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ABSTRACT: This study aims to determine social media
influencers, which in this case is measured based on
attractiveness (social and physical) to parasocial interaction,
as well as the effect of Parasocial Interaction on the value
perception of luxury goods (social, personal, and
conspicuous) on social media. This research is also conducted
to determine whether value perception and parasocial
interaction can influence purchase intention. In addition, this
research will focus on one product, namely luxury bags. To
achieve the research objectives and test the research model, a
database-based questionnaire was developed and distributed
to 350 respondents in Indonesia through an online platform.
This research utilizes the Partial Least Squares Structural
Equation Modelling (PLS-SEM) method. The results of this
study indicate that the attractiveness of Social Media
Influencers has an influence on Parasocial Interaction,
besides that Parasocial Interaction can build Luxury Brand
Value Perception. This study also shows that Value
Perception affects on Purchase Intention. Meanwhile,
Parasocial Interaction have no significant effect on Purchase
Intention. The findings of this study have important
implications for marketers and influencer in designing more
effective marketing strategies to increase the value perception
and purchase intention of consumers towards luxury bags.
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INTRODUCTION

Luxury brands are often perceived by consumers as a brand associated with price, aesthetics,

scarcity, and higher levels of differentiation (Ko et al., 2019). For certain individuals, owning a luxury

brand item is a necessity and a must-have. They are willing to spend tens or even hundreds of

millions of rupiah to buy a product from a luxury brand for the sake of prestige and personal

pleasure. Luxury brand sales have been steadily increasing in the past five years. According to data from

(Statista.com, 2023), in 2022 the sales figure for luxury brands worldwide reached 353 billion euros,

exceeding the previous year's sales figure of 290 billion euros. In Indonesia, the consumption of

luxury goods was at 1.9 billion euros. Not only globally, but the sales growth of luxury brands in

Indonesia also increases every year in line with the growth of the upper-class society's economy.
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Figure 1. Value of the personal luxury goods market worldwide from 1996 to 2022
Source: Statista, 2023

Boston Consulting Group (BCG) (2013) issued a projection that the number of middle-class
people in Indonesia has grown by 64% (from 41.6 million people in 2012 to 68.2 million people in
2020). The Central Statistics Agency (BPS) explains that Indonesia's population income grew 8.5%
to 62.2 million (US§ 4.35 thousand) if seen from the gross domestic product (GDP) which was
previously at 57.3 million per year in 2020. This increase is supported by the domestic economic

growth of 3.69% last year (Kusnandar, 2022). Looking at the increase in the upper middle-class
economy, many luxury brands in the wortld, especially in the bag products, are expanding to
Indonesia. According to a quote from CNBC, luxury bags in Indonesia are becoming investment
instruments, as luxury bags from famous designers often experience price increases and can be sold
above their purchase price (Septiana & Qastharin, 2021). Indonesia's capitalist economic

development is rapidly influencing lifestyle and consumption patterns, with prestige and status value
playing a significant role it (Asprilia & Hami, 2021). Consumers pay more for luxury brands, as

they gain personal satisfaction, social status, style, hedonism, recognition, and art, influencing their
purchasing decisions (Greenberg et al., 2020).

Behind consumers' willingness to pay a high price when buying luxury products, there is a
perception of other values that underlie it. One's need for luxury brand products begins with their
perception of the value of a luxury product or Luxury Value Perception (LVP). Previous studies
(Jiang & Shan, 2018; Amelia et al., 2020) have shown that value perception can increase purchase
intention, but these studies only examined luxury brands in general and did not focus on a specific
product. Therefore, this study will focus on a specific luxury brand product, namely luxury bags.
Luxury brands not only sell products, but they also sell their luxury image that is attached to their
products as the personality of the luxury brand's name (Kapferer & Valette-Florence, 2016). Bora

& Rahmawan (2022) explained that the value of a luxury brand is partly formed by its superior
performance and partly by the perception created by consumers. Nowadays, marketing of a brand is
not only done conventionally, but also through digital methods. Luxury brands are also doing the
same by starting to market their products using digital marketing methods.

The rapid development of social media has led to an increase in digital marketing methods. One of
these methods is through the use of social media influencers who engage in endorsement activities.
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In Indonesia, the number of social media users across all platforms has reached 170

Million (Yilmazdogan et al., 2021). This indicates that social media has become a significant part of
effective communication activities, providing a practical and efficient means to interact and
exchange information. Generally, digital promotional activities carried out by influencers often
utilize social media platforms. Some of the social media platforms commonly used for
endorsement activities include Instagram, TikTok, and YouTube.

Individual attitudes can influence purchase intentions (Siregar & Ovilvani, 2017). Therefore, social

media users' evaluations of influencers can impact their behavior and purchase intentions (Sokolova
& Kefi, 2020). Audience evaluations of an influencer are inevitably tied to whether or not the

influencer is appealing. Attractiveness value refers to an influencer's characteristics such as physical
appearance, personality, lifestyle, and others (Permana, 2022). Due to the attractiveness possessed by

influencers, luxury brands are interested in using influencers as part of their marketing strategy.

The growth of social media influencers has made more ways for brands to promote their products, one
of which is luxury brands, currently in Indonesia there has been an increase in the middle class and
causes luxury brand enthusiasts to also increase. The study aims to identify the factors that influence
influencers in motivating consumers' parasocial interaction and to test the relationship between
parasocial interaction and luxury brand value perception towards purchase intention. This study also
includes social and physical attractiveness and aims to examine the relationship between influencers and
parasocial interactions. Luxury brands are used as a research context because they represent consumer
culture and can contribute to the generalization of the concept of the development of parasocial
interactions among influencers. A quantitative survey-based method is used to collect data from
respondents who are social media users. This study has the potential to offer insights to influencers,
where they can develop attractive strategies to create interactions for their followers that will have
a positive impact on value perception and purchase intention.

Hypotesis Development

In a study conducted by Kharisma & Kurniawati (2021), it was found that the variable of social
attractiveness has an effect on parasocial interaction. This influence occurs when the endorser has a
high level of social attractiveness, which makes the audience want to interact with the endorser.
Endorsers who are communicative and responsive on social media create an illusion for users of the
platform that they behave as if they are within their circle of friends, thus being perceived as socially
attractive individuals. In a study conducted by Kusmardianto & Rahayu (2023), it is stated that Social

Attractiveness has an influence on parasocial interaction. Therefore, it can be said that influencers
who have good social skills make their fans or followers want to interact with them and feel close
to them. A study conducted by Pramudito et al. (2022) states that the social attractiveness of a

vlogger has a positive influence on parasocial interaction in the form of viewer evaluation towards the
products endorsed by the vlogger. Furthermore, the parasocial interaction that is formed between
the influencer and the audience can be continuously shaped if the influencer consistently builds
their social image, especially through social media.

Hypothesis 1 : The social attractiveness of an Instagram influencer enhances parasocial interaction.

In the research conducted by Amara (2020), which stated that Physical Attractiveness has a positive
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and significant influence on parasocial interaction, this hypothesis has been proven to be true. Physical
Attractiveness has a positive and significant influence on parasocial interaction, and

this hypothesis has been proven to be true that parasocial interaction has a positive and significant
influence on online purchase intention, this hypothesis has been proven to be true. Consistent
with the study by (Sokolova & Kefi, 2020), which found a positive influence of Physical
Attractiveness on parasocial interaction. The higher the level of Physical Attractiveness, the higher the

influence on parasocial interaction in forming a purchase intention.
Hypothesis 2 : The physical attractiveness of an Instagram influencer enhances parasocial
interaction.

Influencers can add value to potential customers by helping to build a large audience, targeting and
engaging them, and catching their attention (Christea & Chairun, 2022). The emergence of

influencer marketing has become a great way to reach consumer audiences who rely more on
influencer recommendations, ultimately influencing their purchase intentions (Kusumawati &

Raharjo, 2021). Social media influencers understand very well that their followers trigger their
psychological responses (Sunardiyah et al., 2022), and followers begin to balance their emotions,

evaluate them, and show positive perceptions about brands in the presence of a strong parasocial
relationship. Relationship with social media (Fitrianingrum & Rita, 2021). Parasocial interaction (PSI)
transfers positive values from the media figure to the recommended product, which enhances
the followers' attitudes towards the recommended brand (Gong & Li, 2017). By purchasing a

luxury brand, someone can impress others and increase their influence in society, which is a social
value obtained when purchasing a luxury brand (Soeaidy et al., 2018). Social motivation has been

shown to positively influence the intention to purchase luxury-branded goods (Cheah et al., 2015).

Previous research consistently states that a positive perception of social value can increase

consumers' purchase intention (Oe et al., 2018).

Hypothesis 3a : Parasocial interaction with influencers increases the positive social value of luxury brand
products.

Hypothesis 4a : The positive perception of the social value of luxury brands motivates consumers'
reactions towards purchase intention.

Personal value is a concept of projecting oneself onto perceived objects and is correlated with one's
attitude, feelings, perceptions, and evaluations (Schivinski et al., 2022). Meanwhile, parasocial

interaction is something that is perceived and expressed through the purchase of stimulating
products. In addition, personal value can also be defined as consumption values related to personal
values embraced by consumers, long-held beliefs that guide the way one behaves and acts in their daily
lives (Lee & Lyu, 20106). Some researchers have concluded that purchasing luxury products is a personal

pleasure that provides positive energy and makes one feel better (Perry et al., 2020). Based on

previous studies, it has been shown that positive perceptions of personal values increase a buyet's
purchase value (Oc¢ et al., 2018).
Hypothesis 3b : Parasocial interaction with influencers enhances positive personal value towards

luxury brand products.
Hypothesis 4b : The perception of personal value in Luxury brands positively motivates

consumers' reactions towards purchase intention.
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Conspicuousness is one of the important motivations for luxury consumption, which means
displaying power, wealth, and social status to others by using expensive but unnecessary products or
services (Ryu, 2015). The interest in a product has a positive relationship with people's susceptibility
to reference groups (Maulida, 2019). For example, many researchers have concluded

that products used in public events tend to be more eye-catching compared to products used in
private events. This confirms that a positive perception of eye-catching product value increases
consumer purchasing interest.

Hypothesis 3c : Parasocial interaction with influencers increases the positive conspicuous value of
luxury brands.

Hypothesis 4c : The positive perception of conspicuous value in luxury brands motivates consumer

reactions towards purchase intention.

In a study conducted by (Sokolova & Kefi, 2020), it was found that parasocial interaction has an

influence on purchase intention. Purchase intention, or a person's buying interest, can be
influenced by the interaction between an influencer and their followers. The more frequent the
interaction between the influencer and their followers, the higher the desire to purchase the
products promoted by the influencer. Pratama (2021), it was found that an influencer has a
significant influence in affecting purchase intention. This is supported by the hypothesis results and
average values of the variables where all the variables are acceptable and have a significant impact
on purchase intention. In studies conducted by Kharisma & Kurniawati (2021); Lee & Lee (2022),

it was found that when parasocial interaction has a significant influence on purchase intention,
marketers of a product should not only be creative and innovative in creating promotional methods.
Endorsers must be able to establish a connection with consumers on social media platforms such as
YouTube, in order to generate a push for consumers to buy a product. This can be achieved in
various ways, one of which is for an endorser to be able to develop talents such as singing, playing
music, comedy, and sports skills. Another way is to have a unique characteristic differentiation that
becomes a trademark, which will make viewers who see the endorser want to interact, and this can
encourage the purchase of a product endorsed by the endorser.

Hypothesis 5 : Parasocial interaction with social media influencers increases the purchase intention for
luxury brands.

Value Perception

I Social Value
>| Personal Value

Conspicuous
Value

Social
attractivesness

Parasocial

Interaction Purchase

Intention

Physical
attractivesness

H5

Figure 1. Research framework.
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METHOD

Data Collection and Analysis
This study tested and validated the conceptual model using a quantitative method that is relevant
to the research objectives. This includes research to collect data to test the hypotheses developed

based on the literature review. Conclusions are drawn based on the results of hypothesis testing,
confirming the nature and degree of agreement between the theory and the collected data. This
study was conducted using an online survey based on a Google Forms questionnaire with closed
questions on a 7-point Likert scale (1 strongly disagree to 7 strongly agree), all of which were
adapted from previous studies. An online questionnaire was sent to social media sites such as
LinkedIn, Instagram, and Telegram groups in order to gather the sample for this study.

This study's sampling strategy combines judgmental sampling and snowball sampling techniques with
non-probability sampling. Respondents of this study are male and female respondents who are over
18 years old, have experience following social media influencers, and have an interest in purchasing luxury
bags promoted by influencers. In this study, the sample size of the population is unknown and the
sample to item ratio calculation is used. The widely accepted ratio is 10 cases per indicator variable
(Kyriazos, 2018). That way the author determines the number of samples = 10 x n (items) so 10x 35 =
350 samples. The analysis conducted in this study used the SEM-PLS program to test the validity
of each indicator of each variable to examine data feasibility. After that, a reliability test will be
performed to test consistency in the data, and then a hypothesis test will be carried out using a regression
test.

Measurement

The questionnaire for this study included variables such as social attractiveness, physical
attractiveness, parasocial interaction, social value, personal value, conspicuous value, and purchase
intention, using indicators adopted from the journal (Jansom & Pongsakornrungsilp, 2021) to

ensure content validity. All research variables were measured using a five-item scale that has been
validated in previous studies.

Table 1. Measurement Scale

Variable Code Indicator

SA1 I feel the influencer has a pleasant nature
SA2  1like the influencer's personality

Social SA3 I feel like I'm having a discussion with a friend when I watch the
Attractiveness influencer's video.
SA4 The influencer has similar thoughts to me

SA5 I sometimes feel like I want to be like these influencers

PA1 I feel that the influencet's appearance looks physically attractive

. PA2  The influencer's lifestyle is physically attractive
Physical

Attractiveness PA3 I admire the influencet's physical appearance

PA4 I feel happy to see the outfit that the influencer is wearing
PA4 1 think she/he is quite beautiful or handsome
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I'look forward to these influencers using luxury brand products in

PSt their daily lives.
P2 Didn't intend to buy at first but was intrigued when I saw the
) influencer using it.
Parasoc'ml Initially, using branded products would have no effect when
Interaction PS3  socializing, but when I saw these influencers, my mind changed and
branded products became a standard for me.
PS4 Idecide to buy a luxury brand when I see the influencer using it
PS5  Ilook forward to the influencer's posts
SV1  For me, social status is very important
SV Luxury goods are important to me because they make me feel
acceptable in my environment
Social Value V3 By usin'g a luxury brand that is si@il?r to the'irs, I think that it show:
my social status as someone who is influential.
SV4  Using a luxury brand can increase my social trust
V5 I am interested in deciding what luxury brand I should buy to make
good impression.
PV1  Luxury goods boost my self-confidence
PV I buy differer.lt things from others to show my personality and help
improve my image.
Personal Value PV3 I think I have to buy luxury brands to show my identity
PV4 1 think luxury brands help me fulfill my self-fulfillment.
PV5  Itis important for me to get compliments when using luxury brand
cV1 When I buy luxury goods, I just want to show them off but don't c:
about the quality.
Vo Sometimes I buy a product just because a lot of people buy it but I
don't think about its functionality
Conspicuous CV3 I believe that buying luxury brand goods can differentiate me from
Value non-prestigious groups.
cva When a luxury brand releases a new product, I will buy it even if it
affects my future finances in order to gain respect from others.
CVs When I use a luxury brand, I feel that people's impression of me
changes.
PI1 I am interested in buying luxury brands after seeing reviews from
influncers
Purchase PI2  IfI see a luxury brand I am interested in buying it
Intention PI3  On special occasions I will buy luxury brands for special people
PI4  In the coming years I hope to buy luxury brand products
PI5 I will buy luxury brands recommended by influencers
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RESULT AND DICUSSION

Pre-Test and Profile Respondents

The initial stage of this research was a pre-test with 30 respondents. Based on the pretest
calculation, valid results were obtained on all variable indicators with Outer Loading results of 0.703
to 0.960. In addition, reliable results were obtained on all indicators with a Cronbach's Alpha value of
0.856 to 0.945, a Composite Reliability value of 0.898 to 0.958, and finally an AVE value of 0.640 to
0.820. With valid and reliable results on this pre-test, full scale testing will be carried out with 350
respondents.

The profile of the respondents has shown that there are more women at 66% and men at 34%
with the majority being at the age of 18 — 23 with 58.8%. This study does not attempt to balance the
gender of the respondents and to determine the difference between the genders in terms of people’s
behavior in following one of the influencers on social media. Because the purpose of this study is to
examine and identify whether there are factors of influence of social media influencers on people’s
purchasing intentions when buying luxury brand bags. In this study, most respondents who answered
were college students (46.2%). While the monthly income is less than Rp. 5,000,000.

Table 2. Displays the overall profile of respondents who participated in filling out the questionnaire for
this study.

Table 2. Profile Respondent

n % n %

Gender Age

Female 231 66% 18-23 203 588%

Male 119 34% 2429 91 25,7%
30— 36 42 12,8%
>40 7 2,7%

Employee Income Per month (Rupiah)

Student 7 1,6% < Rp. 5.000.000 185 52,9%
College Student 162 462% | Rp.5.000.001 - Rp. 10.999.999 85 24.3%
Private Workers 89 26,1% |  Rp.11.000.001 - Rp. 20.999.999 36 10,4%

Government 47 13,5% |  Rp. 21.000.000- 30.999.999 24 6,8%

Workers

Entrepreneur 39 11% |  Rp.31.000 - Rp. 40.999.999 10 2,9%
Housewife 6 1,6% > Rp. 50.000.000 9 2,7%

Source: Data processed by the author (2023)

Measurement Model

In this study, the data was analyzed using the structural equation model (PLS-SEM) application. To
ensure reliability and validity of the scale, two approaches were employed, namely the measurement
model and the structural model, which were evaluated separately. The measurement model is evaluated

as a reflective construct by measuring reliability criteria, convergent validity, and discriminant validity
(Esfandiar et al., 2019).
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Convergent validity is a measure of internal consistency and estimation used to ensure that the
items have been measured for each latent variable that measures them and not for other latent
variables (Firmansyah et al., 2020; Rimadias et al., 2021) is explained that for this validity, it is

recommended to use Cronbach’s alpha, composite reliability (CR), and average variance extract
(AVE). According to Akbari et al. (2019), Cronbach’s alpha is a classic criterion used to evaluate
reliability. It represents an estimate of the internal reliability of a construct, which is considered
achieved or reliable when the obtained Cronbach’s alpha value is 0.7 or higher (Janadari et al., 2018;
Novitasari et al., 2021). As shown in Table 3, the results of the Cronbach’s alpha values obtained

for each variable have reached more than 0.7, in accordance with the previous theoretical explanation.

The average variance extracted (AVE) serves to explain how much variance can be explained by the
items compared to other variances that occur due to measurement errors. More specifically, it is a
measure used to evaluate convergent validity. The standard to determine if AVE has good
convergent validity is that the obtained value must be above 0.5 (Juftizen et al., 2021; Shrestha, 2021).
In Table 3, it can be seen that the obtained AVE value is greater than 0.5, which strengthens the

argument that this study has good convergent validity.

Composite Reliability (CR) is an indicator of the same variance among the observed variables that are
used as latent constructs (Shrestha, 2021). CR is one of the criteria used to calculate reliability and has

a superior advantage compared to Cronbach’s alpha. This advantage is that the resulting reliability
score is not absolute, but rather related to the correlation of the constructs with each other (Akbari
et al., 2019). Therefore, Composite Reliability can only be used and considered reliable if the
obtained value is 0.7 or higher (Novitasari et al., 2021; Rimadias et al., 2021). In Table 4.2, it can be seen
and concluded that the value of composite reliability (CR) obtained is more than 0.7, in accordance
with the explanation of the previous theory.

Factor Loading is a calculation performed by determining the amount of correlation between
construct indicators and its structure (Akbari et al., 2019). According to research, (Boubker &
Douayri, 2020; Pinda et al., 2021), It is explained that the validity value that must be obtained for factor
loading to be used is at least 0.7 or higher, according to research. And it can be seen in Table 3, that

the obtained numbers are more than 0.7, which means that all variables have appropriate factor
loadings.

Lastly, according to research, (Jufrizen et al., 2021), The purpose of conducting discriminant

validity is to identify and ensure that each existing construct is distinct from other constructs. To
know this, the way to do it is by comparing the square root value of AVE with the correlation
between constructs (Esfandiar et al., 2019). If the obtained square root value of AVE is greater than
the correlation between the constructs, then the model has achieved discriminant validity

(Firmansyah et al., 2020). Even when cross-loading calculations are performed, the factor loading of

indicators for each construct must be greater than all other constructs with a value of 0.7 or higher
(Warganegara & Babolian, 2022). Based on the data in T'able 4, it is known that all constructs have a

square root value of AVE greater than the other constructs. Therefore, we can conclude that all
models have met discriminant validity.
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Table 3. Validity and Reliability

Outer Cronbach's Composite

Variable Mean 8Dy ading  Alpha  Reliability V0
Conspicuous value

CV1 4.537 2.057 0,930
CV2 4.509 2.027 0,930
CV3 4911 1.803 0,925 0,941 0,945 0,812
CV4 4.537 1.999 0,933
CV5 5.169 1.451 0,778

Parasocial

Interaction
PS1 5.623 1.139 0,915
PS2 5.717 1.165 0,832
PS3 5.694 1.171 0,844 0,918 0,922 0,755
PS4 5.580 1.187 0,917
PS5 5.706 1.051 0,832
Personal value

PV1 5.754 1.215 0,797
PV2 5.520 1.317 0,829
PV3 5.340 1.561 0,867 0,895 0,903 0,705
PV4 5.734 1.283 0,843
PV5 5.100 1.607 0,859

Physical

Attractiveness
PA1 6.117 0.832 0,777
PA2 5.960 0.858 0,824
PA3 5.980 1.076 0,753 0,848 0,861 0,618
PA4 6.066 0.841 0,792
PA5 6.020 0.826 0,782
Purchase Intention
PI1 5.889 1.054 0,810
PI2 5.294 1.453 0,875
PI3 5.626 1.428 0,802 0,857 0,873 0,636
PI4 5.277 1.452 0,781
PI5 5.686 1.016 0,711
Social Attractiveness

SA1 5.949 0.964 0,784
SA2 5.657 1.094 0,918
SA3 5.957 0.974 0,800 0,909 0,918 0,735
SA4 5.637 1.094 0,915
SA5 5.697 1.103 0,860

Social value
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SV1 5.723 1.183 0,806
Sv2 5.486 1.298 0,846
SV3 5.560 1.292 0,877 0,900 0,904 0,715
Sv4 5.746 1.124 0,831
SV5 5.174 1.573 0,865

Source: Data processed by the author (2023)

Table 4. Discriminant Validity
Ccv PS PV PA PI SA SV

CV 0.901

PS 0.312 0.869

PV 0.198 0.267 0.844

PA 0.240 0.336 0.163 0.786

PI 0.668 0.297 0.277 0.207 0.841

SA 0.388 0.567 0.239 0.408 0.267 0.857

MY 0.123 0.229 0.810 0.066 0.136 0.197 0.852
Source: Data processed by the author (2023)

Structural Model

When the measurement model has met the criteria, the next step is to evaluate the structural model to
see the significance of the relationships between constructs/variables. Standard evaluation critetia
that should be considered include the coefficient of determination (R, Q-square predictive relevance
(Q)), statistical significance, and relevance of the path coefficients (Hair et al., 2019). The path coefficient
will depict the strength of the relationship between constructs. The sign or direction on the path
must be consistent with the hypothesized theory, while significance can be seen in the t-test obtained
from the bootstrapping process (a resampling method) (Hair & Alamer, 2022).

R2 is obtained from the PLS algorithm calculation in the SmartPLS software. R2 which can also be
thought of as the total effect of exogenous variables on the endogenous variable, is a metric for

the model's prediction accuracy. In other words, R2 is considered the main goal of PLS, which is

to maximize the variance explained in the endogenous variable (Cheah et al., 2018). Based on the
calculation in Table 4, it can be seen that in this model, 9.6% of the variance is accounted for by
Conspicuous Value, 9.7% of the variance is accounted for by Parasocial Interaction, 33.4% of the
variance is accounted for by Personal Value, 7.1% of the variance is accounted for by Purchase
Intention, and 48.4% of the variance is accounted for by Social Value, 5,3%.

Another test performed in structural measurement is Q” predictive relevance, which functions to
validate the model. This measurement is used because in this study, the endogenous variable has a
reflective measurement model. A Q° value above 0 indicates that the model has good predictive
relevance, while a Q® value below 0 indicates that the model has poor predictive relevance
(Hermanda et al., 2019). Based on the calculation results in Table 4, the Q* values are between
0.054 and 0.322. Since the Q2 values are greater than zero, the model already meets the predictive
relevance where the model has been well reconstructed.

201 | Ilomata International Journal of Management https://www.ilomata.org/index.php /ijjm



https://www.ilomata.org/index.php/ijjm

Influence of Social Media Influencers on Parasocial Interaction Impacts Value Perception and
Purchase Intention Luxury Bags
Maryanto, Royhana, Dhamatiyo, and Setiowati

Table 5. Evaluation of the Structural Model

Variable R2 Adjusted R2  p-value Q2
Conspicuous Value 0.097 0.095 0.000 0.109
Parasocial Interaction 0.334 0.330 0.000 0.322
Personal Value 0.071 0.069 0.003 0.051
Purchase Intention 0.484 0.478 0.000 0.066
Social Value 0.053 0.050 0.031 0.030

Source: Data processed by the author (2023)

Hypothesis Testing

Based on SEM data analysis, it is revealed that this hypothesis testing analysis is to confirm the fit of
the model of how Social Media Influencers Affect Parasocial Interaction in the Relationship
Between Value Perception and Purchase Intention on Luxury Bags by summarizing the path
coefficient and hypothesis. Hypothesis testing using bootstrapping, following the suggestion of Sabi
etal. (2018) in PLS SEM which is based on the significance of the proposed relationship in the model
following bootstrapping with 5000 subsamples using the SmartPLS statistical tool and the same
number of cases as the observations in the original sample.

Table 6. Path Coefficient

T-
Variable Path Variable 3-Value Statistics p-Value
Parasocial
H1 Social Attractiveness — Interaction 0.516 9.878 0.000  Supported
Physical Parasocial
H2 Attractiveness — Interaction 0.125 2.120 0.034  Supported
H3a Parasocial Interaction = — Social Value 0.229 4.723 0.000  Supported
H3b Parasocial Interaction ~— — Personal Value 0.267 5.712 0.000  Supported
H3c Parasocial Interaction ~ —  Conspicuous Value — 0.312 5.890 0.000  Supported
H4a Social Value — Purchase Intention ~ -0.194 2.790 0.005  Supported
H4b Personal Value —  Purchase Intention ~ 0.294 3.817 0.000  Supported
H4c  Conspicuous Value —  Purchase Intention ~ 0.611 14.967 0.000  Supported
H5 Parasocial Interaction =~ —  Purchase Intention ~ 0.073 1.617 0.106  Rejected

Source: Data processed by the author (2023)

H1 indicates that Social Attractiveness of social media influencers has a positive influence on
parasocial interaction with a B3 value of 0.516. The T-statistics produced a value of 9.878 and the p-
value resulted in 0.000 < 0.05. This is supported by Sokolova & Kefi (2020) who examined
Instagram and YouTube influencers and found that social attractiveness can influence parasocial
interaction. This finding was also found in the studies by Liu et al. (2021) and Pratama (2021). On the

other hand, H2 shows that Physical Attractiveness of social media influencers has a positive

influence on Parasocial Interaction with a § value of 0.125. The T-statistics produced a value of
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2.120 and the p-value resulted in 0.034 < 0.05. This result is supported based on the (Pinda et al.
2021) which examines an influencer and finds that physical attractiveness can affect parasocial
interaction. This is also supported in the Kurtin et al (2019) and Zheng et al. (2020).

This study supports hypothesis H3a which shows that Parasocial Interaction on social media
influencers has an influence on Social Value with a 3 value showing a result of 0.229, T-statistics results
in a value of 4.723 and p-value results in 0.000 < 0.05. These results are supported based on the
journal Inan et al. (2020) that this study contributes to both practice and theory, especially revealing
the perceived values of parasocial interactions. These results are supported based on the journal Inan
et al. (2020) that this research contributes to both practice and theory, specifically revealing the
perceived values of parasocial interactions. These results are also supported based on the journal Fang
et al. (2018).

H3b shows that Parasocial Interaction on social media influencers has an influence on Personal
Value with B3 value showing a result of 0.267, the T-statistics produces a value of 5.712 and the p- value
produces 0.000 < 0.05. When someone has been influenced by PSI, they will consider purchasing
decisions based on personal value towards luxury brands. The results also show that the perceived
personal value of luxury brands positively motivates consumer purchase intentions (Zhang & Kim,
2013) and supported based on the journal (Hartono, 2020)

H3c shows that Parasocial Interaction on social media influencers has an influence on
Conspicuous Value with 3 value showing a result of 0.312, the T-statistics produces a value of 5.890
and the p-value produces 0.000 < 0.05. The results of this study have been supported based on the
journal O’Cass & Siahtiri (2013) parasocial interaction has a positive impact on conspicuous value
because of the motivational process through which people consume products that provide or
symbolize status for other people and their surroundings in an effort to raise their social status.
Besides that, it is also supported by (Jansom & Pongsakornrungsilp, 2021).

This study also supports the positive relationship between Personal Value on social media
influencers has a positive influence on Purchase Intention (H4b) with B3 value showing a result of
0.294, the T-statistics produces a value of 3.817 and the p-value produces 0.000 < 0.05. This is
supported based on the journal (Mohseni et al., 2018) that personal value has a significant positive
effect on purchase intention. A person's self-perception can also be influenced by how others
perceive them, and product ownership significantly contributes to and reflects a person's identity (Oe
et al., 2018).

In addition, this study also shows that Conspicuous Value on social media influencers has a positive
influence on Purchase Intention (H4c) with 3 value showing a result of 0.611, the T- statistics
produces a value of 14.967 and the p-value produces 0.000 <0.05. This is supported by the journal
Eastman et al. (2018) that social motivation based on conspicuous value has a positive and significant
influence on consumption behavior in terms of Purchase Intention. One of the factors that can
influence Purchase Intention is to display the wealth of others (Jansom & Pongsakornrungsilp,
2021).

In this study, there is an accepted hypothesis, namely the relationship between Social Value on social
media influencers which has a negative impact on Purchase Intention (H4a) with a (3 value showing
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the result of -0.194, T-statistics resulting in a value of 2.790 and p-value resulting in 0.005> 0.05.
The results of this study are not in line with previous theories (Schivinski et al., 2022 ; Perry et al., 2020),
but there is research saying that social value has a negative impact on purchase intention (Tandon et

al., 2021). This happens because currently Indonesian consumers, especially the lower middle class,
have started using luxury bag products due to changes in a more modern lifestyle. Even though the
income is minimal or below the minimum wage (IDR 4,901,798), this does not reduce consumer
buying interest in luxury bags products. This shows that interest in buying luxury bags is not only in
the upper class, but the lower middle class also has an interest in buying luxury bags. That way some
people think that buying luxury bags does not mean that it can improve social status.

The second hypothesis that was rejected was the relationship between Parasocial Interaction on
social media influencers on Purchase Intention (H5) with a B3 value that showed a result of 0.073, T-
statistics resulted in a value of 1.617 and a p-value that resulted in 0.106> 0.05. The results of this
study are not in line with previous findings (IKharisma & Kurniawati, 2021; L.ee & I.ee, 2022) which
state that Parasocial Interaction has a relationship with Purchase Intention. But there are other
studies that say that Parasocial Interaction has no effect on Purchase Intention (Kim, 2020) If

consumers intend to buy an item that is quite expensive, then they will consider several values that
will be perceived by the community. Therefore, in the concept of luxury brands, PSI and Instagram

influencers can be said to be unable to influence the purchasing motivation of their followers if the

item does not have its own perceived value (Lang & Joyner Armstrong, 2018).

This study aims to determine whether social media influencers, value perception and parasocial
interaction have an influence on the purchase intention of followers and the public. This is
measured by the validated model of this research, namely, attractiveness (social and physical) on PSI
and the effect of PSI on value perception of luxury goods (social, personal, and conspicuous) on social
media. The results of this study have confirmed that Value perception (social, personal, and
conspicuous value) has a positive impact and is able to increase the purchase intention of followers
and the public. These results are in line with previous research (Jansom & Pongsakornrungsilp,

2021), it has been confirmed that Value perception (social, personal, and conspicuous value) has a
positive impact and is able to increase the purchase intention of followers. However, the difference
between this research and previous research is that this research focuses more on luxury bag brand

products, while previous research focuses more on luxury brands in general.

This study shows that followers and consumers on social media positively perceive the social value and
physical attractiveness of SMI. But followers and consumers are more interested and aware of the
physical attractiveness compared to the social attractiveness owned by SMI. This is supported by
research (Liu et al., 2019) which explains that people on social media who are physically attractive

are considered by their followers and consumers to have more favorable personality traits such as
intellectual competence, social competence and integrity. Which means, if SMI is physically
attractive, then he is also considered to have an attractive and attractive personality as well.

Furthermore, Parasocial Interaction (PSI) with Social Media Influencers (SMI) positively motivates
followers and consumers of value perception (social, personal, and conspicuous value) towards

luxury brand bags. This is supported by research (Schouten et al., 2020) which explains that PSI has an
important role in its followers and consumers. Where it emphasizes the active involvement of SMI
with its followers and consumers because it is considered a public figure who is easily recognized,
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has a mediating role (Hwang & Zhang, 2018), and is strongly identified as leading to the intention to
buy the recommended product from the SMI.

This study found that Value Perception Luxury Brand is an important aspect to influence Purchase
Intention. Some aspects that can add luxury value to luxury value perception in consumer
perception are explained through the existence of four hidden dimensions: personal, social,
conspicuous. The results of this study state that personal value and conspicuous value have a
positive and significant influence on purchase intention. This shows that people's consumption
patterns in Indonesia tend to be based on personal desires and are more concerned with luxury
products that relate to their identity and achieve a pleasant experience (Shahid & Faroogi, 2019). On
the other hand, conspicuous value is also quite important in a person because sometimes
consumers want to satisfy themselves by being conspicuous in their environment. However,
conspicuous value here does not aim to increase their prestigious status. This research found that
social value does not have a significant effect, there are several possibilities that cause this. The
increase in the middle-class causes buying interest to increase, with this allowing someone to
assume that buying luxury products does not mean increasing social status. Some people will
assume that starting from the middle to upper class can also have luxury bag products.

Lastly, this study also found that in addition to conspicuous value, parasocial interaction (PSI) also has
a positive impact on purchase intention. But it has a not so significant influence on purchase
intention. This happens because value perception has a role as a mediator for the desire of
followers and consumers to get to the stage where PSI can influence them to purchase intention. In
conclusion, if one of the value perceptions (social, personal, and conspicuous value) in followers and
consumers does not feel or arise in themselves, then PSI cannot influence them to purchase
intention for luxury brand bags.

CONCLUSION

The results of this study indicate that eight hypotheses are accepted (H1, H2, H3a, H3b, H3c, H4a,
H4b, H4c) and one hypothesis is rejected (H5). This study has several important theoretical implications.
First, this study focuses on the influence of social media influencers on parasocial interactions. By
investigating the factors that motivate parasocial interactions and their relationship with perceived
value and purchase intentions, this study provides an understanding of how influencers can increase
the level of engagement and interaction with their followers. These findings may provide insights for
influencers in developing effective strategies to form strong parasocial relationships, thereby increasing
perceived value and purchase intentions. Second, this study takes the context of luxury brands as its
focus, specifically on luxury bag products. Where in previous research (Jansom &
Pongsakornrungsilp, 2021) explained more about luxury brands in general. In the context of this

study, the perceived value of luxury bags includes factors such as price, aesthetics, rarity, and higher-
level differences. By focusing on the influence of social media influencers on these value
perceptions, this study provides insights into how parasocial interactions with influencers can affect
the way consumers perceive and appreciate the value of luxury bag products. This can assist luxury
brands in optimizing their marketing strategies to strengthen the perceived value of their products
in the eyes of consumers. This study includes physical and social attractiveness as factors that

influence parasocial interactions. By investigating the role of attractiveness in the relationship
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between influencers and their followers, this study expands the understanding of how these
qualities contribute to the formation of parasocial relationships. These findings can assist
influencers and marketers in utilizing attractiveness to increase engagement and form stronger
relationships with their audiences.

This study also provides a better understanding of the relationship between parasocial interactions
and purchase intentions. By identifying the influence of parasocial interactions on the purchase
intention of luxury bag products, this study reveals that interactions between influencers and their
followers can have a significant impact on consumer purchasing decisions. This research shows
that purchase intention can be influenced if a person has felt the value perception formed from
parasocial interaction generated by social media influencers. Meanwhile, parasocial interaction
cannot directly influence purchase intention. The findings aim to provide insights for luxury brands
as understanding and useful for establishing alighment between the selected influencer and the
target market's values and beliefs, thereby creating a stronger relationship and improving brand
perception. Overall, this study makes a contribution in expanding the understanding of the
influence of social media influencers on parasocial interactions, perceived value and purchase
intentions in the context of luxury brand bags.

In practice, the research results in this journal have provided a clear understanding of determining
attractiveness in social media influencers and looking at the value perception of luxury bags
themselves. There are two Attractiveness attributes on the influencer, namely Social Attractiveness and
Physical Attractiveness. In addition, the value perception also has three criteria, namely social value,
personal value, and Conspicuous value. Furthermore, this study also shows that influencers must
have one of these attractions, if the influencer does not have physical attractiveness, then the
influencer must be able to have social attractiveness to attract the attention of followers (Masuda et
al., 2022). Therefore, companies must be more selective in choosing SMIs that can effectively bring

benefits to the brand. Influencers must also be able to strengthen understanding in consuming Luxury
Bag based on perceived value, be it from social value, personal value, or conspicuous value itself. In
addition, influencers must also be able to build parasocial interactions because the established
relationship affects the perception of followers. According to Sokolova & Kefi (2020) to increase

PSI, influencers can post interactive and persuasive photos, stories, or videos on their social media
related to the products they will sell. That way, it can make their followers more interested,
persuasive, and can build a closer connection with their followers. In addition, with SMI behaving
socially attractive and friendly in every social media video post, it can attract the attention of
followers of every age, especially generations Y and X.

In this study luxury bags also have a value perception. On the luxury bag side, conspicuous value can
be more shown and highlighted because consumers who are sensitive to social norms are usually
encouraged to buy conspicuous products to get social approval and recognition from the reference
group, so that others can give others attention and recognition from conspicuous luxury brands. The
findings of this study have important implications for marketers in designing more effective
influencer marketing strategies to increase the value perception and purchase intention of consumers
towards luxury bags. Such as, marketers can choose the right influencer by considering the
attractiveness of the influencer and developing more interesting and informative content about
luxury bags to increase interaction between influencers and their followers.
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Based on this research, it can be concluded that this study is limited by a number of limitations that
future research should look for. First, in the variables that we have tested, there is one hypothesis
that has been rejected, parasocial interaction to purchase intention. In this case, we suggest that future
researchers could add or use other variables to learn more about this topic, such as the variable
attractiveness towards influencers. The credibility of influencers is not only Attractiveness there is
also trustworthiness and similarity, so future researchers can use one of the 2 variables to change it
or add it. Likewise with the value perception variable, future researchers can also change or add it.
Secondly, this research focused on the efficiency and effectiveness of responding to changes and
opportunities. There are certain processes that are more important which future researchers may
consider the effectiveness of developing rather than solving the problem at hand. Third, because
judgmental sampling and snowball sampling were used in this study to select the sample, the results
of this study are still very general and general. To identify external variables or other variables that
can be used for future research, we suggest conducting research using probability sampling so that
the results of future research are more focused and specific, resulting in better research.
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