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ABSTRACT

Thispaperexploresandinspectstheeffectofuser-influencercongruenceonsocialmediaplatforms
para-socialrelationshipsandconsumerbrandengagement(COBRA).Inaddition,thepaperinspects
theinfluenceofpara-socialrelationshipsonconsumersbrandinadditiontotheinfluenceofsocial
mediaplatformtypeinmoderatingtheeffectofpersonalityonpara-socialrelationshipsandCOBRA.
Aconceptualframeworkisdevelopedtodemonstratetheproposedrelationships.Datawascollected
using online questionnaires, with 180 valid responses. The results suggest that user-influencer
personality congruence is a salient predictor of para-social relationships and COBRA and that
para-socialrelationship(s)haveasubstantialimpactoncustomerbrandengagement.Nevertheless,
theresultsalsoindicatedthatsocialmediaplatformtypedonotinfluencetherelationshipbetween
congruityandpara-socialrelationshipsorCOBRA.
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1. INTRodUCTIoN

Theevolutionoftheinternet,aswellasITandthetransformationoftheWebWideWeb,changed
themethodinwhichcustomerschoosetolink,communicateandinteractwitheachother.Social
networking sites (SNSs), defined as media consisting of several actors who build ties and form
relationships among each other, have provided convenient platforms for users to access and
communicateinformationeffortlessly(Goldenbergetal.,2009,Wallace,Buil&Chernatony,2017).
Boyd&Ellison(2007)definesocialnetworkingsitesasa“web-basedservicesthatallowindividuals
to(1)constructapublicorsemi-publicprofilewithinaboundedsystem,(2)articulatealistofother
userswithwhomtheyshareaconnection,and(3)viewandtraversetheirlistofconnectionsandthose
madebyotherswithinthesystem”(Boyd&Ellison,2007,p:211).Similarly,socialmediahasbeen
explainedasacollectionofIT,whichenablecommunicationsandinteracting(Kapooretal.,2017).
Theevolvingnature,aswellastheup-and-comingreachofSNS,hasincreasedthesocialmedia
adoptionrate.Thishasnotonlyledtoanincreasingnumberofusersbutalsoarangeofplatform
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optionsbeingavailable tousers suchasLinkedIn,Facebook,WhatsApp,Messenger, Instagram,
WeChat,QQ,Twitter,Tumblr,Qzone,YouTube,TikTok,SinaWeibo,Reddit,Snapchat,Viber,
BaiduTieba,Pinterest,etc.

Inthecontextofmarketing,SNSshavecreatedawin-winsituationbenefitingbothcustomersas
wellasmarketers(Hudsonetal.,2016).Specifically,customersareaclickawayfromsatisfyingtheir
needs.Incontrast,marketersandcompaniesusedifferentsocialmediatoolsasacrucialmediumfor
creatinganddeliveringmarketingmessagesandmaintainingsocialrelationshipswithcustomers,thus
enhancingoverallsatisfaction(Gu&Ye,2013).Asaresult,theconvenienceofongoinginteractions
betweenthecustomersandmarketersovertheseSNSshavesubstantiallytransformedconsumers’
behaviourandattitudes,givingthemtheauthoritytobethedecision-makersforabrand.Therefore,
SNSsseeminglyplaytheroleoffacilitatorsforcustomersintoday’ssocialecosystem(Munzel&
Kunz,2014;Pagani,Hofacker&Goldsmith,2011).

Consequently,customershavenowmetamorphosedfrommerereceiversofabrand’smerchandise
tosubstantialco-creatorsinthevaluechain,whichleadtotheriseofsocialmediainfluencers(SMIs)
ormicro-celebrities.SMIshavebuilta‘considerablecommunityofsocialmediausersfollowingthem
(DeVeirmanetal.,2017),whocreditsSMIsastrustedopinionleadersoriginatingfrom‘peoplelike
me’.Thesemicro-celebritiesarecomparativelymoreaccessible,realandrelatablethanthetraditional
celebritiesbecauseoftheconfidentialinformationtheychoosetoshareabouttheminutedetailsof
theirlivesontheirsocialmediaprofiles(Schau&Gilly,2003).SMIsaredefinedashighlyinfluential
publicfigureswithaconsiderablenumberoffollowersthroughoutvariousSMplatforms(Varsamis,
2018).Severalstudieshavealsoaddressedtheseinfluentialpeopleas‘humanbrands’whocanbe
definedas famouspersonalitiesused formarketingefforts (Closeetal.,2011).The reviewsand
opinionsgivenbyaconsumerhavesuchimmensereachanddominanceoverotherconsumersthathave
ledtotheabstractionofinfluencermarketingintheworldofbusinessstrategies(Yusufetal.,2018).

Considering this, conductingmarketingactivities through influencers canbeperceivedas a
“formofmarketinginwhichmarketersselectandfinanceSMIstobuildandendorsetheirbrand
imageinthemindsoftheinfluencerandthefollowersoftheseinfluencers”(Yodel,2017)making
themseemlikeauthenticopinionleadersofthebrand.Formanyyears,marketershavebeenusing
celebrity endorsers in their advertising campaigns, keeping in mind that using a credible figure
toconveytheirmessagewouldenhancetheeffectivenessandimpactoftheirmessage(Friedman,
Termini&Washington,1976).

Thesecelebritiestendtograbcustomerattentionaswellasincreasethecustomer’sbrandrecalland
recognition.However,withtechnologicaldevelopmentsandtheincreasingsignificanceofsocialmedia
marketing,marketershavestartedlookingtoSMIsasthenewendorsers,whoseemtoshowthequalities
ofbothcelebritiesaswellaspeers(Booth&Matic,2011;Lou&Yuan,2019).Thesecelebrities–peer
hybridsnotonlyplaytheroleofactiveambassadorstobrandsbutalsocarrytheadvantageofsharing
socialbelongingwiththeusers,satisfyingtheirneedsofconsistency,identification,affiliationand
attachment(Rindovaetal.,2006).MoreandmorebrandsarenowworkingwithSMIstoreachoutto
theirtargetaudience,promotetheirproductsandeducatetheconsumersabouttheirproductuse(e.g.,
tutorials,unboxing,hacks,etc.)(eMarketer,2015).Marketersarenowusingresearchanddifferent
metricstochoosethemostappropriateSMIsfortheirbrands.Nevertheless,researchinthisareais
stillscarce(Uzunoglu&Kip,2014).Therefore,thispaperproposestoexamineandcomprehendthe
growingrelevanceofinfluencermarketingbyfocusingonunderstandinghowcustomerstendtojudge
aninfluencerbasedonthecongruencebetweentheirpersonalityandtheinfluencer’spersonality.

1.1 Social Media Platforms
E-MarketingandtheInternetgainedagreatattentionfromscholarsatmanydifferentfronts(El-
Gohary,2010;El-Gohary,et.al.,2009;El-Gohary,2009).However,SocialMediamarketingstarted
togainmuchmoreattentionrecently.FromthevariousavailableSMplatforms,thisstudyinvestigates
onlytwomajorplatforms:InstagramandYouTube.Thesehaveattractedmuchattentionfromboth
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consumersaswellasmarketers(Anderson&Jiang,2018).Withinthisregard,Instagramisoneofthe
mostrapidlyrisingimageandshortvideo-basedsocialmediaapplicationswithapproximatelyone
billionmonthlyuniquevisitorsglobally(Shaulova&Biagi,2019).Itoffersusersadistinctivewayto
postpicturesandvideos,andhavetheoptionofusingdifferenteditsandfilterstoenhancetheimage
quality(Hu,Manikonda&Kambhampati,2014).Thetagging(@)andhashtag(#)featuresusedon
Instagramallowuserstotagandlinkconversationsrelatedtothesametopicfromdifferentcorners
oftheworld,hencecreatingatrend.Forexample,asong‘InMyFeelings’bytheCanadiansinger
Drakecreatedacrazeonsocialmediacalledthe#kikichallengewherepeoplemadesillydancemoves
outsidemovingvehiclestothetuneofthesong.AnInstagrambasedcomedian,@theshiggyshow,who
challengedpeopleto#DotheShiggy,startedthistrend.Thischallengeattractedmillionsofresponses
fromdifferentpartsoftheworld(Chauhan,2018).Instagramuserscanbeconsumers,celebrities,
organisations,smallbusinesses,etc.whohavetheoptionofmaintainingaprivateorpublicaccount.
Becauseoftheincreasinguserbaseandtheinnovativeinterface,Instagramhasledtotheriseof
SMIsreferredtoas‘#Instafamous’(Marwick,2015;Senft,2008,2013).Instagramallowsusersto
engagewiththeseinfluencersinseveralwayssuchasbyfollowing,liking,commentingandsending
directmessages.Additionally,thenewInstastoryfeatureallowsuserstogivea‘shoutout’totheir
favouritebrandsoraccounts(e.g.,@Ascia,@cameroondallas,@zachkingaresomefamousInstagram
SMIs).This tactic isaformof(E-WOM)whereuserscanmentionoruploadabrand’snameor
profilescreenshotasameansofshowingsupportandincreasingthebrandhasorpage’sexposure.

YouTubehasbeenreferredtoasa“convergenceoftraditionalentertainmentchoicesoftelevision,
music,andfilm”(Shao,2009,p.12).ItisoneofthemostpopularsearchplatformsafterGoogle(The
Top500,2017).AccordingtoPewResearch(2014),YouTubehasamoreextensiveuserbasethan
LinkedInorTwitter(Mitchell,Gottfried,Kiley&Matsa,2014).YouTubeusershavetheoptiontoset
uppersonalprofileswithalogoftheirsubscribers,likes,recentactivities,history,etc.Thecontenton
YouTubeispurelyvideo-based,rangingfromprofessionallyproducedcontent(Kruitbosch&Nack
2008) touser-generatedcontent. (Burgess&Green2009).YouTubehasalsobecomeapotential
platformforordinarypeopletobroadcastthemselvesandcreatean‘influencer’imagebycreating
andpostingcontentincludingDIYtutorials,musiccovers,unboxing,fitnessandlifestylevideos,
webseries,etc.(Burgess&Green2009;andLange2007).Forexample,ShawnMendes,afamous
singer,startedhiscareerbysingingsongcoversonYouTubeandnowisconsideredoneofthemost
admiredsingersamongtheyoungergenerations.MyLifeasEva,PewDiePie,Zoella,andMichelle
PhanaresomeotherfamousYouTubeSMIs.TheseYouTubecelebritiesareseenasmoreauthentic
thanmainstreamcelebritiesarebecauseoftheblurredsocialdistancebetweenthem.Severalstudies
intheliteraturehaveaddressedYouTubecelebrities(Lange,2007,March;Burgess&Green,2009,
Ferchaudetal.,2018,andLee&Watkins,2016).CustomerengagementonYouTubeisdemonstrated
throughactsthataYouTubeusercanuseconcerningthematerialsofferedontheplatform(such
aslike,dislike,share,etc.).Furthermore,customerengagementasaresultofwatchingavideois
expectedtobehighercomparedtoothernon-videobasedplatforms.

1.2 Beauty Influencers
GiventheincreasingdesireforKorean’glassskin’and‘on-fleek’makeupamongfemaleconsumers,
thebeautyindustryisrapidlyevolvinganddiversifyingthefemale-dominatedmarket.Consequently,
thechangingdigitallandscapehaschangedthewaythecosmeticsindustrychoosestopromoteitself,
demandingachange in themarketing strategiesof thesecompanies.A journey fromairbrushed
andhighlyeditedadcampaigns toauthenticityandcomplete transparencyhas led to the riseof
#beautygurusand#instafamousbeautyinfluencersonSMplatformslikeYouTubeandInstagram.
However,thereisnoproperdefinitionforabeautyinfluencer(“BeautyInfluencerMarketing,2018).
Thisstudydefinesabeautyinfluenceras‘asocialmediauserwhohastheresources,knowledge,and
expertisetoproduceandpublishoriginalcontentontheapprisedmakeuptrends,andlatestfads.These
socialmedia-basedinfluencersuseuprightness,authenticity,andexpertisetogivetheirfollowersa
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glimpseoftheireverydaylives,henceshapingcustomeropinions.Mostimportantly,whenitcomes
tomakeupbrands,theseinfluencersdonot‘sell’thebrand;theycritiqueitbycomparingdifferent
competitors’brands(Kinski,2017),makingitallthemoreimportantformarketerstostayinthe
SMIs’goodbooks.Moreover,theseSMchannelsareofferingaplatformforbrandsandinfluencers
tocollaborateanddeliverbetterandmoreinnovativesolutionsforthebeauty-consciouscrowd.

Theconceptofself-congruitywillbeusedinthispapertosupportmarketersaswellasinfluencers
inbrandingthemselves.Previousstudieshavesuggesteddifferentmetricsformeasuringanideal
SMIbasedonpopularity,views,followers,etc.However,thisstudylooksatthesebeautyinfluencers
fromthecustomer’sperspectiveandidentifieshowimportantafactortheblogger’spersonalityisin
assessingtheeffectivenessoftheblogger.Userstendtolookforactualandidealself-congruitiesin
differentsituations(He&Mukherjee,2007).Accordingly,Wangetal.,(2015)concludedthatwhen
anSMIportraysarealisticimageofthemselvesbydisplayingtheirmakeup-freeskinortalkingabout
theirskinissues,userstendtorelatewiththemmoreforcefully,experiencingactualself-congruity.

Meanwhile,asabloggerorSMIdisplaysacharismaticimageofhimselforherselfbyalways
lookingperfect,thisencouragestheuserstoconnectwiththeSMIbecausetheyidealisethemand
wishtobecomelikethem.Self-congruityisarelevantpsychologicalconcepttoapplytothebeauty
industry,asself-congruitycanberelatedtopersonality-basedimages,andthebeautyindustryfalls
underthehedonicconsumptioncategory.Beautyfollowersaccountforapproximately25%oftheentire
Instagramcommunity(Rao,McDowell&Parisi,2018),whereasonYouTube,thecosmeticscontent
aloneamountstoaround169billionviews(“YoutTube:Annualbeauty”,2019).Theauthenticityand
thecreativepersonalitiesofthesebeautyinfluencershavemadethemmoreappealingthantraditional
celebrities(Frechaudetal.,2018).GiventheincreasingimportanceofSMIsinthebeautysector,
thisstudyfocusesoncongruity relationships in thebeauty industry, specificallywith thebeauty
influencersonYouTubeandInstagram.

1.3 Research Problem
Influencermarketingisanevolvingconceptandisacrucialmarketingtoolusedbymarketersthat
havebeenchangingbusinessdynamics.MarketingliteraturehasidentifiedtheroleofSMIsmainly
fromthemarketers’perspective;however,veryfewstudieshaveconsideredanalysinginfluencer
marketingfromtheusers’perspective.Therefore,afteridentifyingthisissue,thecurrentstudyaimsto
evaluatecustomers’perspectivesofSMIs.Furthermore,alongsidetheadvancementofSMchannels,
thebalanceofrolesandrelationshipsbetweencustomersandmarketersaswellasbetweencustomers
andcelebrityinfluencershasshifted.Thepowerofcontrolanddecisionhasdramaticallychanged
frommarketersorcelebrityendorserstocustomers,whochoosetodefineabrand,productorcelebrity.

Moreover,theyalsohavethepowertoinfluenceotherusersviadifferentsocialmediaplatforms,
makingtheseusershybridpersonalitiesbetweenapeerandacelebrity.Suchashiftofpowerrepresents
ahugechallengeformarketerswhoneedstokeepthecustomers’positiveperceptionoffirmbrands
andtoregulatewhatisbeingdiscussedaboutsuchbrandviaE-WOM.Therefore,understandingthese
relationshipsisessentialformarketerssotheycandealwiththeircustomersthoughtfullyandchoose
therightinfluencerstopromoteanddisseminatebrand-relatedinformation,whichmaygivethem
bettercontroloverwhatideasreachtheirtargetcustomers.Keepingtheseissuesinmind,webelieve
thereisastrongneedtoobserveconsumerrelationshipsandbehavioursfromadigitalperspective.

1.4 Research Questions
Thisresearchdirectstowardsansweringthebelow-mentionedresearchquestions:

RQ1:HowdoconsumersevaluatetheirrelationshipswithSMIsbycomparingtheirpersonalities
withtheSMIs’personalities?

RQ2.1:Howdoestheconsumers’perspectiveofSMIsaffect theinfluencermarketingstrategies
adoptedbymarketers?
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RQ 2.2:Howdotheinfluencermarketingstrategiesadoptedbymarketersshapetheconsumers’
judgmentaboutthebrands?

RQ3:Aresocialmediaplatformscontext-specificconcerningconsumerengagement?

2. LITeRATURe ReVIew

2.1 Image Congruity
Imagecongruityisasubjectthatgainedconsiderableattentionintheliteratureoverthelastfewyears.
Itiselucidatedasthe“degreeofmatchormismatchbetweenaconsumer’sself-conceptandaproduct
orbrandimage,storeimage,destinationimageoruserimageofagivenproduct,brandorservice”
(Sirgyetal.,2000;Sirgy&Su,2000;Sirgyetal.,1997).Meanwhile,imagecongruityisconsidered
asafundamentaldeterminantofconsumerattitudes(Jamal&Goode,2001;Sirgyetal.,1997;Samli
&Sirgy,1981).Theliteraturehighlightsbrandimageasabroadconceptinvolvingbothcognitive
aswellasemotionalfactors,reflectingthevalue-basedandutility-basedaspectsofabrand(Sirgy
&Johar,1999).Imagecongruityisfurtherclassifiedintotwobroadoutlooks,whichareself-image,
andfunctionalcongruity(Wangetal.,2015;He&Mukherjee,2007);however,thisstudywillbe
focusingonlyontheself-congruityaspect.Theimagecongruityconstructhaspertainedtodifferent
productcategoriesintheliterature,suchastourism(Ahn,Ekinci&Li,2013),coffeeshops(Kang
etal.,2012),thefashionandbeautyindustry(Audrezetetal.,2018),sports(Lee&Koo2015)and
more.Thefollowingsectionsthoroughlydiscussthetwoaspectsofimagecongruity.

2.1.1 Congruity and Celebrity Endorsements
Celebrityendorserrefersto“apublicfigurewhoenjoysrecognitionandwhousesthisacknowledgement
andappreciationonbehalfofabrandorproductbyendorsingtheproductorbrandinanadvertisement”
(Lieb,2018;McCracken,1989).Meanwhile,celebrityendorsementisaneffectivepromotionstrategy
thathelpsmarketers transfer thevaluesandpersonalityofacelebrity to thebrand image,hence
affectingconsumers’preferencesbasedontheirconfidenceinthecelebrities’expertise,attractiveness
andtrustworthiness.Consequently,consumerstendtoprefercertainbrandsaswastoreflectalifestyle
comparabletothelifestyleofthecelebrityhim/herself(Zhuetal.,2019;Erfgenetal.,2015;Mishra,
Roy&Bailey,2015;Miller&Allen,2012).Inmarketingliterature,therearetwomajortheoriesused
todiscusstheconceptofcelebrityendorsements,whicharetheMatchupHypothesis(Till&Busler,
2000;Kamins,1990;Misra&Beatty,1990),andtheMeaningsTransferModel(Choi,Lee&Kim,
2005;Erdogan,Baker&Tagg,2001;Miciak&Shanklin,1994;McCracken,1989).

Thefirsttheory,thematch-uphypothesis,canbeunderstoodasacongruence(Misra&Beatty,
1990;Fleck&Quester,2007)orfit(Keel&Nataraajan,2012),whichsuggeststhatthecelebrity’s
characteristicsshouldberelevanttothebrand’sattributes.Usingacelebrityinadcampaignswhose
imagefitstheendorsedbrandimageisperceivedtobemorepersuasivethanlesserfit(Erdogan,1999;
Knoll&Mathes,2017).Likewise,the‘meaningstransfermodel’impliesthattheconsumers’society
isbasedaroundcertainbeliefsandcultures,andthecelebritieshavesomeculturalsignificanceinthe
eyesofthecustomers;thusthecelebrityendorsertransferssomemeaningtotheproductorbrand
thattheyendorse(McCracken,1989;Mishra,Roy&Bailey,2015).

Fromacustomers’perspective,severalstudieshaveusedthebalancetheorytoexplaintheir
arguments(Roy,Gammoh&Koh,2012;Mowen,1980),statingthatcustomersprefertomaintain
balanceinthedifferentelementsoftheirsocietalandsocialenvironment.Assuch,customersprefer
brandsandcelebritiesthataresimilartotheirself-perception(Roy,Gammoh&Koh,2012;Mowen,
1980).Theabovementionedtheoriesareinlinewithcongruitytheory,whichclaimsthatincongruence
resultsinnegativeconsumerbehaviourandnegativeevaluationofthebrand(Keel&Nataraajan,2012).

Inthemarketingliterature,severalscholarshaveusedtheself-congruityconcepttodemonstratethe
customer-brandrelationship,customersbrandloyalty,brandattitudes,andbuyingintentions(Wanget
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al.,2015;Aguirre-Rodriguezetal.,2015;Roy&Rabbanee,2015;Koo,Cho&Kim,2014;Kangetal.,
2012).Asanextensionofthesestudies,self-congruityhasalsobeenappliedtocelebrityendorsements,
whichisacommonlyadoptedstrategyusedbymarketerstopromotetheirbrandorproductbased
onapersonalityorlifestyle.Ascustomers,tendtobuythebrandsofaspecificproductasasource
ofself-countenanceandexpressionandtrytoportrayacertainstandardofliving(Mishra,Roy&
Bailey,2015;Chernev,Hamilton&Gal,2011).Consequently,congruentcelebrityendorsementstend
tobemoreefficientthanincongruentcelebrityendorsements(Boon&Lomore,2001;Thompson,
2006;Wangetal.,2015;Kamins&Gupta,1994).However,themajorityofresearchstudieshave
appliedcongruitytheorytounderstandcelebrity–brandcongruityandconsumer–brandcongruity,
althoughcelebrity–consumercongruityalsoplaysacrucialroleininfluencingcustomers’attitudes
(Boon&Lomore,2001;Choi&Rifon,2012;Albert,Ambroise&Florence,2017).Consequently,
thispaperrepresentsanendeavourtocomprehendtheimpactofcelebrity-consumercongruityor,
morespecifically,SMI-socialmediausercongruityoncustomers’engagementonSMplatforms.

2.1.2 Self-Congruity and Social Media
The increasing importance of understanding customers’ relationships and behaviours on SNSs
encouragetheadoptionofthecongruitytheorytotheonlinecontextandspecificallytotheevolving
SMplatformssuchasYouTube,PinterestandInstagram.Self-expressiononSNSsisconsidered
asasignificantresearchsubjectinmarketing(Kim&Lee2011).Socialmediaplatformsoffera
uniquesettingforconsumerstoexpressthemselves,giventhedegreeofcontrolthattheusershave
ontheirself-presentation(Seidman,2013;Kooetal.,2014).McKenna,GreenandGleason(2002)
found thatcomponentsofbothactualand idealselvesareportrayed throughuser’ssocialmedia
profiles.Moreover,thesesocialmediaplatformsexposeuserstohighlevelsofsocialcontact;asa
result,Walther(2007)suggestedthattheproliferationofself-imagealongwithself-presentationhas
occurred.TheseSMplatformspermituserstobuild‘socialrelationships’,definedas“theextentto
whichausergainsbenefitsfromthesocialplatformandeventuallybuildsinterpersonalrelationships
withthatsocialecosystem”(Kimetal.,2011a).

Theliteratureoncelebritiesaswellashumanbrands(Close,Moulard&Monroe,2011;Thompson,
2006)hascalledformorestudiesonthehowpeoplebehaveandportraytheself-conceptwithrelation
totheinternet.AccordingtoKim,LeeandBonn(2016),userstendtouseself-expressiontoreflect
anidentityofbelongingnesstoasocialgroupandcontinuetoengagewiththesegroupstobuildon
theseidentities(Kim,Lee&Bonn,2016).However,thereismuchdebateonwhetheranindividual
expressestheiractualselforidealselfonsocialplatforms.AccordingtoBacketal.,(2010),social
mediausers’areinclinedtodisplaytheirgenuineselvesonFacebooktomaintainauthenticityin
these‘extendedsocialnetworks’.WhereasManagoetal.,(2008)proposethatuserprofilesonsocial
networksareused toexpressan idealisedself, termed the ‘idealisedvirtual identityhypothesis’,
whichhasbeendefinedasuserprofilesdisplayingidealisedcharacteristicsthataredifferentfrom
theiractualselves.Contrarytothat,Backetal.(2010)proposedthe‘extendedreal-lifehypothesis’,
whereusersexpresstheirreal-lifepersonalitiesonsocialnetworks.

2.2 Influencer Marketing
Influencer marketing has been elucidated as “the art and science of engaging people who are
influentialonlinetosharebrandmessageswiththeiraudiencesintheformofsponsoredcontent”
(Sammis,Lincoln&Pomponi,2016;p7).Assuch,micro-celebritiesorSMIsserveasatoolfor
acreativemarketingapproach,referredtoasinfluencermarketing,tobuildstrongerrelationships
withcustomers.Brown(2008)definesinfluencermarketingasa“methodthatascertainsandtargets
potentialinfluencersinamarketandhiresthemasrepresentativesoftheirbrand”.Brown(2008).
These influencersareacrucialpartof thedecision-makingecosystemofaconsumer, revolving
aroundthedailylivesofthedecision-makers(Brown,2008).Itisnearlyimpossibleforanindividual
toscrolldowntheirsocialmediafeedwithoutencounteringinfluencermarketing.
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Consequently,influencermarketingcanbeperceivedfromtwodifferentstances:asaformof
productplacement(Russell&Belch,2005;Audrezetetal.,2018)orasE-WOMmarketing(Pophal,
2016;Wroblewski,2017).Forexample,marketerscaneithersendsamplesoftheirproductstothe
influencers,whothenreviewtheproductsontheirchannels,ormarketerspaytheinfluencerstoendorse
theirbrandsontheirsocialprofiles(Sammis,Lincoln&Pomponi,2016).Emphasisingtheproduct
placementsideofinfluencermarketing,whichhasalsobeenreferredtoassponsoredposts,seeding
campaignsornativeadvertising,marketersdeliberatelyincludecontrolledbrand-relatedmessagesinto
theregularposts,blogsorvlogsoftheSMIs(Audrezetetal.,2018).Ontheotherhand,E-WOMis
apromotionaltechniquethatgivesmorecontroltotheconsumersthanthemarketers;however,with
influencermarketing,itcanbeseenasanoldstrategyimplementeddifferently.Influencermarketing
allowsmarketerstochoosetherightinfluencerreliantonthesortoffollowersandthestrengthof
therelationshiptheysharewiththeirfollowers(Ewers,2017),thuscontrollingwhospreadswhat
messageabouttheirbrand.

Theliteraturehasaddressedthenotionofinfluencermarketingonsocialmediafromdifferent
perspectives.DjafarovaandRushworth(2017)investigatedtheeffectsofInstagraminfluencerson
youngfemales’purchaseintentions.Similarly,Gong&Li(2019)examinedtheimpactofPSRon
consumers’approvalofthepromotionalactivitiescarriedbyinfluencersandhowthatinfluences
theirengagementwithabrand.Alongsimilarlines,JohansenandGuldvik(2017),inanexperiment,
evaluatedthereactionsofsocialmediauserstoinfluencer-orientedadsvsconventionaladsandhow
thisimpactedconsumers’purchaseintentions.Likewise,Choi&lee(2019)examinedtheimpactofan
influencer’strustworthiness,attractivenessandexpertiseonconsumers’attitudeandengagementwith
brands,andhowPSRregulatestheconsumers’responsestoinfluencer-orientedbrandendorsement.

Kim&Song(2016)emphasisedtheimportanceofself-disclosureinpara-socialinteractions
(PSIs), concluding that self-disclosure by SMIs leads to stronger PSRs. Self-disclosure theory
explainsthatwhenacelebrityconnectswiththeirfansintimatelyorinformally,itincreasesthePSIs
andPSRsbetweenthecelebrityandhis/herfollowers.Consequently,inthesocialmedialandscape,
followersexperiencehigherlevelsofself-disclosurebecauseoftheuncensoredupdatesaboutan
influencer’sintimatedetails,aswellashavinganinterfacethatallowsthemtoreachouttotheir
favouriteinfluencers.This,inturn,increasesemotionalengagementbetweencelebritiesandfans,
whichenhancesthequalityofPSR(Marwick&Boyd,2011;Audrezetetal.,2018).

Influencermarketingbenefitsnotonlymarketersbutalsoinfluencersthemselves.Ononeside,the
marketerscanuseaninexpensivepromotionalstrategytogettheirmessageacrosstotheperfecttarget
group(Loeffler,2016);whilethismaybetrue,influencerscanalsobenefitinseveralways.Firstly,
thepartnershiptheysharewiththebrandallowsthemtohaveaccesstonewlylaunchedproducts,
especiallyinthecaseofpremiumproducts,whichareusuallylimitedstock.Secondly,thisalsohelps
themgrowtheirpopularityandformaVIPoreliteimageintheirfollowers’opinion(Ewers,2017).

2.3. engagement
In social sciences, the theory of engagement was addressed from various standpoints such as
organisational behaviour, psychology, sociology, marketing and political science (Kuvykaitė &
Tarutė, 2015). The literature on engagement has 50 definitions that address the concept from
differentaspectsanddimensions(Brodie,Hollebeek,Juric&Ilic,2011).Nevertheless,inlightof
thestudyemphasisonmarketingandconsumerpsychology,theterm‘engagement’willbeusedto
addressco-creation,decision-makingandinteraction,wheretheengagementcontextandconsumer
engagementbehaviourschangeaspertheobjectsorbrands(Hollebeek,2011).Brodieetal.,(2011)
definedcustomerengagementas“apsychologicalstate,whichoccursbyvirtueofinteractivecustomer
experienceswithafocalobject”(Brodieetal.,2011,p.6).WhereasHollebeek,etal.,(2016)and
Hollebeek,MalthouseandBlock(2016)viewedthisconceptasaninvoluntaryusageofknowledge,
skillsetc.alongwiththeresourcesforinteractingwithabrand.



International Journal of Customer Relationship Marketing and Management
Volume 13 • Issue 1

8

Considering the related literature, customer engagementwas addressedbasedon twomajor
foundations,whichare service-dominant logic (Hollebeek,Malthouse&Block,2016;Brodieet
al.,2011)andrelationshipmarketing(Brodieetal.,2013).Alongsidetheshiftfromconventionalto
non-conventionalstandpoints,theconceptofmarketinghasalsotransferredtoacustomer-centric
concept insteadofaproduct-centricconcept(Deshpandé,Farley&Webster,1993).Relationship
marketinghasbeenreferredtoasmarketingeffortsthatleadtoestablishingandpreservingprosperous
relationshipsbetweenmarketersandconsumers.Inthenewera,marketersnotonlyfocusonproducts
butonco-creatingvalueandbuildingrelationships.(Morgan&Hunt,1994).Likewise,thegoods-
dominantlogicpointofviewconsideredconsumersastheendpointofthevaluechain.Incontrast,the
service-dominantlogicperspectivetreatsconsumersasco-originatorsofthevaluethroughcontinuous
interactionandcollaborationamongcustomers,firmsandotherplayersofthevaluechain(Dolanet
al.,2015;Karpen,Bove&Lukas,2011).Thisco-creationofvalueisaresultofcustomers’‘engaging’
behaviours(Lusch,Vargo&Tanniru,2010).

Customerengagementbehaviourliesbeyondmeretransactionalexchanges, transformingthe
customers’statusfromjustbeneficiariestobecomingbrandadvocates.Thesebehaviourshaveled
toaddressingengagementasthreemeasurementconstructs,whicharethecognitive,emotional,and
behaviouraldimensions(Mollen&Wilson,2010;Calderetal.,2009;Sprottetal.,2009;Bowden,
2009).Thecognitiveaspectlooksatconsumers’engagementbehaviourfromanintellectualperspective
concerning the utilitarian aspects of brands or objects, such as though processing, interest and
elaborationofcostsandbenefits(Hollebeeketal.,2014).However,theemotionalaspectisrelated
tothehedonicattributesthatstimulatefeelingsoremotionstowardsanobjectorbrand(Abdul-Ghani
etal.,2011).Meanwhile,thebehaviouraldimensiondirectlylinkedtotheactionofengagementand
interaction(VanDoornetal.,2010).However,thispaperfocusesonthebehaviouralandemotional
conceptualisationofmediaengagement,combinedwithCOBRAtypologyandPSR.

2.3.1 COBRA Typology
InapplyingtheUGTtosocialmedia,twotrendshavebeenexplored.Firstly,userstendtoengage
inmorethanonesocialmediaplatformsimultaneously;secondly,consumersperceivesocialmedia
channelsasinformationandcommunicationmeanstosatisfycustomers’needs(Chi,2011;Kwonet
al.,2014;Muntingaetal.,2011;Papacharissi&Mendelson,2011).Thesestudiesonsocialmedia
UGThaveanalysednumerousmotiveswhyusersengageindifferentbehavioursonsocialmedia.For
example,Park,KeeandValenzuela(2009),intheirstudyonusers’motivationsforusingFacebook,
foundfourprimaryneeds:“socialising,entertainment,self-statusseekingandinformationseeking”
(Park,KeeandValenzuela,2009).Drawingonthistheory,Shao(2009)suggestedthatcustomers
interact with user-generated content in 3 different ways, which are producing, consuming, and
participatinginbrand-relatedcontent.ThesefindingswerefurthervalidatedbyMuntingaetal.(2011),
resultinginatheoreticalframeworkcalledtheCOBRAtypology.Schivinski,Christodoulidesand
Dabrowski(2016)definedCOBRAas“asasetofbrand-relatedonlineactivitiesonthepartofthe
consumerthatvaryinthedegreetowhichtheconsumerinteractswithsocialmediaandengages
in theconsumption,contribution,andcreationofmediacontent”(Schivinski,Christodoulides&
Dabrowski,2016,p.6).

2.3.2 Para-Social Relationships (PSIs)
Theywereproposed in1956, byHorton&Wohl (1956)whodefinedPSIs as “pseudo-intimate
relationshipbetweentheaudienceandmediapersonalities”(Lim&Kim,2011,p.767;Horton&
Wohl,1956).WhereasEllis,Streeter&Engelbrecht(1983)defineitas“simulacrumofconversational
giveandtake”(Ellis,Streeter&Engelbrecht,1983,p.215) todescribe therelationshipbetween
fansandfamousmediapersonalities.Thesepara-socialinteractionsbetweenfans/usersandmedia
figuresareseenasillusionsofreciprocalsocialexchanges,whichareinitiatedbycelebrities,which
allowtheattendanceof theviewers(fans) in theirenactmentsandindulgein informal tonesand
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bodylanguagesgivingagistoffacetofacedirectconversations.Horton&Wohl(1956)viewPSIs
asapracticethatis“characterisedbyfeltreciprocitywithaTVperformerthatcomprisesasense
ofmutualawareness,attention,andadjustment”(Horton&Wohl,1956).Consequently,thesepara-
socialInteractionseventuallytransformintoPara-socialrelationships.Para-socialRelationshipsor
PSR’saremoreenduringemotionalbondsthatarefansdevelopwiththeirmediapersonalities.These
bondscaneitherbenegativeorpositivelong-termsocio-emotionalbondsbetweenfansandmedia
celebrities. However, some scholars have used PSR to address these asymmetrical relationships
basedonauniquemediaexperience,Horton&Wohl(1956)referPSR’sasmorepersistentone-sided
intimaterelationshipsbetweenfansandcelebritiesthatdevelopasaresultofmultipleencounters.

Morespecifically,aPSRisaone-sidedrelationshipinwhichonepersonemotionallyconnects
with another famous personality, which is entirely unaware of the other person. These kinds of
relationshipsarecommonwithfamouscelebrities,sportsstarsandmediapersonalities.According
to the media literature, PSIs have been addressed as “imaginary social relationships” (Cohen,
2004),“imaginaryfriendships”(Perse,1990),“anillusionofaface-to-facerelationship”(Horton
&Wohl,1956)and“aninterpersonalinteractionbetweenthemediauserandthemediacelebrity”
(Schramm&Wirth,2010;Rubin&Step,2000).However,Cohen (2004)&Klimtet al. (2006)
considerPSRsas extensionsof real socialbehaviour, as they showsimilar characteristicsbased
onaffective,cognitiveandbehaviouralinteractions(Cohen,2004;Klimmtetal.,2006;Yuksel&
Labrecque,2016).Accordingly,thetheoryofPSRsevaluatesthebiasedrelationshipbetweenthe
audienceandthemediapersonabasedonthreeresponses:perceptual-cognitiveresponse,affective
responseandbehaviouralresponse.Theperceptual-cognitiveresponseisanindividual’sperception
andevaluationofthecelebrity,relatingthemtotheirpersonalexperiencesandcomparingbetween
themselvesandthepersona.Theaffectiveresponseisrelatedtothepositiveandnegativeemotions
towardsapersona.Lastly,behaviouralinterventionreferstotheverbal,non-verbalandpara-verbal
behavioursandbehaviouralintentionsofanindividual(Schramm&Hartmann,2008;Klimmtetal.,
2006;Hartmannetal.,2004).

3. ReSeARCH CoNCePTUAL FRAMewoRK ANd HyPoTHeSeS

H1:User-SMIimagecongruitypositivelyaffectsPSRsbetweentheuserandtheSMI.
H2: User-SMI image congruity positively affects customers’ engagement behaviour on SNSs

(COBRA).
H3a:Therelationshipbetweenself-congruityandPSRsismoderatedbyplatformtype.
H3b:Therelationshipbetweenself-congruityandcustomers’engagementwithbrands(COBRA)

ismoderatedbyplatformtype.
H4:User-SMIPSRshaveapositiveimpactonconsumers’engagementbehaviouronSNSs(COBRA).

4. ReSeARCH MeTHodoLoGy

4.1 Research design
Inadditiontothispaperaimtoidentifytheimpactofcongruitybetweenasocialmediauserandan
influenceroncustomers’engagementonsocialmediaplatforms,asmeasuredbyCOBRAandPSRs,
thestudyintendstounderstandhowcustomerengagementdiffersbetweentwodifferentsocialmedia
platforms.Buildingontheexistingpublishedworks,thecauseandeffectrelationshipbetweenthe
independentresearchvariable(self-congruity)anditsdependentvariables(COBRAandPSRs)will
beinspected.Takingintoconsiderationthenatureandaimofthecurrentstudy,whichdependsonthe
beliefthatconsumerbehaviourandrelationshipscanbemeasuredandquantified,thisstudyproposes
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hypotheses.Itusesscientificmethodstocollectandinterpretdata.Hence,thisstudyresonatesmost
appropriatelywiththepositivistapproachtounderstandingconsumers’socialmediabehaviour.

4.2 data Collection
Followinga thorough literature review,well-establishedandpreviouslyvalidatedmeasureshave
beenusedinthispaper.Furthermore,thequestionnairewasalsoassessedandscrutinisedbyexperts
inthemarketingandacademicfieldtoensurethattheitemswerenotambiguousandwereentirely
reflectiveoftheconstructsbeingmeasured.Moreover,apilotexaminationwasconductedtoconfirm
ifallquestionnairequestionsarewelldesignedandeasilyunderstoodfromalayperson’sperspective.
The questionnaire was piloted on a random sample of female students’ and employees at Qatar
Universityviaanonlinesurveytool,SurveyMonkey.Thirtyparticipantscompletedthepilotsurvey.
Thesuggestionsdrawnfromthepilotstudyhelpedtheresearchereliminateanyvagueterminology
orambiguousquestionsusedinthequestionnaire;moreover,italsohelpedprovethehighcontent
validityofthequestionnaire.Thesurveyconsistedof42itemsorganisedintofivesections.

Anonlinequestionnairewasadoptedtoassembletherequireddata.Sincethispaperexamines
consumerbehaviouronsocialmediaplatforms,anonlinesurveywasdeemedmoresuitable.Moreover,
onlinesurveysensurebetterreachtothetargetpopulation,arecomparativelycheaperandareeasier
toadminister.Thetargetpopulationusedinthisstudyisthefemalepopulationagedabovetheage
of16years living in theStateofQatar.Given the fact that thecurrent researchonlyfocuseson
understandingconsumerbehaviourinthebeautyindustry,focusingthestudyonfemaleswillresult
inmorevalidandrelevantresults.Acombinationoftwocommonlyusednon-probabilitysampling
techniques,snowballsamplingandconvenientsampling,wasadoptedtocollectdata(Tansey,2007).
Thequestionnaire resulted ina totalof270completedresponsesand180usable responsesafter
discardingincompleteorirrelevantresponsesasdescribedabove.

4.3 data Analysis
Datawereanalysedwithtwosophisticatedstatisticalsoftwarepackages:IBMSPSSv23andAMOS
v24.SPSSwasused tocarryout thedescriptiveanalysis, theKaiser–Meyer–Olkin (KMO) test,
Barlett’stest,thereliabilityanalysis,andmoderatedmultipleregression(MMR)analysis.Confirmatory
factoranalysiswasdonedependingonSPSS/AMOSv24package.

Figure 1. The research conceptual framework
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5. FINdINGS ANd dISCUSSIoN

5.1 descriptive Analysis
Withatotalresponsefigureof270participants,allincompleteandunusableresponseswerefiltered
out;consequently,180usableresponseswereusedforthesamplepopulation.

5.1.1 Age
Inthecurrentstudy,thepopulationwassegregatedintofouragegroups:16–21years,22–26years,
27–31years andabove31. In accordancewith a similar study in the literature (Wang,Huang&
Chen,2015),whichtestedbeautybloggers’informationalinfluence,thisstudyshowssimilarresults
concerningtheagegroupofthesamplepopulation.Themainstreamoftheparticipantswhopartook
in the current study age ranged from 22–26 years of age [mean (M) =2.36, standard deviation
(SD)=0.824)].Breakingdowntheproportions,thegroupaged22–26hadthehighestpercentage
(47.8%),followedbytheolderpopulationbelongingtothe27–31agegroupwith30.0%.Thenext
placebelongedtotheyoungerpopulation,whoseagerangedfrom16to21yearswith12.8%.Lastly,
thelowestproportion(9.4%)belongedtotheoldestagecategoryofabove31years.Thissample
populationalsoaccordswith thesampleofWang,HuangandChen(2015),which testedbeauty
bloggers’informationalinfluence.AccordingtothestudyofWang,HuangandChen(2015),the
majorityofthesamplesizefittedwiththeagegroupof21–25years.

5.1.2 Nationality
Thepopulationhighlightedinthisstudywasdividedintotwomaintypes:Qatariandnon-Qatari.
Takingintoconsiderationtheaveragescoreofthepopulation,themajorityofthepopulationwere
non-Qataris(M=1.53,SD=0.500).Consequently,53.3%ofthestudypopulationbelongedtothe
expatriategroup(i.e.thenon-QataricitizensofQatar),whereasthelocalQataripopulationhada
comparativelylowerratioof46.7%.Thisisunderstandable,giventheoverallcharacteristicsofthe
populationoftheStateofQatar.Accordingtotheworldpopulationreview,thetotalpopulationof
Qatarconsistsof2,839,386people,withonly10%ofthepopulationbeinglocalQataris,whereas
theother90%populationbelongstoothernationalities(QatarPopulation,2019).Sincethestudy
wasdistributedtoallfemalesalllivingintheStateofQatar,thesamplepopulationreflectsmore
thanhalfofthepopulationbeingnon-QatarisresidinginQatarandtherestofthesampleareQataris.

5.1.3 Education Level
The current study apportioned the population into three different categories based on the level
of education, which are professional or doctorate degree, Bachelor’s degree or less, and Master
degree.Thecalculatedaverageoftheresearchpopulationshowsthatthelargestproportionofthe
studypopulationwereMasterdegreeholders(M=1.78,SD=0.679).Inpercentages,49.4%ofthe
populationwereMasterdegreeholders,similartoapreviousstudyonbeautybloggers’informational
influence(Wang,Huang&Chen;2015),followedbyeducationaldegreesattheBachelor’slevelor
lowerwith36.1%andthelowestproportionofpopulationfellunderthecategoryofprofessionalor
doctoratedegreeholders,with14.4%.

5.1.4 Social Media Usage Based on Age
SeeTable1.
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5.1.5 Social Media Usage Based on Nationality
SeeTable2.

5.2 Inferential Statistics
5.2.1 Reliability Analysis
ThefollowingtableshowstheoverallCronbach’sαvaluesforallconstructsthatwereconsideredin
thisresearch.Theαvaluesforthe36itemmeasuresusedinthestudytomeasurethegivenconstructs

(self-congruity,PSRsandCOBRA)wascalculatedandasseenintable3,theαvaluesforallthe
researchconstructsisgreaterthan0.7,whichfallsintotheacceptablerange(α>0.7).Withanoverall
Cronbach’sαof0.897,theexistenceofahighlevelofinternalconsistencyoftheresearchitemsis
guaranteedaccordingtotheguidanceprovidedbyEl-Gohary(2012),andNunnally(1978).

5.2.2 Confirmatory Factor Analysis
Thestudyinvolvesthreeconstructs:self-congruity(independentvariable),PSRs(dependentvariable)
andCOBRA(dependentvariable)measuringhavingatotalof36items.Theresultsoftheconfirmatory

Table 1. Cross tabulation of social media usage based on age

YouTube Instagram Total

AgeGroup Above31 70.6% 29.4% 100.0%

27-31 44.4% 55.6% 100.0%

22-26 41.9% 58.1% 100.0%

16-21 52.2% 47.8% 100.0%

Total 46.7% 53.3% 100.0%

Table 2. Cross tabulation of social media usage based on nationality

YouTube Instagram Total

Nationality Non-Qatari 39.6% 60.4% 100.0%

Qatari 54.8% 45.2% 100.0%

Total 46.7% 53.3% 100.0%

Table 3. Reliability results

Construct Reliability No. of Items

Self-Congruity 0.723 11

ParasocialRelationships 0.760 14

COBRA 0.849 12

OverallReliability 0.897 36
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factoranalysisindicatedthatalltenitemsweighingself-congruityshowedasignificantrelationship
withtheintendedconstruct;likewise,all12itemsmeasuringCOBRAweresignificantforestimating
therequiredconstructs.However,outof the14itemsusedtomeasurePSRs,oneitem(“Ireally
lovethewaythisinfluencerportraystheirpersonality”)wasdeleted,asitdidnotshowasignificant
relationshipwiththerespectiveconstruct,PSRs(p=0.718).

Moreover,theCronbach’sαvaluehasincreasedforPSRsfrom0.760to0.773afterremovingthis
item.Likewise,theoverallCronbach’sαvalueforallitemsalsoincreasedfrom0.897to0.900after
removingtheitem.AssuchandconsideringtheCFAanalysisresults,almostalltheitemsshowed
highconvergentvalidity.Thiscanbeinferredfromthesignificancevalueshown.Asthelevelof
significanceisbelowp<0.05forallitems,itcanbeconcludedthattheitemsareappropriatefor
measuringtheproposedresearchconstructs,astheysignificantlymeetthetestofconstructvalidity
(Shahid,2011).Similarly,compositereliabilityshowedfavourableresultsforall35items:allitems
showedcompositereliabilitythatis>0.7,whichindicateshighinternalconsistencyaswellashigh-
reliabilitylevels(Eid&El-Gohary,2013;El-Gohary,&Eid,2012;Hairetal.,2010).

5.3 Hypothesis Testing
BeforetestingthehypothesesviamultiplelinearregressionandMMR,Pearson’scorrelationcoefficient
andlinearitytestsweredonetotestthestrengthandnatureoftherelationshipbetweentheresearch
independentanddependentvariables,aswellastoensuredatanormality(normaldistributionof
thedata).ResultsofthePearson’srsignpostedthatPSRsshowedacomparativelystrongerpositive
associationwithself-congruity(r=0.608,p<0.01)thanCOBRA(r=0.591,p<0.01).TwoP-P
plotsweregeneratedtoexaminethelinearityofthedependentvariablesinthestudy.Thesefigures
presentedtheP-Pplotsofthestandardisedresidualsofalinearregressionmodel.Itwasobserved
thattheregressionlinecloselypassesthroughall35datapointsinbothcases;formingacloselinear
patternandthusshowingapproximatelynormallydistributeddata.

5.3.1 Regression Analysis
Thecurrentstudyusesmultiplelinearregressiontoexaminetherelationshipbetweenself-congruity
andPSRs,self-congruityandCOBRA,andPSRsandCOBRA.

Testing the effect of Self-Congruity on PSRs (H1):Multiplelinearregressionwasusedtopredict
PSRsonthebasisofself-congruity(F(1,178)=104.645,p<0.000).WithanR2of0.370,themodel
isasignificantpredictorofPSRsandexplained37%ofthevariance.Moreover,theresultsshow
theregressioncoefficients,indicatingasignificantpositiverelationshipbetweenself-congruity
andPSRs.Self-congruity(β=0.591,p=0.000)showsthatwithanincreaseinthecongruity
betweentheSMIandtheuser’spersonality,thePSRbetweenthemincreasesby0.591units.
Withatoleranceof1.000andaVIF(VarianceInflationFactor)of1.00,wecanconcludethat
thegeneratedresultsarereliable.

Testing the Effect of Self-Congruity on COBRA (H2):Multiple regressionwascarriedout to
inspecttherelationshipbetweenself-congruityandCOBRA.Theoutcomesshowedthatself-
congruityisasignificantpredictorofthecustomer’sengagementwithsocialmedia(COBRA).
Theregressionequationshowedsignificantresults,(F(1,178)=95.430,p<0.00).Likewise,the
R2of0.349%indicatesthat34.9%ofCOBRAisexplainedbyself-congruity.Theregression
coefficientsconfirmtheexistenceofapositiverelationshipbetweenself-congruityandCOBRA.
Witharegressioncoefficientofβ=0.608(p=0.000),wecaninferthatcustomer’sengagement
(COBRA)increasesby0.608unitswitheveryone-unitincreaseinself-congruity.Thetolerance
andVIF(VarianceInflationFactor)valuesfellintoacceptableranges(i.e.toleranceismorethan
0.10andVIFlessthan10)(Sarstedt,Marko&Mooi,2014),withatolerancescoreof1anda
VIFof1,provingtheresultstobereliable.
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Testing the Effect of PSRs on COBRA (H4):Multiplelinearregressionwasusedtopredictthe
natureoftherelationshipbetweenPSRs(x)onCOBRA(y).Theresultsdisplayedasignificant
relationshipbetweenthesuggestedindependentanddependentvariables(F(1,178)=108.49,p
<0.000).Inotherwords,PSRshaveasignificanteffectoncustomer’sengagement(COBRA)
Furthermore;thiscanbejustifiedbytheR2value,whichshowsthatthePSRsbetweenSMIs
anduserscanexplain37.9%ofCOBRA.Theregressioncoefficientsderivedfromtheresults
supportthisfinding,withβ=0.615andp=0.00.Assuch,asignificantpositiverelationship
betweenthepredictorvariable(PSRs)andtheoutcomevariable(COBRA)exist.Theresultsare
consideredtobereliable,giventheacceptableoftoleranceandVIF(VarianceInflationFactor)
valuesthatfallintheacceptablerange,withtolerance=1.00andVIF=1.00.

5.3.2 Testing for the Moderation Effects via MMR
MMRwasemployedtotestthemoderationeffectofplatformtype(YouTubeorInstagram)onthe
relationshipbetweenself-congruity,PSRsandCOBRA.Thisstudypostulatesthatthekindofplatform
usedimpactsthestrengthoftherelationshipsuserssharewithSMIsandthelevelofengagementwith
brandsusersexpressonsocialplatforms.Thefollowingsectionsexaminethemoderatingeffectof
platformtypeonPSRsandCOBRA.

Moderating Effect of Platform Type on PSRs:MMRwasusedtocalculatethemoderatingeffects
oftheplatformonPSRs.Totestthehypothesisthatplatformtypemoderatestherelationship
betweenself-congruityandPSRs,ahierarchicalmultipleregressionanalysiswasconducted.
Inthefirststep,anewvariablewascreatedforself-congruityandplatform(Platform_dummy).
AsignificantamountofvarianceinPSR(R2=0.374,F(2,177)=52.866,p<0.001)wasfound
forthesevariables.Toavoidtheissueofmulticollinearitybetweentheinteractionterms,the
variableswerecentred,andathirdvariableshowingtheinteractionbetweenself-congruityand
platformwascreated(Interaction)(Aiken&West,1991).

Consequently,theinteractiontermwasaddedtotheregressionmodel,whichaffectedthevariance
inPSR(ΔR2=0.002,F(1,176)=0.502,p=0.480).However,thisvariancewas,highlyinsignificant
showingthattheplatformhasaninsignificantimpactonPSRs.Accordingtotheregressioncoefficients
inModel1,self-congruityhasasignificantpositiveimpactonPSRs(p=0.000);however,platform
hasaninsignificantimpactonPSRs(p=0.306).Onthecontrary,inModel2,theimpactofthe
platformonPSRsisinsignificant(p=0.280),andtheinteractingeffectofplatformandself-congruity
onParasocialrelationshipsisinsignificant(p=0.480).However,itcanbeinferredthatYouTube
hasahighermoderatingeffectontherelationshipbetweenself-congruityandPSR(β=–0.132)
(YouTubewascoded0,Instagramwascoded1).However,itcanbeconcludedfromModel2thatthe
interactionvariableisinsignificant,therebyprovingthattheplatformdoesnotsignificantlymoderate
therelationshipbetweenself-congruityandPSRs.

Moderating Impact of Platform Type on COBRA:MMRwasusedtocalculatethemoderating
effectsofplatformonCOBRA.Totestthehypothesisthatplatformtypemoderatestherelationship
betweenself-congruityandCOBRA,ahierarchicalmultipleregressionanalysiswasconducted.In
thefirststep,thenewvariableforself-congruityandplatform(Platform_dummy)wasused,asin
theexaminationofplatformandPSRs.Thesevariablesjustifiedasignificantdegreeofvariancein
COBRA(R2=0.373,F(2,177)=52.564,p<0.001).Toavoidtheissueofmulticollinearityamong
theinteractionterms,thevariableswerecentred,andathirdvariableshowingtheinteraction
betweenself-congruityandplatformwasused(Interaction)(Aiken&West,1991).Consequently,
theinteractiontermwasaddedtotheregressionmodel,whichresultedinaffectingthevariance
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inCOBRA(ΔR2=0.009,F(1,176)=2.487,p=0.1170;however,thisvariancewasinsignificant,
showingthatplatformhasaninsignificantimpactonCOBRA.

ExaminingtheregressioncoefficientsinModel1,wecanseethatself-congruityhasasignificant
positiveimpactonCOBRA(p=0.000)andthatplatformhadaconsiderablesignificantimpacton
COBRA(p=0.007).Subsequently,inModel2,self-congruity(0.00)andplatform(0.007)havea
significantimpactonCOBRA;however,theinteractionvariableshowedaninsignificanteffecton
COBRA(p=0.117).However,itcanbeinferredthatYouTubehasahighermoderatingeffecton
therelationshipbetweenself-congruityandCOBRA(β=–0.329)(YouTubewascodedas0and
Instagramwascodedas1,aspreviouslydescribed).Overall,itcanbeconcludedfromModel2that
theinteractionvariableisinsignificant;therebyprovingthatplatformdoesnotsignificantlymoderate
therelationshipbetweenself-congruityandCOBRA.

Fromthismoderationanalysis,wecanconcludethatingeneral,notethetypeofplatformdoes
nothaveasignificantimpactontherelationshipbetweenself-congruity(independentvariable)and
eitherPSRsorCOBRA.Eventhoughthemoderatingeffectexists,itishighlyinsignificant,proving
thattheplatformdoesnotmoderatetheserelationships.Nevertheless,itcanbeinferredthatYouTube
hasamuchmoresubstantialimpactontheserelationshipsthanInstagramandthatcomparatively;
COBRAseemstobemoreaffectedbythetypeofplatformthanPSRs.However,theseresultsare
insignificant,althoughtheydonotcomplywiththeproposedhypotheses.

6. CoNCLUSIoN

Socialmediauserratehasincreasedexponentiallyoverthelastdecade,havingasignificantimpacton
marketingandadvertising.Thesechannelshavebecomeessentialcommunicationtoolsformarketers
toengagewiththeintendedcustomersanddevelopsophisticatedinteractionsandvalueco-creation
(Collianderetal.,2015).Consequently,thisincreasedparticipationandinteractionbetweenconsumers
andmarketersonsocialmediahasledtotheriseofdigitalcelebritiesreferredtoasSMIsormicro-
celebrities,whoareordinaryindividualswhobecomefamousbyproducingandsharingcontenton
socialmedia.

Table 4. Summary of results

Hypothesis R R2 Sig. 
P-value

β Inference

H1:User-SMIimagecongruitypositivelyaffects
PSRsbetweentheuserandtheSMI.

0.608 0.370 0.00 0.591 Accepted

H2:User-SMIimagecongruitypositivelyaffects
customers’engagementbehaviouronSNSs
(COBRA).

0.591 0.349 0.00 0.608 Accepted

H3a:Therelationshipbetweenself-congruity
andPSRsismoderatedbyplatformtype.

0.613 0.002 0.480 0.132 Rejected

H3b:Therelationshipbetweenself-congruity
andcustomers’engagementwithbrands
(COBRA)ismoderatedbyplatformtype.

0.618 0.009 0.117 0.329 Rejected

H4:User-SMIPSRshaveapositiveimpacton
consumers’engagementbehaviouronSNSs
(COBRA).

0.615 0.379 0.00 0.615 Accepted
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Thispapershowedtheimportanceandimpactofthoseinfluencersoncustomers’day-to-daylives.
Fromthecustomer’sperspective,thisstudyidentifieshowtheusersandinfluencers’personalities
interactwitheachotherandformsuperficial,one-sidedrelationships,which,inturn,shapecustomers’
opinionsaboutbrandsandproducts.Morespecifically,thestudyaimstounderstandhowcustomers
formopinionsandjudgementsaboutdifferentbrandsbasedonthekindofrelationshiptheysharewith
theirfavouriteinfluencersandtohelpmarketersimplementinfluencermarketingstrategieseffectively.

ThisstudyexploredaspecifictypeofaudienceandSMIs,namelythebeauty-consciousfemale
customersandbeautyinfluencers.Theresultsofthecurrentstudyshowedthemesrelatingtoallof
theresearchquestions.Byusingaquantitativemethodologyandappropriatestatisticalprocedures,
thisstudyvalidatedtheproposedhypothesesandansweredtheresearchquestions,formingabasis
forfutureexploration.

Making some fruitful contributions to the literature concerning the concept of influencer
marketinginamorecontemporarysetting,thisresearchidentifiestheroleofsocialmediaandSMIs
inshapingtheopinionsofconsumersinthistechnologicallyadvancedsocialworld.Groundedonthe
establishedliteratureconcerningsocialmediaandconsumerpsychology,thisstudyexploresthree
crucialrelationships.Basedontheself-congruitytheory,thestudyanalysedtheimpactofsubstantial
congruitybetweenasocialmediauserandaninfluenceron,firstly,thePSRsthatuserssharewith
theirfavouriteinfluencerand,secondly,ontheengagementbehaviourofconsumerswiththebrands
endorsedbytheseinfluencers.Thestudytestedifcustomerstendtointeractorrelatedifferentlyon
diverseSMplatformsbasedonthemotivesthattheywishtofulfil.

Thefindingssuggestthatself-congruitybetweenauserandinfluencerisundoubtedlyapositive
predictorofPSRsaswellasCOBRA.However,itisworthmentioningthattheinfluenceofself-
congruityonPSRswascomparativelyhigherthantheimpactonconsumers’engagementonSM
platforms(COBRA).However,theimpactofPSRsonCOBRAwascomparativelymoreelevated
thanthedirecteffectofself-congruity.Hence,foranSMItoaffectacustomer’sopinionandattitudes
towardsabrand,itismoreimportantthattheyshareastronginterpersonalrelationshipratherthan
justcongruitybetweentheirpersonalities.Theseinterpersonalrelationshipsgroweventuallyasthe
userfollowsandgetsregularupdatesontheinfluencers’whereaboutsandactivities.

Moreover,thecollaborativenatureofsocialmediaallowsuserstoconnectwiththeseinfluencers
throughcommentsanddirectmessages.Assuch,thisstudyhelpsusunderstandthatsocialmedia
andinfluencermarketinghasmadethewholeconceptofmarketingstrategiesmorepersonaland
customisedtotheparticularneedsofacustomer.However,contradictingseveralpreviousstudies
(Voorveldetal.,2018;Belancheetal.,2019),theresultsofthisstudyshowthatplatformtypedoes
notreallyhaveanimpactonthePSRsorCOBRA.Inotherwords,ifauserexperiencesamatch
betweentheirpersonalityandtheinfluencers’personality,theyshareakindofrelationshipandshow
similarengagementbehaviourregardlessofwhichplatformtheyareusing.Thismaybearesultof
theintegratednatureofsocialmediaplatforms,whichallowuserstoshowsimilaraspectsoftheir
livesonalltheirsocialprofiles.

Inparticular,thisstudyanswersalloftheresearchquestions.Firstly,Question1addressesthe
impactofpersonalityontheuser–influencerrelationships.Fromthefirsthypothesis,whichteststhe
impactofself-congruityonPara-socialRelationships,wecanconcludethatuserstendtochooseSMIs
basedonhowwelltheirpersonalitymatcheswiththeinfluencer’spersonality.Morespecifically,
theytendtoseekareflectionofhimselforherselfintheinfluencer’spersonality.Therefore,when
usersfindinfluencerssimilartotheircharacters,theytendtoshareamuchstrongerandpositive
relationshipwiththeinfluencers,asasourcetocreate,conserveandboosttheirself-concept(Escalas
andBettman,2017).Secondly,theserelationshipsshapetheinfluencermarketingstrategy.Insteadof
investingconsiderableamountsinthemassadvertisement,marketerscouldadaptinfluencer-marketing
strategiestoendorsetheirbrands.However,itisofutmostimportancetochoosetherightinfluencer
andtherightcontenttodelivertheirbrandmessagetothetargetcustomers.



International Journal of Customer Relationship Marketing and Management
Volume 13 • Issue 1

17

Thisstudysuggests thatmarketersshould lookat theSMIpersonality factorasanessential
considerationinplanningtheirstrategies,asthesestrategiesplayavitalroleinshapingtheconsumers’
judgementsandopinionsaboutbrands.Forexample,customerstendtohaveamorepositiveopinion
aboutvlogsorpoststhatcomefrominfluencerswhodisplayamorehonestanduncensoredversion
ofthemselves,therebycomingacrossastrustworthyandauthentic.Besides,usersarealsoinclined
towardsinfluencerswhoeithertheyseeasareflectionofthemselvesorassomeone,theyromanticise
andwishtobelikethem.Therefore,marketersneedtodevelopstrategieswheretheycollaboratewith
SMIsinamoretrustworthyway.Lastly,consideringthethirdquestion,thisstudyprovesthatsocial
mediaplatformsarenotcontext-specific;inotherwords,theusers’relationshipsandengagement
behaviourremainthesameacrossdifferentplatforms.

7. LIMITATIoNS ANd FUTURe ReSeARCH

Thecurrentstudyhascertainlimitations,whicharehighlightedinthissectiontobeaddressedinfuture
studies.Firstly,thescopeofthestudyisfocusedonthebeautyindustryandtherefore,applyingthe
findingsofthisresearchtodifferentindustriesorsectorscannotbeconsideredvalid.Furthermore,the
studyisfocusedonfemalesolderthan16yearsofage.Thisshowsthatthesamplewasconcentrated
onaspecificcategory,ignoringalargeproportionofthemarket.Asaresult,futurestudiescouldfocus
onadifferentindustryand/orinvolvingamuchbroadersample.Severalstudiesintheliteraturehave
focusedonunderstandingtheserelationshipsinthetravelandtourismindustry,thesportsindustry,
thefood industryetc.Moreover,understandingconsumptionbehaviour inGenerationZ(theage
groupconsideredtobethegreatestusersofsocialmediawhotendtohavemoreregularinteractions
withbrandsviasocialmediathanusersabovetheageof37).

Secondly, this study used self-administered online surveys, which limits the flexibility and
personalisationoftheresearch,aswellastheadministrationofthesurvey,whichremainedthesame
throughout thedatacollectionprocessandcouldbealtered to suitdifferent contexts.Moreover,
comparedwithinterviews,customersmaygivefalseorthoughtlessanswers,whichmaylowerthe
dataquality,makingtheresultsunreliable.Howeverconvenient,surveysleavealotofinformation
untapped;therefore,futurestudiescouldadoptanexperimentaldesignormulti-methodapproachto
getamorein-depthassessmentoftheproposedrelationshipsintheframework,whichcouldfurther
validatethefindingsofthestudy.Moreover,thestudyusedmultipleregressionanalysistoanalyse
theresultsofthestudy;however,muchmoresophisticatedstatisticaltoolssuchasSEM(Structural
EquationsModel)orPROCESSHayes(moderation)couldbeusedtotesttheproposedhypotheses.

Thirdly,theintegratedmodelproposedinthestudyonlyanalysedtheimpactofself-congruity
andPSRsonengagementonsocialmedia;however,consumers’purchaseintentionsareanessential
aspecttobeconsideredtoevaluatetheeffectivenessofacelebrity’smessage.Moreover,moststudies
haveusedfunctionalcongruityasacrucialdeterminantofthecongruitytheory(Wangetal.,2015).
However,thisstudyfocusedontheself-congruityandhedonicaspectsofsocialmediainfluencers.
Futureresearchcananalysetheintegratedimpactofself-congruityandfunctionalcongruityonPSR
andCOBRA.Moreover,futurestudiescouldalsoconsiderotherdeterminantsofconsumerbehaviour
suchaspurchaseintentions,brandfamiliarity,andcustomerinvolvementtounderstandrelationships
betweenusersandinfluencers.

Consequently, this study focused solely on the relationship between the SMI and the user,
disregardingtheotherfactorsrelatedtothisrelationship.Fromapsychologicalperspective,future
researchonsocialmediabehaviourshouldanalysetheimpactofthesesuperficialrelationshipson
societyandsocialrelationsasawhole.TheserelationshipsadvancethedefinitionofPSIsbecauseof
thenarrowedgapsandincreasedinteractivitybetweenthefollowersandcelebrities,therebyaffecting
individualsaswellastheinfluencers’socialrelationships.

Fourthly, this study only focuses on the congruity between an SMI’s personality and their
followers,anditsimpactonbrandengagement.However,futurestudiescouldcomparetheeffectof
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user-influencercongruityversusbrand–influencercongruity,andexaminetheintegratedimpactof
theseharmoniousrelationshipsondifferentdeterminantsofconsumerbehaviour.Thismaygiveus
amoreholisticunderstandingoftheevolvingrelationshipsonsocialmedia.Moreover,inadditionto
personalitytraits,otherindicesrelatedtosocialmediainfluencerssuchasthenumberoffollowers,
functional–hedonicattributesandthequalityofcontentposted,popularity,knowledgeetc.couldbe
consideredinfuturestudiestoexaminetheimpactonconsumerbehaviour.

Lastly,thestudywasconductedonpeopleresidinginthestateofQatar,leadingtoageographic
limitation.However,itaimedtoincludedifferentnationalitiestoachievehigherexternalvalidity.
ThegeneralisationofthefindingsmaybelimitedtotheQataripopulationortheGCCcountries,
giventhesimilarlifestyleandstandardofliving.However,similartrendsmaynotbeseeninWestern
cultures; therefore, future researchcouldconductacross-culturalanalysis to studyanydiffering
opinionsandrelationshipsconcerningSMIsindifferenttypesofmarket.Moreover,sincethestudy
consideredtheoverallsocialmediabehaviourofusersinQatar,itdidnotallowustodifferentiate
betweentheconsumptionbehavioursofQatarisandthoseoftheexpatriates.Futurestudiescould
considercomparingthetwoconsumergroupsandtheirbehaviouronsocialmedia.

To conclude, for marketers, this study demonstrates the growing importance of influencer
marketing.Itverifiesthefactthatthepersonalityimpressionscreatedbytheinfluencerstendtoshape
consumers’opinionsaboutthemaswellthecontentpresentedbythem.Thisisbecauseoftheblend
ofhedonicandfunctionalmeansusedbyinfluencerstoconveyanimpressionofauthenticityand
expertise.Therefore,personalityisanessentialmeasureformarketerstoconsiderintheirquestfor
theperfectinfluencer.Understandingthehiddenpsychologicalmechanismbehindhowinfluencers
influenceiscrucialformarketerswhowishtocreateappealingcontentandimplementsuccessful
influencermarketingcampaigns.Therelationshipsestablishedbytheseinfluencersgivemarketers
severalopportunities tobuild strongallianceswith relevantSMIs, increase theirbrandexposure
andbuildlong-termrelationshipswiththetargetaudienceviatheseinfluencers.Consideringthe
ongoinggrowthofinfluencers’rolesindifferentdisciplinessuchasmarketing,psychology,politics,
communication,etc.,thestudyprovidesfundamentalknowledgetoresearchersandmarketers.
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