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ABSTRACT

Keywords: The increasing adoption of social media influencers in digital marketing

Content Quality;,  strategies underpins this research, particularly in triggering purchase

Purchase decisions for Glad2Glow beauty products. This research tests the argument

Decision; Social  that an influencer's effectiveness depends not only on their popularity but also

%;ancer. on the quality of the content they present. The purpose of this study is to
Organism’ analyze the influence of social media influencers on content quality and
Response; purchase decisions and to confirm the role of content quality as a mediating

Beauty Product ~ variable. A quantitative approach was applied in this study by collecting data
from 168 female consumers who use Glad2Glow products. The analysis was
conducted using structural equation modeling to test the relationship between
variables. The research findings show that the presence of social media
influencers can significantly increase content quality but does not have a

Article Info: significant direct influence on purchase decisions. Furthermore, content

‘Ogg‘/b 0”;’/%‘;6 quality was found to have a significant positive effect on purchase decisions
Revised: and was proven to strongly mediate the intervening relationship. Practically,
12/10/2026 this study emphasizes that corporations must ensure that the content produced
Published: by influencers is relevant, authentic, and persuasive, rather than simply
14/10/2026 relying on the credibility of the figure.

ABSTRAK

Peningkatan adopsi social media influencer dalam strategi pemasaran digital
mendasari penelitian ini, khususnya dalam memicu keputusan pembelian
produk kecantikan Glad2Glow. Penelitian ini menguji argumen bahwa
efektivitas seorang influencer tidak hanya bergantung pada tingkat
popularitasnya, melainkan juga pada mutu konten yang disajikan. Tujuan
dari studi ini adalah untuk menganalisis pengaruh social media influencer
terhadap content quality dan purchase decision, serta mengonfirmasi peran
content quality sebagai variabel pemediasi. Pendekatan kuantitatif
diterapkan dalam penelitian ini dengan mengumpulkan data dari 168
konsumen perempuan pengguna produk Glad2Glow. Analisis dilakukan
menggunakan Structural Equation Modeling untuk menguji hubungan
antarvariabel. Temuan penelitian memperlihatkan bahwa keberadaan social
media influencer mampu meningkatkan content quality secara signifikan,
tetapi tidak memberikan pengaruh langsung yang signifikan terhadap
purchase decision. Selanjutnya, content quality ditemukan berpengaruh
positif signifikan terhadap keputusan pembelian dan terbukti kuat
memediasi hubungan intervensi tersebut. Secara praktis, studi ini
menekankan bahwa korporasi harus memastikan konten yang diproduksi
influencer bersifat relevan, autentik, dan persuasif, bukan sekadar
mengandalkan kredibilitas figur semata.
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INTRODUCTION

Rapid advancements in internet connectivity, changing patterns of consumer
behavior, and the expansion of the digital marketplace have contributed to the remarkable
growth of the beauty industry in recent years. Beauty products are no longer marketed
solely through brick-and-mortar stores and conventional advertising but have transformed
into a digital-based marketing system that relies on direct interaction with consumers
through social media (Abraham et al., 2022; Thuy et al., 2025; Hossain et al., 2025).
Platforms such as Instagram, Tiktok, and Youtube have become key platforms for
building marketing communications, creating engagement, and influencing consumer
purchasing decisions (Ren et al., 2022; Tran et al., 2024; Yin et al., 2026; Ngo et al.,
2026). This phenomenon is further reinforced by the increasing dominance of Generation
Z and millennials as key consumer groups characterized by digital engagement,
responsiveness to online recommendations, and a tendency to use social media as a
primary source of information before making a purchase (Ying et al., 2025).

In line with the rapid development of digital marketing in the beauty industry,
Glad2Glow's product marketing strategy has become relevant, reflecting the use of social
media influencers to accelerate purchasing decisions. Glad2Glow is a growing and widely
recognized beauty brand through an intensive digital promotion strategy, particularly
through TikTok and Instagram. The brand utilizes influencers as a primary tool to build
brand awareness, increase consumer interaction, and drive purchase decisions through
various forms of content such as product reviews, usage tutorials, and user experience
testimonials.

The intensity of social media use in marketing activities has encouraged
companies in the beauty sector to integrate influencers as an important part of their
promotional strategy in attracting attention and influencing consumer decisions (Hossain
et al., 2025; Djafarova et al., 2025; Levin et al., 2025). Influencers are seen as having the
ability to build emotional closeness with audiences, create trust, and shape positive
perceptions of a product through shared personal experiences (Hussain et al., 2024;
Olbermann & Schramm, 2025; Franklin et al., 2025). Compared to traditional advertising,
recommendations from influencers are often considered more authentic and more capable
of influencing consumer purchasing intentions and decisions (Ndasi & Cheung, 2026).
The presence of beauty influencers on social media has shifted marketing communication
patterns from one-way communication to interactive persuasion, allowing consumers to
actively engage in the product evaluation process (Benevento et al., 2025).

However, the effectiveness of social media influencers in driving purchasing
decisions does not always produce consistent impacts (Cheah et al., 2024; Dhiman &
Singh, 2025; Krause & Henkel, 2025). Many companies allocate large budgets for

influencer marketing, but not all campaigns result in a significant increase in purchase
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conversions. A large number of followers does not always directly correlate with the level
of trust or consumer purchasing decisions. This condition shows that the success of
influencer marketing is not only determined by the popularity of the influencer but also
by how the marketing message is delivered through quality content (Tran et al., 2024;
Thongmak, 2025; Ndasi & Cheung, 2026). Today's consumers are becoming more critical
of promotional content, particularly endorsements that appear overly commercial,
inauthentic, or irrelevant to their factual needs (Dhiman & Singh, 2025).

Content quality is a crucial element in bridging the influence of influencers on
purchasing decisions (Briins & Meibner, 2024). Content that is informative, visually
appealing, relevant, credible, and provides added value to consumers is more effective in
building and encouraging purchase decisions (Tran et al., 2024). In the beauty industry,
consumers tend to require detailed information about product benefits, user experiences,
results, and convincing visual evidence before deciding to purchase. Therefore, the
presence of influencers without the support of high-quality content is often insufficient to
generate strong purchasing decisions.

Existing literature has devoted considerable attention to the influence of social
media influencers on consumer purchasing decisions. However, most research focuses on
the direct relationship between the two variables, leaving the role of content quality as a
mediating variable largely unexplored, particularly in the context of beauty product
marketing. This is supported by previous research findings that found social media
influencers significantly influence purchasing decisions (Dinh & Lee, 2024; Adhidarma
& Kiky, 2025; Purnama & Putra, 2025), However, this influence weakens when the
quality of the message or content is unable to convince consumers to purchase (Briins &
Meibner, 2024; Dhiman & Singh, 2025; Febriyantie & Nur, 2025). This situation suggests
the need for further study. Moreover, it is currently very difficult to distinguish between
human-generated content and Al-generated content (Rungruangjit et al., 2024).

This study extends existing knowledge by investigating the mediating role of
content quality in explaining how social media influencers shape consumers' beauty
product purchase decisions. This approach provides a more comprehensive perspective,
demonstrating that influencer effectiveness depends not only on personal credibility but
also on the quality of the content they produce. Furthermore, this study focuses on beauty
product consumers, a sector with one of the highest levels of digital competition and
heavily reliant on influencer marketing strategies. This focus is crucial because consumer
behavior in the beauty industry has unique characteristics that are heavily influenced by
product visualizations, testimonials, and social proof from influencers.

This study aims to analyze the influence of social media influencers on beauty
product purchasing decisions and the influence of social media influencers on content
quality; analyze the influence of content quality on purchasing decisions; and examine
the mediating role of content quality in the relationship between social media influencers
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and purchasing decisions. The results of this study are expected to provide academic
contributions to the development of digital marketing literature, particularly regarding
influencer marketing and consumer behavior, as well as provide practical input for
cosmetic companies in designing strategies for evaluating the use of influencers and

developing quality digital content.

LITERATURE REVIEW
Stimulus Organism Response Theory

Stimulus organism response (SOR) theory explains that consumer behavior is
formed through a process that begins with stimulation from the external environment
(stimulus), then processed within the individual (organism), until finally resulting in real
action (response) (Mehrabian & Russell, 1974). The SOR theory provides an
understanding that the success of influencer marketing lies not only in the influencer's
popularity but also in the ability to deliver quality content that can influence the
psychological processes of consumers until finally resulting in purchasing decisions.
Influencers are positioned as stimuli for information, recommendations, and persuasion
that consumers directly receive through social media (Cheah et al., 2024; Hossain et al.,
2025). However, the influence of influencers does not occur automatically, because
consumers first assess the quality of the content delivered (Jabbour et al., 2026). At this
stage, the quality of the content plays a role as an organism, namely an internal process
that reflects how consumers understand, interpret, and feel the message received. Content
that is informative, interesting, authentic, relevant, and able to clearly demonstrate
product benefits will build consumer trust and interest in the promoted product (Briins &
Meibner, 2024; Rungruangjit et al., 2024; Thongmak, 2025; Pei et al., 2026). When the
quality of the content is assessed as good, consumers will be more confident and

encouraged to make a final response in the form of a purchasing decision.

Social Media Influencer

Social media influencer have the ability to influence audience attitudes,
perceptions, and decisions through their activities on social media. According to (Cheah
et al., 2024), social media influencers shape audience attitudes through blogs, tweets, or
other social media platforms. Dinh & Lee, (2024) explain that influencers are individuals
who have the power to influence consumer purchasing decisions due to their knowledge,
authority, position, or the relationships they build with their followers. According to
(Chekima et al., 2020; Belanche et al., 2021; Hussain et al., 2024; Eslami et al., 2024),
influencers are seen as online figures who consistently build personal branding and have
the ability to create high engagement with audiences through the content they share. In
the context of digital marketing, influencers not only act as information providers but also
as modern opinion leaders who are able to build trust, create emotional closeness, and
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influence consumer behavior in the purchasing decision-making process, especially for
beauty products that rely heavily on recommendations, reviews, and social proof on
social media (Franklin et al., 2025; Levin et al., 2025).

Influencers with high credibility, expertise, attractiveness, and a high level of trust
tend to be able to produce content that is more convincing, relevant, and valuable to the
audience. This shows that the higher the quality of an influencer, the greater the
opportunity to create quality content that is effective in conveying marketing messages
(Dhiman & Singh, 2025; Pandit et al., 2026). Content created by influencers not only
functions as a promotional medium but also as a means of education and shaping
consumer perceptions of the product. Influencers who are authentic and trusted by the
audience can increase the perception of content quality because the messages conveyed
are considered more honest, informative, and persuasive (Djafarova et al., 2025; Blanc et
al., 2026). The link between social media influencers and purchase decisions occurs when
recommendations, reviews, or personal experiences shared by influencers are able to
shape consumer confidence in a product ((Dinh & Lee, 2024; Cristina et al., 2025).
Influencers influence purchasing decisions, particularly for beauty products, which rely
heavily on visuals, testimonials, and social proof (Adhidarma & Kiky, 2025; Putri &
Abdulah, 2026). Consumers tend to be more confident in purchasing products
recommended by influencers who are perceived as credible and emotionally connected,
making influencers a crucial factor in driving purchasing decisions in the digital
marketing era (Cheah et al., 2024; Wang et al., 2025).

H1: Social media influencers have a positive effect on content quality.
H2: Social media influencers have a positive effect on purchase decisions.

Content Quality

Content quality is the level of content's ability to convey valuable, relevant,
accurate, engaging information and effectively meet audience needs. Hussain et al.,
(2024); Gombos & Molontay, (2025) explain that content quality relates to the extent to
which a marketing message provides useful information, builds engagement, and creates
a positive experience for consumers. Meanwhile, Ndasi & Cheung, (2026) emphasize that
content quality is determined by accuracy, completeness, relevance, timeliness, and ease
of understanding for users. In the context of social media, content quality also includes
attractive visuals, message authenticity, information credibility, and the content's ability
to build engagement with the audience (Tran et al., 2024). Thus, content quality can be
understood as the overall quality of messages conveyed through digital media that can
influence perceptions and trust and ultimately drive consumer purchasing decisions.

Content quality plays a crucial role in influencing purchasing decisions because
consumers tend to base their decisions on information deemed relevant, credible, and
responsive to their needs (Adhidarma & Kiky, 2025; Purnama & Putra, 2025). In digital
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marketing, informative, engaging, authentic, and easily understood content can increase
consumer trust in the product being promoted, thereby increasing the likelihood of a
purchase (Tran et al., 2024). Highly credible influencers may not necessarily be able to
drive purchasing decisions if the content they deliver is low-quality, uninformative, or
perceived as inauthentic by consumers (Dhiman & Singh, 2025; Pei et al., 2026).
Conversely, when influencers are able to present relevant, persuasive content and provide
concrete evidence of the product's benefits, consumers will more easily confirm their
purchase. Content quality is a determining factor in whether an influencer's message is
positively received by the audience or ignored (Blanc et al., 2026). The success of
influencer marketing depends not only on the influencer's popularity but also on the
quality of the content, which is able to convert consumer attention into actual purchases
(Briins & Meibner, 2024; Ampornklinkaew, 2025; Ndasi & Cheung, 2026).

H3: Content quality has a positive effect on purchase decisions.

H4: Content quality has a positive mediating effect on the relationship between social
media influencers and purchase decisions

Purchase Decision

A purchase decision is the final stage in the consumer behavior process when an
individual makes a choice to purchase a product or service after going through the process
of recognizing needs, searching for information, and evaluating various available
alternatives (Domarchi et al., 2024). Kotler & Keller, (2016) explain that a purchase
decision is a consumer's action to actually purchase the most preferred brand after
considering various internal and external factors that influence that choice. Meanwhile,
(Thi & Nguyen, 2024) state that a purchase decision is a selection from two or more
alternative purchasing options, so consumers must have several options before finally
making a decision. According to Ye et al., (2026), a purchase decision is a problem-
solving approach process that includes recognizing needs, searching for information,
evaluating, making a purchase decision, and post-purchase behavior. In the context of
digital marketing, the purchase decision is an important indicator for assessing the success
of a promotional strategy because it reflects the extent to which consumers are influenced
by the information, recommendations, and experiences they obtain before making a

transaction.

Social Media
Influencer

Purchase
Decision

Content

Quality

H3

Figure 1. Conceptual Framework
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METHOD

This study employed a quantitative research design with a causal-associative
approach to investigate the causal relationships among social media influencers, content
quality, and consumer purchase decisions. The causal-associative method was selected to
examine both the direct influence of social media influencers on purchasing decisions and
the indirect influence mediated by content quality. The research focused on consumers of
Glad2Glow beauty products who were familiar with or had been exposed to promotional
content delivered by social media influencers, including Syifa Hadju, Aliyyah Kohl, Fitri
Utami, and Aqeela Aza Calista through digital platforms such as Instagram, Tiktok, and
YouTube. Since the exact number of Glad2Glow consumers in Kendari City could not be
determined, the study treated the population as unknown. Sample size determination
followed the recommendation of (Hair et al., 2017), which suggests selecting a sample
ranging from five to ten times the total number of measurement indicators. Given that
this study employed 28 indicators, the required sample size was established based on this
guideline.

All indicators were adapted from previous research, consisting of eight indicator
items for the social media influencer variable adapted from (Dhiman & Singh, 2025;
Krause & Henkel, 2025); twelve indicator items for the content quality variable (Krause
& Henkel, 2025; Rungruangjit et al., 2024); and eight indicator items for the purchase
decision variable adapted from (Hossain et al., 2025). The sample size was set at six times

the 28 indicator items, representing 168 respondents.

Table 1. Definition and Measurement of Research Variables

Operational Definition
of Variables

Social Media Influencer
refers to the consumer's
assessment of the
credibility, expertise,
attractiveness, and
relatability of an
influencer who conveys
information or

Indicator Items Source

Adapted from
(Dhiman & Singh,
2025; Krause &
Henkel, 2025)

SMI1. The influencer promoting this product
has a large following on social media.

SMI2. The influencer is widely known by
many people on social media.

SMI3. I believe that the influencer provides
honest reviews about the product.

SMI4. The influencer possesses good
knowledge regarding the product being

recommendations promoted.

regarding beauty SMIS5. The influencer has an attractive
products via social appearance, which makes me interested in
media. the product being promoted.

SMI6. The influencer's communication style
makes me feel comfortable following their
recommendations.

SMI7. The influencer can influence me to
consider purchasing the product.

SMIS8. Recommendations from the
influencer encourage me to try the product
being promoted.

Content Quality refers to
the consumer's
assessment of the quality

Adapted from
(Rungruangjit et

CQ1. The promotional content delivered
aligns with my needs.
CQ2. Information within the promotional
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Operational Definition
of Variables

Indicator Items Source

of beauty product content
created by an influencer,
evaluated based on
clarity, completeness,
relevance, accuracy of
information, and quality
of presentation in
supporting product
evaluation prior to
purchase.

al., 2024; Krause
& Henkel, 2025)

content relates to the product I am looking
for.

CQ3. The promotional content provides
comprehensive information about the
product.

CQ4. I gain a clear explanation regarding the
product's benefits from the content.

CQ5. The promotional content appears
genuine and not contrived.

CQ6. I feel the content reflects a real
experience with the product.

CQ7. The visual presentation of the
promotional content looks attractive and
professional.

CQS8. Images or videos used in the content
make me more interested in the product.
CQ9. The promotional content can convince
me to consider purchasing the product.
CQI10. The message within the promotional
content successfully influences my interest
in the product.

CQ11. Information conveyed in the
promotional content remains consistent over
time.

CQI12. The influencer delivers a consistent
promotional message across every product
post.

Purchase Decision refers
to the consumer's actual
decision to purchase a
beauty product
showcased or
recommended by an
influencer, as reflected in
product selection, brand
choice, timing of the
purchase, and the actual
completion of the
purchase.

PD1. I feel confident in my decision to Adapted from
purchase the promoted product. (Hossain et al.,
PD2. I have no hesitation in choosing this 2025)

product over others.

PD3. I am in the habit of purchasing
products recommended by trusted
influencers.

PDA4. I frequently purchase the same product
due to prior satisfaction.

PD5. I am willing to recommend the product
to others.

PDG6. I often suggest that family or friends
purchase the product.

PD?7. I intend to purchase the product again
in the future.

PDS. I will continue to choose this product
for future purchases.

Source: Data processed, 2026

Research data were collected through a structured questionnaire, distributed
digitally and in printed format to participants who met the specified sampling criteria.
Participants consisted of customers who had experience purchasing or using Glad2Glow
products and were active on social media to obtain information about beauty products.
This questionnaire used a five-point Likert scale, with response options ranging from 1
(Strongly Disagree) to 5 (Strongly Agree). To ensure accuracy and consistency in
measurement, each item in the questionnaire was tested for validity and reliability before
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the main analysis. The obtained data were then explained using Partial Least Squares
Structural Equation Modelling (PLS-SEM) operated in SmartPLS 3.0. This approach is
considered appropriate because it allows for the simultaneous assessment of complex
relationships between latent variables and efficiently assesses direct and indirect

(mediation) effects within a contextual framework.

RESULT AND DISCUSSION
Result

Based on respondent characteristics, all 168 respondents in this study were female
(100%). This study did not restrict participation to women. Eligible respondents were
consumers of Glad2Glow beauty products who were familiar with or had been exposed
to promotional content delivered by social media influencers, including Syifa Hadju,
Aliyyah Kohl, Fitri Utami, and Aqeela Aza Calista. However, all 168 respondents who
participated in the data collection were women. This composition may reflect the
audience reached through the recruitment process and their exposure to the promotional
content of these influencers. Nevertheless, the study did not collect evidence establishing
why men did not participate, so this explanation remains tentative. The absence of male
respondents is therefore acknowledged as a sampling limitation, and the findings should
not be generalized to male consumers.

In terms of age, the majority of respondents were between 18 and 25 years old (85
people, or 50.6%), followed by 40 (23.8%) between 26 and 35 years old, 29 (17.3%)
between 36 and 45 years old, and 14 (8.3%) over 45 years old. This data indicates that
the primary consumers of Glad2Glow products are predominantly young people who
actively use social media and are more responsive to digital promotions. Based on
occupation, the majority of respondents were students (71 people or 42.3%), then civil
servants (36 people or 21.4%), private employees (37 people or 22.0%), and self-
employed (24 people or 14.3%). The dominance of students indicates that Glad2Glow
products are quite popular among young people who tend to actively follow beauty trends
and recommendations from social media influencers. Meanwhile, based on the length of
product use, most respondents have used Glad2Glow for 7 to 12 months (93 people, or
55.4%), followed by more than 1 year (43 people, or 25.6%), and 1 to 6 months (32
people, or 19.0%). This shows that most respondents have had quite a long experience
using the product, so they can provide a more objective assessment of the quality of
promotional content and purchasing decisions for Glad2Glow products.
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Table 2. Respondent Characteristics

Item Category Frequency Percentage (%)
Gender Female 168 100
Age 18 to 25 years 85 50,6
26 to 35 years 40 23,8
36 to 45 years 29 17,3
Over 45 years 14 8,3
Occupation Student 71 423
Private Employee 37 22
Entrepreneur 24 14,3
Civil Servant 36 21,4
Duration of 1 to 6 months 32 19
Glad2Glow product 7 to 12 months 93 55,4
use > 1 year 43 25,6

Source: Data processing results, 2026

To ensure convergent validity, each variable indicator should ideally have an outer
loading value greater than 0.70. This threshold indicates that the indicator can explain at
least 70% of the variance of the measurement item (Henseler et al., (2016). Based on the
data presented in Table 3, all indicators in the Social Media Influencer, Content Quality,
and Purchase Decision variables recorded loading factor values above 0.70; thus, all of
them are declared to meet the convergent validity criteria. In the social media influencer
construct, the outer loading value ranges from 0.713 to 0.888. Indicator SMI5 provides
the highest contribution with a value of 0.888, followed by SMI3 at 0.877, SMI4 at 0.874,
and SMI2 at 0.871. The accumulation of these figures proves that these indicators have a
very strong role in reflecting the dimensions of social media influencers. On the other
hand, even though the SMI8 indicator recorded the lowest value of 0.713, this score is
still definitely above the minimum limit required to be declared valid.

For the content quality variable, all indicators also demonstrated adequate loading
factor values, with values ranging from 0.708 to 0.858. Indicator CQ7 had the highest
value of 0.858, indicating its strongest explanation of the content quality construct. While
indicator CQS8 had the lowest value of 0.708, it was still acceptable. The relatively high
outer loading values for all indicators indicate that content quality dimensions such as
information clarity, message relevance, visual appeal, and content credibility adequately
represent the content quality variable.

Furthermore, for the Purchase Decision variable, all indicators had outer loading
values between 0.773 and 0.833. Indicator PD4 showed the highest value of 0.833,
followed by PD2 at 0.813 and PD3 at 0.810, indicating that these indicators play a
dominant role in shaping consumer purchasing decisions. Meanwhile, indicator PD7 had
the lowest value of 0.773 but still met convergent validity standards.
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Table 3. Outer Loadings Output

Item Social Media Influencer Content Quality Purchase Decision
SMI1 0,789

SMI2 0,871

SMI3 0,877

SM14 0,874

SMIS 0,888

SM1I6 0,796

SMIS8 0,713

CQ2 0,760

CQ3 0,768

CQ4 0,778

CQ5 0,800

CQ6 0,795

CQ7 0,858

CQ8 0,708

CQ9 0,735
CQ11 0,721
CQ12 0,734

PD2 0,813
PD3 0,810
PD4 0,833
PD5 0,802
PD6 0,783
PD7 0,773
PD8 0,783

Source: Data processing results, 2026

Referring to the data presented in table 4, it can be identified that all variables in
this study have met the required reliability and construct validity test standards.
Specifically, the Social Media Influencer variable recorded a Cronbach's alpha coefficient
of 0.925 and a composite reliability of 0.940. This achievement indicates a very solid
level of internal consistency, considering that both values are far above the specified
minimum threshold of 0.70. In addition, the Average Variance Extracted (AVE) value of
0.692 confirms that this variable has ideal convergent validity because it has exceeded
the minimum standard of 0.50. These empirical results prove that the series of indicators
in the Social Media Influencer variable is able to represent the measured construct
robustly, accurately, and consistently.

Table 4. Construct Reliability, Validity and R Square Output

Variable Cr(:llll:l?:h s (l?gllil;ll))(i)lsiitye (AVE) R Square
Social media influencer 0,925 0,940 0,692
Content Quality 0,922 0,934 0,588 0,430
Purchase decision 0,906 0,926 0,640 0,494

Source: Data processing results, 2026
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Instrument testing on the content quality variable yielded a Cronbach's alpha value
of 0.922 and a composite reliability of 0.934, demonstrating the reliability of all
measurement indicators. Convergent validity for this variable was also met, with an AVE
value of 0.588 (above 50%). Regarding the inter-variable contribution, the R-squared
value of 0.430 indicates that social media influencers contribute 43.0% to explaining
content quality, while the remaining 57.0% is influenced by external factors outside the
model.

For the Purchase Decision variable, excellent measurement quality is
demonstrated by a Cronbach's alpha value of 0.906 and a composite reliability value of
0.926. Strong convergent validity is also demonstrated by the AVE value of 0.640, which
meets statistical regulations. Meanwhile, the R-squared value of 0.494 indicates that the
combination of social media influencer and content quality variables can explain 49.4%
of purchasing decisions, while the remaining 50.6% is explained by other variables not
examined. Overall, these data confirm that the research's structural model meets validity

and reliability standards, making it suitable for further in-depth analysis.
Table 5. Hypothesis testing

Hypothesis B T Statistik P Values Results
Direct Effects
Social Media Influencer -> Content Quality 0,656 9,118 0,000  Accepted
Social Media Influencer -> Purchase Decision 0,213 1,843 0,066  Rejected
Content Quality -> Purchase Decision 0,544 4,837 0,000  Accepted
Specific Indirect Effects
Social Media Influencer -> Content Quality -> 0,357 4,348 0,000  Accepted

Purchase Decision
Source: Data processing results, 2026

Based on the results of the hypothesis testing presented in table 5, a positive and
significant relationship between social media influencers and content quality has been
confirmed. This evidence is evident from the path coefficient () reaching 0.656, a t-
statistic of 9.118, and a p-value of 0.000 (below 0.05). This finding indicates that the
increasing role of influencers on social media is in line with the increasing quality of
content seen by consumers, so the hypothesis claiming the influence of social media
influencers on content quality is acceptable. On the other hand, the analysis of the direct
influence of social media influencers on purchasing decisions shows a path coefficient
(B) of 0.213, with a t-statistic of 1.843, and a p-value of 0.066 (above 0.05). These results
indicate that the relationship is not significant, indicating that the presence of social media
influencers is not strong enough to directly influence beauty product purchasing
decisions. Therefore, the hypothesis that assumes a direct impact of social media
influencers on purchasing decisions is rejected.

Meanwhile, testing the content quality variable in purchasing decisions shows a
significant positive impact, with a path coefficient () reaching 0.544, a t-statistic of
4.837, and a p-value of 0.000 (below 0.05). This empirical evidence emphasizes that
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content quality plays a crucial role in driving consumer purchasing decisions. Thus, the
hypothesis claiming the influence of content quality on purchasing decisions is accepted.
Finally, when testing the indirect effect (a specific indirect effect), the interaction between
social media influencers and purchasing decisions, mediated by content quality, shows
positive and significant results. This indirect relationship is estimated by a path
coefficient (B) of 0.357, a t-statistic of 4.348, and a p-value of 0.000 (below 0.05). These
figures illustrate that content quality functions as a substantial mediating variable in
linking the role of social media influencers to consumer purchasing decisions, so this
mediation hypothesis is accepted.
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Figure 2. Outer Loadings

Discussion
The Influence Of Social Media Influencers On Content Quality

The research results show that social media influencers have a positive and
significant impact on content quality. This means that the better the influencer's role on
social media, the higher the content quality perceived by consumers. This influence can
be explained through the influencer's visibility, credibility, attractiveness, and power.
Influencers with high visibility, such as a large following and widespread public
recognition, tend to be able to attract audience attention to their content, making it
perceived as more relevant to consumers' needs. Furthermore, influencer credibility,
reflected in honesty in product reviews and thorough product knowledge, makes the
information conveyed more informative and authentic. When consumers trust that

influencers provide real-life experiences and honest reviews, perceptions of content
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quality increase because the messages received are perceived not as mere promotions but
as trustworthy sources of information (Dhiman & Singh, 2025).

Furthermore, influencer attractiveness, through an attractive appearance and a
comfortable communication style, also contributes to the visual attractiveness and
persuasiveness of published content. Content packaged with attractive visuals and
supported by an engaging delivery style will more easily influence consumer interest.
Meanwhile, the power of influencers in influencing audience decisions also strengthens
the persuasiveness and consistency aspects, because repeated and consistent
recommendations can shape positive perceptions of the product. This finding is in line
with research by Hussain et al., (2024) which states that influencers with high levels of
credibility and attractiveness can improve the quality of digital marketing messages and
the effectiveness of brand communications. Dhiman & Singh, (2025); Blanc et al., (2026)
also emphasized that marketing communications delivered by trusted sources will result
in a higher perception of information quality. Therefore, the success of content quality
does not solely depend on the material delivered but is also greatly influenced by the
characteristics of the influencer who sends the message.

The Influence Of Social Media Influencers On Purchase Decisions

The results of the study show that influencers on social media do not have a
significant positive impact on purchasing choices, which indicates that the presence of
influencers on social platforms is not enough to directly encourage consumers in making
purchasing decisions. Although influencers are widely known, this popularity does not
always translate into consumer confidence in purchasing a product. Consumers tend to
consider not only the popularity of an influencer but also their personal needs, product
benefits, and actual experience with the product. Similarly, an influencer's attractiveness,
attractive appearance, and communication style can attract audience attention, but they
do not necessarily convince consumers to purchase. This suggests that an influencer's
personal appeal serves more as a trigger for awareness than a primary factor in the final
purchase decision.

Furthermore, their credibility and influence are not yet strong enough to directly
influence purchase decisions such as product purchasing habits, recommendations to
others, or repeat purchases (Febriyantie & Nur, 2025). Although consumers believe
influencers provide honest reviews and are knowledgeable about the product, this trust
does not necessarily result in a purchase (Ismawati et al., 2025). Purchase decisions are
often influenced by other factors such as previous user experience and reviews from
fellow consumers. Cai et al., (2025); Fu et al., (2026); Jabbour et al., (2026) emphasized
that the effectiveness of influencer marketing is stronger when supported by good quality
content, so that influencers only become the initial link in building interest, not the main

determinant of consumer purchasing decisions.
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The Influence Of Content Quality On Purchase Decisions

The study results indicate that content quality has a positive and significant impact
on purchasing decisions. This suggests that the higher the quality of the content presented,
the more likely consumers are to make a purchase. This can be explained by the
relationship between content quality indicators such as relevance, informativeness,
authenticity, visual attractiveness, persuasiveness, and consistency, and purchase
decision indicators, namely, product purchase certainty, purchasing habits,
recommendations to others, and repeat purchases. Content that is relevant to consumer
needs and provides complete and clear information about product benefits will help
consumers feel more confident and confident in making purchase decisions. When
consumers receive explanations that align with their needs, doubts about the product are
reduced, thus strengthening their purchase decision. Furthermore, authentic and
uncontrived content increases consumer trust in the product, ultimately encouraging
consumers to make purchases a habit due to a sense of security and satisfaction with the
information received.

Furthermore, visual attractiveness and persuasiveness also play a significant role
in shaping purchase decisions. An attractive, professional visual appearance, along with
the use of images or videos that capture consumers' attention, can increase interest in the
product and strengthen their desire to buy. Persuasive promotional messages can
convince consumers that a product is worth choosing over other products, thus
encouraging repurchase intentions and a willingness to recommend the product to others.
Consistency in the information conveyed also strengthens positive consumer perceptions
because consistent messages over time create long-term trust. This finding aligns with a
study conducted by (Adhidarma & Kiky, 2025), which revealed that the quality of digital
content significantly influences consumer shopping behavior. Purnama & Putra, (2025)
emphasized that high-quality, engaging, and reliable information can improve purchasing
decisions. Other research also shows that informative and persuasive marketing content
can build consumer loyalty through repeat purchases and positive recommendations from
customers.

The Impact Of Content Quality On The Relationship Between Social Media
Influencer Influence And Consumer Purchasing Choices

The research results show that content quality can positively and significantly
mediate the relationship between social media influencers and purchase decisions. This
means that influencers' influence on consumer purchasing decisions is stronger when
supported by high-quality content. Social media influencers with high visibility, such as
a large following and widespread public recognition, tend to attract consumers' attention
more easily. However, popularity alone is insufficient without credibility, which is when
influencers are perceived as honest in their reviews and possess good knowledge of the
products being promoted. Furthermore, attractiveness, through an attractive appearance



Isalman

and a comfortable communication style, also increases audience interest, while influencer
power is seen in their ability to encourage consumers to consider and even try
recommended products. This influence is more effective when delivered through high-
quality content. In the context of promoting Glad2Glow, high-quality content can take
the form of visually engaging product demonstrations that combine useful explanations
with credible personal experiences. For instance, influencers can show how the product
fits into a skincare routine, demonstrate its application and texture through clear close-up
footage, and explain its benefits in addressing the needs of the target consumer. A
professional presentation is valuable when it helps the audience understand the product
and assess its suitability.

Measurement results strongly support the importance of visual presentation and
perceived authenticity as key characteristics of content quality. This suggests that well-
produced images and videos should be accompanied by realistic reviews of product
usage, covering aspects such as the duration of use, the influencer's experience, and any
challenges encountered. Such content helps consumers form more realistic expectations.
Relevant and informative content should also address questions consumers might have
before choosing the product—such as how to use it, what benefits to expect, and how it
integrates into their current routines.

These conditions ultimately drive consumer purchase decisions, reflected in their
confidence in purchasing a product, their buying habits, their willingness to recommend
it to others, and their intention to repurchase. Consumers initially attracted by popular
and trusted influencers become more confident in their purchase when the product
information they receive is complete, clear, and tailored to their needs. This suggests that
purchasing decisions are not solely influenced by the influencer's personality but also by
how promotional messages are packaged in quality content. These findings align with
those of (Ndasi & Cheung, 2026; Jabbour et al., 2026) who stated that influencer
marketing will be more effective when supported by high-quality content, as modern
consumers tend to be more critical of digital promotional information. Ampornklinkaew,
(2025) research found that influencer credibility and the informative value of content
significantly influence consumer purchase intention. Dhiman & Singh, (2025); (Hossain
et al., 2025) explained that trust in influencers and the authenticity of content can increase
consumer confidence in making purchasing decisions. Thus, content quality acts as a
crucial bridge that transforms social influence from influencers into concrete purchasing

decisions.

CONCLUSSION
Based on the results obtained, it is concluded that influencers on social media play
a crucial role in improving content quality and simultaneously influencing consumers'

purchasing choices. Influencers with significant levels of visibility, trustworthiness,
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attractiveness, and influence have been shown to create a positive public view of the
quality of the messages conveyed—ifrom aspects of relevance, information value,
authenticity, visual aesthetics, persuasiveness, and consistency. Furthermore, content
quality has been shown to have a significant effect on purchasing decisions, as seen from
confidence in making a purchase, shopping behaviour, willingness to recommend a
product, and loyalty to make repeat purchases. This study also underscores the role of
content quality as a mediating element that strengthens the relationship between the role
of influencers and purchasing decisions. This suggests that an influencer's success in
driving purchasing actions depends not only on their personal traits, but also on how the
marketing message is presented with quality that meets consumers' information
expectations.

Theoretically, this study deepens knowledge of digital marketing and marketing
communications. The results demonstrate that the success of influencer marketing
depends not only on the communicator acting as the driving force but also on the quality
of the media content conveying the message. By considering content quality as a strategic
mediating factor, this study broadens the perspective on the relationship between social
media influencers, content quality, and purchasing decisions. From a managerial
perspective, the findings of this study provide practical guidance for companies
implementing influencer-focused marketing strategies. It is recommended that companies
not only pay attention to influencers' popularity in numbers but also measure their
credibility, attractiveness, and persuasive effect. Management should also ensure that
promotional materials are produced with high quality, informative, original, visually
appealing, persuasive, and consistent to build consumer trust and trigger ongoing
purchasing decisions.

For future research, it is recommended to expand the scope of the study to various
industry sectors or other digital platforms such as TikTok, YouTube, or online
marketplaces to increase the generalizability of the findings. Furthermore, this research
model could be improved by adding other variables that can influence purchasing
decisions, such as brand image, consumer trust, electronic word of mouth (e-WOM), or
perceived value. The use of longitudinal methodology is also highly recommended to
study changes in consumer behavior over a long period, especially those related to repeat
purchases and customer loyalty. With these developments, it is hoped that future research
will be able to provide deeper insights into the dynamics of consumer purchasing
decisions amidst the rapid development of the digital marketing ecosystem.

REFERENCES

Abraham, J. S. E., Floreto, S. J. L., & Pagkalinawan, M. 1. B. (2022). Consumer
Perception on Influencer Marketing Efforts of Brands in the Beauty and Cosmetics
Industry. International Journal of Social and Management Studies, 3(2), 105-118.



Isalman

Adhidarma, K. G., & Kiky, A. (2025). Pengaruh kredibilitas influencer, kualitas konten,
dan engagement terhadap keputusan pembelian pada merek Somethinc. Jurnal Nusa
Manajemen, 2(3), 651-678.

Ampornklinkaew, C. (2025). The role of social media influencers in influencing
consumers °  imitation intentions. Digital Business, 5(2), 100143.
https://doi.org/10.1016/j.digbus.2025.100143

Belanche, D., Casald, L. V., Flavian, M., & Ibanez-Sanchez, S. (2021). Understanding
influencer marketing: The role of congruence between influencers, products and
consumers. In Journal of Business Research (Vol. 132, pp. 186-195).
https://doi.org/10.1016/].jbusres.2021.03.067

Benevento, E., Aloini, D., Roma, P., & Bellino, D. (2025). The impact of influencers on
brand social network growth : Insights from new product launch events on Twitter.
Journal of  Business Research, 189(October 2023), 115123.
https://doi.org/10.1016/j.jbusres.2024.115123

Blanc, A. Le, Gordon, R., Barratt, S. A., & Schuster, L. (2026). “ Yasss queen ! towards
an intersectional understanding of the social media influencer domain .” Journal of
Business Research, 202(October 2025), 115699.
https://doi.org/10.1016/j.jbusres.2025.115699

Briins, J. D., & Meibner, M. (2024). Do you create your content yourself? Using
generative artificial intelligence for social media content creation diminishes
perceived brand authenticity. Journal of Retailing and Consumer Services,
79(March). https://doi.org/10.1016/j.jretconser.2024.103790

Cai, J., Osman, S., Azizah, S., & Teng, W. (2025). Storytelling , humour , and
promotions : How social media marketing influences university students ’ green
purchase intention. Sustainable Futures, I10(December 2024), 101001.
https://doi.org/10.1016/j.sftr.2025.101001

Cheah, C. W., Koay, K. Y., & Lim, W. M. (2024). Social media influencer over-
endorsement : Implications from a moderated-mediation analysis. Journal of
Retailing and Consumer Services, 79(March), 103831.
https://doi.org/10.1016/].jretconser.2024.10383 1

Chekima, B., Chekima, F. Z., & Adis, A.-A. A. (2020). Social Media Influencer in
Advertising: The Role of Attractiveness, Expertise and Trustworthiness. Journal of
Economics and Business, 3(4). https://doi.org/10.31014/aior.1992.03.04.298

Cristina, D., Mucundorfeanu, M., Szambolics, J., & Amrhein, C. (2025). Examining the
immediate and delayed impact of immersive media on the effectiveness of social
media influencer advertising: An experimental approach. Computers in Human
Behavior Reports, 19(August), 100781. https://doi.org/10.1016/j.chbr.2025.100781

Dhiman, R., & Singh, N. (2025). When Al meets influencers: Role of Al-powered
instagram influencers driving consumers ’ purchase intentions : An integration of
SMIV & SOR framework. Journal of Open Innovation: Technology, Market, and
Complexity, 11(3), 100591. https://doi.org/10.1016/j.joitmc.2025.100591

Dinh, T. C. T., & Lee, Y. (2024). Social media influencers and followers ’ conspicuous
consumption : The mediation of fear of missing out and materialism. Heliyon,
10(16), €36387. https://doi.org/10.1016/j.heliyon.2024.e36387

Djafarova, E., Davies, J., & Davies, J. (2025). Exploring the impact of virtual vs human
influencers on purchase intentions in fashion/ beauty industry. Journal of Digital
Economy. https://doi.org/10.1016/j.jdec.2025.11.001

Domarchi, C., Vuong, Q. C., & Cherchi, E. (2024). The role of emotional coherence in



BALANCE : Economic, Business, Management, and Accounting Journal Vol. 23 No. 2 2026

electric vehicle purchasing decisions. Transportation Research Part F: Psychology
and Behaviour, 107(May), 997-1014. https://doi.org/10.1016/;.trf.2024.10.018

Eslami, P., Najafabadi, M., & Gharehgozli, A. (2024). Exploring the journey of
influencers in shaping social media engagement success. Online Social Networks
and Media, 41(October 2023), 100277.
https://doi.org/10.1016/j.0snem.2024.100277

Febriyantie, N., & Nur, H. (2025). Effectiveness of content marketing, influencers, and
tiktok social media on purchase decisions. Indonesian Interdisciplinary Journal of
Sharia Economics (IIJSE), 8(3), 8576—8589.

Franklin, E. T., Boronow, K. E., Ohayon, J. L., Momplaisir, A., Steele, J., Smith, C. K.,
Taylor, L., Brock, B. D., & Korie, A. (2025). The Power of Strategic Social Media
Influencer Communication to Improve Black Women * s Knowledge and Awareness
of Environmental Endocrine-Disrupting Chemicals : Surveys of Instagram Users.
Journal of Medical Internet Research, 27. https://doi.org/10.2196/66128

Fu, Y., Jiawen, L., Chen, R., Ullah, A., & Elgammal, I. (2026). A new era of rivalry for
human influencers: Leveraging opportunities of virtual influencers for digital
marketing strategies. Acta Psychologica, 263(December 2025).

Gombos, N. J., & Molontay, R. (2025). Investigating banks * social media content and
consumer reactions with machine learning. Journal of Open Innovation :
Technology , Market , and Complexity, 11(February).
https://doi.org/https://doi.org/10.1016/j.joitmc.2025.100512

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). Thousand Oaks. Sage, 165.

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

Hossain, S., Islam, T., Babu, A., Moon, M., Mim, M., Alam, T. U., Bhattacharjee, A.,
Sultana, M. S., & Akter, M. M. (2025). The influence of celebrity credibility ,
attractiveness , and social media influence on trustworthiness , perceived quality ,
and purchase intention for natural beauty care products. Cleaner and Responsible
Consumption, 17(January), 100277. https://doi.org/10.1016/j.clrc.2025.100277

Hussain, K., Mohammad, M., Alam, D., Malik, A., & Tarhini, A. (2024). From likes to
luggage : The role of social media content in attracting tourists. Heliyon, 10(19),
e38914. https://doi.org/10.1016/j.heliyon.2024.e38914

Ismawati, Lutfi, & Nurhayati, E. (2025). Pengaruh Influencer Marketing Terhadap
Purchase Decision dengan Brand Awareness dan Perceived Value Sebagai Variabel
Mediasi. Jurnal llmiah Manajemen dan Kewirausahaan, 5(2), 244-251.

Jabbour, N., Maalouf, A., Eid, M., Sayegh, E., & Fattouh, D. (2026). Demystifying the
path from posts to purchases : A mixed-methods examination of how social media
influencers sway users ’ attitudes and online buying intention. Social Sciences &
Humanities Open, 13(February), 102632.
https://doi.org/10.1016/j.ssah0.2026.102632

Kotler, P., & Keller, kevin L. (2016). Marketing Managemen (15th Editi). Pearson
Education,Inc.

Krause, F., & Henkel, S. (2025). Predictors of social media influencer marketing
effectiveness : A comprehensive literature review and meta -analysis . Journal of
Business Research, 186(April 2023). https://doi.org/10.1016/j.jbusres.2024.114991

Levin, T., Tiggemann, M., Harriger, J., & Fardouly, J. (2025). The influencer effect :



Isalman

Current findings and future directions for research on social media influencers and
body image. Body Image, 55(November), 102000.
https://doi.org/10.1016/j.bodyim.2025.102000

Mehrabian, A., & Russell, J. . (1974). An Approach to Environmental Psychology. The
MIT Press.

Ndasi, W., & Cheung, M. L. (2026). Navigating influence : a mixed-method study on the
role of social media influencer type and message content in driving digital
engagement and patronage intentions. [International Journal of Hospitality
Management, 132(October 2024), 104401.
https://doi.org/10.1016/5.1jhm.2025.104401

Ngo, T. T. A., An, G. K., Dang, N. Y., Doan, T. T., & Nguyen, V. M. H. (2026). The
psychological impact of social media marketing on consumer willingness to pay for
tech gadgets : A study on brand perception and. Acta Psychologica, 262(December
2025), 106130. https://doi.org/10.1016/j.actpsy.2025.106130

Olbermann, Z., & Schramm, H. (2025). Brand-related social media influencers as
spokespersons after a corporate greenwashing crisis . Implications of parasocial
interactions and wishful identification on the perception of the brand image. Public
Relations Review, 51(4), 102612. https://doi.org/10.1016/j.pubrev.2025.102612

Pandit, A., Mcleay, F., Zaveri, M. M., Mursalin, J. Al, & Iii, P. J. R. (2026). Continued
engagement intention with social media influencers : the role of experience. Internet
Research, 35(7), 1-29. https://doi.org/10.1108/INTR-12-2023-1105

Pei, Y., Wu, J., Wang, F., & Wang, S. (2026). Unwavering interests in influencers :
Influencer-focused barrages in social media product review videos. Journal of
Retailing  and  Consumer  Services,  88(February  2025),  104485.
https://doi.org/10.1016/j.jretconser.2025.104485

Purnama, N. K. Y., & Putra, K. E. S. (2025). Pengaruh influencer marketing dan kualitas
konten marketing terhadap keputusan konsumen dalam. Prospek: Jurnal
Manajemen Dan Bisnis, 7(1), 224-234.

Putri, N. D., & Abdulah, B. (2026). Purchase Decisions: The Impact of Quality, Beauty
Influencers, and Brand Image. BALANCE : Economic, Business, Management, and
Accounting Journal, 23(1), 23-39.
https://doi.org/https://doi.org/10.30651/blc.v2311.26820

Ren, Q., Zhou, L., & Liu, F. (2022). The Different Perception and Reaction of Customers
Towards Traditional Marketing and Influencer Marketing in Food Industry.
Proceedings of the 2021 3rd International Conference on Economic Management
and  Cultural  Industry  (ICEMCI  2021), 203(Icemci), 3208-3214.
https://doi.org/10.2991/assehr.k.211209.523

Rungruangjit, W., Mongkol, K., & Piriyakul, I. (2024). The power of human-like virtual-
influencer-generated content: Impact on consumers ’ willingness to follow and
purchase intentions. Computers in Human Behavior Reports, 16(August), 100523.
https://doi.org/10.1016/j.chbr.2024.100523

Thi, H., & Nguyen, T. (2024). Promoting sustainable consumption and circular economy :
the intention of Vietnamese youth consumers to purchase products made from
recycled plastics. Chinese Journal of Population, Resources and Environment,
22(2), 194-203. https://doi.org/10.1016/j.cjpre.2024.06.011

Thongmak, M. (2025). Social media horsepower : How content and emotions accelerate
luxury car brand engagement. Social Sciences & Humanities Open, 12(June),
101704. https://doi.org/10.1016/j.ssah0.2025.101704



BALANCE : Economic, Business, Management, and Accounting Journal Vol. 23 No. 2 2026

Thuy, T., Ngo, A., Khuong, G., Khoa, D., Quynh, N., & Nguyen, N. (2025). Leveraging
social media marketing activities ( SMMAs ) to enhance consumer satisfaction and
purchase intention for bio-cosmetics. Acta Psychologica, 261(October), 105768.
https://doi.org/10.1016/j.actpsy.2025.105768

Tran, H., Farrell, A., Evanschitzky, H., Nguyen, B., & Ackfeldt, A. (2024). Using
affective content to promote high-involvement services on social media. Journal of
Business Research, 179(December 2022), 114676.
https://doi.org/10.1016/j.jbusres.2024.114676

Wang, J., Ma, Y., Min, L., Geng, J., & Xiao, Y. (2025). The impact of social media
fashion influencers ’ relatability on purchase intention: The mediating role of
perceived emotional value and moderating role of consumer expertise. Acta
Psychologica, 258(February), 105174.
https://doi.org/10.1016/j.actpsy.2025.105174

Ye, J., Zhou, X., Zhao, S., & Yua, B. (2026). Does brand anthropomorphism matter ?
Impact on brand loyalty and consumer decision-making. Social Sciences &
Humanities Open, 13(March), 102664. https://doi.org/10.1016/j.ssah0.2026.102664

Yin, M., Wang, L., Gui, J., Yang, Z., Zhou, G., & Su, C. (2026). Are green influencers
persuasive among eco-content followers on China * s major social media platforms ?
An exploration of emotions , attitudes , and discourse. Acta Psychologica,
264(February), 106596. https://doi.org/10.1016/j.actpsy.2026.106596

Ying, L. J., Chuana, L. Te, Rashid, U. K., & Seman, N. A. A. (2025). Social Media
Marketing in Industry 4 . 0: The Role of TikTok in Shaping Generation Z ’ s
Purchase Intentions. Procedia  Computer  Science, 253, 2176-2185.
https://doi.org/10.1016/j.procs.2025.01.278

This work is licensed under a Creative Commons Atribusi 4.0
EY Internasional.



https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/

