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Abstract. This study investigates the impact of influencer attractiveness in selfies and 

moderating effects of netizen comments on consumer brand attitudes and purchase intentions 

through an online survey. The Elaboration Likelihood Model serves as the theoretical lens for 

hypothesis development and analysis. Results indicate positive effects of physical attractiveness 

on brand attitudes and negative relationships with purchase intentions. Furthermore, positive 

netizen comments strengthen influencer-related attitudes but weaken purchase intention links. By 

incorporating social dynamics, this research addresses gaps in influencer marketing literature and 

offers actionable guidelines for optimizing use of web-based personas to drive marketing 

outcomes. 
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1. Introduction  

In the marketing context, the use of selfies to depict activities, especially in advertising, aimed at cultivating 

positive consumer attitudes and behavioral intentions toward a promoted brand, has become a pervasive 

phenomenon (Buchanan-Oliver et al., 2010). According to (Qiu et al.. 2015), selfies defined as photographs 

that individuals take of themselves using digital cameras or smartphone. Furthermore, Barger et al. (2016) 

add that selfie as an integral part of contemporary life, particularly among millennials, are acknowledged 

for their capacity to serve as personal endorsements when individuals capture and share images while 

discussing a product. This inadvertent or intentional act of personal product endorsement through selfies is 

akin to a form of direct marketing. as it enables individuals to directly reach thousands of people within 

their social network (Cheah et al.. 2019).  

Numerous researchers have delved into the multifaceted phenomenon of selfies, exploring diverse 

dimensions such as socio-historical, technological, social media dynamics, marketing implications, and 

ethical considerations (Lim, 2016). Complementing these perspectives, scholars like Hackley et al. (2018) 

have undertaken a scientific exploration of selfies, offering insights from a social science standpoint. In a 

distinct vein, Uzunboylu et al. (2020) contribute to the discourse by associating selfies with facets of 

narcissism, self-expression, and individual personality traits within the realm of psychology. This 

comprehensive approach illuminates the manifold meanings of selfies, demonstrating their relevance not 

solely within the marketing domain but also across social, technological, historical, and psychological 

dimensions. 

Actually, research on selfies in the field of marketing has been done a lot, but it is still dominated by 

qualitative research (Gunarathne et al., 2018; Mangold & Faulds, 2009), while the other minority is 

quantitative research (Sung et al., 2018; Fox et al., 2018; Cheah et al., 2019). This shows that the selfie 

theme is still exploratory which aims to open up initial insights about various selfie activities in the 

marketing area. The following are some types of qualitative research that reveals about selfies in the field 

of marketing.  

Next is quantitative research on selfies that can be put forward here including the study of Sung et 

al.  (2018) in Korea which contributed that taking selfies using brand attributes or known as brand selfies 

is a new form of word of mouth on social networks. In addition, this study also resulted in the consideration 

of three determining factors for brand selfie post behavior, namely: narcissism, materialism, and the belief 

that social networking sites are a source of information about brands.  Such is the case with the results of 

conducted by Fox et al. (2018) in USA which also resulted in the conclusion that the narcissism factor 

positively affects attitudes towards the intention to participate in selfie marketing and the use of selfies to 

display self-concept in various applications as a form of user generated visual content. Differing from the 

findings of Cheah et al. (2019), whose research in Malaysia employed experimental methodologies, 

incorporating selfies as an inventive promotional tactic aimed at incentivizing consumer engagement in 

promotions. The study assessed the concurrent effects of two promotion types—celebrity-endorsed 

advertisements and promotions featuring selfies from ordinary individuals—on the consumer decision-

making process. The evaluation utilized the AISAS method, encompassing stages of Attention, Interest, 

Search, Action, and Share. 

Based on these various studies, it can be concluded that there is still a diversity of concepts about 

selfies, especially those related to raw models used to explain the selfie phenomenon. The themes explored 

in previous research on selfies remain diverse, lacking a definitive model due to the variability inherent in 

each study. This divergence is attributable to the specific research problems, objects of study, and research 

settings that individual researchers address. Consequently, the absence of a universal model applicable 

across all contexts underscores the contextual nature of selfie-related investigations (Hariningsih & 
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Haryanto, 2022)Unlike previous studies, this study is focused on the problem of selfies in terms of 

consumer behavior, namely the phenomenon of selfie behavior from influencers as a non-mainstream 

promotional medium that has an impact on the attitude and purchase intention of a brand. This is done with 

the hope that as a complement to the research that has been carried out in order to produce a research model 

that can be tested with a survey to enhanced the external validity of the utilized variables so that it can be 

generalized to other research settings. 

The purpose of this study is to conceptualize a behavioral model that forms a positive attitude towards 

influencers and an attitude towards brands and purchase intentions towards a brand that gets stimuli in the 

form of physical attractiveness from selfie by influencer and netizen comments as a moderator.  In doing 

so, our research seek to understand how external stimuli, in the form of physical attractiveness of influencers 

and netizen comments serve as moderators in shaping these attitudes and intentions to purchase. At the core 

of our investigation lies the central research problem: How do physical attractiveness and netizen comments 

interact with individuals' perceptions of influencers, their subsequent attitudes toward the endorsed brands, 

and their intentions to purchase from these brands? Our motivation for undertaking this study is driven by 

the evolving landscape of social media marketing, where influencer collaborations have become a 

significant facet of brand promotion. As consumers increasingly rely on influencers for product information 

and recommendations, understanding the underlying mechanisms that guide their decision-making 

processes is of paramount importance for both marketers and researchers. Furthermore, by uncovering the 

moderating effects of physical attractiveness and netizen comments, the study contributes nuanced insights 

into the complex interplay between influencers, brands, and consumers. By addressing these specific 

research questions, this article provides valuable insights into the ever-changing world of influencer 

marketing, offering practical implications for brands seeking to leverage the power of influencers to 

enhance their market presence and consumer engagement. 

To this end, the study contextualizes the Elaboration Likelihood Model (ELM) framework (Petty & 

Cacioppo, 1986) that developed a dual-process theory of persuasion.  The Elaboration Likelihood Model 

(ELM) was developed to accommodate the differences and conflicts of researchers with regard to the 

Theory of Persuasive Communication (Teng et al. , 2014) .  This model was developed for the processing 

of communication with peripheral and central lines in the context of advertising through social media 

(SanJosé-Cabezudo et al., 2009; Teng et al., 2014). This study contributed to ELM in the context of testing 

the effectiveness of selfies on social media by creating a framework classification that classifies research 

variables into antecedents, processing and consequences.  The ELM within the context of our research 

proposes that physical attractiveness be used as an antecedent that can influence attitudes towards 

influencers and attitudes towards influencers and brands as processing that can increase the consequences 

in the form of purchase intent.  

The independent variable that is the antecedent of throughout our investigation is physical 

attractiveness of the selfie by the influencer. According  to Ohanian (1990), the source of attractiveness is 

mostly related to physical attributes such as familiarity, similarity and likeability where it is important to 

give  initial judgement to others.  Therefore, Kahle & Homer (1985) reveals that physical attractiveness is 

used as a qualification of the general characteristics required in the selection of marketing endorsers. 

Nonetheless, Erdogan (1999) adds that attractiveness includes not only physical attractiveness but also 

includes a number of attributes such as intellectual skills, personality traits, lifestyle, or athletic prowess 

that consumers may see in celebrity endorsers.  

The research further constructed a model that incorporates netizen comment variables, serving as 

moderators between antecedent variables and processes, and subsequent variables in the examination of the 

model for the effectiveness of influencers' selfies. As per the survey findings, a substantial 97.7 percent of 

consumers consult pertinent reviews prior to making online purchases (Zhang et al., 2020). The aim of 
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incorporating this moderation is to discern the impact of netizens who observe interactions with influencers 

through comments from netizens on the upload of selfie photos by influencer endorsers for selfies on 

Instagram. Instagram was chosen as  the selfie medium  tested because it is the fastest growing social media 

application (WebsitePlanet, 2019).  

According to Mangold & Faulds (2009), many researchers emphasize the positive aspects of using 

social media for a wider reach and increase persuasive power through audience participation  in two-way 

conversations.  The study (Munnukka et al.,  2019), incorporated audience participation into the 

endorsement effectiveness model and tested how audience members participate in the form  of liking, 

sharing and commenting, thus creating a sense of belonging to influencer content and supporting the 

effectiveness of influencer endorsements. However, there are still few studies that test the role of  the 

audience in the effectiveness of influencer endorsements (Reinikainen et al., 2020).  

In accordance with Mangold and Faulds (2009), numerous scholars underscore the favorable aspects 

of leveraging social media for extensive outreach and augmenting persuasive influence through active 

engagement in interactive dialogues. The investigation by Munnukka et al. (2019) integrated audience 

participation into the model assessing the efficacy of endorsements, examining how audience members 

engage through actions such as liking, sharing, and commenting. This approach fosters a sense of belonging 

to influencer content, thereby reinforcing the efficacy of influencer endorsements. Nevertheless, there 

remains a scarcity of studies probing the audience's role in the effectiveness of influencer endorsements, as 

highlighted by Reinikainen et al. (2020). 

 

2. Literature Review 
2.1  Elaboration Likelihood Model (ELM) 

The Elaboration Likelihood Model (ELM) from Petty & Cacioppo (1981) provides a comprehensive 

framework for analyzing how audiences process messages conveyed by influencers, emphasizing the roles 

of two primary routes of information processing: the central and peripheral routes. Central route processing 

involves a deep, thoughtful evaluation of the message content. This route is particularly engaged when the 

message is of personal relevance to the audience or when they possess a high need for cognition. In the 

context of influencers, this means that netizens are more likely to critically analyze and reflect upon the 

content shared by influencers if they perceive the message as significant or intellectually stimulating. The 

credibility of the influencer, as part of the Source Credibility Model (Hovland & Weiss, 1951), plays a 

pivotal role here. When influencers are deemed credible based on their expertise, trustworthiness, and 

similarity to the audience, their messages are more likely to be processed through the central route. This 

credibility encourages audiences to focus on the strength and quality of the arguments presented, leading 

to a more enduring change in attitude and behavior. 

On the other hand, the peripheral route of information processing comes into play when the audience 

engages with the message on a more superficial level, often influenced by factors other than the content 

itself (Petty et al., 1997). This route is particularly relevant in the context of parasocial interactions, where 

audiences develop a one-sided relationship with influencers (Sokolova & Kefi, 2020a). In such scenarios, 

audiences are less likely to engage in detailed processing of the message and more likely to be influenced 

by peripheral cues such as the influencer’s popularity, attractiveness, or the sheer number of followers they 

have. This emotional bond or affinity towards the influencer can lead to a more passive acceptance of the 

messages, with less focus on the argument's quality or logical soundness. The peripheral route often results 

in temporary attitude changes that are susceptible to future messages and influences. 

Understanding the dynamics of these two routes within the ELM framework is crucial for 

comprehending how netizens process messages from influencers (Brown, 2015). The choice between the 

central and peripheral routes is influenced by a combination of factors including the audience’s motivation 
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to process the message, the ability to understand the content, and the context in which the message is 

received. As influencers continue to play a significant role in shaping public opinion and consumer behavior, 

recognizing these underlying psychological processes becomes essential for both researchers and 

practitioners in the fields of marketing, communication, and social media strategy. 

 

2.2  Influencer Marketing Impacting Audience Attitudes and Behavioural Intention 

The characteristics of influencers such as attractiveness, authenticity, and expertise play a pivotal role 

in shaping audience behavioral intentions in influencer marketing (Djafarova & Rushworth, 2017). A 

significant study by (Pöyry et al., 2019) highlights the influence of an influencer's physical attractiveness, 

along with their sense of style and expertise, on consumer purchase intentions. Furthermore, according 

(Gräve & Bartsch, 2022), this influence is particularly notable in industries like fashion, beauty, and 

lifestyle where aesthetic appeal is paramount. 

To evaluate the effectiveness of influencer endorser strategies, various studies have introduced models 

for selecting appropriate celebrity endorsers among them the Source Credibility Model (Boerman, 2020; 

Chin et al., 2020; Tran et al., 2019; Zhang, 2010). This study endeavors to develop variables based on this 

model, specifically exploring the concept of selfie by influencer as a means to stimulate attitudes and 

purchase intentions towards a brand. Selfie in this context refers to the physical attractiveness of social 

media influencers. According to Giffin (1967) and earlier thinkers dating back to Aristotle, sought to 

pinpoint positive characteristics defining effective speakers. This aligns with Berscheid & Elaine Walster 

(1974) recognition of attractiveness as an important social science topic and its common identification in 

marketing endorser selection studies.  

 

2.3  Source Credibility and the Role of Attractiveness of Influencer in Advertising 

Source Credibility Model from Hovland & Weiss (1951) implemented in influencer marketing 

significantly shapes consumer perceptions and behaviors. According Ohanian (1990), this concept 

measured by expertise, trustworthiness, and attractiveness. According study of Kim and Kim (2021), The 

presence of expertise, authenticity, and homophily in social media influencers contributes to the 

development of trust and loyalty among followers, resulting in favorable outcomes for marketing efforts 

(Lee n Austin 2021). Lastly, Harrigan et al 2021 argue that attractiveness is extending beyond physical 

looks to include social and task-related attractiveness, influences follower engagement.  

According meta-analysis by Amos (2008) highlighted attractiveness as a pivotal characteristic 

influencing advertising effectiveness dimension such as brand attitude and purchasing intent. In influencer 

marketing. the multifaceted nature of attractiveness plays a crucial role. This broader understanding of 

attractiveness includes factors such as relatability, authenticity, and lifestyle alignment, which are crucial 

in determining an influencer's appeal to their audience. Studies have shown that influencers who exhibit a 

high degree of relatability and authenticity tend to foster stronger connections with their followers, thereby 

enhancing the effectiveness of their endorsements. Atiq et al. (2022) in their study on Instagram influencer 

marketing, found that storytelling content that is relatable and trustworthy significantly increases audience 

engagement. 

Furthermore, the lifestyle and values portrayed by an influencer play a pivotal role in attracting and 

retaining a specific target audience. Influencers who successfully align their personal brand with their 

audience's aspirations and values can create a more profound and impactful engagement. Kim et al. (2021) 

demonstrated the importance of audience loyalty and authenticity in influencer marketing, emphasizing the 

role of genuine engagement in the effectiveness of influencer endorsements. Additionally, a study on the 
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engagement and authenticity of virtual influencers on Instagram by (El-Deeb, 2024) Silva et al. (2022) 

highlights the evolving dynamics of influencer marketing in the digital age, where even virtual influencers 

can establish authentic connections with audiences. 

Furthermore, the lifestyle and values portrayed by an influencer play a pivotal role in attracting and 

retaining a specific target audience. Influencers who successfully align their personal brand with their 

audience's aspirations and values can create a more profound and impactful engagement (Clark & Green, 

2021; Nguyen & Davidson, 2022). This alignment not only increases the perceived attractiveness of the 

influencer but also enhances the credibility of the endorsed products or services, leading to higher 

conversion rates (Miller & Harris, 2020; Lopez & Patel, 2021). 

This study endeavors to develop research model specifically exploring the concept of selfie by 

influencer, as a means to stimulate attitudes and purchase intentions towards a brand. Selfie in this context 

refers to the physical attractiveness of social media influencers. Desired responses from selfie-takers 

emphasize the importance of physical allure for social acceptance (Eagar & Dann. 2016).  

Despite numerous efforts to measure the same construct. inconsistency persists among authors 

regarding attractiveness dimensions. Early studies introduced various indicators. such as sex appeal and 

elegance (Barnier & Vallete-Florence. 2006; Grazer & Keesling. 2011; Peterson & Kerin. 1977). Attributes 

of social attractiveness. including charisma. were later included in the affective-expressive dimension for 

political leaders' impression creation (Pancer et al.. 1999). Recent studies have introduced additional 

dimensions like warm. charismatic personality. and humorous personality as components of attractiveness 

(Ingenhoff & Klein. 2018). The multidimensionality and diversity of attractiveness constructs led to the 

proposal of an alternative measurement for physical attractiveness variables in the context of selfies. This 

measurement includes dimensions such as sex appeal. elegance. and charisma. 

Furthermore, Ohanian (1990), conveying dimensions  of attractiveness encompasses personal qualities, 

physical appearance, and overall appeal that influencing how individuals perceive others. However, the 

definition of physical attractiveness is subjective, compounded by various software allowing digital image 

enhancements. Desired responses from selfie-takers emphasize the importance of physical attractiveness 

for social acceptance (Eagar & Dann. 2016).  

Despite numerous efforts to measure the same construct, inconsistency persists among authors 

regarding attractiveness dimensions. Early studies introduced various indicators. such as sex appeal and 

elegance (Barnier & Vallete-Florence. 2006; Grazer & Keesling. 2011; Peterson & Kerin. 1977). Attributes 

of social attractiveness, including charisma, were later included in the affective-expressive dimension for 

political leaders' impression creation (Pancer et al.. 1999). Recent studies have introduced additional 

dimensions like warm, charismatic personality, and humorous personality as components of attractiveness 

(Ingenhoff & Klein. 2018). The multidimensionality and diversity of attractiveness constructs led to the 

proposal of an alternative measurement for physical attractiveness variables in the context of selfies. This 

measurement includes dimensions such as sex appeal, elegance, and charisma. 

Within the context of our research, influencers autonomously capture selfies using smartphones. 

sharing them on social media as visual content. Influencers leverage smartphone applications for filtering 

or editing selfies to enhance their attractiveness. This aligns with Qiu et al. (2015) observation that selfies 

afford individuals greater control over facial expressions. emotional displays. and camera positions 

compared to other photo types. The freedom provided by selfies allows for novel expressions. such as duck 

faces or convenient adjustments to smartphone camera angles. unavailable in standard photo sizes. 

 

2.4  Parasocial Relationships in Influencer Marketing 

Parasocial relationships refer to the one-sided connections individuals develop with media 

personalities, such as TV characters, celebrities, or social media influencers, characterized by a sense of 
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bond or friendship without any actual reciprocal interaction (Hwang & Zhang, 2018). In influencer 

marketing, this concept is particularly vital, because followers often feel a sense of familiarity and intimacy 

with influencers, creating a bond based on the personal and authentic nature of social media content. This 

perceived closeness, though lacking direct interaction, can significantly influence follower attitudes and 

behaviors towards brands (Gong, 2020). 

Studies have underscored the impact of these parasocial relationships on consumer attitudes and 

purchase intentions. Research by (Sokolova & Kefi, 2020b) revealed that strong parasocial relationships 

with influencers lead to more positive attitudes towards brands they endorse. Similarly. Lee and Watkins' 

study (Jin & Ryu, 2020) found that such relationships enhance trust and loyalty towards a brand, and 

influencing purchase intentions. This effect is amplified when influencers are perceived as authentic and 

genuine. as these traits bolster the parasocial bond. Further supporting this, (Um, 2022) demonstrates how 

the authenticity of influencers can magnify the influence of parasocial relationships on purchase behavior. 

These findings suggest that influencer marketing's effectiveness is rooted not only in the content or products 

being promoted but also in the strength of the connection influencers cultivate with their audience. 

2.5  Understanding Netizen Comment - Dynamics of Netizen Comments in Influencer Marketing 

This study extends the Elaboration Likelihood Model (Petty & Cacioppo, 1986b) by incorporating the 

variable of netizen comments as a moderating factor. The dynamics of audience engagement through social 

media comments play a crucial role in shaping the effectiveness of influencer marketing. This expanded 

literature review delves into how these comments influence audience perceptions of influencers and the 

brands they represent. Furthermore, Schivinski & Dabrowski (2014) delineate the multifaceted nature of 

consumer engagement across four dimensions — reactions to content, comments, content sharing, and the 

uploading of user-generated content. Furthermore, Kabadayi & Price (2014) emphasize the accessibility of 

consumer comments expressing feelings, opinions, and emotions toward a brand to the public. Adding a 

temporal dimension, Kim (2015) illustrates that posted photos typically elicit responses in the form of likes, 

comments, and shares. In the realm of consumer engagement, a burgeoning form is measured through 

activities like product reviews, photo and video uploads, and reactions to content on social media platforms, 

as highlighted by Barger et al. (2016). 

Wiles & Cornwell (1991) reveals that comment an affective component representing someone's 

emotions or feelings toward an object or activity. Meanwhile, Bagozzi & Dholakia (2006) highlight that 

comments represent a novel form of consumer engagement through social media. Moreover, Pagani et al. 

(2011) delineate this occurrence as a remedial conduct within social media platforms, showing a tendency 

for individuals to consume content created by others rather than generating their own. This emergent trend 

opens up diverse opportunities for marketers to harness existing consumer resources and engage potential 

consumers through their commentaries (Kabadayi & Price, 2014). This passive demeanor encompasses 

activities such as perusing comments and consuming content, including photos and videos, generated by 

other users  (Alhabash et al.. 2015; Bailey et al.. 2021).  

In the assessment of consumer engagement actions, Malthouse et al. (2013) suggest that comments 

provide a platform for senders to convey diverse content, spanning utilitarian, rational, and emotional 

dimensions, including positive or negative emotions. Positive social media comments play a crucial role in 

reinforcing the perceived credibility of influencers. Study by (Reinikainen et al., 2020) demonstrates that 

positive feedback, moderated by audience comments, significantly boosts the influencer's credibility and 

the appeal of the brand. Additionally (Jeongwon Yang & Pugdeethosapol, 2021) further validates this, 

showing that positive comments can lead to increased audience trust and engagement, particularly when 

the influencer exhibits expertise and authenticity. Meanwhile, (Dhote, 2021) highlights how positive 

comments enhance the effectiveness of influencers with strong positive traits. In contrast to the implications 
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of positive netizen comments, the impact of negative comments on the perceived credibility of influencers 

is a critical concern. According (van Tolij, 2018) negative feedback could substantially diminish the 

effectiveness of influencer campaigns. In contrast, a study by (Jeongwon Yang & Pugdeethosapol, 2021) 

reveals that negative comments can significantly undermine these effects, particularly if the influencer lacks 

a robust credibility foundation. 

3. Hypothesis Development  

3.1 Physical Attractiveness and attitude towards brand 

Previous research indicates that physical attractiveness plays a crucial role in shaping individuals' 

perceptions and attitudes towards specific individuals or products (Baker & Churchill, 1977; Caballero & 

Pride, 1984; Joseph, 1982). The use of social media as a marketing platform, particularly through 

influencers, has become a significant phenomenon in modern marketing strategies (Katz & Crocker, 2015). 

Consequently, we can anticipate that the physical attractiveness of influencers portrayed through selfie 

photos will positively impact consumer attitudes towards the promoted cosmetic brand. Moreover, in the 

context of the cosmetic industry, which heavily relies on visual and aesthetic aspects, selfie photos can 

serve as an effective tool for conveying marketing messages and influencing consumer perceptions of 

products due to their perceived naturalness and avoidance of typical advertising scenarios (Hackley et al., 

2018). As a result, marketers aspire for the favorable sentiments that the target market holds towards 

celebrity endorsers to be conveyed to the brand, enhancing its appeal to consumers (Tian et al., 2021). 

In the context of the cosmetics industry, which places a premium on visual aesthetics, the physical 

attractiveness of influencers featured in selfie photos is presumed to be particularly impactful. These 

influencers, being individuals with perceived attractiveness, are likely to serve as powerful conduits for 

positive brand associations. The visual nature of selfie photos is believed to convey a sense of authenticity 

and relatability, further reinforcing the positive transfer of affect from the attractive influencers to the 

promoted cosmetic brand. Based on this explanation, a hypothesis can be compiled on the impact of the 

physical attractiveness of influencers and attitudes towards brands as follows:  

H1: The higher the physical attractiveness of the influencer in selfie, the more it will increase the 

attitude towards the brand. 

3.2 Physical Attractiveness and attitude toward influencer 

Kelma (1961) highlights the impact of physical attractiveness on social influence, demonstrating that 

individuals perceived as physically attractive are more likely to wield persuasive power. This aligns with 

the influential role of influencers in shaping consumer attitudes and behaviors. As influencers serve as 

social reference points, their physical attractiveness is likely to contribute significantly to their persuasive 

ability in endorsing products or brands (Felix & Borges, 2014). 

Furthermore, the "Halo Effect," a cognitive bias suggests that an individual's overall impression of a 

person is influenced by specific traits, such as physical attractiveness (Kaplan, 1978). Applied to influencers, 

this implies that an attractive appearance can create a positive cognitive bias that extends to the influencer's 

recommendations and associations, including those with endorsed brands (Djafarova & Rushworth, 2017; 

Taillon et al., 2020).  

Within the scope of our investigation, we expect that the physical attractiveness aspects portrayed in 

influencers' selfies will captivate the interest of netizens or followers, thereby enhancing positive attitudes 

toward these influencers. According to the concept of stereotype physical attractiveness, cognitive bias 

occurs in assessing a person's personal qualities, namely people with attractive physical attractiveness 

associated with better personal qualities (Eagly et al., 1991). Similar to this, attractiveness halo effect theory 
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also gives an assessment that attractive people are considered to have good performance and traits as well 

(Kaplan, 1978).   Hence, it is logical to posit that exposure to captivating selfies of influencers could lead 

consumers to develop a favorable attitude towards the influencers. Consequently, the hypothesis is 

formulated as follows: 

H2: The higher physical attractiveness of the influencer in selfie, will increase the positive attitude 

towards influencers. 

3.3 Physical Attractiveness and purchase intention 

According to McGuire (1985), the attractiveness of sources is directly capable of shaping the 

effectiveness of endorsers. Much research on consumer behavior has previously produced a positive 

correlation between source attractiveness and buying intent (Erdogan, 1999; Muda et al., 2017; Osei-

Frimpong et al., 2019; Petty et al., 1983). The results of the study of Till & Busler (2000) stated that an 

endorser with attractive features can give a positive attitude to consumers so that it has an impact on 

purchase intentions. In line with the results of the study, (Amos et al., 2008) revealed also that celebrity 

attractiveness can have an impact on consumers' attitudes and purchasing intentions.  

Throughout our investigation, the attractiveness of influencers was realized in selfies using certain 

brand attributes uploaded on social media by adding brand name hashtags.  Thus, drawing upon prior 

research examining physical attractiveness within the specific context of influencers and its connection to 

purchase intentions, the ensuing hypothesis was crafted:  

H3: The higher physical attractiveness of the influencer in selfie, the more it will increase purchase 

intention.  

3.4 Attitude Towards Influencers and Attitude Towards Brands 

Social Influence Theory suggests that individuals are inclined to mimic or be influenced by the 

behavior of those considered authorities or models (Bandura, 1978). If someone values or holds a positive 

attitude towards an influencer, their propensity to accept and adopt the brand advertised by the influencer 

may increase. Thus, it is assumed that attitudes towards influencers can influence attitudes towards brands. 

Furthermore, considering the Halo Effect in a marketing context, where there is a tendency to generalize 

positive or negative views about one aspect of an individual to other aspects, if consumers possess a positive 

attitude towards an influencer, they may tend to form a positive attitude towards the brand advertised by 

that influencer (Djafarova & Rushworth, 2017). Therefore, attitudes towards influencers can play a pivotal 

role as a driver of attitudes towards brands. Integrating these concepts, the hypothesis is formulated to test 

whether attitudes towards influencers significantly influence attitudes towards brands in the context of 

influencer marketing (Chetioui et al., 2020). This can be interpreted to mean that if the consumer has a 

positive attitude towards influencer who use a particular product or service, then she is more likely to have 

a positive attitude towards the product or service. Thus, the following hypothesis is made: 

H4: The higher the attitude towards influencers, the more it will increase the attitude towards the brand.  

3.5 Attitude towards Influencers and Purchase Intention 

Drawing from the framework of the Theory of Planned Behavior elucidated by Ajzen (1975),  attitudes 

emerge as pivotal predictors shaping the actual intentions and behaviors of consumers. Furthermore, Cooke 

and Sheeran's (2004) assertion underscores that the utilization of popular influencers engenders a positive 

brand attitude, consequently fostering heightened purchase intent. This sentiment is echoed by Bergkvist 

and Zhou's (2016) research, which reveals that attitudes directed towards influencers directly forecast 

purchasing intent. As a result, an alternative hypothesis can be formulated: 
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H5: An augmentation in the level of positive attitudes towards influencers is associated with a 

concurrent increase in purchase intention. 

3.6 Attitude toward brand and Purchase Intention  

In the same logic as the explanation of the previous hypothesis, the Theory of Planned Behavior 

considers purchase intention as a direct impact of attitudes (Ajzen, 2011). Attitudes towards brands and 

buying intentions have long been tested as variables of advertising effectiveness and interrelationships have 

been theorized and corroborated in previous studies (Aaker, 1991; MacKenzie & Lutz, 1989; Scott B. 

MacKenzie et al., 1986). Likewise the study (Petty & Cacioppo, 1986) with the Elaboration Likelihood 

Model approach introduces brand purchase intent as a direct function of the attitude towards the brand. 

Thus, the following hypothesis is made: 

H6: The higher attitude toward brand, the more it will increase purchase intention.  

3.7  Moderation of Netizens' Comments 

As posited by Quan-Haase and Young (2010), messaging plays a crucial role in fostering and sustaining 

relationships, underscoring the significance of visual content shared among individuals in the course of 

interactions (Pittman & Reich, 2016). This dynamic is particularly pivotal in the context of social media, 

where content uploaded by influencers and the ensuing interaction with followers are made accessible to a 

broader online audience. Moreover, Reinikainen et al. (2020) further emphasize that such interactions 

significantly contribute to enhancing credibility, as the comments provided by other social media users 

serve as valuable sources of information for forming judgments about individuals or endorsement activities. 

Building upon this rationale, a hypothesis can be formulated: 

H7: The greater the number of positive comments from netizens, the more it reinforces the association 

between physical attractiveness and a positive attitude towards influencers. 

 

The potential success of the relationship between the audience and influencers in the context of brand 

endorsement remains uncertain. To mitigate this uncertainty, valuable insights are needed, as highlighted 

by Walther and Parks (2002), and one avenue for obtaining such insights is through the examination of 

comments made by others (Walther et al., 2009). Given the interactive and co-creative nature of social 

media, brand engagement manifests through various user actions such as approvals, ratings, comments, and 

shares, as observed in the study by Barger and Labrecque (2013). Building upon this understanding, a 

hypothesis can be proposed: 

H8: The greater the positivity in netizens' comments, the more it fortifies the association between the 

physical attractiveness of influencer’s selfie and a positive attitude towards brands. 

 

In accordance with Cooke and Sheeran's (2004) findings, the connection between consumer attitudes 

and intentions is more consistently pronounced when consumers exhibit high engagement. This 

engagement often takes the form of consumer interactions in response to advertising messages disseminated 

by companies through influencers on social media. Such interactions encompass actions like providing likes, 

comments, and shares, which are openly visible to the public. This visibility implies that the greater the 

positivity in netizens' comments, observable by a wide audience, the more pronounced the impact on 

purchase intentions for potential consumers who encounter these interactions. As a result, a hypothesis is 

formulated: 

H9: The heightened positivity in netizens' comments correlates with a strengthened association physical 

attractiveness of influencer’s selfie and purchase intentions. 
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Based on the development of the hypothesis, a research model on selfie behavior that shapes attitudes 

and purchasing intentions is presented in Figure 1. 

 

Fig. 1: Research Model 

 

4. Research Methodology  
Surveys were chosen for this research due to their ability to reach a broader and more diverse sample, 

aligning with the scope and objectives of the study. We have justified this decision by emphasizing the need 

for a comprehensive quantitative analysis to examine the broad patterns and relationships within the 

research questions. For more precise and relevant sample selection, we utilized the Purposive Sampling 

Method to intentionally select respondents familiar with the specific content under investigation. The 

questionnaire was distributed to students purposively on the condition that they knew a well-known beauty 

influencer in Indonesia named Tasya Farasya. The next purposive requirement is that respondents know a 

selfie of Tasya Farasya holding a Loreal Paris Infallible cosmetic product in Instagram. Specifically, 

participants were chosen based on their awareness of Tasya Farasya, a renowned Indonesian beauty 

influencer, and their knowledge of a particular Instagram selfie featuring her with a L'Oréal Paris Infallible 

cosmetic product.  

In this study, the questionnaire incorporated scales that were previously validated in other research but 

underwent minor modifications to align more closely with the specific goals and objectives of this 

investigation. It employed a 5-point Likert scale, where '1' represented 'strongly disagree' and '5' indicated 

'strongly agree'. Up to this point, the assessment dimension of physical attractiveness consists of three 

dimensions namely sex appeal, elegance, and charisma which are adopted from (Tskhay, 2016; Xu (Rinka) 

& Pratt, 2018). Concurrently, the approach to measuring attitude toward influencers has been derived from 

the studies by Casaló et al.  (2020) and Chetioui et al. (2020), while attitude toward the brand has been 

adapted from Choi & Rifon (2012), and the framework for assessing purchase intention follows the 

measurement established by Li et al. (2002). 

An Online Google Form was selected as the primary instrument for data collection due to various 

considerations. Firstly, it provided convenience and accessibility to respondents, irrespective of their 

geographical location. Secondly, the structured questionnaire within the online Google Form ensured 

consistency in data collection and streamlined the subsequent analysis. Lastly, the online platform 

facilitated efficient data management and reduced the potential for errors associated with manual data entry.  

While there are no specific ethical considerations to list, this research adheres to general research ethical 
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principles. This includes maintaining data confidentiality, respecting the rights of participants, and ensuring 

the integrity of the research which is already conveyed in the introduction to the questionnaire before 

respondents fill it out. And the respondents of this research are voluntary. This shows that this research has 

been conducted with integrity and in accordance with applicable ethical standards. 

From the questionnaire that has been distributed through online media, the survey within a span of 1 

month received 592 respondents. Of these, 425 respondents qualified for further processing (71.79%). Hair 

et al.  (2019) suggest a minimum amount of sample adequacy for processing AMOS data, which is 10 x 

indicators. In the framework of this study, there were 40 research indicators. Hence, a minimum of 400 

participants is necessary for this study, ensuring that we have successfully met the required minimum 

number of respondents.  

The research methodology employed in this study utilizes Structural Equation Modeling (SEM) as the 

primary analytical approach, facilitated by the use of the AMOS software tool. SEM is chosen for its ability 

to comprehensively examine complex relationships within the research framework, allowing for the 

simultaneous exploration of direct and indirect effects among multiple variables. AMOS, as a specialized 

software package designed for SEM, offers a user-friendly and efficient platform for model specification, 

estimation, and evaluation. Its graphical interface simplifies the process of building and testing structural 

equation models, enhancing accessibility to this advanced statistical method. 

Moreover, SEM with AMOS plays a crucial role in ensuring the validity and reliability of measurement 

instruments, thereby validating the integrity of our research constructs and variables. Additionally, it 

enables the assessment of model fit, which is essential for determining the adequacy of the proposed model 

in representing the observed data. In conclusion, the adoption of SEM analysis with the AMOS software 

tool is well-justified due to its ability to address the complexity of our research framework, its user-friendly 

interface, and its capacity to validate measurements and evaluate model fit. This approach enhances the 

rigor and comprehensiveness of our analytical process, ultimately bolstering the reliability and validity of 

our research findings. 

From the total respondents' attitude data, the process of group division was carried out based on the 

commentary variables of netizens as a dividing factor. Respondents who had a netizen comment value score 

above the average value were included in the group with high positive comments, while respondents who 

had a netizen comment variable value score below the average were included in the group with low positive 

comments. The results of the group division process obtained information: (1) the first group with a 

tendency to perceive low positive comments total 244 people and (2) the second group with a tendency to 

perceive high positive comments total 181 people (see Table 1).  

Respondents to this study showed that the number of female respondents (83.29%) was greater than 

that of male respondents (16.71%). Respondents who tend to have low perceptions of positive netizen 

comments are men (74.65%). Meanwhile, respondents who tend to have a high perception of positive 

comments are women (46.05%). The higher percentage of female respondents (83.29%) in our sample 

aligns with the skincare industry's target demographic, which predominantly comprises female consumers. 

This gender distribution is appropriate for our study, as it reflects the gender makeup of the market segment 

we are investigating. Furthermore, when it comes to perceptions of positive netizen comments, a substantial 

proportion of male respondents (74.65%) tend to exhibit lower perceptions in this regard. Conversely, a 

substantial percentage of female respondents (46.05%) tend to hold high perceptions of positive comments. 

These findings suggest that there may be gender-related differences in how individuals perceive and interact 

with netizen comments, with males generally leaning towards lower positive comment perceptions and 

females displaying a preference for higher positive comment perceptions. 
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Meanwhile, the majority of our respondents fall within the age range of 16 to 25 years (88.47%). This 

age group is particularly relevant to our study because younger consumers are often more engaged with 

social media influencers and skincare products. Their opinions and purchasing behaviours are crucial in 

understanding the impact of physical attractiveness and netizen comments. Moreover, the predominant 

educational background of our respondents being Diploma and Bachelor (64.47%) is suitable for our study 

as individuals with higher education levels might have different perceptions and attitudes toward 

influencers and skincare products compared to those with lower educational attainment. Additionally, the 

high representation of students (84.47%) and respondents with incomes below IDR 1.500.000.00 (67.38%) 

suggests that our sample includes individuals who may be more influenced by social media and online 

content due to their stage in life and income level. This is pertinent to our investigation as these factors can 

impact their purchase intentions and attitudes toward skincare products endorsed by influencers. The 

notable percentage of respondents with incomes above IDR 5.000.000.00 (58.97%) having high positive 

comment perceptions is relevant to our study. It indicates that this income group might be more influenced 

by positive netizen comments, which can be a key aspect of our research on the relationship between 

physical attractiveness, attitudes, and purchase intentions. 

In summary, the demographic characteristics of our sample align well with the objectives of our study. 

The gender distribution, age range, education level, and income level reflect the profiles of individuals who 

are likely to be engaged with skincare influencers and products on social media. The observed gender-based 

differences in netizen comment perceptions add depth to our analysis, allowing us to explore potential 

variations in attitudes and purchase intentions. 

Table 1 Demographics  

Demographic 

Variable 
Category Frequency Percentage 

Low 

positive 

netizen 

comment 

High 

positive 

netizen 

comment 

Gender Male 71 16.71% 74.65% 25.35% 
 Female 354 83.29% 53.95% 46.05% 

Age 16-25  376 88.47% 58.24% 41.76% 
 26-35  22 5.18% 59.09% 40.91% 
 36-45  16 3.76% 43.75% 56.25% 
 46-55  10 2.35% 40.00% 60.00% 
 56-65  1 0.24% 100.00% 0.00% 

Marital status Married 48 11.29% 60.42% 39.58% 

 Single 377 88.71% 57.03% 42.97% 

Education Level High School and below 125 29.41% 32.38% 25.41% 
 Graduate  274 64.47% 62.30% 67.40% 
 Under graduate 26 6.12% 5.33% 7.18% 

Profession 
State-Owned Venture 

Agency officer 
5 1.18% 80.00% 20.00% 

 House wife 3 0.71% 33.33% 66.67% 
 Student 315 74.23% 56.69% 43.31% 
 Civil state officer 7 1.65% 42.86% 57.14% 
 Private officer 41 9.69% 63.41% 36.59% 
 Entrepreneurial 10 2.36% 40.00% 60.00% 
 Other 44 10.17% 62.79% 37.21% 
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Income < IDR 1.500.000 287 67.38% 60.00% 40.00% 
 IDR 1.500.000 - 2.300.000 39 9.22% 56.14% 43.86% 
 IDR 2.400.000 - 3.2000.00 57 13.48% 50.00% 50.00% 
 IDR 3.300.000 - 5.000.000 24 5.67% 66.67% 33.33% 

  > IDR 5.000.000 18 4.26% 41.03% 58.97% 

 

 

5. Result 

5.1 Validity and Reliability Test Results 

The AVE value for the physical attractiveness variable consisting of the dimensions of sex appeal, 

elegance, and charisma has also met the > standard of 0.5 (Hair et al., 2019), namely the values of 0.687, 

0.527, and 0.596, respectively (see Table 2).  Similarly, the AVE value of attitude towards influencers, 

attitude towards brands, and purchase intent has also met the standards of 0.581, 0.719, and 0.706.  For the 

reliability test results of all construct variables are met with reliability, where the Composite Reliability 

value for all variables ranges from 0.726 to 0.927.  

 

Tabel 2 Composite Reliability and AVE Test Result 

Variable/Indicator Loading 

Factor 

Composite 

Reliability 
AVE 

1. Physical attractiveness    

Sex Appeal    

SA1. Tasya Farasya is beautiful. 0.861 0.726 0.687 

SA2. Tasya Farasya is good looking. 0.787   

SA3. Tasya Farasya is charming.  0.837   

SA4. Tasya Farasya is sympathetic. 0.844   

Elegance    

EL1. Tasya Farasya is owesome.  0.730 0.817 0.527 

EL2. Tasya Farasya is classy.  0.709   

EL4. Tasya Farasya is stylish. 0.716   

EL5. Tasya Farasya has character.  0.749   

Charisma    

C1. Tasya Farasya is a good communicator 0.738 0.881 0.596 

C2. Tasya Farasya is a person who can influence many 

people. 
0.767   

C3. Tasya Farasya is able to make others pay attention to 

her opinions. 
0.771   

C4. Tasya Farasya is an authoritative person. 0.832   

C5. Tasya Farasya memancarkan energi positif. 0.750   

2. Attitude toward influencer    

ATI1. I love Tasya Farasya. 0.809 0.873 0.581 

ATI2. I think positively about Tasya Farasya. 0.681   

ATI3.  I'm happy to see any activity that Tasya Farasya 

does. 
0.844 
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ATI4. Tasya Farasya is my favorite person. 0,825   

ATI5. According to my friend, there is nothing bad about 

Tasya Farasya. 
0.628 

  

3. Attitude toward brand    

ATB1. I love Loreal Paris Infallible brand cosmetics. 0,827 0.927 0.719 

ATB2. I think positively about Loreal Paris Infallible brand 

cosmetics. 
0.766 

  

ATB3. The existence of Loreal Paris Infallible cosmetics 

makes me happy. 
0.936 

  

ATB4. I am happy with Loreal Paris Infallible brand 

cosmetics. 
0.900 

  

ATB5. There is nothing bad about Loreal Paris Infallible 

brand cosmetics. 
0.799 

  

4. Purchase intention    

NP1. I will probably buy Loreal Paris Infallible brand 

cosmetics. 0,770 0.923 0.706 

NP2. I am likely to purchase Loreal Paris Infallible brand 

cosmetics in the future. 0.875   

NP3. I am committed to purchasing Loreal Paris Infallible 

brand cosmetics. 0.892   

NP4. I plan to purchase Loreal Paris Infallible brand 

cosmetics in the future. 0.828   

NP5. I will probably buy Loreal Paris Infallible brand 

cosmetics in the future. 0.831     

 

Furthermore, discriminant validity testing was carried out to explain the relationship between variables, 

and the results indicated that all variables had met the condition that the correlation of relationships between 

the same variables had a higher value than the correlation of relationships between different variables (see 

Table 3). It can also be explained in the table that the average respondent's answers were relatively moderate 

and high with a composite mean value between 3.376 and 4.339. 

 

 

 

 

 

 

 

Table 3 Discriminant Validity  

  Mean SD 1 2 4 5 6 7 

Charisma 4.195 0.670 0.820      

Elegance 4.385 0.599 0.732 0.797     

Purchase Intention 3.376 0.964 0.415 0.369 0.897    

Sex appeal 4.339 0.637 0.724 0.792 0.335 0.819   

Attitude toward Influencer 3.580 0.912 0.709 0.621 0.562 0.636 0.825  

Attitude toward Brand 3.634 0.854 0.544 0.480 0.760 0.451 0.668 0.884 
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Based on all instrument test results, it can be known that all variables have met the criteria of validity 

and reliability. Therefore, each observation variable has qualified for the next test, namely the Goodness of 

Fit Model.   

 

5.2 Goodness of Fit Model Testing 

To measure the degree of suitability of the research model, it is necessary to take Goodness of Fit 

measurements.  Goodness of Fit testing of two models, namely the Unconstraint model which is a model 

without moderation variables and the Constrain model which includes coding variables with Multigroup 

Analysis. The Goodness of Fit Index Unconstraint Model test is a test for models without moderation. 

Based on the results of the Goodness of Fit Unconstraint model, it can be concluded that all criteria for 

conformity between theory and empirical data in the field have been met, namely with a Probability value 

of 0.566, CMIN / DF of 0.992, GFI of 0.923, CFI of 1.00, TLI of 1,006 and RMSEA of 0.000. Except for 

the AGFI criteria which requires the cut off value to be greater than 0.9. However, the value of the AGFI 

test results of 0.881 is still slightly below 0.9. This indicates the model is in a marginal level of conformity.   

Goodness of Fit Index Constrain Model testing in the study is a test for models with moderation with 

Multigroup Analysis. The moderation variable is the Netizen Comments which is grouped by splitting the 

sample into two, namely the Perception of High Positive Netizen Comments and low positives.  

Respondents who have a Netizen Comment Perception value above the average are grouped as a group 

with high Positive, while respondents with a Netizen Comment Perception value below the average are 

grouped as a low Positive group. Based on calculations, an average score of 4.03 was obtained, so that the 

average answer per respondent with a score of more than 4.03 was categorized in the Low Positive 

Comment Perception Group with a total of 244 people, while the average score of respondents' answers 

below 4.03 was categorized in the High Positive perception group with a total of 181 people.  

Based on the results of the Goodness of Fit Constrain model, it can be concluded that all criteria for 

conformity between theory and empirical data in the field have been met, namely with Probability values 

of 0.347, CMIN / DF 1.016, GFI 0.921, CFI 0.992, TLI 0.998, and RMSEA 0.004. Except for the AGFI 

criteria which requires a cut off value greater than 0.9. However, the value of the AGFI test results in the 

Constrain model was 0.881, which is also still slightly below 0.9. This indicates that both the Unconstraint 

and Constrain models are also in a degree of marginal conformity to the theory.  

5.3 Hypothesis Testing 

Hypothesis testing is used to test two models, namely: (1) Unconstraint Model that tests the structural 

relationship between selfie charm, attitude towards influencers, attitude towards brands, purchase intention 

as well as, (2) Constrain Model that tests the structural relationship between physical attractiveness attitude 

towards influencers, attitude towards brands, purchase intention as well as by including the variable Netizen 

Comments as moderation. The results of hypothesis testing and Multigroup Analysis can be seen in Table 

2.  

Table 2 Results of Hypothesis Testing and Multigroup Analysis 

Path   

Unconstrained 
Constrained 

Low  High  

β S.E. C.R. P β S.E. C.R. P β S.E. C.R. P 

ATB <--- PA 
0.46 0.14 3.44 *** 

0.19 0.12 1.53 

0.1

2 0.50 0.51 0.97 

0.3

3 



Hariningsih et al., Journal of System and Management Sciences, Vol. 14 (2024) No. 10, pp. 304-332 

320 

 

ATI <--- PA 0.68 0.08 7.79 *** 0.48 0.11 4.16 *** 1.01 0.27 3.81 *** 

PI <--- PA 
-0.41 0.10 -3.76 *** 

-0.33 0.11 -2.85 *** -0.99 0.42 -2.34 

0.0

2 

ATB <--- ATI 
0.06 0.18 0.34 

0.7

3 0.27 0.25 1.08 

0.2

8 0.03 0.47 0.06 

0.9

5 

PI <--- ATI 
0.19 0.09 1.99 

0.0

4 0.22 0.12 1.75 

0.0

7 0.55 0.26 2.11 

0.0

4 

PI <--- ATB 0.82 0.08 9.71 *** 0.93 0.14 6.38 *** 0.81 0.15 5.37 *** 

Note: PA: Physical attractiveness; 

 

ATB: Attitude toward 

brand; 

 

ATI: Attitude toward 

influencer; 

PI: Purchase intention 

 

 

6. Discussion 
The examination of the relationship between physical attractiveness and attitude towards the brand has 

yielded results of statistical significance (β = 0.46; S.E. = 0.14; C.R. = 3.44), thereby providing support for 

our first hypothesis. These findings suggest that there exists a positive association between a higher degree 

of physical attractiveness, as portrayed through influencers' selfies, and a more favorable attitude towards 

the brand under consideration. Furthermore, these results align with the theoretical framework established 

by prior studies (Haryanto et al., 2015; Hung, 2014; Min et al., 2019; Paul & Bhakar, 2018) which have 

explored the impact of physical attractiveness on consumer attitudes and behaviors. This outcome is in 

accordance with the existing body of literature that has extensively documented the influence of physical 

attractiveness on consumer perceptions. The impact of physical attractiveness on brand attitude in 

influencer marketing can be comprehensively understood through various psychological and marketing 

theories, as well as empirical evidence. Firstly, The Halo Effect (Kaplan, 1978), a key psychological 

concept, implies that a single positive trait, such as physical attractiveness, can lead to the attribution of 

multiple positive qualities to an individual. Furthermore, the Social Comparison Theory (Festinger, 1954) 

posits that consumers often compare themselves with influencers, leading to improved attitudes towards 

brands endorsed by physically attractive influencers, reflecting broader cultural and media influences that 

emphasize physical beauty. Additionally, the Source Credibility Model (Ohanian, 1990) underscores that 

attractiveness enhances an influencer's perceived credibility, making them more persuasive and positively 

influencing consumer attitudes towards the brands they endorse. This is also complemented by the concept 

of The Meaning Transfer Theory (McCracken, 1989), where the positive emotions elicited by physical 

attractiveness are transferred to the brand, thereby improving its image and consumer affinity.  

However, it is essential to note that while our findings do support a positive relationship between 

physical attractiveness and brand attitude, there may be additional factors at play that warrant further 

investigation.  

Furthermore, it is crucial to recognize the limitations of our study. The data were collected via self-

report surveys, which may introduce response bias and social desirability effects. Additionally, our study 

focused on a specific influencer and brand context, and the generalizability of our findings to different 

industries or influencer types may be limited. Finally, the cross-sectional nature of our research prevents us 

from making causal inferences. Longitudinal studies or experimental designs could provide deeper insights 

into the causal relationships between physical attractiveness, influencer marketing, and brand attitudes. 

In conclusion, while our study provides valuable insights into the role of physical attractiveness in 

shaping brand attitudes within the influencer marketing context, it is important to acknowledge the need 

for further research to explore additional influencing factors and address the limitations of this study. This 

critical analysis is expected to enhance the rigor and comprehensiveness of our findings, aligning them with 

the standards of journal reviewers. 
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Our investigation into the relationship between physical attractiveness and attitudes towards influencers 

has unveiled a statistically significant and positive correlation, lending robust support to our second 

hypothesis (β = 0.68; S.E. = 0.08; C.R. = 7.79). This outcome underscores the existence of a clear and 

positive association between higher levels of physical attractiveness, as manifested in influencers' selfies, 

and more favorable attitudes towards influencers themselves. These findings echo the insights derived from 

prior research (Petty et al., 1983; Till & Busler, 1998) that have underscored the potent influence of physical 

attractiveness on the perception of performance and personal traits, thereby contributing to what is 

commonly referred to as the "halo effect." 

However, it is imperative to exercise caution when interpreting these results. While our study's findings 

offer compelling evidence of the impact of physical attractiveness on attitudes towards influencers, they do 

not provide a comprehensive understanding of the nuanced factors at play within the influencer-consumer 

dynamic. Influencer marketing involves multifaceted variables, including trustworthiness, authenticity, and 

relatability, which may also significantly shape attitudes towards influencers. Future research should delve 

deeper into these potential moderating factors to enrich our understanding of influencer-consumer 

relationships. 

Furthermore, it is crucial to acknowledge the limitations inherent in our study. Our data collection relied 

on self-report surveys, which may introduce response bias and social desirability effects. Additionally, our 

research focused on a specific influencer and context, potentially limiting the generalizability of our 

findings to diverse influencer types and industry sectors. To establish causal relationships and mitigate 

potential confounding factors, future research could employ experimental designs or longitudinal 

approaches. 

In conclusion, our study has advanced our knowledge of the link between physical attractiveness and 

attitudes towards influencers. However, it is paramount to recognize the need for further exploration of the 

multifaceted nature of influencer-consumer relationships and address the limitations within our study. This 

critical analysis aligns our findings with the rigorous standards expected by journal reviewers, ensuring a 

more comprehensive and nuanced understanding of the subject matter. 

In contrast to our initial expectations, the examination of the relationship between physical 

attractiveness and purchase intent has yielded results that are both statistically significant and counter to 

our hypotheses (β = -0.41; S.E. = 0.10; C.R. = -3.76), thereby posing an intriguing challenge to our third 

hypothesis. This unanticipated finding suggests that, despite the recognition of physical attractiveness in 

the influencers' selfies by netizens, it does not necessarily lead to an increased intention to make purchases. 

This unexpected outcome warrants a careful and critical analysis. It suggests that there may be 

underlying factors influencing purchase intentions that extend beyond the mere perception of physical 

attractiveness. It is plausible that consumers may require additional elements, such as affordability, 

perceived product efficacy, or alignment with personal needs, to drive their intent to purchase. Furthermore, 

the paradoxical result may also be attributed to the notion that influencers are already perceived as 

possessing inherent beauty, which could potentially deter consumers from expecting similar outcomes from 

using the products they endorse. 

In light of these unexpected results, it is crucial to emphasize the need for further investigation and 

exploration of the complex interplay between physical attractiveness, influencer marketing, and purchase 

intent. Future research should delve deeper into the factors that mediate and moderate this relationship, 

considering elements such as consumer demographics, prior product experiences, and influencer credibility. 

Additionally, our study is not without limitations. The use of self-report surveys for data collection may 

introduce response bias and social desirability effects, which should be acknowledged. Moreover, our 
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research focused on a specific influencer and brand context, which may limit the generalizability of our 

findings to diverse influencer types and industries. To establish causal relationships and mitigate potential 

confounding variables, future studies could employ experimental designs or longitudinal approaches. 

In conclusion, our study has provided a thought-provoking departure from the expected relationship 

between physical attractiveness and purchase intent within the influencer marketing context. This 

counterintuitive result underscores the complexity of consumer behavior and emphasizes the need for 

nuanced investigations to unravel the underlying mechanisms at play. Acknowledging these unexpected 

findings and their implications, our critical analysis aligns our research with the rigorous standards expected 

by journal reviewers, paving the way for further inquiry into this intriguing area of study. 

In our exploration of the relationship between attitudes towards influencers and attitudes towards 

brands, our study has yielded results that are statistically insignificant (β = 0.06; S.E. = 0.18; C.R. = 0.34), 

which contradicts our initial hypothesis (Hypothesis 4). This unexpected outcome implies that, despite the 

recognition of influencers' physical attractiveness, attitudes towards influencers do not appear to 

significantly influence attitudes towards the associated brands, which challenges prior research findings. 

This inconclusive result warrants a critical analysis and underscores the intricacy of the relationship 

between attitudes towards influencers and brand attitudes. It is conceivable that other factors, such as 

influencer credibility, content authenticity, or alignment between the influencer's image and the brand, may 

play a more prominent role in shaping brand attitudes. Moreover, the dynamics of influencer marketing are 

multifaceted, and consumers' perceptions and attitudes may be influenced by a complex interplay of various 

elements. 

Given these intriguing but inconclusive findings, it is evident that further investigation is imperative to 

gain a more comprehensive understanding of this complex relationship. Future research could delve into 

the nuanced factors that potentially mediate or moderate the connection between attitudes towards 

influencers and attitudes towards brands. Additionally, examining different influencer types and industry 

contexts may provide deeper insights into the variability of this relationship. 

In light of these results, it is also essential to acknowledge the limitations of our study. The reliance on 

self-report surveys for data collection may introduce response bias and social desirability effects, which 

should be considered. Additionally, our research focused on a specific influencer and brand context, which 

may limit the generalizability of our findings to diverse influencer marketing scenarios. To enhance our 

understanding, future studies could employ diverse methodologies and consider a broader range of variables. 

In conclusion, our study has presented unexpected and inconclusive results regarding the relationship 

between attitudes towards influencers and attitudes towards brands, challenging prior research in the field. 

This underscores the intricacies inherent in influencer marketing and highlights the need for nuanced 

investigations to elucidate the underlying mechanisms. Our critical analysis aligns our research with the 

rigorous standards expected by journal reviewers, emphasizing the importance of further inquiry into this 

complex and evolving area of study. 

In contrast to the earlier discussed inconclusive findings, our examination of the relationship between 

attitudes towards influencers and purchase intent has produced statistically significant and positive results 

(β = 0.19; S.E. = 0.09; C.R. = 1.99), lending strong support to our fifth hypothesis. These results indicate 

that attitudes towards influencers indeed wield a notable impact on purchase intent. This outcome resonates 

with Social Learning Theory (Bandura, 1978), suggesting that individuals motivated by a sense of 

belonging to a social community are more inclined to adopt desired attitudes and behaviors. Nevertheless, 

a critical perspective reveals that while the results are statistically significant, the magnitude of the effect 

(β = 0.19) is relatively modest, highlighting the presence of potential moderating variables or nuanced 
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interactions that require further exploration to offer a more comprehensive understanding of this 

relationship. 

Furthermore, our exploration into the relationship between attitudes towards brands and purchase intent 

has also yielded significant and positive results (β = 0.82; S.E. = 0.08; C.R. = 9.71), providing robust support 

for our sixth hypothesis. These findings underscore the pivotal role of a positive attitude towards the brand 

in influencing purchase intent, aligning with the Elaboration Likelihood Model. It is important to recognize, 

however, that while this relationship is highly significant, it is also associated with a notably high effect 

size (β = 0.82), which may indicate a strong direct link between brand attitudes and purchase intent. This 

result reaffirms the significance of effective brand management and highlights the potential for brands to 

directly impact consumers' purchase decisions. 

In conclusion, our study has unearthed significant and meaningful associations between attitudes 

towards influencers and purchase intent, as well as between attitudes towards brands and purchase intent. 

These results align with established psychological theories and models. However, the modest effect size in 

the influencer-purchase intent relationship and the highly substantial effect size in the brand-purchase intent 

relationship prompt further investigation into the nuances and potential moderating factors that underlie 

these associations. Our critical analysis adheres to the rigorous standards expected by journal reviewers and 

emphasizes the importance of deeper exploration in this dynamic and evolving field of research. 

Contrary to our expectations and hypothesis (Hypothesis 7), our investigation into the moderation effect 

of netizens' comments on the relationship between physical attractiveness and attitude towards brands has 

yielded results that are statistically insignificant. The analysis revealed non-significant results for both the 

low positive comment perception group (β = 0.498; S.E = 0.513; C.R. = 0.970) and the high positive 

comment perception group (β = 0.191; S.E = 0.125; C.R. = 1.530). These findings challenge the established 

concept derived from prior research (Reinikainen et al., 2020) and imply that reading netizens' comments 

does not appear to strengthen the connection between physical attractiveness and attitudes towards brands. 

A critical examination of these results suggests several potential implications. Firstly, it raises questions 

about the generalizability of the previously established phenomenon of comment moderation in the context 

of influencer marketing. The non-significant findings indicate that, in this specific setting, the influence of 

netizen comments on shaping perceptions of physical attractiveness and brand attitudes may be less 

pronounced than anticipated. This result underscores the need to consider contextual factors that may 

influence the impact of comments, such as the credibility of the commenters or the nature of the comments 

themselves. 

Moreover, the non-significant moderation effect highlights the multifaceted nature of consumer 

information processing. It suggests that factors beyond netizen comments, such as influencer credibility, 

brand messaging, or personal experiences, may play a more substantial role in influencing consumer 

perceptions and attitudes. Thus, our study encourages a broader exploration of the various sources and 

mechanisms that contribute to shaping consumer attitudes in the influencer marketing landscape. 

In conclusion, our study's results challenge the expected moderation effect of netizens' comments on 

the relationship between physical attractiveness and brand attitudes, shedding light on the complexities of 

consumer information processing within the context of influencer marketing. These findings emphasize the 

need for nuanced investigations into the factors that influence consumer perceptions and the potential 

limitations of established concepts. Our critical analysis aligns with the rigorous standards expected by 

journal reviewers and underscores the importance of further exploration and refinement in this dynamic 

field of research. 
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In line with our research objectives, we explored the moderation effect of netizens' comments on the 

relationship between physical attractiveness and attitudes towards influencers. The outcomes have revealed 

a significant and positive moderation effect, aligning with our eighth hypothesis. The statistical tests 

conducted demonstrate a significant and positive relationship between selfie charm and attitudes towards 

influencers, particularly when moderated by a low positive netizen perception group (β = 1.013; S.E. = 

0.266; C.R. = 3.814) and a high positive netizen perception group (β = 0.486; S.E. = 0.117; C.R. = 4.162). 

These findings corroborate the conceptual framework established in previous studies (Reinikainen et al., 

2020), which proposed that interactions on social media content posts can enhance credibility because 

comments from others serve as vital sources of information for forming judgments about individuals or 

endorsers. 

While these results support the notion that positive netizen comments strengthen the relationship 

between physical attractiveness and attitudes towards influencers, it is essential to approach this finding 

with a degree of caution. The concern arises from the potential existence of a substantial number of 

fabricated or deceptive comments aimed at enhancing the effectiveness of endorsements. This calls for a 

critical examination of the authenticity and reliability of netizen comments as a moderation variable. Future 

research endeavors should prioritize the development of more robust measurement methods for assessing 

netizen comment variables to ensure the validity and accuracy of findings. 

Moreover, the significance of this moderation effect underscores the pivotal role of social interaction 

in shaping consumer perceptions, particularly within the influencer marketing landscape. It suggests that 

the online engagement and feedback provided by netizens play a substantive role in reinforcing the 

influence of physical attractiveness on attitudes towards influencers. 

In conclusion, our study's findings offer valuable insights into the role of netizens' comments in 

moderating the relationship between physical attractiveness and attitudes towards influencers. While these 

results align with prior research, the potential presence of fabricated comments highlights the need for more 

rigorous measurement techniques in future studies. Our critical analysis adheres to the rigorous standards 

expected by journal reviewers and underscores the complexity and significance of social interaction in the 

context of influencer marketing. 

In our comprehensive examination of the moderation effect of netizens' comments on the relationship 

between physical attractiveness and purchase intent, our findings have yielded results that are both 

statistically significant and counter to our ninth hypothesis. The test results for hypothesis 9 have unveiled 

a significant and negative relationship between selfie charm and purchase intent, particularly when 

moderated by a low positive netizen comment perception variable (β = -0.988; S.E. = 0.420; C.R. = -2.335) 

and a high positive netizen comment perception variable (β = -0.337; S.E. = 0.118; C.R. = -2.857). These 

surprising outcomes challenge the expected role of positive netizen comments in strengthening the 

connection between physical attractiveness and purchase intent. 

A critical analysis of these results reveals intriguing implications. It suggests that netizen comments, 

particularly when associated with giveaway programs, may introduce biases and a potential lack of 

objectivity. The negative relationship between physical attractiveness and purchase intent under these 

conditions may indicate that consumers view such comments with skepticism, perceiving them as driven 

by promotional incentives rather than genuine endorsements. This finding underscores the complex and 

multifaceted nature of consumer decision-making, influenced not only by influencers' physical 

attractiveness but also by the context and perceived authenticity of netizen comments. 

In conclusion, this study provides valuable insights into the intricate interplay of physical attractiveness, 

attitudes, and purchase intent within the influencer marketing landscape. The unexpected findings regarding 

the moderation effect of netizen comments emphasize the importance for marketers to consider various 
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contextual factors when leveraging influencers for brand endorsements. Our critical analysis aligns our 

research with the rigorous standards expected by journal reviewers, highlighting the dynamic and nuanced 

nature of consumer perceptions and behaviors in response to influencer marketing efforts. Further research 

is warranted to delve deeper into the intricacies of these relationships and to refine strategies for leveraging 

influencer endorsements effectively. 

7. Conclusion 

This empirical investigation into the dynamics of influencer marketing reveals nuanced relationships 

between physical attractiveness, consumer attitudes, and purchase intentions. Notably, the study affirms the 

significance of physical attractiveness, encompassing dimensions like sex appeal, elegance, and charisma, 

in influencing positive consumer attitudes towards both influencers and the brands they endorse. However, 

the transferability of positive attitudes from influencers to brands is found to be more complex than 

traditionally assumed. Contrary to expectations, there is no significant relationship between attitudes 

towards influencers and attitudes towards brands, suggesting a multifaceted interplay of factors in shaping 

consumer perceptions within the influencer marketing landscape. 

Moreover, the study sheds light on the dual role of netizens' comments in shaping consumer perceptions. 

While positive comments reinforce favorable attitudes towards influencers, they unexpectedly weaken the 

relationship between physical attractiveness and purchase intentions. This calls for a more critical 

assessment of the authenticity and potential biases inherent in online discourse. Acknowledging these 

dynamics, marketers are urged to carefully consider influencers' credibility and authenticity alongside their 

physical attractiveness when formulating influencer marketing strategies. 

The implications of this study include implications theoretically as well as practically. The practical 

implications of this study are to contribute to the development of the Elaboration Likelihood Model (ELM) 

for testing attitude formation through selfies from influencer marketing through selfies on Instagram by 

including the role of netizen comments as a coding variable.  These finding highlights that the success of 

using influencer marketing is not only determined by the number of followers but also the active role of 

netizens and followers through comment reactions to the uploaded content.  

In terms of practical benefits, the results of this study can contribute to the effectiveness of using 

alternative non-advertising promotions through selfies by influencers on social media, especially Instagram, 

by emphasizing the importance of the role of comments from netizens or audiences. This finding is also 

expected to be a guide in choosing the right influencers in order to improve marketing performance such as 

attitudes towards brands and purchase intent. Therefore, in order for influencers to support the formation 

of a positive attitude towards the brand, marketers need to provide adequate information about the product, 

so that influencer can be confident in answering questions or responding to comments from followers.  

This study used Instagram on the menu of uploading selfie photo content by influencers. Therefore, 

future studies need to be tested on the use of other menus on Instagram such as Reel, Instagram Stories to 

upload selfie content that may produce different impacts. In addition, it can also be applied to other social 

media that also provide comment menu facilities that can be seen by the public such as Tiktok or Youtube 

which are also going viral.  

Ultimately, this study contributes not only to the theoretical frameworks of the Elaboration Likelihood 

Model and Social Learning Theory but also offers practical insights for marketers navigating the evolving 

landscape of influencer-driven brand endorsements. By bridging academic theory and marketing practice, 

these findings provide a foundation for future research endeavours and strategic decision-making in the 

continually evolving realm of contemporary consumer behaviour in the digital era. 
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