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Abstract

In recent years, influencer marketing has been favored by more and more brands. In order to really
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benefit from the use of influencer marketing, it is a must to explore the influence mechanism of influ-
encer marketing on consumers’ purchase intention. Based on the trust source credibility model, this
paper selects the trustworthiness, expertise, physical attractiveness and social attractiveness of in-
fluencers as independent variables, takes brand identification as the intermediary variable, brand
familiarity and perceived severity as the moderating variable, constructs a model of influencer char-
acteristics on purchase intention and designs and distributes questionnaires. Structural equation
model analysis, mediating effect analysis and moderating effect analysis are carried out. The research
results of this thesis show that: influencers’ trustworthiness, expertise, physical attractiveness and
social attractiveness have a significant impact on the audience’s brand identification, but the impact
of each measurement variable is different. Brand identification has a significant impact on purchase
intention and plays an intermediary role in the path from influencer characteristics to purchase
intention. Brand familiarity and perceived severity have a significant moderating effect on the in-
fluence path of influencer characteristics on brand identification.

Keywords

Influencer Marketing, Brand Identification, Purchase Intention, Brand Familiarity, Perceived
Severity

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

WTAESR, Bl A IR ER 5T o PR A5 R A V) 0 SRS i A A AR IR TE AR, AR50 5 A OB T
B, BRSRGBR 22 () 5 7 T 0A AR B 7 A N 8 (UG C)TE T 5 b R 47 AT A T B 47 e e 5 T A
RU[L]o AE—ANFR0 A A T SR, UGC {43 i AN A TE B A, 1h AT 205X L Y 25 2 A
MEHHE, A BT 2T E SRR N 2R 1045 B, S5 TR SR, SO E RS ET TFB
45 Collabstr #¢ 7, 2022 FE ML EH TN 152 123670, BT 2023 4, HIEK 2 174 {2376,
SEH 14.47%M K [2]. EREIN, WADES T W IR RS, WllF] 2025 4, ik 3] 222
13570, 2022 FEHK 46.05%. WEZO 1 (2023 L NER@EHIRE) FRONER G2 5T
PG, 2023 FELLNE B B TE RN A EEEA AP & (B4 Facebook. Instagram. TikTok. YouTube.
Snapchat) b #1587 3 H[3] .

SO R AT S, TEE R R T E B A, R e R 2 Y 2
HHIE LR IE A AR . RSO TEIEAE ERA, RBUm R (TS R Bt RIS .
WG e EZRR, PURBUAFYR AR, SRR R E YRR R, MR
IR X0} ) S 7 SR ) S M A R

HARER DL R LA AT :

T2, B MR R AR FE 00 52 A% i A [ A s2 PR 22, FEaE— 20 40 2 A R TR] % L 3K
sl AlR

FEUR, RS i R A28 P P v EG e 75 2 R ) B8] B I 2 R0 i JEOA [R] ) s 5

IeAh, B R 75 52 5 0 SOE B R B R, WG R R ™ B M 15 2 e 38 5 M o REAE 6T o
UGl

DOI: 10.12677/mm.2024.148227 1959 PACE


https://doi.org/10.12677/mm.2024.148227
http://creativecommons.org/licenses/by/4.0/

A

2. Xakszzd
2.1. SMI Fng Mo EH

FEAT ARSI 2 (Social Media Influencer, SMI)E - Freberg 25 [4] 5 SCA—Fhigi B i i 1% twitter
LA A A AR FE00 52 A AS FE AT 55 =5 15 154 - Abidin [5]01 58 22 M SevE 4 A AR S & 1047 M, K
g SCN: fEAEAS iR b, @it ek T A A s AN N BT FARTE 5, 90 KA IE bt 2 1
B, AR 2 A B 2 [ 58 22 Hgly, RIS SRR N “8oaC” , FREIE B
PLSEAR 22 T S 00 R B, W42 18 M4k, Dhanesh F1 Duthler [6]i3F— 255 1 428 S B2 0 2 (1S A
¥ RSB R, HIHE OB N, EHAC AR ES A BB IR
RN, MATERE IS E . GRIRFEEERCIE B I AR S EEFAT N

SRR 2 1) T RAR B S SMIL S AR IFAL, T a4 o 9% 7 i 5 A 2 1R O U0 2 SMIE E 4
AR FO PR SR SRS, TSRS SRS, X PR SR R D S T S B (Influencer
Marketing, IM), SCMIZEHS[7]. Ki Al Kim [8142 H 5200 & 5 85 & 76 R FH 428 B4R 52 2 (1) A8 38Rt i gt
B2 i B AR 5% AT HE ) B 5 07 A B . Lou AT Yuan [O]3 B0 2 8 Y A2 — FivEr 4 SR, e R P B
IR ) SR B BRI B PR N B SE R

2.2. [FiRASE R mEFHE

RGBTk, B ERAHEE BNERESE, AN Elk. ALRERK
JR[10]. Be SOk, (5 B TR AL (s BBl 1A AR . W AU 555 B0 MRS i, X e SR AT RE 2
O\ FI B A R AR

Hovland SF[11]715 Jed@H TSRS BEMES . S8 IS B —1 489 2 & 05 B lE BERsRan[12], =&
AN NRTTANE BRIEA IE 7715 H52[13]. Flanagin A1 Metzger [141WA (S U5 AT 45 A WA T B4 1Y,
B bt AT AT {5 o BT R AR B IR I T AR A BUE S AR RS, $R 15 B UEX T AR U ) 1
FEEEAAA AR AR HRREA I MR FE[15], 15 BBz Ry M TER & M LA, A8l &,
Bt AR KT RSP AS BRI BV AR [16]. J5 i M AS TR A SEAIE i, DL KA IR L 2 S
BIEeS, REZH NG BIR LB R EE[11] [17] [18].

HoAth 238 XHE VTS BE AT T 478 Mcguire [19]7E 2 BUBF ST SE Rl 2 b, SR B IR S| J1BAL, 48
HAE B SEIR T RIEI G| 71 WG| J48 2 OUBE B S IR AL S, sk, A, At hr ek
5552 A AU [20] . Mcguire [191KEW 51 T35 AAMEIR 51 JiAAE S 5] 7). BT 248> NSERNE A 14k
=, BIFRIaM, UARERBIIMER T 1 EEEENAELS ERrREZMET), EHETAC
545 BIRMAR AR B AN FEFE

2.3. mEIARE

AL 70 AR, BN AL AR ORI AL . AR UL R E X L, Lastovicka F
Gardner [21] #5652 ST A, DA i A RDR AN G SRR OB RS, B mT DAY 238 5 i
) S 7 R ) BR 5 R i i Keller [2204 R [RVBS S8 SCONTH 28 5 R A) 7= A IR R 20 360, 3 Pt neg A3
THTRES R ANE R, R a7 NS B R R . Tuskej &5 [23] 40
Stokburger-Sauer SE[2474F b A [F] 8 AR i REFAH B2 2 (R A ()14 R I R o

Belén del Rio 25 [2514R 4 B F& 2 SUANHLAE RN R K 4324/ i R DA ) Ja 5 42 ot BB TR, e
RT3 Y G ST AE T 9 3000 i R T A LD BT 5 5 B S AN PERHAE A — SO AR BE 1 2 b, 5 TR R
D2 DA it R 75 RN )i 9 85 o JeB A 10 At Bl 573 e 7t Y 2 3 A B2 R IR 8 (R T 2t . ER o

DOI: 10.12677/mm.2024.148227 1960 PACE


https://doi.org/10.12677/mm.2024.148227

AR

F RIS A i R [ JER B 2 ST B 3 5 it R ) (RS NI R AT SZ T 2 i A [0 8 U 00 269 28 2
I RS T2 AR A B S R R AT R B SMI SR ARE AT A A 24T 08, Ik
EUAER AN N AR TR, X B2 AR PR 2 RO R A SE 22 5 o A SRS il BN (R 8 SCPEAE R, M T
TP EEIE RS B2 AL SRR OO S R AT A R K

2'4' m;%'h

W S S R IR o B2 AU, o B S OISR AN, I JRE O T 38 AT N A% AR
F BN SR SR RE P AR E IR, AR B AT O S U T VR R B RS AT D )
TH.

Dodds [26]E SCiH 9 & W K s O 0 SRR it 0 IR 55 iR . Fishbein A1 Ajzen [27]
WA ST R A B X 77 i R 55 R I e 24 W AT A KT T EPE . Mullet A1 Karson [28] U145 11 K &
FEFE SOOI 2 0o A7 it B ot P i P R P . WU S5 [29]4 H T 2138 T S RS A B B A AR OR o
R ey S 5 A S R A o Y RT RE A

ERE UL F IO T, ASCR W KR E SON: T BRE ARSI L s SRR E ™ it B
B S5 I B AT e

25. FREMEE

Hoch FiI Deighton [30]44 #42 FE & SCONTH 2 # (6 SR i A RE i, 138 RAA) 511%™ i B Ek
B2 K0 5% I 236 A AR ) B B . Alba AT Hutchinson [31]3A At 77 i B AR 55 1) i ek 3 2% BE VR T 98 2 B I
(15 AR DG A S B, PP RIS P LU BB A0, 3 P Eah A ek
TE[32] o i R AR S B 17 9l 3 06k it R V0 A 362 RO R2 E (33, 5 A 8k R JE BT A6 9% (10 B[] B B 4H 56 [34]
2.6. RMEBFMITHEBAEMY

ETHERIIR, 2 NMCE HES SR g 2 7. REWH, 4 MG AREIIT N
ST 2T P 0 TR SRR AR BE[35]-[38], N I L i R I 55 437 A A T 2 [39] [40]. 7
A ARSI, FIREAFTEMZLER 55 IS, oot 5 HOAE G 1 R G e, AEAE SCRIE FL AR 2D o [FIE
TEALAC AR R 22 5 5 3 R /AT T 225 F IR B R G R, RIS A i 2 5 AT it 5
FHOR IR S0 B R S

FERFAT NIE XL, Verkuyten S5 [41]452 i FAT 2 A R TR0 KU 15 55 M4 47 28« DeHart-
Davis [42]3I\ A AT A2 BB TV Ab S A A N f9 47, 55 AT AR

JEER R 7 A I 9 T 97 T SR I T R P ) B VR [43] . Zhu T Chang [43]0F 4k 146 N RE AT Ay
HEATHETE, 503 W IR N 7™ BV A7 T s i 1) U AT AN TR 5, V8 2 ™ B bk vy, e S BE 5 Y,
BEALHE 0 B0 NTE R B Ui AR, AR A S i e i A ik
3. FEESMRREE
3.1. ®NgE$FES MR

Ohanian [44]42 B VR A (5 B I =N gE NS . b RIRAI 51 F1, Mcguire [19]053F— 5K 1% 51
153 NHMRW G| JIFA 251 Ty o R CAER S NE RO 2 N, A 535 0 N FH 3 52
BEMAIR . ASCEETERTES AT, 4G A SO 70 ARSI 2 IREAE R 2 3 REAE R 4 S DU
ANERE: WIS RlbE. SRR I RR SRS 7.

McCroskey F Teven [4513A A ] {5 B2 2 A5 7 & 1 — AN BIURARFAE , R0 5 32 A0 T A i IR VA JEL 1) 4

DOI: 10.12677/mm.2024.148227 1961 PACE


https://doi.org/10.12677/mm.2024.148227

A

ZRERE o FIRAIER A IERELLTE B B s D A e v, ST, $Em A A RN BE[46], AT 2 i S 2 R
[44]. ISR HAR G

Hla: 5002 (1] {5 B2 1E ] 500 i R ] o

AT TR, A5 BRI AR K /] PLFAR S NI R [47], B b iR Re g i ik i o #5[48]-
[50], 7E4 NRF WU, AR R 98 2 AT 2 AN A LE A Tl AR NSRS, J0H
FETE AR EEHUER[47]. 2R, ARG ANE B Re R mi 2238 A5 B [49] [51],  1E [AISAMA Sl A B AT
W[47], 0 55 i 2R [52] fEME B e A 5RE) SR 1L . hitl, R ER%:

Hlb: §E0AE P I [ 520 i A (R .

O TAL G NG . TR EE SIS, RIANEW G| s dert 2 T8 B A
(155 5% 557 ST P T AN [53] [G4]FIAS BE[55] kS AE[56]. 7= S VPN [55] BA KW 3K = R
[55]-[60]. AZ&A:AE 52 BIASEAE B2, 4N RIR 51 R —Fam (S 5 . MmE ARGl /)
IGMEIT, Al AT AT BEBE 2 B W S AR BT R ), FRAEMACO B R AR EN R . S2m & (R AR 5] gt
AT REL b Y QR8O = AR ORI, R (RS2 2 T G mT DATE A kb A% i b R A E AN B8, A Bh T3
R PR SRR A F R EH U R

Hlc: FZMaZ (AR 5] 77 1E 1] s i R I o

FEER 51 7 RIH 23 B 515 BRI AL SRR FE[19] o B BF 70, WA [R) IR 7= 2B 5T A AU
PRI, 24 e R B B B S AR R R T T AFAE AR, (B8 5 P A A R IX A ]
SR ALY P38 A T2 - RANZ A E 0. SERATN[61]. OHEI2ES Byrne [62]32 H T AL
PR GRS B AT A S AR 5 SRS T A ML Z AR S, TE AR £
JFTEMAL, ABATSTE O B S X PR IR R, B AR A SR 5] e, A2 S A AT
FRE W XN RN AT 23R, MR B B2 e 2 A ) ot R AR TR 2N . B MR

H1d: 20 iR 22 W51 07 IE [ 520 A TR .

32. MMIARISHMIERE

O R TR B i P R 0 A SRS 7 2520 - 4 Onkevisit A1 Shaw [63]45 H . 1 2% 2 (i 4 1
5B HMAARALE . HA MR RS 2w R RB K SR f . Belk [64]RIBIF TTHE HiTH 938 B e Rk
FEREUS PRI B BRI A dh, 2 a0 R il BES %04 T 9 10 B SRR I, 0 12 o it mT DA B
W R AR B IR HEIE SR . iR h R

H2: b RO TR I 1] 5 ) S R

3.3. mARIK BT ER

Belén del Rio “5[251%61E 1 9 2 A il PO [ £ 203 25 B8 S8 AT 9 "B i R rhi2 2 1 v A
Mo FEME R mE LR, S0 R fe e 2t A & B B B R 5 B BOE R — 2, M BIX A
—HPEE RN, WA E BN FZA R, A S R A I Sz . S5 HL AT H2 SR
ARSI T AL % 33 it RO R ) e A Gt v 9t 2 7= AR SR M, i th R ARG

H3: BRI [R5 0 2 R P T SE R B R % AR ke A AR

3.4. mEFREERETIER

TH P S SR 2 R I AR BE R A GE L 2 S MY 28 VP . IRAE S BE AT I B, 24 938 X el R
MIRERE IR, AT 5 T A BRAE, XA AR BE 05 A e BE 5 WA SC M5 2., HETIT (2 AV 9 2
TR ) SRRV S5 o T, AR SCHR Y i oA P 2 T R M R ALE 55 3 2 3 A TR 2 TR

DOI: 10.12677/mm.2024.148227 1962 PACE


https://doi.org/10.12677/mm.2024.148227

AR

KFo TS 5 2 A fid )7 3O B B AGE I, IR BERE X P SRR BN R, 2
HERZ e PRy NGl PN s e

Ha: it AR BEAE RN 2 R A 3 RO ) PR e e 1 1 1

Haa: i A FEAE RAN & (1 RT A5 B 21 it R[] R I R R R 1 AR

HAb: it i 2 28 PR AE 5 00 35 1) MU AR 380 it DA ) e e e a2 3 4

Hac: & AR FEAE AN & (AR 5| 30 B ) O I e kR R R AR A

HAd: b F AR AR LR AL R 51 0 28 RO R PR A B 1 5 1 A

35 HEH™EEMMIEBIER

X R ER AL DX (BT TR B, S ARG AN 45 7T RE 2 AE H ARIRIFE £2[65] o 78 44 NN S AUk, 1A B 73R W],
BY NI KRR, A RE L 54 N —R51E LG, T8 2% R S S 2 b A TS By
RE P i AEREI TR [66] . PRI, S 44 N A5 B S B0k 44 NS EE, 80 S0 T 2135 ) A R A
WK . M B RIEER, WA H RS AR SR FISE it 4, JF B A is sl e
W 2R BZ A i L, AT SZ M 28 00 RIS B, ARG BER IR ™ SV (T i, X
TR R . dtt, SRR

H5: RS ™ P R 0 2 R 1L 3 i A [R] A e A B2 3 VR

H5a: JEGRN ™ S AR RAM & (10 R A5 B2 21 i R ) R I R R R 1 AR

HS5b:  JER1 ™ LR AE S22 L bk 20l R (e R e A A A

H5c: JEJA ™ S AERAM & (1 AR 5] 30 B ) B T R v kR R R AR A

H5d: B EAE AR R AR R 51 0 2 RO R R A P 1 5 1 A

SR U B, SRMASCRIRT U, i 1 FR:

il S AR
AR !
AT {5 EH4
: H3
%ﬂk‘ﬁ H1 d H2
y A R
|
SRR B h |
| H5
[}
e s ) :
JEG ™ 5

Figure 1. Research model
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Figure 2. Model fitting diagram
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Table 1. Structural equation model fitting index
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Table 4. Fitting index of structural equation model of moderating effect of brand familiarity and influencer characteristics
4. mMEREE SR NE AT ST BRI SR

AR Tkt HhRWEI 71 RS E P
A AR bR B A

TR A TRbRE TR A TRbr A

2ldf 1< Pldf<3 2.370 2.246 2.208 1.992
RMSEA <0.05 0.059 0.056 0.055 0.050
GFI >0.90 0.886 0.888 0.890 0.897
AGFI >0.90 0.856 0.859 0.862 0.870
NFI >0.90 0.905 0.905 0.911 0.913
IFI >0.90 0.943 0.945 0.949 0.955
TLI >0.90 0.933 0.935 0.940 0.947
CFI >0.90 0.943 0.945 0.949 0.954

Table 5. Test of moderating effect of brand familiarity
5. mABAREEETYNARK

AT ERREAS T ARiE L BB B SE. CR. P

A RE L x ATE BE— il A TR 0.102 0.103 0.050 2.064 -

MR x El i — AR 0.083 0.104 0.039 2.102 -
M RRARIE x ARG JT— A LR 0.028 0.032 0.040 0.717 0.473

iR x AT T — S AT 0.138 0.114 0.060 2.284 -

T, " lERoR PAEAE 0.001, 0.01, 0.05 K HEE.

5.5.2. BXEN=E MR BT B

Kot R T P P U ROSLEA T I0AIE 5 4 P R T RN S M T PR R L A Fe b 2 6 Fow, LA
U JYERELHINEE R ENE 7 fiR, R EESHEmE G Bt ARSI .
S 5] A7 5 R R 2 18] (96 2P AR IR AR R . (RS HE 378 BI58AIE

Table 6. Fitting index of structural equation model of moderating effect of perceived severity and influencer characteristics
2 6. AT E M SR MBS HF BRI &R

AfE Eolbtk HhRWE1 1 S EP)
EIEE VNS R 7 T b
TR A TRbRE TR A bR A
Pl 1< 2ldf<3 2.812 2.896 2.942 3.137
RMSEA <0.05 0.048 0.049 0.049 0.052
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ik
GFlI >0.90 0.931 0.929 0.929 0.928
AGFI >0.90 0.911 0.908 0.908 0.905
NFI >0.90 0.968 0.966 0.965 0.964
IFI >0.90 0.979 0.978 0.976 0.975
TLI >0.90 0.975 0.973 0.972 0.970
CFI >0.90 0.979 0.977 0.976 0.975

Table 7. Test of moderating effect of brand familiarity
7. BAEMNETAARR

i AbriEftiT bRt R BB S.E. CR. P
I EANE x WAF R~ d AR 0.059 0.157 0.059 0.014 .
R ENE x b~ S 0.081 0.188 0.015 5.241
RREIPEENE x ARG S — SRR 0.046 0.100 0.017 2.795 -
AN x AR RG]~ SR 0.029 0.074 0.014 1.998 -

W, 7, ORISR PEAE 0.001, 0.01, 0.05 /KT EREE.

6. ARG SEREIN
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