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ABSTRACT

The rapid growth of the beauty industry in Indonesia has emphasized the role of influencers in building
emotional attachment that can influence consumers' purchase intention. This study examines the influence of
influencer attributes—namely similarity, inspiration, authenticity, attractiveness, and fun personality—on the
transfer of emotional attachment and purchase intention, both directly and through the mediation of
emotional attachment and envy. This research offers novelty by comparing the effectiveness of micro-
influencers and mega-influencers in the context of Indonesia's beauty industry and applies the Integrative
Scale of Digital Influence framework to analyze both direct and indirect effects between variables. The data
were collected through a survey of 421 respondents, consisting of 209 mega-influencer followers and 212
micro-influencer followers, and analyzed using PLS-SEM and multi-group analysis. The findings indicate
that micro-influencers are more effective in fostering emotional closeness and encouraging purchase
intention through perceived authenticity, while mega-influencers tend to influence purchase intention more
directly through inspirational content. Feelings of envy did not show a significant impact on emotional
attachment or purchase intention. These findings emphasize the importance of selecting influencers based on
campaign objectives—micro-influencers for building loyalty, and mega-influencers for quickly reaching a
broad audience.

Keywords: Influencer Marketing, Beauty Industry, Emotional Attachment, Micro-Influencer, Mega-

Influencer, Purchase Intention.

INTRODUCTION

The beauty industry is one of the fastest-
growing sectors and holds a large market share in
almost every part of the world, including
Indonesia. This growth is closely related to the
increasing needs and desires of the public for
beauty products over time. These beauty products
consist of various types such as skincare, makeup,
body care, and hair care. The growing awareness
and concern of the public regarding their
appearance and skin health is the main reason for
the expansion of beauty products. This is
evidenced by the influx of international beauty
products into Indonesia and the emergence of
numerous local beauty brands.

In Indonesia, the beauty industry has grown
in line with the rising awareness among the public
of the importance of self-care. Beauty products
have become the second most purchased category
on e-commerce platforms, accounting for around
50% of total purchases (Jauhari, 2023). This
indicates that beauty products are highly favored
by consumers in Indonesia, second only to fashion
products. This situation has driven both local and

international beauty brands to compete by
launching various product innovations to attract
consumer attention. The increasing number of
beauty product types motivates consumers to keep
purchasing these new innovations in hopes of
achieving the best results for their self-care
routines.

Beauty products also rank first in the
category of fast-moving consumer goods (FMCG).
FMCG refers to consumer goods that are directly
related to daily needs. Sales of beauty products
have reached IDR 2.9 trillion, with a total of 77.6
million products sold.

The high growth in sales and demand for
beauty products is driven by several factors,
including increased consumer awareness of the
importance of maintaining physical appearance,
easier access to various beauty products, and the
dominance of beauty-related content on social
media. One of the main influencing factors is the
emergence of the phenomenon known as digital
influence. Digital influence involves the use of
digital platforms to affect someone’s opinions,
attitudes, and behaviors. These platforms have
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created a new marketing ecosystem known as
influencer marketing. In this system, influencers
act as a bridge between brands and consumers by
building emotional connections with their
followers. Influencers’ impact on social media
plays a major role in shaping consumers’ opinions
and decisions regarding a product.

In today’s rapidly evolving digital era, the
presence and variety of social media platforms
have grown significantly. Platforms like Instagram,
TikTok, and YouTube are experiencing increasing
user numbers in Indonesia. According to data from
Hootsuite, the number of social media users in
Indonesia reached 167 million in 2023, which is
60.4% of the total population. Hootsuite also
reported that 50.4% of people use social media to
seek inspiration for what to do or what products to
buy (Riyanto, 2023). This shows that consumers
rely on social media to gather product-related
information before making purchasing decisions,
including beauty products. This trend presents a
major opportunity for beauty companies to
promote their products through digital content.

With the growing use of social media, more
influencers have emerged across platforms.
Influencers are individuals who have a significant
number of followers and can influence their
audience's attitudes or purchase decisions through
their personal appeal and credibility (Lou & Yuan,
2019). These influencers significantly impact
beauty product marketing. They share various
types of beauty content, such as product reviews,
self-care routines, and makeup tutorials. This
content influences their followers' emotions and,
ultimately, their purchasing decisions.

Influencer marketing has become a major
and continuously growing marketing phenomenon.
What makes this strategy attractive is the variety of
characteristics and skills that influencers possess.
Influencers differ significantly in various aspects,

such as brand image building, follower
demographics, engagement levels, payment
requirements, and their specific expertise

(Campbell & Farrell, 2020). All these factors
contribute value and benefits that influencers can
offer to companies or brands.

Celebrity influencers are widely known
individuals recognized by the public beyond social
media platforms and are often used by brands due
to their vast followings (Campbell & Farrell,
2020). Although these influencers achieved fame
before social media, they now also use these
platforms to support their careers and build brand
partnerships. Celebrity influencers typically have
more than 1 million followers and sign high-value
contracts with major brands in line with their
professional fields, allowing them to command
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significantly higher fees compared to non-celebrity
influencers (Campbell & Farrell, 2020).

Similarly, mega-influencers are individuals
with large followings on social media more than 1
million followers who have achieved celebrity
status based on specific expertise (Campbell &
Farrell, 2020). The key difference is that mega-
influencers did not have celebrity status before
gaining popularity on social media. Additionally,
mega-influencers tend to focus more on paid
partnerships to strengthen their brand (Campbell &
Farrell, 2020). In Indonesia’s beauty industry, one
example of a mega-influencer is Tasya Farasya,
who has 7 million followers on Instagram. One
form of her influence is the hashtag or label
#TasyaFarasyaApproved, which she uses to
recommend certain beauty products to her
followers. As an influencer, Tasya serves as a role
model for her followers when it comes to choosing
beauty products. This level of trust can
significantly impact consumer purchase intentions
and decisions.

Unlike celebrity and mega-influencers,
macro-influencers are not yet celebrities but still
enjoy considerable popularity on social media,
with follower counts ranging from 100,000 to 1
million (Campbell & Farrell, 2020). Macro-
influencers have high engagement rates and offer
great brand exposure due to their large follower
base. Even though their posting rates are more
affordable, they still deliver substantial value to
brands (Campbell & Farrell, 2020). Followers of
macro-influencers often aspire to be like them, as
they are seen as more relatable and attainable,
making their achievements seem possible to
replicate.

On the other hand, there are influencers who
are just starting out and building their careers as
influencers namely, micro-influencers and nano-
influencers.  Micro-influencers have follower
counts ranging from 10,000 to 100,000 and often
use features like Instagram Stories to create closer
connections with their audience, enhancing
perceptions of accessibility and authenticity
(Campbell & Farrell, 2020). Followers tend to
view micro-influencers’ recommendations as more
sincere compared to larger influencers, as they are
perceived as being less commercially driven. This
makes micro-influencers increasingly attractive to
marketing managers, who value their authenticity,
trustworthiness, and alignment with followers’
needs and interests (Wissman, 2018).

Nano-influencers have fewer than 10,000
followers, most of whom are friends,
acquaintances, or people in their local communities
(Campbell & Farrell, 2020). These nano-
influencers are attractive options for brands due to
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their willingness to work without monetary
compensation, often accepting free products or
exposure in return. Understanding the differences
among influencer types helps companies or brands

tailor their ~marketing strategies to meet
promotional goals and target audiences more
effectively.

Previous research has stated that digital
influence is the result of interactions between
influencers and their followers, where followers
assess the influencer’s attributes and emotionally
respond to them (Silva et al., 2025). The study

introduced the Integrative Scale of Digital
Influence, which combines evaluations of
influencer characteristics with the emotional

responses of followers. It highlights two main
dimensions of digital influence: the follower’s
assessment of influencer  characteristics
(assessment) and the follower’s own emotional
responses (self-assessment) (Silva et al., 2025).
The study found that digital influence depends not
only on the influencer’s attributes but also on the
follower’s emotional reactions. However, the
research was limited to a general context and did
not examine specific industries, products, or
influencer categories.

Therefore, this study aims to fill the research
gap by applying the Integrative Scale of Digital
Influence in a more specific context the beauty
product industry in Indonesia. This industry is
considered highly relevant for several reasons.
First, the global beauty industry, including in
Indonesia, relies heavily on influencer marketing.
Social media has become a key platform for beauty
product promotion, with influencers playing a vital
role. Second, beauty product consumers often
make purchasing decisions based on influencer
reviews or recommendations. Hence, the emotional
bond between influencers and their followers
becomes a crucial factor in driving purchase
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intentions. Additionally, the beauty industry is
deeply connected to consumer emotions, such as
envy, which directly relates to the self-assessment
dimension in the Integrative Scale of Digital
Influence.

This study utilizes multi-group analysis
focusing on  micro-influencers and mega-
influencers to compare the effectiveness of both
types in influencer marketing strategies. Micro-
influencers are known for their emotional
closeness to their followers. This closeness builds
deeper trust and creates strong emotional
attachment, even triggering feelings of envy
among followers. In the context of the beauty
industry, such envy arises because followers feel
they can achieve similar physical appearances as
the influencer. This motivates them to purchase the
products promoted or used by the influencer in
hopes of matching the beauty standards they see.
LITERATURE REVIEW
Social Media Marketing (SMM)

Social Media Marketing (SMM) is a digital
marketing strategy that utilizes social media
platforms to promote brands, products, and
services with the aim of increasing brand
awareness, customer engagement, and sales
conversions. Social media marketing employs
various techniques such as content marketing, paid
advertising, and direct interaction with the
audience to build closer relationships with
customers (Tuten, 2017).

Influencer Marketing

Influencer marketing is a marketing strategy
that involves collaboration between a brand or
company and individuals who have influence and
popularity on social media or within a specific
industry (Chopra et al., 2021).

The Source Credibility Theory
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Figure 1. The Ohanian Model of Source Credibility

Trustworthy

The source credibility theory explains how
the credibility of a source can influence the
effectiveness of communication and persuasion.
This theory emphasizes that audiences are more

likely to accept messages from sources they
perceive as credible in a particular field. The
model of source credibility developed by Ohanian
(1990) states that any information coming from a
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trustworthy source can influence the audience’s
attitudes and behaviors toward the message source.
This model discusses how the perceived credibility
of a celebrity can affect customer attitudes and
behaviors toward endorsed products (Priester &
Petty, 2003).
The Source Attractiveness Theory

The source attractiveness theory is one of
the theories used in communication and marketing
and is an important element in persuasion
(McGuire, 1985). This theory explains how the
characteristics of an information source influence
the acceptance and effectiveness of the message
among audiences.
The Emotional Attachment Theory

The emotional attachment theory explains

the strong and enduring emotional bond between
individuals and an object, brand, or another person.
This theory is rooted in the concept of attachment.
According to Bowlby (1969), attachment is a deep
emotional bond between individuals who have a
tendency to seek closeness and a sense of security
from the relationship. This relationship can drive
long-term loyalty and engagement with a brand
(Thomson et al., 2005).

RESEARCH METHOD

This study employs a quantitative method to
collect and analyze data. The data used in this
research are primary data. The data collection
method applied in this study is through a
guestionnaire. The primary data were collected
using an online questionnaire created through the
Google Forms platform. The questionnaire consists
of several closed-ended questions using a five-
point Likert scale.

The respondents involved in this study are
Indonesian citizens (WNI) currently residing in
Indonesia, aged 18 to 44 years, who are active
users of Instagram. Respondents must have
purchased beauty products based on the
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recommendations of beauty influencers within the
past three months.

The population in this study consists of
consumers of beauty products in Indonesia. This
includes all users of various types of beauty
products, such as skincare, makeup, body care, hair
care, and others. The sampling technique used in
this research is non-probability sampling,
specifically using the purposive sampling
approach.

Purposive sampling, also known as
judgmental sampling, was chosen because this
study focuses on consumers who actively follow
beauty influencers on social media and have made
purchases of beauty products based on influencer
recommendations within a specified time frame.

To determine the sample size, this study
refers to the guidelines proposed by Hair et al.
(2021), which state that the minimum number of
respondents in a study using PLS-SEM is five to
ten times the number of indicators (Rule of
Thumb). In this study, there are a total of 45
indicators, so the recommended sample size ranges
from 225 to 450 respondents.

To anticipate invalid or failed questionnaire
responses and to improve the reliability of the
research findings, this study sets a target sample
size of 350 respondents.

RESULT AND DISCUSSION
Analysis of Measurement Model (Outer Model)
Reliability Test of the Measurement Model

The variables in the study show Cronbach’s
Alpha values exceeding the minimum threshold of
0.7, indicating that the indicators within each
variable consistently represent their respective
constructs. The Emotional Attachment variable
records the highest value at 0.955, followed by
Envy (0.934) and Transfer of Emotional
Attachment (0.933), reflecting a very high and
stable level of reliability.

Table 1. Results of Reliability Test of the Measurement Model

s Composite Composite
Variabel C"X’Ib;’]"” s Reliability Reliability
pha (rho_a) (rho_c)
Inspiration 0.811 0.837 0.887
Similarity 0.859 0.860 0.904
Authenticity 0.890 0.898 0.916
Influencer Attractiveness 0.849 0.854 0.908
Fun Personality 0.816 0.836 0.890
Emotional Attachment 0.955 0.957 0.963
Envy 0.934 0.938 0.950
Transfer of Emotional Attachment 0.933 0.935 0.943
Purchase Intention 0.873 0.875 0.922
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Moreover, the Composite Reliability values,
both rho_A and rho_C, support these findings,
with all variables showing values above 0.8. The
highest rho_C value is again observed in the
Emotional Attachment variable (0.963), indicating
that over 96% of its variance is explained by its
indicators. Variables such as Envy (0.950) and
Transfer of Emotional Attachment (0.943) also
exhibit very high Composite Reliability. Even
variables with relatively lower Cronbach’s Alpha
values, like Inspiration (0.811) and Fun Personality
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(0.816), still demonstrate good Composite
Reliability with rho_C values of 0.887 and 0.890
respectively.
Convergent Validity Test of the Measurement
Model

A construct is considered to have good
convergent validity if its factor loadings exceed 0.7
and its Average Variance Extracted (AVE) is
above 0.5. The Inspiration variable, for instance,
has three indicators with high factor loadings:
INSP1 (0.867), INSP2 (0.807), and INSP3 (0.875).

Table 2. Results of Convergent Validity Test of the Measurement Model

Variabel Indikator Factor Loading AVE
INSP1 0.867 0.723
Inspiration INSP2 0.807
INSP3 0.875
SML1 0.826 0.703
Similarity SML2 0.831
SML3 0.857
SML4 0.838
AUT1 0.754 0.646
AUT2 0.845
.. AUT3 0.782
Authenticity AUT4 0.842
AUT5 0.748
AUT6 0.844
1Al 0.869 0.768
Influencer Attractiveness 1A2 0.884
1A3 0.875
FP1 0.781 0.731
Fun Personality FP2 0.903
FP3 0.876
EA1 0.855 0.786
EA2 0.912
EA3 0.897
Emotional Attachment EA4 0.847
EA5 0.907
EA6 0.906
EA7 0.880
El 0.800 0.793
E2 0.894
Envy E3 0.925
E4 0.925
E5 0.902
TEA1 0.837 0.625
TEA2 0.821
TEA3 0.839
TEA4 0.812
. TEA5 0.749
Transfer of Emotional Attachment TEA6 0763
TEA7 0.728
TEAS8 0.789
TEA9 0.803
TEA10 0.757
. PI1 0.877 0.798
Purchase Intention P12 0928
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Variabel

Indikator

Factor Loading AVE

P13

0.874

All variables show AVE values above the
minimum threshold of 0.50, and most even exceed
0.70. This implies that more than 70% of the
variance in each variable is derived from its
indicators, rather than from measurement errors or
other external factors. Variables like Purchase
Intention (AVE = 0.798), Emotional Attachment

Attractiveness  (0.768)  exhibit very high
convergent validity. However, two constructs show
relatively lower AVE values: Authenticity (0.646)
and Transfer of Emotional Attachment (0.625).
Overall, the measurement model satisfies the
criteria for good convergent validity.

Discriminant Validity Test of the Measurement

(0.786), Envy  (0.793), and Influencer Model
Table 3. Results of Discriminant Validity Test — Fornell-Larcker
AUT E EA FP 1A INSP PI SML  TEA
AUT 0.804
E 0.106 0.890
EA 0.456 0.563 0.887
FP 0.703 0.024 0.375 0.855
1A 0.753 -0.094 0.235 0.774 0.876
INSP 0.776 -0.061 0.303 0.716 0.768 0.850
Pl 0.620 0.273 0.617 0.504 0.512 0.569 0.893
SML 0.797 0.185 0.558 0.683 0.659 0.730 0.660 0.838
TEA 0.651 0.306 0.715 0.593 0.521 0.552 0.766 0.680 0.791

The discriminant validity test using the
Fornell-Larcker criterion shows that the square
root of the AVE for each variable is higher than its
correlations with other variables in the same row or
column. For example, the variable Authenticity

(AUT) has a square root AVE value of 0.804,
which is higher than its correlations with other
variables. This confirms that each variable has
good discriminant validity—meaning it is
empirically distinct from the others in the model.

Table 4. Results of Discriminant Validity Test — Heterotrait-Monotrait (HTMT)

AUT E EA FP 1A INSP Pl SML TEA

AUT
E 0.132
EA 0.484 0.599
FP 0.831 0.127 0.407
1A 0.867 0.121 0.251 0.940
INSP 0.915 0.118 0.323 0.892 0.933
Pl 0.699 0.303 0.675 0.596 0.591 0.661
SML 0.911 0.201 0.608 0.815 0.771 0.867 0.761
TEA 0.711 0.317 0.745 0.680 0.588 0.628 0.846 0.755

Using the cross-loading approach, all measurement model also meets the discriminant
indicators load higher on their respective validity criteria via the Cross Loading approach,

constructs than on others. Most loadings are above
0.7, indicating that indicators accurately reflect
their  intended variables. Therefore, this

confirming that each construct is empirically
distinguishable.
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Table 5. Results of Discriminant Validity Test — Cross Loading

AUT E EA FP 1A INSP Pl SML TEA
AUT1 0.754 -0.052 0.227 0.548 0.616 0.663 0.448 0.577 0.427
AUT2 0.845 0.088 0.380 0.561 0.594 0.634 0.523 0.684 0.549
AUT3 0.782 0.075 0.372 0.642 0.670 0.642 0.467 0.637 0.525
AUT4 0.842 0.141 0.456 0.552 0.610 0.661 0.559 0.678 0.590
AUTS5 0.748 0.120 0.337 0.511 0.528 0.536 0.433 0.588 0.499
AUT6 0.844 0.106 0.390 0.584 0.622 0.614 0.544 0.668 0.527
El 0.088 0.800 0.465 0.025 -0.081 -0.053 0.248 0.118 0.238
E2 0.127 0.894 0.564 0.078 -0.049 -0.011 0.268 0.205 0.304
E3 0.088 0.925 0.516 -0.001 -0.101 -0.057 0.243 0.183 0.278
E4 0.095 0.925 0.502 -0.019 -0.090 -0.056 0.257 0.172 0.283
ES 0.072 0.902 0.455 0.023 -0.101 -0.101 0.198 0.138 0.255
EAl 0.357 0.528 0.855 0.309 0.141 0.200 0.496 0.453 0.595
EA2 0.414 0.561 0.912 0.351 0.195 0.238 0.551 0.497 0.653
EA3 0.339 0.585 0.897 0.267 0.134 0.181 0.503 0.439 0.553
EA4 0.374 0.505 0.847 0.285 0.179 0.231 0.522 0.431 0.581
EA5 0.444 0.452 0.907 0.350 0.268 0.329 0.585 0.528 0.663
EAG 0.406 0.475 0.906 0.368 0.228 0.307 0.572 0.551 0.670
EA7 0.481 0.412 0.880 0.379 0.293 0.368 0.589 0.546 0.705
FP1 0.597 -0.129 0.165 0.781 0.713 0.651 0.408 0.526 0.439
FP2 0.604 0.042 0.350 0.903 0.654 0.613 0.430 0.615 0.529
FP3 0.609 0.111 0.412 0.876 0.639 0.590 0.453 0.606 0.544
1ALl 0.674 0.010 0.292 0.659 0.869 0.643 0.485 0.617 0.490
1A2 0.661 -0.134 0.160 0.703 0.884 0.689 0.432 0.570 0.463
IA3 0.640 -0.139 0.153 0.673 0.875 0.691 0.422 0.537 0.408
INSP1 0.652 -0.072 0.234 0.665 0.684 0.867 0.483 0.608 0.467
INSP2 0.643 -0.152 0.150 0.591 0.663 0.807 0.384 0.553 0.382
INSP3 0.684 0.031 0.353 0.579 0.627 0.875 0.558 0.684 0.536
PI1 0.569 0.143 0.492 0.522 0.536 0.551 0.877 0.588 0.693
PI2 0.583 0.268 0.578 0.460 0.463 0.526 0.928 0.641 0.707
PI3 0.509 0.324 0.586 0.365 0.371 0.446 0.874 0.538 0.651
SML1 0.584 0.252 0.568 0.516 0.446 0.533 0.538 0.826 0.596
SML2 0.705 0.083 0.437 0.641 0.626 0.693 0.562 0.831 0.582
SML3 0.661 0.118 0.404 0.579 0.564 0.602 0.548 0.857 0.548
SML4 0.729 0.156 0.449 0.560 0.584 0.626 0.566 0.838 0.550
TEAl 0.551 0.162 0.550 0.468 0.466 0.475 0.613 0.565 0.837
TEA2 0.550 0.184 0.506 0.511 0.478 0.487 0.639 0.508 0.821
TEA3 0.532 0.337 0.638 0.467 0.402 0.422 0.642 0.572 0.839
TEA4 0.548 0.144 0.514 0.454 0.421 0.464 0.579 0.559 0.812
TEAS 0.528 0.068 0.374 0.520 0.470 0.484 0.544 0.490 0.749
TEAG6 0.487 0.224 0.462 0.486 0.430 0.411 0.562 0.479 0.763
TEA7 0.504 0.060 0.421 0.504 0.513 0.527 0.586 0.461 0.728
TEAS8 0.538 0.249 0.634 0.476 0.409 0.466 0.597 0.593 0.789
TEA9 0.500 0.417 0.745 0.441 0.314 0.349 0.642 0.598 0.803
TEA10 0.415 0.497 0.733 0.386 0.256 0.310 0.631 0.527 0.757

Structural Model Analysis (Inner Model) between Authenticity (AUT) and Purchase

Collinearity Test of the Structural Model
The Variance Inflation Factor (VIF) values
indicate that the highest collinearity is observed

Intention (PI) at 4.142, while the lowest is between
Envy (E) and both Purchase Intention (PI) and
Transfer of Emotional Attachment (TEA) at 1.631.
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These values suggest that multicollinearity is
within an acceptable range and no variable
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excessively dominates others.

Table 6. VIF Results of the Structural Model

AUT E EA FP 1A INSP Pl SML TEA
AUT 3.944 3.944 4.142 4.082
E 1.631 1.631
EA 3.051 2.219
FP 2.953 2.953 3.075 3.025
1A 3.526 3.526 3.790 3.766
INSP 3.409 3.409 3.574 3.562
Pl
SML 3.135 3.135 3.725 3.698
TEA 3.089

Structural Model Strength Test

The highest R2 value is found in Transfer of
Emotional Attachment (TEA) at 0.676, followed
by Purchase Intention (PI) at 0.649. This indicates
that the model explains about 67.6% of the
variance in TEA and 64.9% in PIl, which is

Attachment (EA) has an R? of 0.383 and Envy (E)
is at 0.161, indicating limited explanatory power.
The Adjusted R2 values, being close to R?, indicate
model stability and minimal influence from the
number of predictors. Thus, the structural model is
considered to have good strength, especially in

considered  strong.  Meanwhile,  Emotional explaining the main variables TEA and PI.
Table 7. R2 & Adjusted R? Results of the Structural Model
R-square R-square adjusted
E 0.161 0.151
EA 0.383 0.376
Pl 0.649 0.642
TEA 0.676 0.671

The F2 values assess the effect size of each
variable. Emotional Attachment (EA) has the
highest impact on Transfer of Emotional
Attachment (TEA) with F2 = 0.375, highlighting its
importance in fostering emotional connection with

a brand. Similarity (SML) also strongly affects
Emotional Attachment with F? = 0.178, showing
that perceived similarity between influencer and
audience is effective in building emotional
closeness.

Table 8. F2 Effect Size Results of the Structural Model

AUT E EA FP 1A INSP Pl SML TEA
AUT 0.020 0.032 0.000 0.015
E 0.003 0.000
EA 0.019 0.375
FP 0.003 0.024 0.022 0.016
1A 0.044 0.058 0.011 0.006
INSP 0.042 0.023 0.023 0.003
Pl
SML 0.064 0.178 0.013 0.007
TEA 0.217

Purchase Intention (PI) also has a moderate
contribution to Transfer of Emotional Attachment
(TEA) with F2 = 0.217, suggesting that intent to
purchase can strengthen emotional bonds.
Conversely, variables like Authenticity, Similarity,
and Envy show minimal to no effect on key
outcomes like PI and TEA (e.g., AUT — PI =

0.000, E — TEA = 0.000), implying that while
these may influence initial perception, they don't
significantly drive emotional or behavioral
outcomes in this model.

Predictive Relevance Test of the Structural
Model
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Three variables show good Q2 values:
Purchase Intention (PI) at 0.507, Transfer of
Emotional Attachment (TEA) at 0.414, and
Emotional Attachment (EA) at 0.298. These values
indicate strong predictive relevance in the model,
particularly for the main focus areas. Meanwhile,
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variables such as Authenticity (AUT), Fun
Personality (FP), Influencer Attractiveness (1A),
Inspiration (INSP), and Similarity (SML) have Q2
values of 0.000, which is expected as they are
exogenous and not predicted by other variables.
Envy (E) has a weak but relevant Q2 of 0.125.

Table 9. Q2 Predictive Relevance Results of the Structural Model

Q2 (=1-SSE/SSO)

AUT
E
EA
FP
IA
INSP
PI
SML
TEA

0.000
0.125
0.298
0.000
0.000
0.000
0.507
0.000
0.414

Overall Significance Test of the Research Model

Transfer of Emational
Attachment

Purchase Intention

Figure 1. Full Structural Model Results

This test aims to assess whether the
proposed structural model significantly explains
relationships among variables. Using PLS-SEM
(Partial Least Squares Structural Equation
Modeling), the model evaluates the validity and
significance of the paths between variables. Table
10 outlines the direct effects, displaying the
original sample (O), T-value, and P-value for each
path.

Authenticity has a significant effect on Envy
(p = 0.001) and Emotional Attachment (p = 0.004),
indicating that perceived authenticity of an

influencer can evoke envy and foster emotional
attachment. However, it does not directly affect
Purchase Intention (p = 0.799) and has an
insignificant effect on Transfer of Emotional
Attachment (p = 0.069). Fun Personality influences
Emotional Attachment (p = 0.006) and Transfer of
Emotional Attachment (p = 0.031), yet its direct
effect on Purchase Intention is negative and
significant (p = 0.010), suggesting that an overly
entertaining influencer may reduce the perceived
seriousness or credibility of promotional messages.
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Table 10. Original Sample, T-Value, P-Value Results — Direct Effects of the Model

Original sample (O) T values P values
AUT ->E 0.257 3.188 0.001
AUT -> EA 0.278 2.879 0.004
AUT ->PI 0.017 0.255 0.799
AUT -> TEA 0.139 1.817 0.069
E ->PI 0.043 1.384 0.166
E->TEA -0.009 0.317 0.752
EA -> Pl 0.143 2.778 0.005
EA ->TEA 0.519 10.125 0.000
FP->E 0.093 1.242 0.214
FP -> EA 0.209 2.776 0.006
FP -> Pl -0.155 2.584 0.010
FP -> TEA 0.127 2.164 0.031
IA->E -0.362 4.780 0.000
IA ->EA -0.356 4.498 0.000
IA -> Pl 0.119 2.092 0.036
IA ->TEA 0.088 1.561 0.119
INSP -> E -0.348 4.469 0.000
INSP -> EA -0.218 2.769 0.006
INSP -> Pl 0.171 3.035 0.002
INSP -> TEA 0.061 1.001 0.317
SML ->E 0.409 5.177 0.000
SML -> EA 0.587 7.878 0.000
SML ->PI 0.132 1574 0.115
SML -> TEA 0.093 1.576 0.115
TEA -> Pl 0.485 8.214 0.000

For the attribute of influencer attractiveness,
an interesting result was found. High physical
attractiveness actually has a negative impact on
emotional attachment (p = 0.000) and envy (p =
0.000). This indicates that when an influencer's
physical attractiveness is too prominent, the
audience may feel less emotionally connected,
creating a sense of distance. Nevertheless,
influencer attractiveness still shows a significant
impact on purchase intention (p = 0.036), although
the effect is not very strong.

On the other hand, the inspiration variable
shows more positive directions—it reduces envy (p
= 0.000), increases emotional attachment (p
0.006), and also drives purchase intention (p

0.002). However, the effect of inspiration on the
transfer of emotional attachment was found to be
not significant.

Meanwhile, the similarity variable emerges
as one of the most stable attributes in forming
emotional bonds with the audience. This variable
has a significant effect on both envy (p = 0.000)
and emotional attachment (p = 0.000). This
suggests that similarity between the influencer and
their  followers can strengthen emotional
attachment. However, this attribute does not
directly encourage purchase intention or the
transfer of emotional attachment to the brand or
product being endorsed by the influencer.
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Table 11. Results of Original Sample Measurement, T-Value, and P-Value of the Model (Indirect Effect)

Original sample (O) T values P values
AUT -> E -> Pl 0.011 1.163 0.245
AUT ->E -> TEA -0.002 0.291 0.771
FP ->E ->PI 0.004 0.805 0.421
IA->E->PI -0.016 1.331 0.183
SML -> E -> TEA -> PI -0.002 0.312 0.755
FP->E ->TEA -0.001 0.236 0.813
INSP -> E -> Pl -0.015 1.280 0.200
IA->E->TEA 0.003 0.309 0.757
INSP -> E -> TEA -> PI 0.002 0.303 0.762
INSP -> E -> TEA 0.003 0.302 0.763
SML ->E ->PI 0.018 1.365 0.172
SML -> EA -> TEA ->PI 0.148 5.192 0.000
INSP -> EA -> TEA -> PI -0.055 2.568 0.010
SML ->E ->TEA -0.004 0.311 0.756
AUT -> E -> TEA -> PI -0.001 0.291 0.771
AUT -> EA -> TEA -> Pl 0.070 2.577 0.010
FP ->EA -> TEA ->PI 0.053 2.614 0.009
FP->E ->TEA ->PI -0.000 0.239 0.811
AUT -> TEA -> PI 0.067 1.781 0.075
E->TEA->PI -0.004 0.317 0.751
EA -> TEA -> Pl 0.252 7.058 0.000
FP ->TEA ->PI 0.061 2.031 0.042
IA->TEA ->PI 0.043 1514 0.130
INSP -> TEA -> PI 0.029 0.973 0.331
AUT -> EA -> Pl 0.040 2.007 0.045
SML -> TEA -> Pl 0.045 1.540 0.124
AUT ->EA ->TEA 0.144 2.703 0.007
FP->EA ->PI 0.030 1.734 0.083
IA->EA ->PI -0.051 2.263 0.024
FP->EA->TEA 0.109 2.710 0.007
INSP -> EA -> Pl -0.031 1.857 0.063
IA->EA->TEA -0.185 4.107 0.000
INSP -> EA ->TEA -0.113 2.644 0.008
SML -> EA -> Pl 0.084 2.598 0.009
SML -> EA ->TEA 0.305 6.020 0.000
IA->EA->TEA->PI -0.089 3.719 0.000
IA->E ->TEA->PI 0.002 0.309 0.758

The analysis of indirect effects shows that
the path through emotional attachment (EA) and
transfer of emotional attachment (TEA) is the most
significant in explaining the influence of influencer
attributes on purchase intention. The EA — TEA
— PI pathway is proven to be very strong (p =
0.000), and several attributes—such as inspiration,

fun personality, and authenticity—demonstrate
significant indirect effects on purchase intention
through this mediation. This indicates that even
though these attributes may not directly impact
purchase intention, they are effective in shaping it
through emotional relationships.
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On the other hand, pathways involving
envy (E) tend to be insignificant. For example:
1. AUT — E — PI (p = 0.245)
2. FP - E — PI(p=0.421)
3. INSP - E — TEA — PI (p =0.762)

All suggest that envy is not an effective path
for building attachment or encouraging purchase
intention. These findings support the earlier direct
effect results, which also showed that envy does
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not contribute meaningfully to forming purchase
intention or transferring emotional attachment to
the brand or product.
Overall Model Fit Test

One of the indicators used in this test is the
Standardized Root Mean Square Residual
(SRMR). An ideal SRMR value is below 0.10, as
the smaller the value, the better the model
represents the actual data.

Table 12. Model Fit Measurement Results

Saturated model

Estimated model

SRMR 0.072

0.097

The SRMR values obtained are 0.072 for the
Saturated model and 0.097 for the Estimated
model. Both values are below the maximum
threshold of 0.10, indicating that the research
model has a good level of fit. The lower SRMR
value in the Saturated model suggests that it better
represents the overall data structure compared to

the Estimated model, although the difference is not
substantial.

Hypothesis Testing

Hypothesis Testing of the Influence of
Influencer’s Attributes on the Transfer of
Emotional Attachment

Table 13. Results of Hypothesis Testing for H1

Original  T-

P-  Hypothesis

Hypothesis Sample value value Statement Statement Source
Hla: Influencer’s attributes Sln_ularlty does .
(similarity) positively influence . not influence the  Silva et
. 0.093 1576 0.115 Rejected transfer of al.
the transfer of emotional emotional (2025)
attachment. (SML — TEA)
attachment
H1b: Influencer’s attributes Insplratlon does .
(inspiration) positively influence . not influence the  Silva et
. 0.061 1.001 0.317 Rejected transfer of al.
the transfer of emotional emotional (2025)
attachment. (INSP — TEA)
attachment
Hlc: Influencer’s attributes Authenticity
(authenticity) positively influencesthe  Silva et
influence the transfer of 0.139 1.817 0.069 Rejected transfer of al.
emotional attachment. (AUT — emotional (2025)
TEA) attachment
Influencer
H1d: Influencer’s attributes attractiveness
(influencer attractiveness) does not Silva et
positively influence the transfer 0.088 1561 0.119 Rejected influence the al.
of emotional attachment. (IA — transfer of (2025)
TEA) emotional
attachment
Fun personality
Hle: Influencer’s attributes (fun does not .
personality) positively influence influence the Silva et
. 0.127 2164 0.031  Accepted al.
the transfer of emotional transfer of (2025)
attachment. (FP — TEA) emotional
attachment
Hla: Influencer’s Attributes (Similarity) The hypothesis testing results for Hia,

Positively Influence the Transfer of Emotional
Attachment

which  proposed that influencer attributes
(similarity) positively affect the transfer of
emotional attachment (SML — TEA), indicate that
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similarity does not have a significant direct effect
on the transfer of emotional attachment. The
original sample value was 0.093, with a t-value of
1.576 and a p-value of 0.115, showing that this
hypothesis is rejected. This suggests that when the
audience perceives similarities with an influencer,
it does not automatically lead them to emotionally
attach to the product endorsed by that influencer.
This finding contradicts the study by Lim et al.
(2020), which stated that similarity can strengthen
the transfer of emotional attachment from
influencer to product. However, this result aligns
with previous research by Silva et al. (2025),
which found that similarity does not affect the
transfer of emotional attachment.
H1b: Influencer’s Attributes (Inspiration)
Positively Influence the Transfer of Emotional
Attachment

The hypothesis testing results for Hlb,
which  proposed that influencer attributes
(inspiration) positively influence the transfer of
emotional attachment (INSP — TEA), indicate that
inspiration does not have a direct effect on
emotional attachment transfer. With an original
sample value of 0.061, t-value of 1.001, and p-
value of 0.317, this hypothesis is rejected as it does
not meet the statistical significance requirement (p
> 0.05). These results are consistent with previous
research by Silva et al. (2025), which found that
inspiration does not significantly influence the
transfer of emotional attachment. This implies that
although audiences may feel inspired by an
influencer, that feeling does not necessarily lead to
an emotional attachment to the product being
endorsed. These findings are inconsistent with
inspiration theory, which suggests that inspiration
can drive the transfer of emotional attachment
from influencer to product (Djafarova &
Rushworth, 2017). This discrepancy may be due to
differences in how audiences interpret inspiration,
which can vary depending on platform, social
context, and the degree of emotional closeness to
the influencer.
Hlc: Influencer’s Attributes (Authenticity)
Positively Influence the Transfer of Emotional
Attachment

The hypothesis testing results for Hlc,
which  proposed that influencer attributes
(authenticity) positively influence the transfer of
emotional attachment (AUT — TEA), indicate that
authenticity does not have a significant direct
effect on emotional attachment transfer. The
original sample value was 0.139, with a t-value of
1.817 and a p-value of 0.069. Since the p-value is
still above 0.05, the hypothesis is rejected. This
indicates that an influencer’s authenticity alone
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does not directly lead the audience to emotionally
attach to the product being used or endorsed. These
findings do not support the study by Audrezet et al.
(2018), which emphasized authenticity as a key
factor in building emotional relationships between
influencers and their audience.
H1d: Influencer’s Attributes (Influencer
Attractiveness)  Positively  Influence  the
Transfer of Emotional Attachment

The hypothesis testing results for H1d,
which  proposed that influencer attributes
(influencer attractiveness) positively influence the
transfer of emotional attachment (IA — TEA),
show that influencer attractiveness does not have a
significant direct effect. The original sample value
was 0.088, t-value was 1.561, and p-value was
0.119, indicating that this result is not statistically
significant and the hypothesis is rejected. These
findings are consistent with previous research by
Silva et al. (2025), which concluded that influencer
attractiveness does not influence the transfer of
emotional attachment. However, this contradicts
earlier findings such as Ohanian (1990), who stated
that physical attractiveness can foster emotional
bonds with the audience. This suggests that in the
current  beauty industry context, physical
appearance alone is insufficient to create an
emotional connection between the audience and
the products used by influencers. Although
attractiveness may capture initial attention, it does
not directly generate trust or emotional closeness.
Hle: Influencer’s Attributes (Fun Personality)
Positively Influence the Transfer of Emotional
Attachment

The hypothesis testing results for Hle,
which examined whether influencer attributes (fun
personality) positively influence the transfer of
emotional attachment (FP — TEA), show that the
fun personality attribute has a significant direct
effect. The original sample value was 0.127, with a
t-value of 2.164 and a p-value of 0.031, indicating
a statistically significant influence; hence, the
hypothesis is accepted. This demonstrates that a
fun and engaging personality in an influencer can
indeed strengthen the emotional attachment of the
audience toward the products they recommend.
This finding supports previous theory that a fun
personality can influence audience emotional
attachment to influencers (Casal¢ et al., 2020).
Hypothesis Testing of the Influence of
Influencer’s Attributes on Purchase Intention

Based on the research results, the following
table presents the original sample (O), t-value, and
p-value for the model that tests the influence of
influencer attributes on purchase intention.

661



Jurnal Apresiasi Ekonomi Volume 13, Nomor 3, September 2025 : 649- 676

ISSN Cetak : 2337-3997
ISSN Online : 2613-9774

Table 14. Hypothesis Test Results for H2

- . Previous
Hypothesis CS);%' nlzl v;Lje V;Le Hysptgiﬁzys Research Source
P Findings
H2a: Influencer’s attributes Isnlfr;:: (Ie?]rég Silva et
(similarity) positively influence 0.132 1574 0.115 Rejected urchase al.
purchase intention. (SML — PI) P ; (2025)
intention
H2b: Influencer’s attributes |nr?0p; rl?#lou Zr?(?:s Silva et
(inspiration) positively influence  0.171  3.035 0.002  Accepted urchase al.
purchase intention. (INSP — PI) purct: (2025)
intention
H2c: Influencer’s attributes Authenticity Silva et
__(authenticity) positively 0017 0255 0799  Rejected influences al.
influence purchase intention. purchase (2025)
(AUT — PI) intention
Influencer
H2d: Influencer’s attributes attractiveness Silva et
(n_wf_luenc_er attractiveness) 0119 2092 0036 Accepted _does not al.
positively influence purchase influence (2025)
intention. (IA — PI) purchase
intention
Fun personality
H2e: Influencer’s attributes (fun does not Silva et
personality) positively influence  -0.155 2.584 0.010 Rejected influence al.
purchase intention. (FP — PI) purchase (2025)
intention
H2a: Influencer’s attributes (similarity) The hypothesis test for H2b, which
positively influence purchase intention examines  whether  Influencer’s  attributes
The hypothesis test for H2a, which examines (inspiration)  positively  influence  purchase

whether  Influencer’s  attribute  (similarity)
positively influences purchase intention (SML —
PI), shows that similarity does not have a direct
and significant effect on purchase intention (SML
— PI), with an original sample value of 0.132, t-
value of 1.574, and p-value of 0.115. Because the
p-value is greater than 0.05, this hypothesis is
rejected. This result rejects the hypothesis
expecting that similarity can directly increase
purchase intention. This finding contradicts
previous studies that showed similarity between
influencer and audience could influence purchase
intention (Freberg et al., 2011).

H2b: Influencer’s attributes (inspiration)
positively influence purchase intention

intention (INSP — PI), shows an original sample
value of 0.171, t-value of 3.035, and p-value of
0.002. Because the p-value is less than 0.05, it
indicates a significant effect and thus the
hypothesis is accepted. This supports previous
research stating that inspiration can increase
purchase intention (Kim & Kim, 2021). In this
context, when audiences feel inspired by the
lifestyle, appearance changes, or self-care
approaches demonstrated by the influencer, they
tend to have a stronger motivation to follow or try
the products used by the influencer.

H2c: Influencer’s attributes (authenticity)
positively influence purchase intention
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The hypothesis test for H2c, which examines
whether influencer’s attributes (authenticity)
positively influence purchase intention (AUT —
PI1), shows that authenticity does not have a direct
effect on purchase intention. The original sample
value of 0.017, t-value of 0.255, and p-value of
0.799 indicate the relationship between influencer
authenticity and purchase intention is not
statistically significant, so this hypothesis is
rejected. This finding does not support the theory
that influencer authenticity can increase audience
purchase intention. Previous research by Lou and
Yuan (2019) suggested that authenticity can
influence purchase intention; however, this study
shows that authenticity might not be strong enough
to directly affect buying behavior.

H2d: Influencer’s attributes (influencer
attractiveness) positively influence purchase
intention

The hypothesis test for H2d, which
examines  whether  influencer’s  attributes
(influencer attractiveness) positively influence
purchase intention (IA — PI), shows that
influencer attractiveness has a positive and
significant effect on purchase intention, with an
original sample value of 0.119, t-value of 2.092,
and p-value of 0.036. Because the p-value is less
than 0.05, this hypothesis is accepted. This finding
supports previous research showing that influencer
attractiveness can increase consumers’ purchase
intention (Sokolova & Kefi, 2020), especially in
the beauty industry, where visual appearance is
important as it heavily influences how consumers
judge whether a product is effective or aligns with
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their personal aspirations or desires. Consumers
tend to assess product effectiveness based on who
uses it and how the results appear visually.
Influencers with high physical attractiveness are
considered able to represent the final results of
using the beauty product, thus creating a positive
perception for the audience.

H2e: Influencer’s attributes (fun personality)
positively influence purchase intention

The hypothesis test for H2e, which examines
whether influencer’s attribute (fun personality)
positively influences purchase intention (FP — PI),
shows that fun personality has a negative but
significant effect on purchase intention, with an
original sample value of -0.155, t-value of 2.584,
and p-value of 0.010. Although this hypothesis is
statistically significant, the direction of the
relationship is negative. Therefore, this hypothesis
is rejected because it does not align with the
expected positive direction. This finding is
consistent with previous research by Silva et al.
(2025) which stated that fun personality does not
influence purchase intention. This indicates that
the more enjoyable the personality of an influencer
is perceived, the lower the tendency of the
audience to purchase the products they promote.
Hypothesis Testing of the Influence of
Influencer’s Attributes on Follower’s Feelings
(Emotional Attachment)

Based on the study results, below are the
original sample (O), T-Value, and P-Value
measurements to determine the influence of
Influencer’s Attributes on Follower’s Feelings
(Emotional Attachment), as presented in Table 15.
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Table 15. Results of Hypothesis Testing H3

. . Previous Research
Hypothesis Cs)g:%g}zl T-value P-value Hysagttﬁ?s Findings
Statement Source
H3a: Influencer’s
attributes (similarity) S
positively affect S'T}fla;'ty Silva et al
foll?e\?/;:;;isofr‘?aelling 0587  7.878 0000  Accepted ] r‘;oﬁg r‘:‘al ' (‘2’22*’5)"" '
attachment). (SML attachment
— EA)
H3b: Influencer’s
attributes
(inspiration) Inspiration does
positively affect . not affect Silva et al.
follower’s feeling -0.218 2.769  0.006 Rejected emotional (2025)
(emotional attachment
attachment). (INSP
— EA)
H3c: Influencer’s
attributes
(authenticity) Authenticity
positively affect affects Silva et al.
follower’s feeling 0.278 2.819 0.004 Accepted emotional (2025)
(emotional attachment
attachment). (AUT
— EA)
H3d: Influencer’s
attributes (influencer Influencer
attractiveness) .
" attractiveness .
positively affect 0356 4498 0000  Rejected affects Silva et al.
follower’s feeling ' ' ' emotional (2025)
(emotional attachment
attachment). (IA —
EA)
H3e: Influencer’s
attributes (fun
personality) Fun personality
positively affect affects Silva et al.
follower’s feeling 0.209 2.176 0.006 Accepted emotional (2025)
(emotional attachment
attachment). (FP —
EA)
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H3a: Influencer’s attributes (similarity)
positively affect follower’s feeling (emotional
attachment)

The test results for hypothesis H3a, which
examines whether the influencer’s attribute of
similarity has a positive effect on emotional
attachment (SML — EA), show that similarity has
a positive and significant effect on followers’
emotional attachment, with an original sample
value of 0.587, a t-value of 7.878, and a p-value of
0.000. The very small p-value (< 0.05) indicates
strong significance, so the hypothesis is accepted.
This result is consistent with previous research that
found similarity influences emotional attachment
(Silva et al., 2025). This means that the higher the
perceived similarity between the influencer and
their followers, whether in lifestyle or personal
experiences, the greater the likelihood of emotional
attachment forming. This finding also aligns with
Lim et al. (2020), who stated that audiences tend to
form closer relationships when they feel they share
similar experiences, lifestyles, or backgrounds with
the influencer.

H3b: Influencer’s attributes (inspiration)
positively affect follower’s feeling (emotional
attachment)

The test results for hypothesis H3b, which
examines whether the influencer’s attribute of
inspiration  positively  influences  emotional
attachment (INSP — EA), show that this
hypothesis is rejected. Although the t-value of
2.769 and p-value of 0.006 indicate statistical
significance, the direction of the effect is negative,
with an original sample value of -0.218, which
does not align with the hypothesized positive
relationship. This finding supports previous studies
by Silva et al. (2025), which stated that the
inspiration attribute does not affect emotional
attachment. It suggests that inspiration from an
influencer does not always produce positive
emotional attachment and can evoke more complex
or mixed emotional reactions among followers.
This is also consistent with Kim & Kim (2021),
who explained that inspiration does not always
result in positive emotional effects but may cause
mixed feelings such as admiration, inadequacy, or
even social pressure.

H3c: Influencer’s attributes (authenticity)
positively affect follower’s feeling (emotional
attachment)

The test results for hypothesis H3c, which
examines whether the influencer’s attribute of
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attachment (AUT — EA), show an original sample
value of 0.278, a t-value of 2.879, and a p-value of
0.004. With a p-value below 0.05, this hypothesis
is accepted. This result aligns with previous
research that found authenticity influences
emotional attachment (Silva et al., 2025). It
indicates that the higher the audience’s perception
of an influencer’s authenticity, the greater the
likelihood of forming an emotional attachment to
that influencer. This finding also supports
Audrezet et al. (2018), who stated that authenticity
plays an important role in building emotional
relationships between influencers and audiences,
especially in digital environments filled with
promotional content.

H3d: Influencer’s attributes
attractiveness) positively affect
feeling (emotional attachment)

The test results for hypothesis H3d, which
examines whether the influencer’s attribute of
influencer attractiveness (physical attractiveness)
positively affects emotional attachment (IA —
EA), show results that contradict the hypothesis.
Although statistically significant with a t-value of
4.498 and p-value of 0.000, the relationship found
is negative (original sample = -0.356). This
indicates that the higher the physical attractiveness
of an influencer, the lower the level of emotional
attachment from the audience. This result does not
align with Ohanian’s (1990) theory, which states
that visual attractiveness is an important factor in
forming emotional closeness.

H3e: Influencer’s attributes (fun personality)
positively affect follower’s feeling (emotional
attachment)

The test results for hypothesis H3e, which
examines whether the influencer’s attribute of fun
personality positively affects emotional attachment
(FP — EA), show an original sample value of
0.209, a t-value of 2.776, and a p-value of 0.006.
With a p-value < 0.05, this hypothesis is accepted.
This result aligns with previous research that found
fun personality influences emotional attachment
(Silva et al., 2025). It confirms that a pleasant
personality can strengthen emotional attachment.
This finding also supports Casalé et al. (2020),
who stated that a friendly, cheerful, and
approachable attitude from influencers can build a
closer emotional relationship with audiences.
Hypothesis Test of the Effect of Follower’s
Feelings (Emotional Attachment) on Transfer of
Emotional Attachment

(influencer
follower’s

authenticity  positively  affects  emotional
Table 16. Results of Hypothesis Test H4
. Original Hypothesis Prewqus Research
Hypothesis sample T-value P-value Status Findings
Statement Statement
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H4: Follower’s 0.519
feelings  (emotional
attachment)

positively affect
transfer of emotional
attachment. (EA —

TEA)

10.125

0.000 Accepted

Emotional Silva et al
attachment (2025)
influences

the transfer

of emotional

attachment

H4: Follower’s feelings (emotional attachment)
positively affect transfer of emotional
attachment

Based on the results of the hypothesis test
for H4, the emotional attachment that followers
have toward the beauty influencer they follow has
been proven to have a positive and significant
effect on the transfer of emotional attachment, with
an original sample value of 0.519, t-value of
10.125, and p-value of 0.000. Thus, this hypothesis
is accepted. This result aligns with previous
research which found that emotional attachment
affects the transfer of emotional attachment (Silva

et al., 2025). This indicates that the stronger the
emotional attachment the audience has toward an
influencer, the greater the likelihood that this
emotion will transfer to products or brands
associated with or related to the influencer. This
finding supports Thomson’s (2006) theory, which
states that emotional attachment can be transferred
to other objects associated with the original source
of the emotion.

Hypothesis Test on the Effect of Follower’s
Feelings (Emotional Attachment) on Purchase
Intention.

Table 17. Hypothesis Test Results for H5

. Original Hypothesis  Previous Research Findings
Hypothesis sample T-value  P-value oy o Statement  Statement
H5:

H5: Follower’s Follower’s
feelings Emotional feelings

(emotional attachment (emotional

at_tgchment) 0.143 2778 Accepted does not attac_h_ment)
positively affect affect positively

purchase purchase affect

intention. (EA — intention purchase
PI) intention.

(EA — PI)

HS5: Follower’s feelings (emotional attachment)
positively affect purchase intention

The hypothesis test results for H5 indicate
that the emotional attachment followers have
towards the beauty influencer they follow has a
positive and significant effect on purchase
intention. The original sample value of 0.143, t-
value of 2.778, and p-value of 0.005 demonstrate

that this hypothesis is statistically accepted. This
finding aligns with the research by Batra et al.
(2012), which states that emotional attachment to a
communicator can influence consumer decisions,
including product purchases.

Hypothesis Test of the Effect of Transfer of
Emotional Attachment on Purchase Intention

Table 18. Results of Hypothesis Test H6

. Original Hypothesis Prev!ous Research
Hypothesis sample T-value P-value Status Findings
Statement Statement
H6: Transfer of 0.485 8.214 0.000 Transfer of  Silvaetal
emotional attachment emotional (2025)
positively affects attachment
) . Accepted .
purchase intention. influences
(TEA — PI purchase
intention

H6: Transfer of emotional attachment positively
influences purchase intention

The results of hypothesis H6 testing show
that transfer of emotional attachment has a positive
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and significant influence on purchase intention. In
micro-influencers, the original sample value is
0.485, with a t-value of 8.214 and a p-value of
0.000. This indicates that statistically, the
relationship between emotional attachment and
purchase intention is very strong. This result is in
line with previous research which found that
transfer of emotional attachment influences
purchase intention (Silva et al., 2025). This finding
also supports the study by Lim et al. (2020), which
explains that emotional closeness between the
audience and the influencer can be transferred to
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the products used or recommended. In other words,
when someone feels connected to an influencer,
they also tend to feel close to the products
associated with that influencer. This closeness then
makes consumers more trusting and interested in
purchasing the product, because they feel the
product becomes a part of the emotional
relationship that has already been formed.
Hypothesis Testing of the Influence of
Influencer’s Attributes on Follower’s Feelings
(Envy).

Table 19. Hypothesis Test Results for H7

. Original Hypothesis P_rev!ous Research
Hypothesis sample T-value P-value Status Findings
Statement Statement
H7a: Influencer’s
attributes (similarity) Similarity Silva et al
positively influence 0.409 5.177 0.000 Accepted does not (2025) '
follower’s feeling influence envy
(envy). (SML—E)
H7b: Influencer’s
_attri_but_es Inspiration sil |
(inspiration) 0348 4469 0000  Rejected does not tlva et al.
positively influence influence envy (2025)
follower’s feeling
(envy). (INSP—E)
H7c: Influencer’s
attributes -
. Authenticity .
(authenticity) 0257 3188 0001  Accepted influences  ohvaetal
positively influence en (2025)
follower’s feeling vy
(envy). (AUT—E)
H7d: Influencer’s
attributes (influencer Influencer
attractiveness) . attractiveness  Silva et al.
positively influence -0.362 4.780 0.000 Rejected influences (2025)
follower’s feeling envy
(envy). (IA—E)
H7e: Influencer’s
attributes (fun Fun
personality) . personality  Silvaetal.
positively influence 0.093 1.242 0.214 Rejected influences (2025)
follower’s feeling envy
(envy). (FP—E)
H7a: Influencer’s attributes (similarity) 0.000. The positive effect of similarity on envy is

positively affect follower’s feeling (envy)
Hypothesis H7a states that the influencer’s
attribute, in this case similarity, positively affects
the feeling of envy experienced by followers. The
results of this study confirm that this hypothesis is
significantly accepted, with an original sample
value of 0.409, T-value of 5.177, and P-value of

statistically very strong, indicating that the greater
the perceived similarity between followers and the
influencer, the higher the tendency for followers to
feel envy.

H7b: Influencer’s attributes (inspiration)
positively affect follower’s feeling (envy)

667



Jurnal Apresiasi Ekonomi Volume 13, Nomor 3, September 2025 : 649- 676

Hypothesis H7b states that the influencer’s
attribute of inspiration affects the feeling of envy.
The results show that although this relationship is
statistically significant (T-value = 4.469, P-value =
0.000), the direction of the relationship is negative,
with an original sample value of -0.348. Since this
direction contradicts the initial hypothesis, which
expected a positive relationship, this hypothesis is
rejected. This indicates that the higher the level of
inspiration provided by the influencer, the
tendency for followers to feel envy tends to
decrease.

H7c: Influencer’s attributes (authenticity)
positively affect follower’s feeling (envy)

Hypothesis H7c states that the attribute of
authenticity from an influencer positively affects
the feeling of envy experienced by followers. The
study results show that this hypothesis is
significantly accepted, with an original sample
value of 0.257, T-value of 3.188, and P-value of
0.001. The influence of authenticity on envy is
statistically significant and shows a positive
direction. This result aligns with previous research
that found authenticity affects envy (Silva et al.,
2025). In other words, the more a follower
perceives an influencer as an authentic person—
honest, consistent, and genuine—the greater the
likelihood of feeling envy. This suggests that
authenticity can also evoke envy because followers
see the influencer’s real and unpretentious life as
highly ideal or satisfying. This analysis strengthens
the idea that envy in the influencer world does not
only arise from luxury but also from an image of
simplicity considered authentic yet difficult to fully
imitate. The envy triggered by authenticity is
subtle and non-aggressive, as explained by
Audrezet et al. (2018). It is not due to influencers
showing off or superiority, but because they
present a complete version of themselves that is
warmly accepted by the public.

H7d: Influencer’s attributes
attractiveness) positively affect
feeling (envy)

Hypothesis H7d states that the attractiveness
of an influencer positively affects the feeling of
envy experienced by followers. The study results

(influencer
follower’s
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show that although the relationship is statistically
significant (T-value = 4.780, P-value = 0.000), the
direction of the relationship is negative (original
sample = -0.362), so this hypothesis is rejected.
These results indicate that the higher the physical
attractiveness of an influencer, the lower the level
of envy felt by the audience. This finding does not
align with Liu et al. (2019), which suggested that
influencer attractiveness can provoke envy, not just
admiration. Nevertheless, this negative result does
not directly imply that influencer attractiveness
does not trigger emotional reactions but may
indicate a more complex form of envy, such as a
mixture of admiration, inferiority, and desire to be
like the influencer.
H7e: Influencer’s attributes (fun personality)
positively affect follower’s feeling (envy)
Hypothesis H7e states that a fun personality
of an influencer positively affects the feeling of
envy experienced by followers. This personality is
usually expressed through cheerful, humorous,
spontaneous, and enthusiastic attitudes that make
the content feel more relatable and entertaining.
Theoretically, this character can increase
engagement and strengthen the emotional
connection between influencer and followers.
However, this hypothesis is also based on the
assumption that in the process of comparing
themselves to influencers who always appear
cheerful and popular, followers might feel envy
because they cannot project a similar image or gain
the same social attention. Nonetheless, the study
results show this hypothesis is rejected. With an
original sample value of 0.093, T-value of 1.242,
and P-value of 0.214, no significant effect was
found between fun personality and envy. This
indicates that although a fun personality may make
an influencer likable, this trait is not strong enough
to evoke envy from followers. It can be said that
followers might see the cheerful and fun side of
influencers as  something entertaining or
motivating, rather than a threat that triggers
negative feelings.
Hypothesis Test of Follower’s Feelings (Envy)
on Transfer of Emotional Attachment

Table 20. Results of Hypothesis Test H8

Original Hypothesis Previous Research
Hypothesis T-value P-value Findings
sample Status
Statement Source
H8: Followers feelings -0.009 0.317 0.752 Rejected Envy Silva et al

(envy) positively
influence the transfer of
emotional attachment.

(E-TEA)

influences (2025)
the transfer
of emotional

attachment
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H8: Follower’s feelings (envy) positively affect
transfer of emotional attachment

The test results for hypothesis H8 show that
envy does not have a significant effect on the
transfer of emotional attachment (TEA). The
hypothesis test yielded an original sample value of
-0.009, a t-value of 0.317, and a p-value of 0.752,
indicating that although envy toward the lifestyle
or appearance of a beauty influencer may arise,
this feeling is not strong enough to drive the
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transfer of emotional attachment from the
influencer to the promoted brand or product. This
means that even though followers may feel envy
toward the influencer’s lifestyle or achievements,
such envy is insufficient to encourage followers to
transfer their emotional attachment to the products
or brands promoted by the influencer (Chae, 2018).
Hypothesis Test of the Effect of Follower’s
Feelings (Envy) on Purchase Intention

Table 21. Results of Hypothesis Test H9

. Original Hypothesis Previous Research
Hypothesis sample T-value P-value Status Findings
Statement Statement
H9: Follower’s 0.043 1.384 0.166 Rejected Envy Silva et al
feelings (envy) influences (2025)
positively influence purchase
purchase intention. intention

(E—PI)

H9: Follower’s feelings (envy) positively
influence purchase intention

The hypothesis test for H9 was conducted to
examine whether the feeling of envy experienced
by followers toward the beauty influencers they
follow directly affects purchase intention. Based
on the analysis results, the original sample value
was 0.043, t-value was 1.384, and p-value was
0.166, indicating that there is no statistically
significant effect. Therefore, this hypothesis is
rejected because envy is not proven to directly
drive purchase intention. Previous research has
shown that envy can influence purchase intention,
but not directly (Chae, 2018).
Multigroup Analysis (MGA) Test

Based on the results of the multigroup
analysis test shown in Table 4.28, significant
differences were found in the path relationships
between variables for several variables between the
mega-influencer group and the micro-influencer
group, especially in the context of the beauty

industry. For the mega-influencer group, the path
from Authenticity to Emotional Attachment (AUT
— EA) showed a significant result (p=0.000). This
indicates that although mega-influencers are often
perceived as commercial or promotion-focused, a
beauty mega-influencer is still able to create a
sincere impression that can build emotional
attachment with their followers. Conversely, in the
micro-influencer group, this path was found to be
insignificant; however, the path from Authenticity
to Transfer of Emotional Attachment (AUT —
TEA) was highly significant (p=0.001). This
suggests that the genuine impression from a beauty
micro-influencer can directly encourage consumers
to transfer their emotional attachment to the
product or brand without first having an emotional
attachment to the influencer themselves. Therefore,
beauty micro-influencers are more effective in
establishing a direct relationship between authentic
perception and brand interest.
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Table 22. Results of Multigroup Analysis (MGA) Test

Mega-influencer

Micro-influencer

Variable Original t value o value Original t value o value
Sample Sample

AUT ->E 0.276 2.738 0.006 0.293 2.078 0.038
AUT -> EA 0.418 4.536 0.000 0.116 0.666 0.505
AUT ->PI 0.050 0.570 0.569 0.076 0.793 0.428
AUT -> TEA 0.013 0.119 0.905 0.321 3.386 0.001
E ->PI 0.009 0.215 0.830 0.068 1.651 0.099
E->TEA 0.032 0.895 0.371 -0.048 1.189 0.235
EA ->PI 0.008 0.115 0.908 0.280 4.181 0.000
EA->TEA 0.524 6.168 0.000 0.482 9.216 0.000
FP->E 0.091 1.000 0.317 0.134 0.935 0.350
FP -> EA 0.160 1.922 0.055 0.359 2.502 0.012
FP ->PI -0.169 2.258 0.024 -0.098 1.073 0.283
FP -> TEA 0.103 1.377 0.168 0.154 1.861 0.063
IA->E -0.353 3.606 0.000 -0.158 1.285 0.199
IA ->EA -0.320 3.482 0.001 -0.204 1.514 0.130
IA -> Pl 0.062 0.886 0.376 0.228 2.637 0.008
IA -> TEA 0.118 1.440 0.150 0.092 1.139 0.255
INSP -> E -0.167 1.771 0.077 -0.446 3.834 0.000
INSP -> EA -0.077 0.966 0.334 -0.287 2.545 0.011
INSP -> Pl 0.204 2.916 0.004 0.115 1.274 0.203
INSP -> TEA 0.100 1.275 0.202 -0.035 0.430 0.668
SML ->E 0.333 3.268 0.001 0.254 1.702 0.089
SML -> EA 0.464 5.593 0.000 0.507 3.183 0.001
SML -> Pl 0.205 1.952 0.051 -0.027 0.237 0.813
SML -> TEA 0.120 1.516 0.130 0.032 0.357 0.721
TEA -> Pl 0.537 6.953 0.000 0.372 4.603 0.000

Another notable difference appears in the
Influencer Attractiveness (1A) variable. The path
IA — Purchase Intention (PI) is significant in the
micro-influencer group (p=0.008), but not
significant in the mega-influencer group. This

indicates that an influencer’s attractive appearance
or personality has a stronger impact on purchase
intention when it comes from someone perceived
as more relatable and accessible. A similar pattern
is observed in the Fun Personality (FP) variable,
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where the path FP — Emotional Attachment (EA)
is significant for micro-influencers (p=0.012), but
not significant for mega-influencers (p=0.055),
although the value is nearly significant. This
finding reinforces that the fun and engaging
personality of beauty micro-influencers is more
effective in fostering emotional connections with
their followers.

Conversely, for mega-influencers, a fun
personality directly influences purchase intention
(p=0.024)  without necessarily  establishing
emotional attachment first.

Furthermore, the Inspiration (INSP) variable
also shows an interesting pattern. The paths INSP
— EA and INSP — Envy (E) are significant for
micro-influencers but not significant for mega-
influencers. This suggests that beauty micro-
influencers are more effective in providing
inspiration that generates emotional attachment
and positive feelings, likely because they are seen
as more relatable and easier to emulate. In contrast,
for mega-influencers, the path INSP — PI is
significant (p=0.004), indicating that inspiration
from a beauty mega-influencer tends to directly
encourage followers to make a purchase without
needing to form an emotional bond first.

In the Similarity (SML) variable, the path
SML — EA is highly significant for both groups,
confirming that similarity between the audience
and the influencer is an important factor in
building emotional attachment. However, this
similarity does not significantly influence purchase
intention in the micro-influencer group (p=0.813),
while it is nearly significant in the mega-influencer
group (p=0.051). This may be because perceived
similarity reduces the psychological distance
between the influencer and their followers.

Additionally, Emotional Attachment (EA)
plays a major role in driving Purchase Intention
among micro-influencers (p=0.000), but is not
significant for mega-influencers. This shows that
emotional approaches by micro-influencers are
more effective in building loyalty and preference
toward a product or brand.

On the other hand, the path from Transfer of
Emotional Attachment (TEA) to purchase intention
(TEA — PI) shows significant results in both
groups. This supports the importance of emotional
attachment to the influencer being transferred to
the brand as a key factor influencing consumer
purchase intention.

Meanwhile, the Envy (E) variable does not
show a significant influence on either Transfer of
Emotional Attachment (TEA) or Purchase
Intention (PI) in both groups. This indicates that
although the beauty industry often promotes ideal
beauty standards that may trigger feelings of envy,
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envy itself does not serve as an appropriate
emotional basis for building emotional attachment
or purchase intention.

CONCLUSION

This study was conducted with the aim of
examining and understanding how influencer
attributes  affect the transfer of emotional
attachment and purchase intention, both directly
and as mediated by emotional attachment and
envy, by comparing the effectiveness of micro-
influencers and mega-influencers in Indonesia’s
beauty industry.

The results of the study show that not all
influencer attributes have a significant direct effect
on the transfer of emotional attachment (TEA) and
purchase intention (PI). It was found that among
the five influencer attributes tested, only the fun
personality attribute had a significant direct effect
on both purchase intention and the transfer of
emotional attachment. Meanwhile, the attributes
inspiration and influencer attractiveness had a
significant direct effect on purchase intention but
not on the transfer of emotional attachment. On the
other hand, the attributes authenticity and
similarity did not show a significant direct effect
on either purchase intention or transfer of
emotional attachment.

Regarding the mediating variables such as
emotional attachment (EA) and envy (E), the
analysis showed that emotional attachment plays a
significant mediating role in bridging the influence
of several influencer attributes on both the transfer
of emotional attachment and purchase intention.
Significant  mediation  paths include the
relationship between all influencer attributes
through emotional attachment to both the transfer
of emotional attachment and purchase intention.
Furthermore, a significant path was also found
where the transfer of emotional attachment acts as
a mediator, such as in the case of fun personality
(FP — TEA — PI). In contrast, envy did not show
any significant mediating role in any path, either
toward the transfer of emotional attachment or
purchase intention. This indicates that in the
context of the beauty industry, positive emotions
built through emotional attachment are far more
effective in strengthening the connection between
consumers and influencers and in increasing
purchase intention, compared to negative emotions
such as envy.

Additionally, this study found that the
transfer of emotional attachment has a significant
direct effect on purchase intention. This implies
that the stronger the emotional attachment
transferred from a beauty influencer to the product
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or brand they recommend, the more likely the
audience is to have the intention to purchase the
product. In the context of Indonesia’s beauty
industry, this finding reinforces the conclusion that
building a strong emotional connection between
consumers and influencers is crucial—especially
when that attachment can be effectively transferred
to the brand or product recommended by the
beauty influencer.

The study also found differences in the
influence patterns between micro-influencers and
mega-influencers in affecting the transfer of
emotional attachment and purchase intention.
Among micro-influencers, the paths EA — PI, EA
— TEA, and IA — PI were the most consistent
and significant. Furthermore, attributes such as fun
personality, inspiration, and similarity were found
to influence emotional attachment. In contrast,
among mega-influencers, significant direct effects
were limited to INSP — PI, FP — PI, SML — EA,
and TEA — PI. These findings suggest that beauty
micro-influencers tend to be more capable of
building strong emotional relationships with their
followers, making them more effective in driving
purchase intention. Meanwhile, mega-influencers
have an advantage in reaching a broader audience.
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