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Abstract 

Using the Can Tho market in Vietnam as an example, this research looks at how social media influencers affect consumers' propensity 
to buy. The data collected via structured questionnaires is analysed using a quantitative research technique in this study. In order to 
gather information, 308 people were interviewed in Can Tho, Vietnam. Amos 25.0 and IBM SPSS are used to assess the study's 
results. According to the research, influencers are those who may greatly impact reputation due to their social attractiveness, expertise in 
content creation. Appearance and credibility also play a significant role in determining whether or not a customer wants to buy a product. 
The research stresses the significance of influencer marketing and the need for organisations to prioritise the development of genuine and 
meaningful connections with influencers. A key component of successful marketing tactics, according to the statistics, is placing a premium 
on genuine and relevant influencer-brand interactions. This research sheds light on the function of influencer marketing in the context of 
contemporary consumerism and provides tactical recommendations for enhancing brand perception and generating more purchase intent 
via the use of influencers. 
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Introduction 

The significance of social media influencers is increasing as consumers' proficiency and involvement 
levels continue to increase. This study investigates consumers' purchasing inclination, the genuineness 
of products, and the impact of influencers. The primary emphasis is on Can Tho, Vietnam. There is a 
significant shift happening in the way organisations engage with their consumers, as influencers are 
becoming a crucial component of contemporary marketing strategy. 

As to Torres et al. (2019), the size of an individual's fan base serves as a reliable measure of their fame, 
which is a widely used statistic for both influencers and celebrities. Marketers get significant advantages 
from their influence, which extends to other domains like beauty, fashion, fitness, and lifestyle (Abidin, 
2016). customers see authentic brands as possessing strong ethical values, demonstrating steadfastness 
(i.e., unaffected by passing trends), exhibiting dependability (i.e., consistently fulfilling their 
commitments), and carrying symbolic importance (i.e., fostering a sense of identity and connection for 
customers). Dwivedi and McDonald (2018) assert that an authentic brand consistently upholds its 
promises. Purchase intention refers to the probability that a client intends to purchase a certain product, 
and it is associated with the consumer's conscious choice to get a particular brand (Martiningsih & 
Setyawan, 2022b). There has been little research and attention given to the effect of influencers' and 
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businesses' reputations on customers' likelihood to make a purchase. There is a paucity of academic 
study on certain variables associated to influencers, such as aesthetics and experience, as well as true 
brand attributes, such as a rich history and memorable images. The primary objective of this study is to 
determine the impact of brand authenticity and influencer credibility on purchase intent. Its main 
objective is to provide concrete data on the factors that contribute to a brand's authenticity and the 
factors that impact customers' purchasing choices. 

The contribution of this research to our understanding of how influencer marketing impacts consumer 
behaviour and brand image is very useful. This article offers significant insights for brand strategists and 
marketers seeking to leverage influencer marketing in the digital age. It examines the correlation between 
influencers, brand legitimacy, and purchase intention. This study has extensive implications that extend 
beyond the realms of marketing and consumer behaviour. This study explores the correlation between 
the influence of influencers, the level of trust customers have in a company, and the likelihood of making 
a purchase. The study revealed that the genuineness of a brand has a significant impact on consumers' 
confidence and their process of selecting choices. Contemporary marketers and brand strategists aiming 
to use influencer marketing must possess a comprehensive comprehension of the dynamic relationship 
between influencers and a company's reputation. According to the survey, in order for organisations to 
align their authenticity with consumer expectations, they must establish robust influencer-brand alliances 
and cultivate transparent collaborations. 

Literature Reviewe 

Brand authenticity, as defined by Morhart et al. (2013), refers to the extent to which consumers see a 
brand as trustworthy and dependable in its obligations to itself and its customers. Due to this perception, 
customers are more inclined to maintain their loyalty. Given the intricate and diverse characteristics of 
brand authenticity, as explored by Akbar and Wymer (2017), it would be unwise to attempt a succinct 
description including the many connotations linked to this notion (Sodergren, 2021). Consumers, as 
stated by Morhart et al. (2013), hold the belief that authentic brands have long-lasting value and are not 
swayed by passing trends. Additionally, it is believed that these brands possess the qualities of reliability 
(consistently fulfilling their commitments), moral principles by Beverland & Farrelly (2010), and 
symbolic significance (influencing customers' self-perception). According to Dwivedi and McDonald 
(2018), a genuine brand consistently upholds its promises. Previous research (Rose & Wood, 2005; 
Napoli et al., 2016) have shown that authentic objects have a greater likelihood of receiving positive 
responses, forming stronger emotional connections, and generating more consumer purchases. 
Consumers actively want authenticity as a strategy to avoid the problem of authenticity that affects 
contemporary society (Cohen, 1988; Leigh et al., 2006). 

The brand's authenticity has a significant impact on consumers' attitudes, intentions to buy, and beliefs 
about the company's honesty and dependability, as indicated by several studies (Bruhn, Schoenmüller, 
Schafer, & Heinrich, 2012; Gillmore & Pine, 2007; Moulard, Rice, Garrity, & Mangus, 2014; Morhart et 
al., 2013; Arnould & Price, 2000). Authenticity is a crucial aspect of brand strategy for successful 
organisations as it enhances their identity (Aaker, 1997). Brand managers strive to enhance the 
authenticity of their goods by using marketing strategies that imbue them with distinctive attributes, 
distinguishing them from rival alternatives, as stated by Beverland and Farrelly (2010). 

Due to its subjective nature, individuals have varying perspectives on the concept of authenticity. 
However, when it comes to the authenticity of brands, the following deductions might be made: Brand 
authenticity, unlike personal authenticity, pertains to the dependability of commercially available 
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products and services rather than one's own character. The credibility of a brand is contingent upon the 
perception of its target audience, rather than only relying on the brand's intrinsic characteristics. This 
citation is derived from a publication authored by Beverland and Farrelly in 2010. Although there is no 
agreement on the exact definition of authenticity, there are many distinct features that contribute to the 
concept of brand authenticity in the context of branding (Bruhn, 2012). 

Our study has shown that individuals who see commercial entities such as events, brands, and 
experiences as real tend to enjoy many benefits in terms of identification, particularly in terms of 
presenting their true selves in a favourable manner. The study yielded three prominent advantages: 
virtue, control, and connection. Each of these had significance in our own situations. The identity-related 
benefits, which may be extended to products, services, and experiences, reflect the concept of 
genuineness, authenticity, and veracity. The source cited is a publication authored by Beverland and 
Farrelly in 2010. According to Morhart et al. (2015), factors such as consistency, trustworthiness, 
integrity, and symbolism might influence the perceived authenticity of something. Conversely, a brand's 
authenticity is primarily shaped by true sincerity, a solid historical basis, and an unwavering dedication 
to quality (Napoli et al., 2016). When attempting to define the essence of a real brand, it is crucial to 
consider five key factors: credibility, symbolism, authenticity, market longevity, and dedication to quality. 
A comprehensive comprehension of the attributes that really epitomise a reliable and genuine brand 
forms the basis for ascertaining these dimensions. These factors are the fundamental criteria that 
purchasers use to ascertain the authenticity of a brand. 

The data originated from De Veirman et al., (2017). Customers have significant power over companies 
and influencers. These points of view might perhaps provide a moderator or an explanation for the 
impact that influencers have on customers' inclination to make purchases. Equally significant is the 
manner in which the influencer presents the product pitch. Customers that are receptive to influencer 
marketing and see the product as aligning with their values are more inclined to engage in a purchase. 
Extensive scholarly study has shown significant findings about the impact of influencers on the beliefs 
and behaviours of their followers. This facilitates the comprehension of how firms may use social media 
influencers to establish favourable relationships with consumers and enhance brand visibility. 

Lou (2022) and De Veirman et al., (2017) assert that the content generation process involves evaluating 
many attributes such as authenticity, engagement, distinctiveness, and reach. Social attractiveness is 
determined by the quantity of likes, comments, and following a person receives. The aesthetic features 
are based upon the concepts presented by Ohanian, R. (1990). These features characterise the 
appearance as possessing qualities of sophistication, attractiveness, refinement, and elegance. Expertise, 
as described by Masuda et al. (2022) and Liu, R., & Suh, A. (2017), encompasses knowledge, experience, 
and recognition. The key characteristics of a commitment focused on excellence are proactivity, 
concentration, foresight, and adaptability. The enduring influence of Rick will be experienced for an 
extended period of time due to his engaging and famous personality. Ohanian (1990) asserts that 
symbolism encompasses elements such as uniqueness, significance, and inventiveness. Credibility, 
however, is associated with factors such as qualifications and ethical conduct. A genuine individual is 
characterised by their integrity, trustworthiness, and honesty. The motivation to make a purchase is 
derived from the concepts presented by Martiningsih and Setyawan (2022b) and Spears and Singh (2004). 
The topic pertains to the impact of influencer evaluations on customers' inclination to make a purchase. 
Porteous (2018), De Veirman et al. (2017), and Conde and Casais (2023) have classified influences into 
three categories: micro, macro, and macro. Every kind of influencer specialises in a certain field. 
Broadening the target audience's demographics. 

Contemporary marketing strongly depends on the intricate network of connections between influencers 
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and the reputation of a business. The genuine and authentic product recommendations made by 
influencers may enhance a company's reputation due to their demonstration of empathy. Nevertheless, 
if a company excessively pushes its goods or fails to match with its core brand values, its authenticity 
may be compromised. Abidin (2016), Kaplan and Haenlein (2020), and De Veirman et al. (2017) have 
shown that fostering transparent collaboration and establishing a robust connection between influencers 
and corporations is essential for preserving authenticity.  

Methodology 

Sampling Technique 

For this experiment, we devised a structured questionnaire with a Likert scale ranging from 1 to 5. The 
delivery of this questionnaire facilitated the assessment of certain observational criteria. A score of 5 
denoted an exceedingly elevated position, whilst a score of 1 denoted an exceptionally low one. Data 
was collected via a comprehensive survey that included several aspects such as authenticity, 
trustworthiness, social appeal, appearance, knowledge, devotion to quality, symbolism, honesty, 
credibility, and willingness to purchase. The study was conducted in Can Tho, Vietnam, with a sample 
size of 308 people aged between 18 and 45. The data collection was conducted using Google Forms to 
enhance the outcomes and convenience. Following the removal of mistakes, a total of 308 respondents 
were considered appropriate for further examination. 

Research Hypothesis 

Liu and Suh (2017) define "personal branding" or "self-branding" as the deliberate construction of a 
unique public persona with the aim of achieving recognition, wealth, or both. The concept of self-
branding suggests that individuals might gain advantages by constructing a distinctive and attractive 
public image that resonates with the interests and values of their intended audience (Khamis et al., 2016). 
Self-brand congruity refers to the degree of alignment between an individual's self-perception and their 
evaluation of a brand's image. Customers often behave in accordance with their self-perception, 
demonstrating a predilection for and utilisation of certain brands and products. One's self-perception is 
frequently reflected in their beliefs and ideals. As a result, shoppers exhibit greater loyalty towards 
businesses that align with their ideals (Phua & Kim, 2018). 

H1: Appearance of Influencers impacts Symbolism of Brand Authenticity. 
H2: Appearance of Influencers impacts Credibility of Brand Authenticity. 
H3: Appearance of Influencers impacts Purchase Intention. 

An individual's distinctiveness or remarkable attributes are supplementary aspects that contribute to their 
attractiveness beyond their outward look. Within the realm of prominent individuals, "attractiveness" refers to 
the capacity of a person's facial appearance to captivate the curiosity of others. The reference is derived by 
Setyawan and Martiningsih (2022a). According to Masuda et al. (2022), influencers have the ability to establish 
a deep emotional connection with their followers that extends beyond the mere accumulation of "likes" on 
social media platforms. This phenomenon is referred to as social attractiveness. Taking into consideration the 
points mentioned above, the research puts forward the subsequent hypothesis: 

H4: Social Attractiveness of Influencers impacts Symbolism of Brand Authenticity. 
H5: Social Attractiveness of Influencers impacts Credibility of Brand Authenticity. 
H6: Social Attractiveness of Influencers impacts Purchase Intention. 

Influencers have transformed the digital marketing terrain with their content. De Veirman et al. (2017) found 
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that influencers are seen as more accessible than conventional celebrities due to their ability to provide content 
that really resonates with their audience. This fosters trust and promotes active participation. Regardless of 
the platform, their content is often assumed to be genuine, making it a potent instrument for corporate 
advertising (Freberg et al., 2011). Influencers play a crucial role for firms aiming to establish genuine 
connections with their customers due to their substantial followings and tangible impact (Lou & Yuan, 2019). 
The increasing prevalence of online media has led to a greater importance of "influencers" in the realms of 
advertising and content creation. Typically, audiences have a positive perception of influencer-sponsored 
content and see the influencers' sponsorship disclosures as authentic and comprehensible. Due to this, they 
have a greater sense of commitment towards the influencers' content as a whole entity (Lou, 2022). Based on 
the above arguments, the study proposed the following hypothesis: 

H7: Content creation of Influencers impacts Symbolism of brand Authenticity. 
H8: Content creation  of Influencers impacts Credibility of Brand Authenticity. 
H9: Content creation of Influencers impacts Purchase Intention. 

Experts are individuals or organisations that possess profound comprehension, proficiency, and mastery 
in a certain field. Reliable sources possess profound expertise and proficiency in a certain domain, 
enabling them to instill confidence. Martiningsih and Setyawan (2022a) argue that establishing trust is 
crucial in instilling confidence and assurance in knowledge recipients. Developing self-confidence 
requires achieving expertise in one's domain, acquiring a comprehensive comprehension of that domain, 
and gaining relevant hands-on experience. Additional crucial factors in establishing trust include a 
commendable reputation and unwavering dependability. Their profound knowledge, competence, and 
mastery distinguish them as authorities. Credible sources, due to their substantial expertise and 
knowledge, have the ability to persuade readers that their opinions have significance (Masuda et al., 
2022). It is presented the following hypothesis: 

H10: Expertise of Influencers impacts Symbolism of Brand Authenticity. 
H11: Expertise of Influencers impacts Credibility of Brand Authenticity. 
H12: Expertise of Influencers impacts Purchase Intention. 

A brand's trust is established not just by its honesty and transparency with consumers, but also by its capacity 
to fulfil its commitments. As stated by Morhart et al. (2013), this information is derived from. As per the 
findings of Frazier and Lassar (1996), credibility may be likened to the authenticity aspect of a brand's 
personality (Aaker, 1997). This encompasses attributes such as honesty and sincerity, as well as brand quality, 
which reflects how well a brand fulfils client expectations. According to CHEIKH et al. (2021), a company's 
reputation enhances customer confidence during purchase transactions. The decrease in customer behaviour 
may be attributed to the diminished likelihood of making a purchase after exposure to the brand's widely 
recognised reputation and the subsequent psychological uplift it provides (Frazier & Lassar, 1996). 

H13: Credibility of Brand Authenticity impacts Purchase Intention. 

In the context of branding, the term "symbolism" refers to the ability of a company to influence 
individuals' identities by conveying signals that embody values, beliefs, and connections. In essence, it 
embodies the fundamental principles of the company and offers consumers a platform to articulate their 
individuality or distinguish themselves. Both the component of brand attachment that relates to 
identification, which refers to the connection between the brand and the individual (Park et al., 2010), 
and the advantage of association, which is observed in authentic brands, are similar to the symbolic 
aspect being discussed here (Beverland & Farrelly, 2010). The second statement illustrates how buyers 
use the brand as a means to construct their own identity, rather than only emphasising the brand's 
symbolic worth. Chen et al. (2021) define symbolism as the ability of a brand to effectively convey its 
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significance and impact a consumer's sense of self in a manner that encourages them to identify with 
and express their own identity via the brand. 

H14: Symbolism of Brand Authenticity impacts Purchase Intention. 

Results and Discussion 

In order to thoroughly investigate the connections between different variables, Wang and Rhemtulla (2021) 
used sophisticated statistical methods including structural equation modelling (SEM). The experiment was 
conducted utilising the SEM method and the well recognised AMS 25.0 software suite. Researchers used this 
procedure to study and evaluate the proposed ideas in depth. We accomplished this by assessing the 
statements' veracity and correctness using statistical methods such as confirmatory factor analysis (CFA). 
Table 1 displays the topics' relative importance and level of confidence. Looks, social appeal, content 
development, competency, credibility, symbolism, and purchasing intention are all clearly reflected in the 
Cronbach's alpha coefficients. With Cronbach's alpha values between 0.693 and 0.816, these variables 
demonstrate high levels of internal consistency. A Cronbach's alpha of 0.7 indicates a strong relationship 
between visible and hidden characteristics, according to De Leeuw et al. (2019). 

Table 1: Factor Loading and The Cronbach’s Α Estimates (Cronbach’s Alpha). 
Appearance_A (Cronbach’s Alpha) 0.752 

A1 Influencer X has an elegant appearance. 0.624 

A2 Influencer X has a handsome/beautiful appearance. 0.752 

A3 Influencer X has an elegant appearance. 0.721 

A4 Influencer X has a charming appearance. 0.657 

Social Attractiveness_SA (Cronbach’s Alpha) 0.809 

SA1 Influencer X has a substantial number of followers. 0.745 

SA2 Influencer X has a significant number of likes. 0.726 

SA3 Influencer X has a high number of comments. 0.742 

Content Creation_CC (Cronbach’s Alpha) 0.693 

CC1 Your assessment of the authenticity of the content provided by Influencer X. 0.641 

CC2 Your evaluation of the interactivity of the content. 0.603 

CC3 Your assessment of the uniqueness of the content. 0.675 

CC4 Your evaluation of the content's influence on consumption, provided by Influencer X. 0.597 

Expertise_EXP (Cronbach’s Alpha) 0.747 

EXP1 Your evaluation of Influencer X's experience. 0.663 

EXP2 Your assessment of Influencer X's expertise. 0.616 

EXP3 Your evaluation of the level of recognition that Influencer X has achieved in their field of activity. 0.705 

Symbolism_SB (Cronbach’s Alpha) 0.795 

SB1 Brand X consistently maintains uniqueness in providing products/services. 0.743 

SB2 Brand X has achieved recognition from consumers. 0.685 

SB3 Brand X is at the forefront of innovation. 0.737 

Purchase intention_PI (Cronbach’s Alpha) 0.725 

PI2 If there's a choice between brands, I would choose Brand X. 0.570 

PI3 Brand X is my first choice when I have shopping needs. 0.572 

Credibility_C (Cronbach’s Alpha) 0.816 

C1 Brand X strictly adheres to ethical standards. 0.768 

C2 Brand X demonstrates reliability in delivering products/services. 0.791 

C3 Brand X confronts their mistakes truthfully. 0.780 

C4 Brand X always displays sincerity towards customers. 0.768 

C5 Brand X consistently demonstrates transparency in their business operations. 0.791 

Source: Field Survey Data, 2023 

There is not a single factor loading value in Table 2 that is less than or equal to the specified 0.5. This 
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particular frequency range has been validated by scholarly investigations conducted by Al-Lozi et al. 
(2018) and Sung et al. (2019). By using covariance-based structural equation modelling (SEM) to test 
hypotheses, Rimkeviciene et al. (2017) demonstrated the discriminant validity. The Kaiser-Meyer-Olkin 
(KMO) test was used to assess the sufficiency of the relationship performance measures included in the 
scale's factor analysis. At least one of the detected numbers was greater than the minimum requirement 
of 0.5. A Kaiser-Meyer-Olkin (KMO) score of 0.803 was used to assess the data's statistical significance; 
this score was higher than the minimum threshold of 0.5. Furthermore, elements with eigenvalues higher 
than 1.004 were eliminated. To determine how well the factor-related variables correlate with one 
another, we use Bartlett's test of sphericity. The variables that were examined inside the factor have a 
significant association (p < 0.05, χ^2 = 0.00), as shown by Bartlett's test. To find out how closely related 
two variables are, statisticians look at the factor loading coefficient. With respect to the relevant variable, 
a factor loading value of 0.7 indicates statistical significance. Every one of the seven parameter loadings 
were more than 0.60. Yu et al. (2014) demonstrated that loadings greater than 0.50 are legitimate. The 
measurement phase was completed by computing the averages of each multivariate construct. In order 
to follow the guidelines of the Structural Equation Modelling (SEM) framework, it is crucial to correctly 
assign items to the right dimensions using the results of the Exploratory Factor Analysis (EFA). 

Table 2: Scale of Factors and Test Parameters in Confirmatory Factor Analysis (CFA). 

Items 
Factors 

1 2 3 4 5 6 7 
Appearance (A)      

A1 0.828       
A4 0.756       
A3 0.671       
A2 0.581       

Social Attractiveness (SA)      
SA3  0.814      
SA2  0.757      
SA1  0.708      

Content Creation (CC)   
CC4   0.718     
CC2   0.664     
CC1   0.658     
CC3   0.630     

Expertise (EXP)  
EXP3    0.894    
EXP2    0.871    

Symbolism (SB)    
SB1     0.844   
SB2     0.830   
SB3     0.809   

Purchase Intention (PI) 
PI3      0.844  
PI2      0.841  

Credibility (C)     
C4       0.811 
C1       0.744 
C3       0.692 
C5       0.673 
C2       0.577 

Parameters of  test    Result  
Kaiser-Meyer-Olkin (KMO)    0.803  

Cumulative % (Initial Eigenvalues)   66.89  
Bartlett's Test of  Sphericity (Sig.)   0.000  

Initial Eigenvalue   1.004  

Source: Field Survey Data, 2023 
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The degree of convergent validity is assessed based on the extent to which the selected objects exhibit a 
robust association with the concept under consideration. An effective method for assessing the degree 
of agreement among many measures is to study composite reliability, factor loading, or average variance 
extracted (AVE). Factor loading is a numerical indicator of the degree to which an object is associated 
with the underlying concept it represents, as stated by Hashmi and Tawfiq (2020) and Hsieh and Hiang 
(2004). Optimal performance is often described as a minimum threshold of 0.40 or above. Studies 
conducted by Khan et al. (2022a) and Hashmi et al. (2021) indicate that the construct's internal 
consistency, as assessed by composite reliability, should exceed 0.70. According to the research 
conducted by Khan et al. (2022b) and Fornell & Larcker (1981), it is recommended to have a Minimum 
Variance Extracted (AVE) value of 0.5. The phrase "Average Variation Extracted" (AVE) refers to the 
average amount of variation that is accounted for by the indicators of a construct. The statistics shown 
in Table 3, with values ranging from 0.554 to 0.689, provide evidence of the investigation's 
contemporaneous validity. The obtained results exceed the crucial value of 0.5 necessary to establish 
concurrent validity. The AVE value exceeds the previously defined limit of 0.5. The Composite 
Reliability (CR) exceeds the minimal requirement of 0.70. Table 3 presents a concise summary of the 
findings. Consequently, there exists a substantial amount of evidence that supports the validity of the 
model's components. 

Table 3: Discriminant Validity. 

 CR AVE MSV MaxR(H) EXP C A SB SA CC PI 

EXP 0.815 0.689 0.130 0.831 0.830       

C 0.817 0.572 0.276 0.819 -0.008 0.756      

A 0.762 0.554 0.306 0.806 0.076 0.251 0.744     

SB 0.802 0.575 0.130 0.808 0.361 0.093 0.074 0.758    

SA 0.813 0.592 0.319 0.815 -0.020 0.565 0.553 0.016 0.769   

CC 0.703 0.574 0.176 0.713 0.113 0.690 0.427 0.080 0.537 0.757  

PI 0.730 0.577 0.173 0.746 -0.026 0.416 0.293 -0.012 0.199 0.281 0.759 

Source: Field Survey Data, 2023 

The statistical analysis yielded a p-value of 0.000 (p < 0.01), providing definitive evidence to reject the 

null hypothesis. The structural model developed for this inquiry has robustness, as shown by the 1.841 

chi-square/df score. The model's suitability is confirmed by the analytical result of 0.903 and the GFI 

value of 0.900. The previously mentioned symptoms are really significant. Since the Tucker-Lewis index 

(TLI) score of the study model is 0.910, which above the cutoff value of 0.900, it satisfies the necessary 

criteria. In addition, the root mean square error of approximation (RMSEA) value of 0.055 and the 

comparative fit index (CFI) value of 0.925 both above the criterion of 0.080. The study findings 

corroborate and authenticate the chosen research framework, as per Yu et al. (2014). The data that has 

been collected is shown in Table 4. 

Table 4: Model Fit Indicators in SEM. 

Indicators Cut-off  values Calculated values Conclusion 

Chi-square/df ≤ 3.000 1.841 Fit 

CFI ≥ 0.900 0.925 Fit 

GFI 
TLI 

≥ 0.900 
≥ 0.900 

0.903 
0.910 

Fit 
Fit 

RMSEA ≤ 0.080 0.055 Fit 
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Source: Field Survey Data, 2023 
Note: Cut-off values adopted from Yu et al. (2014) 

Figure 1: SEM Model  

 

Table 5: Final Estimates of The Influencers and Symbolism. 
Relationship Estimate β S.E C.R P – value Hypothesis Result 

SB    ß  A 0.025 0.080 0.310 0.757 Reject 

SB    ß  SA -0.020 0.112 -0.181 0.856 Reject 

SB    ß  CC 0.085 0.130 0.651 0.515 Reject 

SB   ß  EXP -0.447 0.095 4.700 *** Not accepted 

R2 SB = 0.134 

Source: Field Survey Data, 2023 
Note: *, **, and *** are levels of significance at P < 0.05, P < 0.01, and P < 0.001, respectively. 

Table 5 presents Hypothesis 10, which demonstrates a statistically significant correlation between 
knowledge and symbolism. The beta coefficient of -0.447, the critical ratio of 4.700, and the p-value < 
0.001 all provide support for this conclusion. Conversely, a negative beta value indicates that H10 is not 
supported. If the P-value exceeds 0.1, the existing evidence is insufficient to support H1, H4, and H7. 
Consequently, it is advisable to eliminate them. 

Table 6: Final Estimates of The Influencers and Credibility. 
Relationship Estimate β S.E C.R P – value Hypothesis Result 

C    ß  A -1.250 0.052 -2.420 0.016 Not accepted 
C    ß  SA 0.283 0.073 3.856 *** Accepted 
C    ß  CC 0.594 0.101 5.864 *** Accepted 
C   ß  EXP -0.044 0.054 -0.817 0.414 Reject 

R2 C = 0.560 

Source: Field Survey Data, 2023 
Note: *, **, and *** are levels of significance at P < 0.05, P < 0.01, and P < 0.001, respectively. 
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Table 6 displays the correlation between influencer credibility and several attributes. A significant 
correlation exists between credibility and three variables: appearance, social attractiveness, and content 
development (P < 0.05). The study's results provide support for the viability of hypotheses H5 and H8, 
as shown by the positive beta values (β = 0.283; β = 0.594). The H5 hypothesis is rejected because to 
the negative beta value of -1.250.  

Table 7: Final Estimates of the Influencers and Purchase Intention. 
Relationship Estimate β S.E C.R P – value Hypothesis Result 

PI   ß  A 0.344 0.105 3.269 0.001 Accepted 

PI   ß  SA -0.300 0.146 -2.047 0.041 Not accepted 

PI   ß  CC -0.159 0.2200 -0.724 0.469 Reject 

PI   ß  EXP -0.033 0.111 -0.297 *** Not accepted 

PI  ß  C 0.847 0.219 3.873 *** Accepted 

PI  ß  SB -0.060 0.086 -0.695 0.487 Reject 

R2 PI = 0.251 

Source: Field Survey Data, 2023 
Note: *, **, and *** are levels of significance at P < 0.05, P < 0.01, and P < 0.001, respectively. 

The findings from testing hypotheses H3, H6, H12, and H13 are shown in Table 7. These theories 
propose that factors such as social attractiveness, appearance, credibility, expertise, and H3 significantly 
influence purchase intention. Within each of these groups, the p-value is below 0.05. There is a 
significant correlation between purchase intention and the beta coefficients of credibility (0.847), social 
attractiveness (-0.300), competence (-0.033), and appearance (0.344). The negative beta coefficients 
refute hypotheses H6 and H12 and support hypotheses H3 and H13. 

Conclusion 

To sum up, this research emphasises the importance of influencers in affecting client attitudes and 
intentions to make purchases, specifically in the setting of Can Tho, Vietnam. The study's results suggest 
that influencers who possess both social appeal and content production skills may significantly influence 
trustworthiness. Moreover, qualities such as aesthetic appeal and reliability have a significant impact on 
customers' purchasing intentions. The research unequivocally demonstrates the significance of 
influencers and strongly indicates that organisations should prioritise cultivating genuine and relevant 
connections with influencers. To summarise, the study's significant findings may assist firms in 
formulating efficient marketing strategies that align with their brand's principles and effectively target 
their desired consumer group. 
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