  
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Figure 2. Research Model.

Table 6. Result of Hypothesis Testing. 

Hypothesis Results Standardized P Value Coefficient (b)

H
1
. AU ® Intention to follow  .27** .001 Accepted

H2
. TR ® Intention to follow  .21** .001 Accepted

H3
. AT ® Intention to follow  .15** .001 Accepted

H4
. CR ® Intention to follow  .26** .001 Accepted

H5
. EX ® Intention to follow .14* .001 Accepted

H6
. LE ® Intention to follow .16* .001 Accepted

H7
. LI ®  Intention to follow .13* .001 Accepted

Note: Significant at p < .001***, p < .05**, p < .01*.

so on. The results show that AU, CR and TR are the attributes which contribute 
strongly to the popularity of the influencer, so the influencers should focus more 
on AU, CR and TR to gain increasing popularity and gain more endorsement deals 
in the future. Further, the result of this study reveals that authenticity is the strong-
est predictor which influences the audience’s behavioural intention to the follow-
ers which is in line with Lee et al. (2022), followed by credibility (Belanche et al., 
2021), and trustworthiness (Balaban, et al., 2020). While legitimacy, attractive-
ness, expertise and likeability are less effective, the present study reveals a posi-
tive but weak relationship between legitimacy, attractiveness, expertise and 
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likeability with the intention to follow the SM influencer may be because the fol-
lowers feel that influencers can easily attain and exercise these features.

The present study identified seven important dimensions which affect the SM 
followers’ intention to follow an influencer. The findings of the study revealed that 
the model was able to explain 52.2% of the variance towards behavioural inten-
tion. The study established that marketers should give the most importance to the 
authenticity of an influencer. They should also give high priority to the credibility 
and trustworthiness of an influencer before selecting them for brand endorsement 
or publicity. Moreover, current research emphasised an influencer’s authenticity 
credibility, trustworthiness, legitimacy, attractiveness, expertise and likeability 
that help the marketers to promote their brands and penetrate a large and more 
focused market segment through the influencers.

Occasionally, marketers place a great deal of blind trust in influencers to market 
and increase sales of their goods and services. Occasionally, they may tend to 
overestimate the influential power of an influencer. So, this study will be helpful 
for the marketers in future in selecting an influencer. The influencers will develop 
these attributes to grow and retain their popularity and remain beneficial.

Limitation and Future Research

It is necessary to address certain limitations with regard to the present study’s 
generalisation. First, the study is restricted to India; it would be better to see the 
suggested model replicated in other emerging nations as well as possibly in other 
developed nations. Second, the intention to follow an influencer seems to be ben-
eficial for the marketers as well as the influencers for the decision-making. The 
current research did not consider any factor which may act as a barrier and affect 
the behavioural intention to the follow an SM influencer negatively. Third, the 
researcher may consider different apps separately to make it more beneficial for 
them in the future. Finally, researchers in the future may compare the behavioural 
intentions of followers toward SM influencers through longitudinal studies. 
Potential avenues for further research include incorporating additional variables 
that impact an audience’s inclination to follow an influencer.
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