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ARTICLE INFO ABSTRACT

Received 26 November 2022, This study aims at explaining the impact of Instagram social media influencers on behavioural intentions (i.e.,
Accepted 02 May 2023 intentions to interact with them and recommend them, and also purchase the products they endorse or post). It
Available online 31 May 2023 focuses on influencers’ expertise and their role as opinion and taste leaders. Based on opinion leadership theo-
DOI: 10.5295/cdg.221863cp ry, a survey was conducted on 210 Instagram users. Main findings reveal that post originality, uniqueness, and

quality impact on influencers’ opinion leadership which, in turn, impacts on behavioural intentions. Influenc-
ers’ expertise impacts on the intention to recommend the influencers and purchase the products posted, while
influencers’ taste leadership only influences the intention to interact with them. Few papers analyse the direct
effects of influencers’ expertise and opinion and taste leadership on followers” behavioural intentions. Conse-
quently, when designing a social media marketing campaign influencers’ selection should be made according to
those traits which stimulate specific behaviours such as fostering interaction, increase electronic word of mouth
or persuade to purchase the products posted. In case of product endorsements, selecting influencers with ac-
knowledged expertise is recommended as they will cause an impact on the intention to purchase endorsed
products. Influencers perceived as opinion leaders have an overall influence on their followers’ behavioural

JEL: M31, M37

intentions.
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RESUMEN

Este estudio tiene como objetivo explicar el impacto de los influencers de Instagram en las intenciones de compor-
tamiento de sus seguidores (es decir, intenciones de interactuar con ellos y recomendarlos, y también de comprar
los productos sobre los que publican). El estudio se centra en la experiencia de los influencers y su papel como
lideres de opinién y de estética. Con base en la teoria del liderazgo de opinién, se realizé una encuesta a 210
usuarios de Instagram. Los principales hallazgos revelan que la originalidad, la singularidad y la calidad de las
publicaciones impactan en el liderazgo de opinion de los influencers, lo que a su vez impacta en las intenciones de
comportamiento de sus seguidores. La experiencia de los influencers impacta en la intencion de recomendarlos y
comprar los productos sobre los que publican o promocionan, mientras que el liderazgo estético de los influencers
solo influye en la intencién de interactuar con ellos. Pocos articulos analizan los efectos directos de la experiencia
y el liderazgo de opinion y estético de los influencers sobre las intenciones de comportamiento de los seguidores.
Consecuentemente, a la hora de disefiar una campafia de marketing en redes sociales, la seleccion de los influ-
encers debe hacerse de acuerdo con aquellos rasgos que estimulan comportamientos especificos, como fomentar
la interaccion con los propios influencers, aumentar la comunicacién boca-oreja en Internet o persuadir para la
compra. En caso de promocionar productos, se recomienda seleccionar influencers con experiencia reconocida,
ya que impactardn en la intencion de compra de los productos promocionados. Los influencers percibidos como
lideres de opinién tienen una influencia general en las intenciones de comportamiento de sus seguidores.

Palabras clave: Redes Sociales, Influencers, Experiencia, Lider de Opinion, Lider en Estética, Comportamiento.
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1. INTRODUCTION

Social media influencers (SMIs) are becoming increasing-
ly important for marketing and branding strategies. SMls are
people who create content and share it through social media
networks, gaining a significant influence on their target audi-
ence. Their content is based on their personal lives, opinions,
and purchases. SMIs’ influence is increasing in large social
media audiences as their messages are considered relevant, au-
thentic, and trustworthy (Willemsen ef al., 2011). Data from
2022 indicate that 58.4% of the world’s total population are
social media users, though these “users” may not represent
unique individuals. Global social media users have grown by
more than 10 percent over the past 12 months (Kemp, 2022).
SMIS’ role as product endorsement generates a growing mar-
ket asking for further research into how SMIs influence online
peers (Belanche et al., 2020; Nafees et al., 2021; Schouten et al.,
20205 Torres et al., 2019). Additionally, knowledge on SMIs’
leadership effects is still limited in the context of more visual
networks such as Instagram (Casalé ef al., 2020; Fakhreddin
& Foroudi, 2021; Ki & Kim, 2019). Scholars have mainly fo-
cused on the verbal effect of opinion leadership and neglected
the visual effect of taste leadership (Ki & Kim, 2019). Further
research is also claimed on the alluring traits of SMIs and the
features of the content they publish in social media networks
which enables them to attract a large number of followers (Ki
& Kim, 2019).

SMIs exert influence on their audience by exhibiting a par-
ticular aesthetic appearance while sharing their opinion, thus
building taste and opinion leadership (Ki & Kim, 2019). Current
research aims at a deeper understanding of how SMIs exert their
influence on behavioural intentions considering the opinion
leadership theory (Solomon, 2018) and the megaphone effect
(McQuarrie et al., 2013). The latter refers to the fact that SMIs’
taste can be a resource which enables them to grab the mega-
phone and improve their position of prominence and expand
their audience.

This article contributes to the literature by jointly examin-
ing how the SMI’s expertise, opinion leadership and taste lead-
ership impact SMIs’ target audience’s behavioural intentions.
First, this research is among a few papers considering the ef-
fects of opinion leadership on the SMI’s account (i.e., intention
to interact with SMIs and intention to recommend SMIs). Sec-
ond, it examines the direct effects of SMIS’ expertise on behav-
ioural intentions. Particularly, three behavioural intentions are
analysed as favourable outcomes of SMIs’” expertise: intention
to interact with SMIs, intention to recommend SMIs, and in-
tention to purchase the products endorsed or posted by SMIs.
To the best of the authors’ knowledge, no previous study has
empirically analysed the direct effects of expertise on the SMI’s
account in the context of Instagram. Third, the current study is
among the first to explore the direct impact of the SMI’s taste
leadership on the target audience’s behavioural intentions.
Some SMIs display their taste to claim a status above others by
means of performing their individual portrayal of style (Mc-
Quarrie et al., 2013). Despite being a salient feature of SMIs,
little is known about the direct impact of this authority of taste
on their audience.

Therefore, this study offers insights into the social media
literature on how SMIs exert direct influence on their target
audience and provides managerial recommendations for both
companies and SMIs to improve their communication effec-
tiveness.

2. THEORETICAL FRAMEWORK AND HYPOTHESES

SMISs’ influence comes from traits such as credibility, attrac-
tiveness, similarity, motivation, and symbolic meaning (Nafees
et al., 2021; Shan et al., 2020). SMIs leadership can be enhanced
by the argument (a text component) and attractiveness (a visual
component) of SMIs-generated content (Cheng et al., 2021),
thus leading to the analysis of two related concepts: opinion
leadership and taste leadership.

In marketing, the concept of opinion leadership gained
attention with the diffusion of innovations theory (Rogers,
1995). An opinion leader is someone who can change followers’
attitudes, opinions or behaviours due to his/her competence
(knowledge), personal traits, personal appeal, expertise, and
connection with consumers (Hwang & Zhang, 2018; Iyengar
et al., 2011). Opinion leaders contribute to distributing in-
formation and making recommendations about consumption
choices (Moldovan et al., 2011; Ruvio & Shoham, 2007). Opin-
ion leaders’ influence is moderated by parasocial relationships
established with SMIs based on perceptions of friendship, in-
terest similarity and credibility, among other aspects (Conde
& Casais, 2023; Leite & Baptista, 2022; Vrontis et al., 2021).
In contemporary markets, opinion leaders often operate online
using social media forums to influence followers (Hsu et al.,
2013; Tsang & Zhou, 2005).

Taste leadership refers to the apprehension of an aesthetic
style attracting a mass audience (McQuarrie ef al., 2013). In the
fashion industry, some SMIs and bloggers receive promotional
resources and gifts from the fashion system. This may reinforce
the audience’s perception of the blogger being a taste leader
(McQuarrie et al., 2013). Ki and Kim (2019) studied SMIs’ taste
leadership, as shown in the visual content of their posts and
attractive stylistic features.

SMIs’ expertise effects are also analysed here. Expertise is
described as the source’s high level of knowledge, experience,
and problem-solving skills in a given domain (Wiedmann & von
Mettenheim, 2021). SMIs should hold expertise as a key feature
if they are to be considered a credible source of information by
their fans (Daneshvary & Schwer, 2000).

2.1. Opinion and taste leadership antecedents

We posit that certain SMIs’ content features may be consid-
ered as antecedents for opinion leadership (i.e., perceived orig-
inality, uniqueness, quality, and quantity) and taste leadership
(i.e., perceived prestige and attractiveness).

Originality refers to the level of newness and innovative el-
ements in SMIS’ content perceived by individuals, as compared
with other options (Moldovan ef al., 2011). For instance, SMIs’
posts can be perceived as creative, innovative, unusual, or so-
phisticated (Acar et al., 2017). Original content generates greater
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word-of-mouth as individuals are more willing to exchange unu-
sual information (Moldovan et al., 2011). Thus, SMIs who share
original content increase the number of followers and the per-
ception of being an opinion leader (Jegham & Bouzaabia, 2022).
Park and Kaye (2017) suggest that original posting is a signif-
icant indicator of perceived opinion leadership. Consequently,
the following hypothesis is proposed:

H1: Perceived originality influences perceived opinion leader-
ship positively.

Uniqueness refers to a condition on which an individual ex-
presses himself distinctively from others (Maslach et al., 1985).
SMIs pursue uniqueness by creating a distinctive personal style
and avoiding similarity to peers in order to enhance their so-
cial image (Tian et al., 2001). So, uniqueness is a factor that dis-
tinguishes opinion leaders (Gentina et al., 2014; Tsang & Zhou,
2005). Simonson and Nowlis (2000) propose that individuals are
aware of the fact that unconventional choices draw more atten-
tion from others. Consequently, opinion leaders share informa-
tion about unconventional preferences to receive more attention.
Thus, the following hypothesis is proposed:

H2: Perceived uniqueness influences perceived opinion leader-
ship positively.

Quantity of posts refers to the number of SMIs’ posts pub-
lished in social media networks. SMIs usually share a great num-
ber of postings, replies, and opinion messages (Tsang & Zhou,
2005). Sharing lots of activity and content in social networks can
influence others (Huffaker, 2010). Hence, the number of mes-
sages published indicates the level of an SMISs’ opinion leader
to a certain extent. In addition, an opinion leader is more fre-
quently willing to share opinions in social networks (Park, 2013).
Previous studies show that the number of posts on Instagram is
positively related to the opinion leader’s perception of an SMI
(Casal6 et al., 2020; Fakhreddin & Foroudi, 2021). Thus, the hy-
pothesis is the following:

H3: Perceived quantity influences perceived opinion leadership
positively.

Djafarova and Rushworth (2017) suggest that users follow
SMIs based on the perceived quality of their posts related to
attractiveness, post composition, quality of images and pro-
fessional-looking contents. SMIs’ perceived quality of posts
helps building a reputation and contributes to users’ percep-
tion that they follow opinion leaders (Leal et al., 2014). Thus,
shared content quality is a significant feature of opinion leaders
(Mangold & Bachl, 2018). Therefore, the following hypothesis
is proposed:

H4: Perceived quality influences perceived opinion leadership
positively.

Regarding taste leadership, two main antecedents are ex-
amined: prestige and attractiveness. Here, perceived prestige
refers to SMIs’ upscale content perceived as conveying high
status (Ki & Kim, 2019). A necessary element to be an SMI is
online admiration, which is developed through prestige (Ou-
vrein et al., 2021). Prestige inspires followers” online expres-
sions of respect for SMIs’ skills and expertise (Cheng et al.,
2013). Aesthetic taste is related to the aesthetic preferences of
a social group, which can function as a status claim (McQuarrie
et al., 2013). Indeed, some high-status individuals manage to
distinguish themselves from others through taste (Gronow,

2002). Prestige can affect individuals' aesthetic appreciation
and judgment, and thus taste leadership perception (Chap-
man & Williams, 1976). Consequently, the following hypoth-
esis is proposed:

HS5: Perceived prestige influences perceived taste leadership
positively.

Perceived attractiveness is the extent to which a target con-
sumer perceives SMIS’ content to be visually or aesthetically
appealing (Ki & Kim, 2019). Attractiveness can be achieved by
post vividness, incorporating animations, colours, and pictures
(Goldfarb & Tucker, 2011). It causes a significant impact on con-
sumers’ engagement in social media (Hamzah et al., 2021). At-
tractive content published by SMIs makes followers think that
SMIs have a good taste (McQuarrie ef al., 2013). A target con-
sumer who perceives attractive content from an SMI is likely to
perceive an SMI as a taste leader (Kim & Kim, 2019). Thus, the
following hypothesis is proposed:

Heé: Perceived attractiveness influences perceived taste leader-
ship positively.

Additionally, SMI's expertise is examined as antecedent of
opinion and taste leadership. Users expect that expert opinion
leaders post pertinent contents very often to establish their su-
perior reputation (Leal ef al., 2014). Expert SMIs are meant to
provide more plausible information about topics, compared to
those who are not (AlFarraj ef al., 2021). Expert SMIs are more
likely to be perceived as opinion leaders (Ki & Kim, 2019). In-
deed, several studies show that expert SMIs are better opinion
leaders than those with less expertise (Xiong et al., 2018). Thus,
the following hypothesis is proposed:

H7: Expertise influences perceived opinion leadership posi-
tively.

In the context of influencers’ marketing, expertise is a key
quality affecting taste leadership because experts in a particular
field define good taste (Holbrook, 2005). Expertise is critical be-
cause audiences are likely to view their knowledge or experience
not just as personal statements, but as sophisticated taste demon-
strations (McQuarrie & Phillips, 2014).

The literature on expertise and taste leadership shows that
individuals with greater expertise and knowledge can better
identify what is aesthetically pleasing or visually appealing, thus
showing their audience that they have a good taste (Ki & Kim,
2019; McQuarrie et al., 2013). Therefore, the following hypoth-
esis is posed:

HS8: Expertise influences perceived taste leadership positively.

2.2. Effects of SMIs’ leadership and expertise on behavioural
intentions

Past research confirms that opinion leadership is a crucial
mechanism through which brands can impact consumers’ behav-
ioural intentions (Park, 2013; Sokolova & Kefi, 2020; Song et al.,
2017). Regarding the effects of SMIS’ opinion leadership, focus is
first put on users’ intention to interact. This refers to how strongly
someone is willing to interact with an SMI’s account in the future
(Casald et al., 2020; Thakur et al., 2016). Users may be interest-
ed in interacting with SMIs” opinion leaders due to their knowl-
edge on the topic. Intention to recommend refers to the extent to
which individuals recommend an account resulting from opinion
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leaders’ credibility and other features (Gentina et al., 2014). Inten-
tion to follow SMIs™ advice refers to the extent to which individ-
uals consider and put opinion leader’s suggestions into practice
(Casalo et al., 2020). Followers are likely to recommend an SMTI’s
account which provides trustworthy opinions (Belanche et al.,
2021). Previous research confirms that opinion leadership has a
positive effect on followers' intentions to interact and recommend
the account (Casalo et al., 2020). Finally, intention to purchase in-
fluenced by opinion leadership is explained as consumers' self-es-
teem increase when they buy products previously recommended
on Instagram by a celebrity (Djafarova & Rushworth, 2017). Other
researchers have found a positive link between opinion leadership
and purchase intention (Akdevelioglu & Kara, 2020; Fakhreddin
& Foroudi, 2021; Farivar et al., 2021). Therefore, the following hy-
potheses are proposed:

HOYa: Opinion leadership influences the intention to interact
with an SMI’s account positively.

HO9b: Opinion leadership influences the intention to recom-
mend an SMI's account positively.

H9c: Opinion leadership influences purchase intention positively.

SMIs’ expertise effect on users’ behavioural intentions is also
examined here. When the source of information is perceived as
expertise, the shared message is considered to have a positive im-
pact on the recipients’ attitude and behaviours (Kim et al., 2018;
Ohanian, 1991). Receiving information and recommendations
from an expert is positively related to the search of additional
information (Turcotte et al., 2015) which suggests that users
following an expert SMI may interact so as to look for new in-
formation. Followers of an expert SMI are likely to recommend
this account to peers as they share the same needs and interests

Perceived
originality

H1

Perceived
uniqueness

Perceived
quantity H7

Perceived
quality

Perceived

prestige

Perceived
attractiveness

Opinion
leadership 9b

(Casalo et al., 2017). Expert SMIs may be more persuasive and
increase engagement with endorsed brands (Erdogan, 1999).
SMISs’ expertise can shape credibility perceived by their audience,
its buying behaviour, and purchase intention (Schouten et al.,
2019). Thus, the following set of hypotheses is formulated:

H10a: Expertise influences the intention to interact with SMIs’
account positively.

H10b: Expertise influences the intention to recommend an
SMIS’ account.

H10c. Expertise influences purchase intention positively.

Regarding the effects of SMIs’ taste leadership, previous research
in the fashion context showed that bloggers consider themselves as
better at style than others and create a taste leadership which makes
their content valuable for their followers, as perceived by their in-
teractions (McQuarrie ef al., 2013). In other words, SMIs’ authentic
taste displays produce a positive response from a large audience
and a favourable audience reaction (McQuarrie ef al., 2013). Thus,
aesthetic content causes the audience to interact with and recom-
mend an SMT’s account to peers. Previous research provides em-
pirical support for the relationship between SMIs’ taste leadership
and mimicry by other users on the same social media network in
both, purchasing the SMIs-promoted brand and recommending it
to others (Ki & Kim, 2019). Consequently, the following hypothe-
ses are proposed:

Hi11a: Taste leadership influences the intention to interact with
an SMIs’ account positively.

H11b: Taste leadership influences the intention to recommend
an SMIs’ account positively.

HlIlc: Taste leadership influences purchase intention positively.

Figure 1 shows the conceptual model.

H9a

Intention to
interact

Intention to
recommend

Purchase
intention

leadership

Figure 1
Conceptual model

Source: Own elaboration.
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3. METHODOLOGY
3.1. Research context and data collection

To test the hypotheses, a quantitative study based on a struc-
tured questionnaire was conducted. Data were collected through
Google Forms platform during the second semester 2021. Before
starting the data collection process and to define influencers to
be included in the study, a preliminary study was conducted on
150 people to choose the 14 Chilean best-known influencers.
These SMIs cover several fields such as fashion, beauty, lifestyle,
humour and online games. Seven of them are mega-influencers
(more than one million followers) and seven of them are macro
influencers (>200,000 and less than one million followers). Pre-
vious research comparing mega-influencers and macro-influ-
encers found non-significant differences in the customer-brand
engagement generated by them (Borges-Tiago et al., 2023). In
the current survey, participants had to follow at least one of those
14 influencers and they had to refer to one of them when an-
swering.

To determine sample size, G* Power software was used to-
gether with a priori test (Faul et al., 2007). Using G*Power anal-
ysis with a power probability = 0.95, effect size = 0.15 (mean),
alpha error probability = 0.05, and number of predictors = 5, the
minimum sample size required is 138. A total of 210 valid ques-
tionnaires were obtained by using convenience sampling. Post
hoc analysis —maintaining 0.15 effect size values, 0.05 confi-
dence error, and 5 predictors— achieved a 0.996 power, exceed-
ing the 0.8 minimum required (Faul ef al., 2007). Sampling de-
sign is displayed in Table 1.

Table 1
Sampling design summary

Table 2
Demographic characterization of the sample
Frequency Percentage
Gender
Female 123 58.6%
Male 85 40.5%
Other 2 0.9%
Age
18 - 25 years 148 70.6%
26 - 35 years 52 24.6%
36 years and over 10 4.8%
Educational level
Primary 3 1.4%
Secondary 28 13.2%
College 133 63.3%
Graduate 46 21.9%
Instagram use frequency
1 hour/day 20 9.5%
2 hour/day 24 11.4%
3 hour/day 41 19.5%
4 hour/day 59 28.1%
5 or more hour/day 66 31.4%

Universe Millennials and Centennials using Instagram

Location Chile

Sample size 210 subjects

Sampling Design Convenience sampling
Data collection method Online questionnaire
Data collection period  Second Semester 2021
Statistical technique Descriptive analysis; SEM

Statistical software SPSS 28.0.1; SMARTYpls 3.2.2

Source: Own elaboration.

Table 2 shows the sample distribution, according to re-
spondents’ demographic profile, i.e., 58.6% female and 40.5%
male. Concerning age range, 70.6% were 18-25 years old, 24.6%
were 26-35 years old, and only 4.8% were 36 and over. As to
education, 13.2% reported secondary education, 63.3% college
studies, and 21.9% graduate studies. Finally, regarding Insta-
gram use frequency, 9.5% reported using it at least one hour a
day, 11.4% at least two hours a day, 19.5% at least three hours
a day, 28.1% at least four hours a day, and 31.4% five or more
hours a day.

Source: Own elaboration.

3.2. Measures and procedure

The items in each of the variables were adapted, based
on measurement scales used in previous studies. They were
measured using a five-point Likert-type scale (1 represent-
ing “strongly disagree” and 5 “strongly agree”). Perceived
uniqueness was measured with a three-item scale (Casald
et al., 2020), while perceived originality was measured with
five items (Casalo et al., 2020; Moldovan et al., 2011). Exper-
tise was measured with three items proposed by Ki and Kim
(2019). Quality and quantity of publications were measured
with one item each, adapted from Casalé ef al. (2020) in a scale
ranging from 1 “very low” to 5 “very high”. The items used to
measure the influencer’s perceived attractiveness and prestige
were obtained from Ki and Kim (2019). A six-item adaptation
of the opinion leadership measure proposed by Thakur et al.
(2016) and Casald et al. (2020) was used to measure this varia-
ble. Taste leadership was measured with three items proposed
by Ki and Kim (2019). Intention to interact with the influenc-
er was measured with two items adapted from Casalé et al.
(2020). Intention to recommend the influencer's account was
measured with three items adapted from Prayag et al. (2017)
and Casalo et al. (2020). Finally, three items were adapted
from Ki and Kim scale (2019) to measure consumers' purchase
intention.

Regarding statistical procedures, a partial least squares (PLS)
approach with SmartPLS software version 3.3 was used for the
estimation procedure (Ringle ef al., 2015). This approach is suit-
able for modelling latent variables without strict normal distri-
bution requirements.
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4, RESULTS
4.1. Measurement model

Firstly, we conducted Harmon's Single Factor Variance test
for the examination of common method bias. The results showed
common variance of 46% which is less than the threshold value
of 50% (Podsakoff et al., 2003). Therefore, there are no common
method bias concerns in the data. Then, the measurement mod-
el was assessed. The psychometric properties of the model are
shown in Table 3. The scale reliability indicators yielded good
results, Cronbach's Alpha and Composite Reliability (CR) be-
ing above the recommended value > 0.70 (Henseler et al., 2016).
Concerning the additional reliability indicator of Dillon-Gold-
steins Rho, all Rho values are above 0.7 (Hair ef al., 2014). AVE
values were examined to assess convergent validity, confirming

that all of them meet the 0.5 minimum accepted level (Chin,
1998). The reliability of each variable was assessed with indicator
loadings, as stated by Hair et al. (2014). To consider an indica-
tor as part of a variable, it must have a loading > 0.70 or at least
0.50, when the instrument is used in other contexts (Chin, 1998).
All indicators meet this criterion. Therefore, results show good
internal construct consistency and adequate convergent validity.

To confirm discriminant validity, Fornell and Larcker crite-
rion (Fornell & Larcker, 1981) and HTMT ratio method (Hair
etal., 2019; Henseler et al., 2016) were used. As to the former, the
AVE square root must be greater than the correlations with the
other variables. Table 4 shows that all the square roots represent-
ed in the main diagonal are greater than the correlations with the
other model variables. HTMT states that maximum appropriate
value is 0.90 (Hair et al., 2019). Table 4 shows that all the HTMT
ratio values placed above the diagonal are below 0.90.

Table 3
Reliability indicators of the model
Variable Item Loadings (t-value) p-value Bootstrap ~ Cronbach’s Alpha RhoA  Composite Reliability AVE
ORIG1 0.897 ( 48.859)***
ORIG2 0.897 ( 56.760)***
Perceived originality ORIG3 0.895 ( 54.940)*** 0.905 0.910 0.930 0.728
ORIG4 0.716 ( 17.174)**
ORIG5 0.847 (1 29.700)***
UNIQI 0.886 ( 49.863)***
Perceived uniqueness UNIQ2 0.868 ( 35.535)** 0.868 0.919 0.919 0.790
UNIQ3 0.911 ( 58.455)***
PRES1 0.856 ( 30.448)***
Perceived prestige PRES2 0.859 ( 34.462)** 0.803 0.803 0.884 0.717
PRES3 0.825 ( 26.862)***
AT1 0.893 ( 37.529)***
Perceived attractiveness ~ AT2 0.927 (1 74.072)** 0.880 0.882 0.926 0.807
AT3 0.874 ( 35.091)**
EXPI 0.887 ( 42.947)***
Expertise EXP2 0.914 ( 58.496)** 0.888 0.889 0.931 0.817
EXP3 0.911 ( 64.760)***
OPLEA1 0.809 ( 32.646)***
OPLEA2 0.817 ( 31.821)***
. dershi OPLEA3 0.833 ( 38.198)***
Opinion Leadership OPLEA4 0.690 ( 13.741)%* 0.863 0.871 0.897 0.594
OPLEAS5 0.731 ( 15.880)***
OPLEA6 0.735 (1 20.003)***
TA.LEA1 0.844 ( 27.052)***
Taste Leadership TA.LEA2 0.885 ( 47.708)*** 0.830 0.898 0.898 0.746
TA.LEA3 0.862 ( 36.941)***
) i INTINT1 0.973 (144.858)***
Intention to interact INT.INT2 0.976 (187.889)*** 0.947 0.949 0.974 0.950
INT.REC1 0.923 ( 61.175)***
Intention to recommend ~ INT.REC2 0.896 ( 57.149)*** 0.890 0.890 0.931 0.819
INT.REC3 0.895 ( 53.251)***
PUR.INTI 0.955 (111.859)***
Purchase intention PUR.INT2 0.941 ( 67.817)* 0.943 0.944 0.963 0.898
PUR.INT3 0.947 (103.323)***

*p<0.05; ** p<0.01; ***p<0.001

Source: Own elaboration.
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Table 4
Discriminant validity
o) (2) 3 @ (5) (6) % (€] 9 (10) (11) (12)
(1) 0.898 0.654 0.484 0.687 0.775 0.740 0.761 0.602 0.600 0.163 0.690 0.622
) 0.580 0.904 0.372 0.670 0.722 0.688 0.671 0.546 0.489 0.104 0.614 0.516
3) 0.444 0.342 0.975 0.549 0.513 0.456 0.474 0.500 0.294 0.222 0.471 0.510
(4) 0.609 0.596 0.506 0.905 0.741 0.758 0.662 0.684 0.559 0.199 0.570 0.651
(5) 0.681 0.637 0.463 0.659 0.771 0.780 0.816 0.738 0.648 0.218 0.836 0.658
(6) 0.661 0.617 0.422 0.681 0.695 0.853 0.777 0.577 0.600 0.135 0.674 0.746
(7) 0.641 0.566 0.415 0.560 0.679 0.661 0.847 0.592 0.556 0.077 0.703 0.610
(8) 0.549 0.500 0.471 0.627 0.667 0.532 0.516 0.948 0.557 0.263 0.598 0.526
9) 0.563 0.460 0.286 0.526 0.609 0.571 0.498 0.541 1.000 0.299 0.564 0.482
(10) 0.152 0.098 0.216 0.188 0.201 0.128 0.069 0.256 0.299 1.000 0.321 0.248
(11) 0.592 0.525 0.424 0.492 0.707 0.578 0.573 0.533 0.512 0.293 0.864 0.553
(12) 0.546 0.457 0.463 0.576 0.578 0.668 0.515 0.480 0.451 0.233 0.473 0.889

(1) Perceived attractiveness, (2) Expertise, (3) Intention to interact, (4) Intention to recommend, (5) Opinion Leadership, (6) Perceived originality,
(7) Perceived prestige, (8) Purchase intention, (9) Perceived quality, (10) Perceived quantity, (11) Taste Leadership, (12) Perceived uniqueness

Source: Own elaboration.

Table 5
Results of the structural equation model

Hypothesis Relationship Standardised beta T-Statistic (Sig.) Result
H1 Perceived originality -> Opinion leadership 0.282%* 4.779 (0.000)  Accepted
H2 Perceived uniqueness -> Opinion leadership 0.144* 2.586 (0.011)  Accepted
H3 Perceived quantity -> Opinion leadership 0.031™ 0.714 (0.475)  Not Accepted
H4 Perceived quality -> Opinion leadership 0.224*** 4.430 (0.000)  Accepted
H5 Perceived prestige -> Taste leadership 0.264*** 4.056 (0.000)  Accepted
Hé6 Perceived attractiveness -> Taste leadership 0.308*** 4.450 (0.000)  Accepted
H7 Expertise -> Opinion leadership 0.282*** 4.636 (0.000)  Accepted
H8 Expertise -> Taste leadership 0.197* 2.428 (0.015) Accepted
H9a Opinion leadership -> Intention to interact 0.297*** 2.685(0.000)  Accepted
H% Opinion leadership -> Intention to recommend 0.465*** 5.561 (0.000)  Accepted
H9c Opinion leadership -> Purchase intention 0.520%** 6.013 (0.000)  Accepted
H10a Expertise -> Intention to interact 0.056 ™ 0.585(0.559)  Not Accepted
H10b Expertise -> Intention to recommend 0.296*** 4.918 (0.000)  Accepted
H10c Expertise -> Purchase intention 0.114*** 1.719 (0.000)  Accepted
Hlla Taste leadership -> Intention to interact 0.184* 2.055(0.040)  Accepted
H11b Taste leadership -> Intention to recommend 0.007 ™ 0.083 (0.934) Not Accepted
Hllc Taste leadership -> Purchase intention 0.105™ 1.350 (0.177) Not Accepted

*p<0.05; ** p<0.01; ***p<0.001

R? (Intention to interact) = 0.224; R? (Intention to recommend) = 0.479; R* (Purchase intention) = 0.452; R* (Opinion Leadership) = 0.604; R? (Taste

Leadership) = 0.429

Q? (Intention to interact) = 0.210; Q? (Intention to recommend) = 0.389; Q* (Purchase intention) = 0.408; Q? (Opinion Leadership) = 0.352; Q? (Taste

Leadership) = 0.315
Source: Own elaboration.

4.2. Structural model

Once the psychometric properties of the instrument were as-
sessed, the structural model was estimated. SmartPLS software
(Ringle et al., 2015) was used for the bootstrapping procedure on
5,000 samples to both evaluate the causal relationships and their
significance level, and also to obtain the results of the explained

variance of the dependent variables attributed to the explanatory
variables (Chin, 1998).

To assess the predictive ability of the structural model, first
R? values were assessed, according to Falk and Miller (1992), i.e.,
R? values should be greater than 0.1. Lower values, even signifi-
cant, would not be acceptable. In addition, residual standardized
root mean square was calculated. Henseler et al. (2016) describe
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SRMR as a goodness-of-fit measure for PLS-SEM that can be
used to avoid model misspecification. A value below 0.09 is con-
sidered a good fit (Hu & Bentler, 1999). The values of the Q?
measure illustrate the acceptable predictive ability of the model,
as these values are greater than zero in all cases. Table 5 shows
the indicators determining the predictive ability of the model.

Hypotheses testing shows that H1, H2, H4, H5, He6, H7, H8,
H9a, H9b, H9¢, H10b, H10c, and H11a are accepted. Meanwhile,
H3, H10a, H11b, and Hl11c are rejected. The acceptance of H1,
H2, H4, and H7 shows that perceived originality, uniqueness,
quality, and expertise exert a positive and significant influence
on opinion leadership, while the rejection of H3 shows that per-
ceived quantity of posts has no significant influence on opinion
leadership. The acceptance of H5, H6, and H8 indicates that per-
ceived prestige, perceived attractiveness, and expertise have a
positive and significant impact on influencers’ taste leadership.

On the other hand, the acceptance of H9a, H9b, H9¢ shows
that influencers' opinion leadership exerts a positive and signif-
icant influence on followers' interaction, recommendation, and
purchase intention. This influence is particularly high on the in-
tention to buy recommended products, as observed in the abso-
lute value of beta coefficient (Standardised beta H9¢ = 0.520).

As to expertise, hypotheses H10b and H10c are accepted,
showing that it has a positive and significant influence on rec-
ommendation and purchase intention. However, H10a is reject-
ed, showing that expertise influence on interaction intention is
not significant.

Finally, in relation to taste leadership, H11a is accepted, in-
dicating that taste leadership has a positive and significant influ-
ence on interaction intention. The rejection of H11b and H11c
shows that taste leadership does not have a significant influence
on the intention to recommend and buy the products endorsed.

5. DISCUSSION, IMPLICATIONS, AND FUTURE RE-
SEARCH

This study examines the direct effects of SMIs’ expertise and
perceived opinion and taste leadership on followers’ behavioural
intentions, such as the intention to interact with and recommend
an SMT’s account, and also purchase endorsed products. Results
show that SMIs’ expertise impacts on opinion and taste leader-
ship, while SMIs” publications contribute to SMIs’ perception of
opinion and taste leadership.

Regarding the influence of SMIs’ posts as antecedents of
opinion leadership and taste leadership, findings confirm pre-
vious research by Casalo et al. (2020) and Ki and Kim (2019),
respectively. The perceived characteristics of SMIs’ content con-
tribute to SMIs’ opinion leadership perception, particularly, post
originality, uniqueness, quality, and attractiveness. In contrast,
the quantity of posts does not influence SMIs’ opinion leadership
perception as in Casalé et al. (2020). Prestige and attractiveness
impact on taste leadership perception is also confirmed. Con-
sequently, high status posts and aesthetically appealing content
contribute to the improvement of taste leadership perception
(McQuarrie et al., 2013). Additionally, results confirm SMIs’
expertise as an SMIs’ leadership antecedent, as in Ki and Kim
(2019). The expertise variable is analysed as an opinion leader-

ship antecedent in several previous studies, but not so much as
antecedent of taste leadership. Opinion leaders are thought to
have more knowledge and expertise on a specific topic (Rahman
et al., 2014; Thakur et al., 2016). Therefore, cultivating this ex-
pertise, i.e., showing knowledge of the topics published by SMIs
positively influences their perception as opinion leadership.
Findings also suggest that being an expert impacts positively on
the perception of taste leadership. Expertise may provide SMIs
with the ability to ensemble different brands and products in line
with their proclaimed style (Martensen ef al., 2018). Many SMIs’
acclaimed trends come from an original aesthetic recommen-
dation resulting from their personal expertise. Current results
extend the scope of expertise for its direct impact on behavioural
intentions. Therefore, expert SMIs can effectively influence fol-
lowers’ behaviour, particularly, to recommend their account and
buy the products they recommend. SMIs are likely to persuade
followers, particularly in areas where they have a reputation of
unique expertise (Taillon et al., 2020). Followers recommend
expert SMIs’ accounts to peers with similar needs and interests
(Casalo et al., 2017). Followers trust SMIs” expert’s accounts and
therefore recommend them to acquaintances. Previous studies
confirm that perceived endorser’s expertise positively affects atti-
tudes toward a product and purchase intentions (Ohanian, 1991;
Filieri et al., 2018), as in this study. However, the proposed effect
of SMIs’ expertise on the intention to interact with an SMTI’s ac-
count is not confirmed. Expertise alone does not cause interac-
tion, probably because interaction is motivated by other reasons
such as a particular query or specific need to communicate.
Regarding ongoing debates about influencers’ actual capacity
to convert marketing actions into purchases (Evans et al., 2017),
current findings suggest a clear impact of SMIs’ leadership on
behavioural intentions. The impact of SMIs’ opinion leadership
on behavioural intentions is evidenced in previous research
(Jiménez-Castillo & Sdnchez-Fernandez, 2019; Fakhreddin &
Foroudi, 2021). Results about opinion leadership’s impact on the
three behaviours analysed are clear. Followers do appreciate the
opinions and recommendations made by SMIs’” opinion leaders
as a source of information and inspiration. So, they are willing
to interact and recommend them, and also purchase the prod-
ucts and services they endorse. The impact of taste leadership on
behavioural intentions such as intention to interact is a contri-
bution of this study. SMIs’ taste leadership turns them into role
models in terms of lifestyle. So, followers want to mimic them
and take consistent behavioural actions to interact with SMIs (Ki
& Kim, 2019). Followers are more likely to be influenced on pur-
chase decisions when the SMI‘s image is congruent with their
ideal self-image (Shan et al., 2020). According to results here, the
followers of SMIs considered as taste leaders have the courage to
interact with them but they do not recommend them to peers,
and they do not purchase their recommended products. Two
reasons may explain these results. First, followers” caution. Taste
is a personal trait, and it may be risky to make recommenda-
tions on a particular SMI account because your own image could
be damaged if the recommendation is not appreciated. Second,
followers’ secrecy. Followers may want to keep truly SMIs’ taste
leaders in secret. So, they can adopt their original cool trends
while limiting peers’ chance to imitate those trends, which would
reduce their originality. In this way, followers can also enhance
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their own reputation as taste leaders, though they are imitating
other SMIs’ covered taste leaders.

5.1. Theoretical implications

This study extends the application of the opinion leadership
theory originally developed for offline interactions (Solomon,
2018) and the megaphone effect (McQuarrie ef al., 2013) regard-
ing the effects of taste leadership. First, it contributes to the liter-
ature by developing and testing a parsimonious model explain-
ing how several SMIs’ content features impact on SMIs’ opinion
and taste leadership perception. Results show that the perceived
quantity of posts made by SMIs does not contribute to their per-
ception as opinion leaders. Thus, perceived originality, quality
and uniqueness are the content features contributing to SMIs’
reputation as opinion leaders while prestige and attractiveness
contribute to their perception as taste leaders. Second, the SMI's
expertise impact is positive on the intention to recommend the
SMI account and on purchase intentions towards the products
endorsed. Therefore, this research suggests that those SMIs will-
ing to increase their mass of followers and their communication
effectiveness when endorsing products should exhibit their ex-
pertise on their posts. Third, there is a direct effect of the SMI’s
taste leadership on the audience’s intention to interact with the
SMT’s account. Interacting with followers on social media can be
beneficial for SMIs who desire content engagement, feedback
and even inspiration to create new posts. Thus, the effect of be-
ing a taste leader can derive a more personal connection with
SMIs’ followers, which in turn may foster trust and loyalty. To
the best of our knowledge, this is the first study examining the
direct effects of taste leadership on behavioural intentions. Over-
all, findings offer novel insights into how SMIs’ expertise and
perception as opinion and taste leadership impact on Instagram
followers’ behavioural intentions.

5.2. Managerial implications

Findings reveal useful implications for Instagram influencers
willing to enhance their leadership, as well as firms looking for
partners among Instagram influencers.

For SMIs, findings suggest that original unique publications
should be designed with quality to enhance their perception of be-
ing an opinion leader. Thus, SMIs’ posts need to be different from
one another, innovative, and sophisticated. Prestigious and attrac-
tive publications enhance their perception of being a taste leader.
So, SMIS’ posts must be exclusive and visually appealing. SMIs’
leadership is enhanced by the expertise associated with them be-
cause their posts show experience and knowledge about certain
topics of interest. Consequently, SMIs can insist on the specific
features of their publications to achieve different objectives.

Firms selecting SMIs to endorse their products and services
must first study their publications to check what kind of content
features are predominant and thus contribute to their image as
opinion and taste leaders. Publications need to be revised because
they also enhance SMIs” image of being experts in certain fields
that should be connected to the firm’s interests. Firms should
examine the match between SMIs (according to SMIs’ publica-
tions and leadership) and their own brand personality because

investing on them can influence positively on purchase intention.
Taking no notice of this point could result in counterproductive
consequences for the firm (Fakhreddin & Foroudi, 2021).

5.3. Limitations and future research

The limitations of this study point at several avenues for fu-
ture research. First, although this is one of the first studies to
investigate the direct effects of SMIS’ taste leadership on follow-
ers behavioural intentions, current results reveal limited impact
on the intention to recommend the influencer’s account and the
intention to purchase endorsed products. Maybe the variety of
influencers of different categories under research is behind this
result as not all of them may encourage purchase of endorsed
products. Second, the actual sample size is relatively small and
represents only a single geographic region. Hence, findings may
not be generalized to other contexts. Future research may extend
this work to different geographic and cultural contexts.

New research could examine the effects of the specific fea-
tures of SMIs’ posts such as music, irony, physical setting, and
the extent of intimacy shared on SMIs’ leadership and followers’
behavioural intentions. Several authors suggest that SMIs™ per-
sonality traits are gaining relevance for becoming opinion lead-
ers, while expertise is decreasing (Gnambs & Batinic, 2013). So,
further research on SMIS’ traits is proposed. There is also a need
to study the effects of SMIs’ inflated physical appearance vanity
(Wong & Malone, 2016) on SMIS’ taste leadership and the psy-
chological well-being of followers comparing themselves to the
SMT’s ideal image posted.

6. REFERENCES

Acar, S., Burnett, C., & Cabra, J. F. (2017). Ingredients of creativity: Ori-
ginality and more. Creativity Research Journal, 29(2), 133-144. ht-
tps://doi.org/10.1080/10400419.2017.1302776

Akdevelioglu, D., & Kara, S. (2020). An international investigation of opi-
nion leadership and social media. Journal of Research in Interactive
Marketing, 14(1), 71-88. https://doi.org/10.1108/JRIM-11-2018-0155

AlFarraj, O., Alalwan, A. A, Obeidat, Z. M., Baabdullah, A., Aldmour,
R., & Al-Haddad, S. (2021). Examining the impact of influencers’
credibility dimensions: attractiveness, trustworthiness and experti-
se on the purchase intention in the aesthetic dermatology indus-
try. Review of International Business and Strategy, 31(3), 355-374.
https://doi.org/10.1108/RIBS-07-2020-0089

Belanche, D., Flavian, M., & Ibafiez-Sanchez, S. (2020). Followers’ re-
actions to influencers’ Instagram posts. Spanish Journal of Marke-
ting-ESIC, 24(1), 37-53. https://doi.org/10.1108/STME-11-2019-0100

Belanche, D., Casald, L. V., Flavidn, M., & Ibafiez-Sanchez, S. (2021).
Building influencers' credibility on Instagram: Effects on followers’
attitudes and behavioral responses toward the influencer. Journal
of Retailing and Consumer Services, 61, 102585. https://doi.or-
g/10.1016/j.jretconser.2021.102585

Borges-Tiago, M. T., Santiago, J., & Tiago, E (2023). Mega or macro social
media influencers: Who endorses brands better?. Journal of Business
Research, 157, 113606. https://doi.org/10.1016/j.jbusres.2022.113606

Casalo, L. V., Flavian, C., & Ibdfez-Sdnchez, S. (2017). Antecedents of
consumer intention to follow and recommend an Instagram ac-
count. Online Information Review, 41(7), 1046-1063. https://doi.
org/10.1108/OIR-09-2016-0253

Management Letters / Cuadernos de Gestion 23/2 (2023) 7-20


https://doi.org/10.1080/10400419.2017.1302776
https://doi.org/10.1080/10400419.2017.1302776
https://doi.org/10.1108/JRIM-11-2018-0155
http://dx.doi.org/10.1108/RIBS-07-2020-0089
https://doi.org/10.1108/SJME-11-2019-0100
https://doi.org/10.1016/j.jretconser.2021.102585
https://doi.org/10.1016/j.jretconser.2021.102585
https://doi.org/10.1016/j.jbusres.2022.113606
https://doi.org/10.1108/OIR-09-2016-0253
https://doi.org/10.1108/OIR-09-2016-0253

Influencers who most engage on Instagram. The effect of their expertise, taste leadership and opinion leadership... 17

Casalo, L. V, Flavidn, C., & Ibanez-Sanchez, S. (2020). Influencers on
Instagram: Antecedents and consequences of opinion leadership.
Journal of Business Research, 117, 510-519. https://doi.org/10.1016/].
jbusres.2018.07.005

Chapman, A. J., & Williams, A. R. (1976). Prestige effects and aes-
thetic experiences: Adolescents' reactions to music. British Jour-
nal of Social and Clinical Psychology, 15(1), 61-72. https://doi.or-
g/10.1111/j.2044-8260.1976.tb00007.x

Cheng, J. T., Tracy, J. L., Foulsham, T., Kingstone, A., & Henrich, J.
(2013). Two ways to the top: evidence that dominance and prestige
are distinct yet viable avenues to social rank and influence. Jour-
nal of Personality and Social Psychology, 104(1), 103. https://doi.
org/10.1037/a0030398

Cheng, Y., Hung-Baesecke, C. J. E, y Chen, Y. R. R. (2021). Social Media
Influencer Effects on CSR Communication: The Role of Influencer
Leadership in Opinion and Taste. International Journal of Business
Communication, 1-24. https://doi.org/10.1177/23294884211035112

Chin, W. W. (1998). Commentary: Issues and opinion on structural
equation modeling. MIS Quarterly, vii-xvi. https://www.jstor.org/
stable/249674

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on
instagram: The power of persuasion via the parasocial relationship.
Journal of Business Research, 158, 113708. https://doi.org/10.1016/].
jbusres.2023.113708

Da Silva, D., & Ringle, C. (2014). Structural Equation Modeling with the
Smartpls. Brazilian Journal of Marketing, 13(2).

Daneshvary, R., & Schwer, R. K. (2000). The association endorsement
and consumers’ intention to purchase. Journal of Consumer Mar-
keting, 17(3), 203-213. https://doi.org/10.1108/07363760010328987

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of on-
line celebrities' Instagram profiles in influencing the purchase deci-
sions of young female users. Computers in Human Behavior, 68, 1-7.
https://doi.org/10.1016/j.chb.2016.11.009

Erdogan, B. Z. (1999). Celebrity Endorsement: A Literature Re-
view. Journal of Marketing Management, 15, 291-314. https://doi.
org/10.1362/026725799784870379

Evans, N. ], Phua, J., Lim, J., & Jun, H. (2017). Disclosing Instagram
influencer advertising: The effects of disclosure language on
advertising recognition, attitudes, and behavioral intent. Jour-
nal of Interactive Advertising, 17(2), 138-149. https://doi.org/
10.1080/15252019.2017.1366885

Fakhreddin, F, & Foroudi, P. (2021). Instagram influencers: the
role of opinion leadership in consumers purchase beha-
vior. Journal of Promotion Management, 1-31. https://doi.org/
10.1080/10496491.2021.2015515

Falk, R. E, & Miller, N. B. (1992). A primer for soft modeling. University
of Akron Press.

Farivar, S., Wang, F, & Yuan, Y. (2021). Opinion leadership vs. para-so-
cial relationship: Key factors in influencer marketing. Journal of Re-
tailing and Consumer Services, 59, 102371. https://doi.org/10.1016/j.
jretconser.2020.102371

Faul, F, Erdfelder, E., Lang, A. G., & Buchner, A. (2007). G* Power 3: A
flexible statistical power analysis program for the social, behavioral,
and biomedical sciences. Behavior Research Methods, 39(2), 175-
191. https://doi.org/ 10.3758/bf03193146

Filieri, R., McLeay, F, Tsui, B., & Lin, Z. (2018). Consumer perceptions
of information helpfulness and determinants of purchase intention
in online consumer reviews of services. Information ¢ Manage-
ment, 55(8), 956-970. https://doi.org/10.1016/j.im.2018.04.010

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation mo-
dels with unobservable variables and measurement error. Journal of
Marketing Research, 18(1), 39-50. https://doi.org/10.2307/3151312

Gentina, E., Butori, R., & Heath, T. B. (2014). Unique but integrated:
The role of individuation and assimilation processes in teen opinion
leadership. Journal of Business Research, 67(2), 83-91. https://doi.or-
¢/10.1016/j.jbusres.2012.11.013

Gnambs, T., & Batinic, B. (2013). The roots of interpersonal influence:
A mediated moderation model for knowledge and traits as predic-
tors of opinion leadership. Applied Psychology, 62(4), 597-618. ht-
tps://doi.org/10.1111/j.1464-0597.2012.00497.x

Goldfarb, A., & Tucker, C. (2011). Online display advertising: Targeting
and obtrusiveness. Marketing Science, 30(3), 389-404. https://doi.
0rg/10.2307/23012474

Gronow, J. (2002). The sociology of taste. Routledge.

Hair, J. F, Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L.
(2014). Pearson new international edition. Multivariate data analy-
sis, Seventh Edition. Pearson Education Limited Harlow, Essex.

Hair, J. F, Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to
use and how to report the results of PLS-SEM. European Business
Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Hamzah, Z. L., Wahab, H. A., & Waqas, M. (2021). Unveiling drivers
and brand relationship implications of consumer engagement with
social media brand posts. Journal of Research in Interactive Marke-
ting, 15(2), 336-358. https://doi.org/10.1108/JRIM-05-2020-0113

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling
in new technology research: updated guidelines. Industrial Manage-
ment & Data Systems, 116 (1), 2-20. https://doi.org/10.1108/IMDS-
09-2015-0382

Holbrook, M. B. (2005). The role of ordinary evaluations in the market
for popular culture: Do consumers have “good taste”?. Marketing
Letters, 16(2), 75-86. https://www.jstor.org/stable/40216685

Hsu, C. L, Lin, J. C. C,, & Chiang, H. S. (2013). The effects of blogger re-
commendations on customers” online shopping intentions. Internet
Research, 23(1), 69-88. https://doi.org/10.1108/10662241311295782

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in co-
variance structure analysis: Conventional criteria versus new alter-
natives. Structural Equation Modeling: a Multidisciplinary Journal,
6(1), 1-55. https://doi.org/10.1080/10705519909540118

Huffaker, D. (2010). Dimensions of leadership and social influence in
online communities. Human Communication Research, 36(4), 593-
617. https://doi.org/10.1111/j.1468-2958.2010.01390.x

Hwang, K., & Zhang, Q. (2018). Influence of parasocial relationship be-
tween digital celebrities and their followers on followers’ purchase
and electronic word-of-mouth intentions, and persuasion knowle-
dge. Computers in Human Behavior, 87, 155-173. https://doi.or-
¢/10.1016/j.chb.2018.05.029

Iyengar, R., Van den Bulte, C., & Valente, T. W. (2011). Opinion lea-
dership and social contagion in new product diffusion. Marketing
Science, 30(2), 195-212. https://doi.org/10.1287/mksc.1100.0566

Jegham, S., & Bouzaabia, R. (2022). Fashion influencers on Instagram:
Determinants and impact of opinion leadership on female millen-
nial followers. Journal of Consumer Behaviour, 21(5), 1002-1017.
https://doi.org/10.1002/cb.2050

Jiménez-Castillo, D., & Sanchez-Fernandez, R. (2019). The role of digi-
tal influencers in brand recommendation: Examining their impact
on engagement, expected value and purchase intention. Internatio-
nal Journal of Information Management, 49, 366-376. https://doi.
org/ 10.1016/j.ijinfomgt.2019.07.009

Kemp, S. (2022). Digital 2022: Global overview report. https://datare-
portal.com/reports/digital-2022-global-overview-report. Accessed
23.03.2022.

Ki, C. W. C., & Kim, Y. K. (2019). The mechanism by which social me-
dia influencers persuade consumers: The role of consumers’ desire
to mimic. Psychology and Marketing, 36(10), 905-922. https://doi.
org/10.1002/mar.21244

Management Letters / Cuadernos de Gestion 23/2 (2023) 7-20


https://doi.org/10.1016/j.jbusres.2018.07.005
https://doi.org/10.1016/j.jbusres.2018.07.005
https://doi.org/10.1111/j.2044-8260.1976.tb00007.x
https://doi.org/10.1111/j.2044-8260.1976.tb00007.x
https://psycnet.apa.org/doi/10.1037/a0030398
https://psycnet.apa.org/doi/10.1037/a0030398
https://doi.org/10.1177/23294884211035112
https://doi.org/10.1016/j.jbusres.2023.113708
https://doi.org/10.1016/j.jbusres.2023.113708
https://doi.org/10.1108/07363760010328987
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1362/026725799784870379
https://doi.org/10.1362/026725799784870379
http://dx.doi.org/10.1080/15252019.2017.1366885
http://dx.doi.org/10.1080/10496491.2021.2015515
https://doi.org/10.1016/j.jretconser.2020.102371
https://doi.org/10.1016/j.jretconser.2020.102371
https://doi.org/10.3758/bf03193146
https://doi.org/10.1016/j.im.2018.04.010
https://doi.org/10.1016/j.jbusres.2012.11.013
https://doi.org/10.1016/j.jbusres.2012.11.013
http://dx.doi.org/10.1111/j.1464-0597.2012.00497.x
http://dx.doi.org/10.2307/23012474
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/JRIM-05-2020-0113
https://doi.org/10.1108/IMDS-09-2015-0382
https://doi.org/10.1108/IMDS-09-2015-0382
https://doi.org/10.1108/10662241311295782
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1111/j.1468-2958.2010.01390.x
https://doi.org/10.1016/j.chb.2018.05.029
https://doi.org/10.1016/j.chb.2018.05.029
https://doi.org/10.1287/mksc.1100.0566
https://doi.org/10.1002/cb.2050
http://dx.doi.org/10.1016/j.ijinfomgt.2019.07.009
https://doi.org/10.1002/mar.21244
https://doi.org/10.1002/mar.21244

18 Carmen Pérez-Cabaiiero, Ivan Veas-Gonzilez, Carolina Navarro-Cisternas, Hugo Zuleta-Cortés, Camila Urizar-Urizar

Kim, S. S., Choe, J. Y. J., & Petrick, J. E (2018). The effect of celebrity on
brand awareness, perceived quality, brand image, brand loyalty, and
destination attachment to a literary festival. Journal of Destination
Marketing & Management, 9, 320-329. https://doi.org/10.1016/].
jdmm.2018.03.006

Leal, G. P. A,, Hor-Meyl], L. E, & de Paula Pessoa, L. A. G. (2014). In-
fluence of virtual communities in purchasing decisions: The par-
ticipants' perspective. Journal of Business Research, 67(5), 882-890.
https://doi.org/10.1016/j.jbusres.2013.07.007

Leite, E P, & Baptista, P. D. P. (2022). The effects of social media influen-
cers’ self-disclosure on behavioral intentions: The role of source cre-
dibility, parasocial relationships, and brand trust. Journal of Marke-
ting Theory and Practice, 30(3), 295-311. https://doi.org/10.1080/106
96679.2021.1935275

Mangold, F, & Bachl, M. (2018). New news media, new opinion lea-
ders? How political opinion leaders navigate the modern high-choi-
ce media environment. Journal of Communication, 68(5), 896-919.
https://doi.org/10.1093/joc/jqy033

Martensen, A., Brockenhuus-Schack, S., & Zahid, A. L. (2018). How
citizen influencers persuade their followers. Journal of Fashion
Marketing and Management: An International Journal. https://doi.
org/10.1108/JFMM-09-2017-0095

Maslach, C,, Stapp, J., & Santee, R. T. (1985). Individuation: Conceptual
analysis and assessment. Journal of Personality and Social Psycholo-
gy>49(3), 729. https://doi.org/10.1037/0022-3514.49.3.729

McQuarrie, E. E, Miller, J., & Phillips, B. J. (2013). The megaphone
effect: Taste and audience in fashion blogging. Journal of Consumer
Research, 40(1), 136-158. https://doi.org/10.1086/669042

McQuarrie, E. E, & Phillips, B. J. (2014). The megaphone effect in so-
cial media: How ordinary consumers become style leaders. NIM
Marketing Intelligence Review, 6(2), 16-20. https://doi.org/10.2478/
gfkmir-2014-0092

Moldovan, S., Goldenberg, J., & Chattopadhyay, A. (2011). The different
roles of product originality and usefulness in generating word-of-
mouth. International Journal of Research in Marketing, 28(2), 109-
119. https://doi.org/10.1016/j.ijresmar.2010.11.003

Nafees, L., Cook, C. M., Nikolov, A. N., & Stoddard, J. E. (2021). Can
social media influencer (SMI) power influence consumer brand at-
titudes? The mediating role of perceived SMI credibility. Digital Bu-
siness, 1(2), 100008. https://doi.org/10.1016/j.digbus.2021.100008

Ohanian, R. (1991). The impact of celebrity spokespersons' perceived
image on consumers' intention to purchase. Journal of Advertising
Research, 31(1), 46-54.

Ouvrein, G., Pabian, S., Giles, D., Hudders, L., & De Backer, C. (2021). The
web of influencers. A marketing-audience classification of (potential)
social media influencers. Journal of Marketing Management, 37(13-
14), 1313-1342. https://doi.org/10.1080/0267257X.2021.1912142

Park, C. S. (2013). Does Twitter motivate involvement in politics?
Tweeting, opinion leadership, and political engagement. Computers
in Human Behavior, 29(4), 1641-1648. https://doi.org/10.1016/j.
chb.2013.01.044

Park, C. S., & Kaye, B. K. (2017). The tweet goes on: Interconnection of
Twitter opinion leadership, network size, and civic engagement. Com-
puters in Human Behavior, 69, 174-180. https://doi.org/10.1016/j.
chb.2016.12.021

Podsakoff, P. M., MacKenzie, S. B, Lee, J. Y., & Podsakoff, N. P. (2003).
Common method biases in behavioral research: a critical review of
the literature and recommended remedies. Journal of Applied Psy-
chology, 88(5), 879. https://doi.org/10.1037/0021-9010.88.5.879

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding
the relationships between tourists’ emotional experiences, perceived
overall image, satisfaction, and intention to recommend. Journal of Tra-
vel Research, 56(1), 41-54. https://doi.org/10.1177/0047287515620567

Rahman, A. I. M., Guns, R., Rousseau, R., & Engels, T. C. (2014). As-
sessment of expertise overlap between an expert panel and research
groups. In Science and Technology Indicators Conference, Leiden (the
Netherlands), 3 - 5 September 2014.

Ringle, C., Da Silva, D., & Bido, D. (2015). Structural equation modeling
with the SmartPLS. Bido.

Rogers, E. M. (1995). Diffusion of innovations (4th ed.). New York: Free
Press.

Rogers, E. M, Singhal, A., & Quinlan, M. M. (2014). Diffusion of inno-
vations (pp. 432-448). Routledge.

Ruvio, A., & Shoham, A. (2007). Innovativeness, exploratory behavior,
market mavenship, and opinion leadership: An empirical examina-
tion in the Asian context. Psychology ¢» Marketing, 24(8), 703-722.
https://doi.org/10.1002/mar.20180

Schouten, A.-P, Janssen, L., & Verspaget, M. (2019). Celebrity vs. In-
fluencer endorsements in advertising: The role of identification,
credibility, and Product-Endorser fit. International Journal of Ad-
vertising, 39(2), 258-281. https://doi.org/10.1080/02650487.2019.1
634898

Schouten, A. P, Janssen, L., & Verspaget, M. (2020). Celebrity vs. In-
fluencer endorsements in advertising: the role of identification,
credibility, and Product-Endorser fit. International Journal of Ad-
vertising, 39(2), 258-281. https://doi.org/10.1080/02650487.2019.1
634898

Shan, Y., Chen, K. J., & Lin, J. S. (2020). When social media influencers
endorse brands: The effects of self-influencer congruence, para-
social identification, and perceived endorser motive. International
Journal of Advertising, 39(5), 590-610. https://doi.org/10.1080/026
50487.2019.1678322

Simonson, I., & Nowlis, S. M. (2000). The role of explanations and need
for uniqueness in consumer decision making: Unconventional choi-
ces based on reasons. Journal of Consumer Research, 27(1), 49-68.
https://doi.org/10.1086/314308

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers
promote it, why should I buy? How credibility and parasocial in-
teraction influence purchase intentions. Journal of Retailing and
Consumer Services, 53, 101742. https://doi.org/10.1016/j.jretcon-
ser.2019.01.011

Solomon, M. R. (2018). Consumer behavior: Buying, having, and being
(12th Global ed.). Pearson Education.

Song, S. Y., Cho, E., & Kim, Y.-K. (2017). Personality factors and
flow affecting opinion leadership in social media. Personality
and Individual Differences, 114, 16-23. https://doi.org/10.1016/j.
paid.2017.03.058

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., & Jones, D. N. (2020).
Understanding the relationships between social media influencers
and their followers: the moderating role of closeness. Journal of Pro-
duct & Brand Management, 29(6). https://doi.org/10.1108/JPBM-
03-2019-2292

Thakur, R., Angriawan, A., & Summey, J. H. (2016). Technological opi-
nion leadership: The role of personal innovativeness, gadget love,
and technological innovativeness. Journal of Business Research,
69(8), 2764-2773. https://doi.org/10.1016/j.jbusres.2015.11.012

Tian, K. T., Bearden, W. O., & Hunter, G. L. (2001). Consumers' need for
uniqueness: Scale development and validation. Journal of Consumer
Research, 28(1), 50-66. https://doi.org/10.1086/321947

Torres, P., Augusto, M., & Matos, M. (2019). Antecedents and outcomes
of digital influencer endorsement: An exploratory study. Psychology
& Marketing, 36(12), 1267-1276. https://doi.org/10.1002/mar.21274

Tsang, A. S., & Zhou, N. (2005). Newsgroup participants as opinion
leaders and seekers in online and offline communication environ-
ments. Journal of Business Research, 58(9), 1186-1193. https://doi.
org/10.1016/j.jbusres.2004.05.002

Management Letters / Cuadernos de Gestion 23/2 (2023) 7-20


https://doi.org/10.1016/j.jdmm.2018.03.006
https://doi.org/10.1016/j.jdmm.2018.03.006
https://doi.org/10.1016/j.jbusres.2013.07.007
https://doi.org/10.1080/10696679.2021.1935275
https://doi.org/10.1080/10696679.2021.1935275
https://doi.org/10.1093/joc/jqy033
https://doi.org/10.1108/JFMM-09-2017-0095
https://doi.org/10.1108/JFMM-09-2017-0095
https://psycnet.apa.org/doi/10.1037/0022-3514.49.3.729
https://doi.org/10.1086/669042
https://doi.org/10.2478/gfkmir-2014-0092
https://doi.org/10.2478/gfkmir-2014-0092
https://doi.org/10.1016/j.ijresmar.2010.11.003
https://doi.org/10.1016/j.digbus.2021.100008
https://doi.org/10.1080/0267257X.2021.1912142
https://doi.org/10.1016/j.chb.2013.01.044
https://doi.org/10.1016/j.chb.2013.01.044
https://doi.org/10.1016/j.chb.2016.12.021
https://doi.org/10.1016/j.chb.2016.12.021
https://doi.org/10.1037/0021-9010.88.5.879
https://psycnet.apa.org/doi/10.1002/mar.20180
https://doi.org/10.1080/02650487.2019.1634898
https://doi.org/10.1080/02650487.2019.1634898
https://doi.org/10.1080/02650487.2019.1634898
https://doi.org/10.1080/02650487.2019.1634898
https://doi.org/10.1080/02650487.2019.1678322
https://doi.org/10.1080/02650487.2019.1678322
https://doi.org/10.1086/314308
https://doi.org/10.1016/j.jretconser.2019.01.011
https://doi.org/10.1016/j.jretconser.2019.01.011
https://doi.org/10.1016/j.paid.2017.03.058
https://doi.org/10.1016/j.paid.2017.03.058
https://doi.org/10.1108/JPBM-03-2019-2292
https://doi.org/10.1108/JPBM-03-2019-2292
https://doi.org/10.1016/j.jbusres.2015.11.012
https://doi.org/10.1002/mar.21274
https://doi.org/10.1016/j.jbusres.2004.05.002
https://doi.org/10.1016/j.jbusres.2004.05.002

Influencers who most engage on Instagram. The effect of their expertise, taste leadership and opinion leadership... 19

Turcotte, J., York, C., Irving, J., Scholl, R. M., & Pingree, R. J. (2015).
News recommendations from social media opinion leaders: Effects
on media trust and information seeking. Journal of Computer-me-
diated Communication, 20(5), 520-535. https://doi.org/10.1111/
jcc4.12127

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social
media influencer marketing: A systematic review, integrative fra-
mework and future research agenda. International Journal of Consu-
mer Studies, 45(4), 617-644. https://doi.org/10.1111/ijcs.12647

Wiedmann, K. P,, & von Mettenheim, W. (2021). Attractiveness, trus-
tworthiness and expertise-social influencers’ winning formula?.
Journal of Product & Brand Management, 30(5), 707-725. https://
doi.org/10.1108/JPBM-06-2019-2442

Willemsen, L. M., Neijens, P. C., Bronner, F, & De Ridder, J. A. (2011).
“Highly recommended!” The content characteristics and perceived
usefulness of online consumer reviews. Journal of Computer-Media-
ted Communication, 17(1), 19-38. https://doi.org/10.1111/j.1083-
6101.2011.01551.x

Wong, W., & Malone, T. (2016). Contribution of vanity to consumer
apparel advertising perception. Journal of Fashion Marketing and
Management, 20(1), 54-71. https://doi.org/10.1108/JFMM-06-
2015-0045

Xiong, Y., Cheng, Z., Liang, E., & Wu, Y. (2018). Accumulation mecha-
nism of opinion leaders' social interaction ties in virtual communi-
ties: Empirical evidence from China. Computers in Human Beha-
vior, 82, 81-93. https://doi.org/10.1016/j.chb.2018.01.005

Management Letters / Cuadernos de Gestion 23/2 (2023) 7-20


https://doi.org/10.1111/jcc4.12127
https://doi.org/10.1111/jcc4.12127
https://doi.org/10.1111/ijcs.12647
https://doi.org/10.1108/JPBM-06-2019-2442
https://doi.org/10.1108/JPBM-06-2019-2442
https://doi.org/10.1111/j.1083-6101.2011.01551.x
https://doi.org/10.1111/j.1083-6101.2011.01551.x
https://doi.org/10.1108/JFMM-06-2015-0045
https://doi.org/10.1108/JFMM-06-2015-0045
https://doi.org/10.1016/j.chb.2018.01.005

20 Carmen Pérez-Cabaiiero, Ivan Veas-Gonzilez, Carolina Navarro-Cisternas, Hugo Zuleta-Cortés, Camila Urizar-Urizar

APPENDIX

Table A.1
Main questionnaire

Perceived originality (Moldovan et al., 2011; Casalo et al., 2020).
Publications of the Instagram account of (chosen influencer) are original.
Publications of the Instagram account of (chosen influencer) are novel.
Publications of the Instagram account of (chosen influencer) are unusual.
Publications of the Instagram account of (chosen influencer) are innovative.
Publications of the Instagram account of (chosen influencer) are sophisticated.
Publications of the Instagram account of (chosen influencer) are creative.

Perceived quality (Casalg et al., 2020).
Quality of publications on this Instagram account (chosen influencer)

Perceived quantity (Casald et al., 2020).
Quantity of publications on this Instagram account

Perceived uniqueness (Casalo et al., 2020).

This Instagram account (chosen influencer) is highly unique

This Instagram account (chosen influencer) is one of a kind

This Instagram account (chosen influencer) is really special and different to others
Perceived prestige (Ki & Kim, 2019).

I find that (chosen influencer)'s Instagram content is prestigious

I find that (chosen influencer)'s Instagram content is upscale

I find that (chosen influencer)'s Instagram content has high status

Perceived attractiveness (Ki & Kim, 2019).

I find (chosen influencer)'s Instagram content is good-looking

I find (chosen influencer)'s Instagram content is attractive

I find (chosen influencer)'s Instagram content is visually appealing

Expertise (Ki & Kim, 2019).

When looking at the Instagram of (chosen influencer), I find that he/she has experience in his/her area of interest (fashion, sports, humour, video games, etc).
When looking at the Instagram of (chosen influencer), I find that he/she is an expert in his/her area of interest (fashion, sports, humour, video games, etc).
When looking at the Instagram of (chosen influencer), I find that he/she is qualified in his/her area of interest (fashion, sports, humour, video games, etc).

Opinion leadership (Thakur et al., 2016; Casalo et al., 2020).

This Instagram account (chosen influencer) serves as a model for others.

This Instagram account (chosen influencer) is one step ahead of others.

This Instagram account (chosen influencer) offers interesting pictures that suggest new ideas.
This Instagram account persuades people to behave like the account pictures suggest.

This Instagram account influences people's opinions.

I used this Instagram account as a source of information.

Taste leadership (Ki & Kim, 2019).

(Chosen influencer) takes the lead in sharing what looks good with his/her followers through Instagram

(Chosen influencer) is one of the first people to find the newest trends and designs that other people tend to pass over
When worn or used by (chosen influencer), the product becomes a look, a style, an exhibition of taste

Intention to interact (Casald et al., 2020).
I have the intention to interact with this Instagram account (chosen influencer) in the near future.
I predict that I will interact with this Instagram account (chosen influencer).

Intention to recommend (Prayag et al., 2017; Casalo¢ et al., 2020).

I will probably recommend (chosen influencer) Instagram account to other people.

I will say positive things about (chosen influencer) Instagram account to other people.

I will encourage family and friends to follow (chosen influencer) Instagram account.

Purchase Intention (Ki & Kim, 2019).

In the future, I am likely to try one of the same products that (chosen influencer) endorsed or posted on his/her Instagram
In the future, I am likely to try one of the same services that (chosen influencer) endorsed or posted on his/her Instagram
In the future, I am likely to try one of the same brands that (chosen influencer) endorsed or posted on his/her Instagram
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