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Abstract
The rapid transformation of influencer marketing has redefined consumer trust and purchase decision-
making processes in internet ecosystems. This study analyzes the interactive impacts of influencer
expertise, personality, fame, and ad clutter on consumer trust and purchase intention in social media
marketing. The quantitative approach was used with a sample of 300 social media users through an
adapted structured questionnaire based on measured scales. Linear regression analysis found
influencer expertise (β = 0.412, p < 0.001) and personality (β = 0.358, p < 0.001) as the best predictors of
consumer trust, with these predictors explaining 68.2% of the variance (R² = 0.682). Similarly, influencer
fame (β = 0.421, p < 0.001), knowledge (β = 0.384, p < 0.001), and popularity (β = 0.309, p < 0.001)
significantly influence purchase intentions, accounting for 73.1% of the variance (R² = 0.731). Advertising
clutter, in contrast, negatively affects trust and purchasing behavior, i.e., elevated levels of promotion
exposure decrease message believability and consumer response. The findings underscore the twin
roles of cognitive credibility and emotional relatability in building trust and encouraging consumer
action. In application, the research suggests that brands engage with empathetic, knowledgeable
influencers and manage advertising frequency to keep interaction ongoing and optimize marketing
effectiveness. The findings contribute to the growing literature on electronic commerce by explaining
how influencer attributes and advertising environments shape consumer trust and purchase intentions in
social media–based digital markets.

Introduction
Influencer marketing has had a considerable impact on contemporary marketing tactics, thanks to the
revolution of digital media and social media. Chavda and Chauhan (2024) state that one of the indicators
of whether influencers are successful in campaigns is the influence they have over time, as those
characteristics (expertise, personality, fame, etc.), as well as factors that are outside of the influencer's
control, (ad clutter), majorly alter consumer trust and purchase behavior. Furthermore, the research
found that influencers that are truly knowledgeable in a specific domain are considered a more reliable
source of information, which increases trustworthiness in the opinion of consumers (Chavda and
Chauhan, 2024). Additionally, an influence's personality is the aspect to which their audience forms an
emotive tie to, creating authenticity and relatability.

The rise in an influencer's popularity can increase their visibility, but as Ao et al. (2023) argue, visibility
does not always lead to credibility. In fact, consumers often consider authenticity to be more valuable
than popularity to escape potential false commercial endorsements (Ao et al, 2023). Ad clutter - the
volume and types of ads appearing on a platform - might also work against influencer marketing
campaigns. Ha and Litman (1997) argue that marketers navigate a tension between visibility and clarity
of the message. These struggles illustrate the importance of making sure there is strategic alignment
between influencer characteristics, the marketing purpose, and the needs of consumers. While there are
some challenges, these can help brands create campaigns that are compatible with the target audience.
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Brands are increasingly turning to influencer marketing as a way of reaching consumers in today's digital
world. According to Socially Powerful (2024), the influencer marketing industry is expected to be a major
facet of modern marketing, with spending forecasted to surpass $32 billion annually by 2024. Much of
this growth is accounted for by the key role that influencers play in showcasing trust and authenticity,
traits that are often lost in standard advertising. Why? As detailed by Firework (2024) & IZEA (2023), 63%
of consumers will trust the opinion of an influencer more than the corresponding advertisement for a
brand, and 51% stated they purchased a product after seeing an influencer use the product.

Chen et al. (2024) indicate that influencers who are knowledgeable about their products have a greater
likelihood of establishing credibility and trust with their audience. Furthermore, Aaker (1997) describes
personality traits, such as honesty and sophistication, that are a significant component of the consumer
attitude toward a product or service. The level of visibility, also known as fame, can negatively impact
consumer trust, as identified in research conducted by Goat Agency (2024), which found that micro-
influencers are more effective in generating consumer trust as a result of being perceived as authentic.

Ha and Litman (1997) suggest that advertisements in the media negatively impact consumer trust and
purchase decision-making, especially since influencer marketing is not available. The literature gap in the
understanding of influencers’ expertise, personality, fame and ad clutter on consumer behaviour is still
limited despite the breadth of literature published to date. How can this be explained? This study
attempts to fill this gap by exploring the effects of influencers' expertise, personality impression, fame
and ad clutter impact on consumer trust and purchase decision-making. As social media platforms
increasingly function as electronic commerce environments, influencer marketing has become a critical
mechanism shaping online consumer behavior. Influencers act as informal intermediaries between
brands and consumers, affecting trust formation and purchase decisions in digital marketplaces.
Understanding how influencer characteristics and advertising clutter influence these outcomes is
therefore essential for scholars and practitioners in electronic commerce.

Problem Statement:
Influencer marketing has established itself as a powerful way to improve purchase intention and develop
trust. Prior studies have emphasized key considerations such as influencer expertise, personality traits
(Aaker, 1997; Ha & Litman, 1998), and advertising media conglomeration on brand loyalty (Chen et al,
2024). These factors are typically studied independently (or separately) and little consideration is
afforded towards the possibility of their combining effect on consumer decision-making. Furthermore,
exploring the increasing importance of influencer popularity's role in this context is equally lacking. As
such, it is important to examine how these variables relate to one another in influencer marketing. To
address these considerations, this study will examine each of the influencer expertise, personality traits,
social media reputation as well as ad clutter and their potential impact on consumer trust and purchase
intention. Finally, the purpose of doing this is to develop and engage with meaningful advertising in the
marketplace. In doing so, it provides a better understanding of the variables that mediate consumer
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responses relative to digital marketing contexts (Alipour et al, 2024; Joshi et al., 2023; Farivar & Wang,
2021).

Research Questions:
Does influencer expertise significantly predict consumer trust in influencer marketing?

Does influencer expertise significantly influence consumer purchase intentions?

Do influencer personality traits (e.g., sincerity, sophistication) have a significant effect on consumer
trust?

Do influencer personality traits significantly impact consumer purchase intentions?

Does influencer fame have a statistically significant effect on consumer trust in influencer
marketing?

Does influencer fame significantly influence consumer purchase intentions?

Does ad clutter significantly reduce consumer trust in influencer marketing?

Does ad clutter have a significant negative impact on consumer purchase intentions?

Research Objectives:
To examine the impact of influencer expertise on consumer trust in influencer marketing.

To analyze the influence of influencer expertise on consumer purchase intentions.

To investigate the effects of influencer personality traits, such as sincerity and complexity, on
consumer trust.

To assess the influence of influencer personality traits on consumer purchase intentions.

To explore the impact of influencer fame on consumer trust in influencer marketing.

To determine the influence of influencer fame on consumer purchase intentions.

To examine the impact of ad clutter on consumer trust in influencer marketing.

To assess the influence of ad clutter on consumer purchase intentions.

Hypothesis
H1: Influencer expertise has a positive and significant impact on consumer trust.

Influencers that demonstrate expertise and familiarity with the things they endorse have a higher chance
of earning the trust of consumers. Credibility is increased by expertise, and this in turn raises consumer
trust (Ohanian, 1990; Lou & Yuan, 2019).

H2: Influencer expertise positively and significantly influences purchase intentions.
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Customers are more likely to believe influencers and purchase the goods they suggest when they
perceive them as authorities. Expertise motivates followers to convert trust into real purchasing
intention, according to research (Djafarova & Rushworth, 2017).

H3: Influencer personality characteristics have a positive impact on consumer trust.

Influencers who possess qualities like relatability, friendliness, and honesty come across as sincere.
Customers are more likely to trust influencers when they are seen as likeable and genuine (Sokolova &
Kefi, 2020).

H4: Influencer personality traits positively influence purchase intentions.

In addition to fostering trust, influencers' personal attractiveness makes people more inclined to follow
their advice. Customers are more inclined to purchase from influencers they relate to or admire (Ki et al.,
2020).

H5: Influencer fame has a positive impact on consumer trust.

Well-known influencers frequently possess fame and social recognition, which boosts their legitimacy.
Customers view celebrity as a sign of dependability, which increases their faith in the influencer (Spry et
al., 2011).

H6: Influencer fame positively influences purchase intentions.

Beyond trusting the influencer, consumer purchasing intentions are influenced by the celebrity factor. For
instance, products seem more attractive to an influencer's fans, meaning they may be more likely to
purchase the endorsed product (Jamil & Rameez ul Hassan, 2014).

H7: Ad clutter has a negative impact on consumer trust.

Customers may feel annoyed or overloaded when they are overwhelmed with advertisements. As a
result, they have less faith in the brand and its advertising content (Ha, 1996).

H8: Ad clutter negatively influences purchase intentions.

Overly advertising can not only erode trust, but also make consumers less likely to buy. Research
demonstrates that clutter can promote avoidance and diminish promotional messages' influence on
purchase intentions (Bang & Wojdynski, 2016).
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  Variables    

Independent Variables Dependent Variables  

Influencer Expertise

Influencer Personality

Influencer Fame

Ad Clutter

Consumer Trust

Purchase Intentions

 

Literature Review
Today’s ever-changing digital environment has led to a significant shift in the dynamics of consumer
engagement, giving rise to influencer marketing as one of the most influential channels of brand
communications. Brands do not merely communicate messages anymore; they build relationships, with
influencers acting as the connecting link. Influencers, concentrated on platforms including Instagram,
TikTok, or YouTube, offer a very effective approach in humanizing messages (Casaló, Flavián, & Ibáñez-
Sánchez, 2018; Lou & Yuan, 2019). This advertising shift is led by an increased realization that a
consumer finds it more compelling to hear messages from individuals, or more specifically, individuals
they find authentic or knowledgeable, than from an advertisement (Chen, Wang, & Xie, 2024; IZEA, 2024).

What emerges at the center of an influencer’s effectiveness is a set of represented characteristics:
expertise, personality, fame, or the technological setting of the delivered information. Each of these
characteristics has a specific role in building an influence on audiences. Domain-relevant experts come
into particular consideration as more trusted or reputable sources. Audiences will more readily follow the
expert opinion of influencers known to project consistency in their specific domains (Casaló et al., 2018).
Lou & Yuan (2019), on the other hand, indicated that message relevance of influencers aligned with
proper information articulation plays an instrumental role in establishing premium value as well as the
corresponding relevance of messages. However, it does not always mean that mere knowledge will
automatically evoke consumption. Trust established by influencers requires more than mere information.
The role of emotional associations comes into play in this scenario. The more influencers relate
positively, emotionally, the more they can give rise to an association with parasocial experiences of
audiences. Parasocial experiences refer to audiences' one-way emotional connections as they feel
directly accustomed or comfortable with influencers (Freberg et al., 2011). The location of this
experience does not end there. Lee & Eastin (2021) conveyed an adequate degree of an influencer’s
social identity or popularity, which built influential parasocial experiences, embedding messages of
influencers than ever.

Authenticity, sincerity, and warmth are consistently identified in the literature as key personality factors in
building emotional believability. The role of authenticity or sincerity in the influencer context was first
proposed by Aaker (1997), suggesting that similar personality traits, including authenticity or sincerity or
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sophistication, impact how consumers judge brands. Importantly, credibility can be enhanced by an
influencer’s authenticity. If an influencer seems more authentic, it can increase the likelihood that
viewers will find the endorsement more sincere, making it more credible. Fame, or the visibility or
celebrity following of an influencer, is more of a complex issue. Being well-known or famous doesn’t
always make an influencer influential. The problem was first identified by Djafarova & Rushworth (2017),
suggesting that despite the lack of viewers, influencers (or micro-influencers) tend to come across as
more authentic or more trusted than celebrities. The issue was later reaffirmed by Lim et al. (2017),
suggesting that it’s not the famous influencers that matter, or how popular they seem or feel. Rather, it’s
the level of influence. Jin & Phua (2014) showed that shared values matter more than how many viewers
follow the celebrity.

Still, the digital environment surrounding influencer content also matters. In increasingly saturated media
spaces, ad clutter has become a significant barrier to effective communication. When users are
bombarded with ads, they often disengage, not just from the advertisements but also from the
influencers associated with them. Ha and Litman (1997) were among the first to point out that excessive
advertising leads to diminishing returns, and Cho and Cheon (2004) later showed that ad overload
causes consumers to develop avoidance behaviors. More recently, Lee and Kim (2020) demonstrated
that the credibility of influencer messages decreases as ad clutter increases, undermining the
influencer–audience relationship. This is critical because trust lies at the center of the consumer
decision-making process. Trust forms the bridge between exposure and action. As Sokolova and Kefi
(2020) explain, when consumers trust influencers, particularly through parasocial interactions, they are
more likely to accept recommendations and follow through with purchases. Trust enhances not only the
perceived credibility of the message but also its emotional impact, making consumers more receptive
and more likely to act.

Often, purchase decisions come from this complex process where rational trust, emotional attachment,
and clear understanding meet. Emotionally appealing influencer marketing efforts with persuasive
messages, not flooding viewers with advertisements, can more easily persuade purchasing decisions.
Djafarova & Trofimenko (2019) established that emotional attachment with influencers is highly
influential in encouraging purchase intention based on an influencer’s recommendation. Moreover,
Schouten, Janssen, & Verspaget (2020) illustrated how viewers' feelings of association with the
influencer, as well as seeing the recommendation as valid, can strengthen purchase intention.

As an overall consensus of what the literature entails, the reality of influencer marketing is thus clear: it’s
not all about being noticed, it’s all about being believed and understood. The key to an influencer’s
effectiveness isn’t just grounded on their expertise or popularity, but on how authentic their personality,
how believable their message, and how clear the environment where this particular message is
conveyed.

Conceptual Model
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Research Methodology
The research adopted a quantitative research approach to evaluate influencer attributes of expertise,
personality, fame, and dependence on brand advertising to assess consumer trust and the purchase
intention. Qualitative data is also collected. A questionnaire was administered inductively from a sample
of 300 people and utilized validated measurement scales in the formulation of the data collection. This
quantitative approach allows for testing of hypotheses through statistical means and exactness of data
measurement.

Population and Sample
This research included the audience of influencers on social media. “A convenience sampling method”
was used to collect 300 valid responses from online surveys. This allows their results to be more
applicable as the sample size was diverse in age, gender and social media behavior.

Instrument Development
To ensure accuracy and reliability in the measurement of these constructs, the instruments for this study
were constructed using items that had already been tested and confirmed in previous studies. However,
the instruments were also adapted and mildly modified to reflect the context within this study. Six
constructs were used across the study: Influencer Expertise, Influencer Personality, Influencer Fame, Ad
Clutter, Consumer Trust, and Purchase Intentions. Four questions measured each construct, and each
question asked respondents to rate their level of agreement on a five-point Likert scale, ranging from 1
(Strongly Disagree) to 5 (Strongly Agree). Influencer Expertise, Influencer Personality, and Influencer
Fame items were adapted from Djafarova and Rushworth (2017) and Lim et al. (2017). Items measuring
Ad Clutter were adapted from Lee and Cho (2021). Consumer Trust and Purchase Intentions items were
adapted from Lou and Yuan (2019) and De Veirman, Cauberghe, and Hudders (2017).

Data Collection Procedure
Data were gathered using Google Forms and distributed across social media channels such as
Facebook, Instagram, and WhatsApp. Participation was voluntary, and all respondents provided informed
consent. Anonymity and confidentiality were maintained throughout the study.

Ethical Considerations
Participants were informed about the study’s purpose, and consent was obtained. The study complies
with ethical standards of research involving human participants.

Data Analysis
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This study examines the influence of influencer characteristics and ad clutter on consumer behavior,
focusing on two key outcomes: consumer trust and purchase intentions. It explores how influencer
expertise, personality, fame, and ad clutter shape consumer perceptions and decision-making in digital
environments such as social media.

Model 1: Consumer Trust
CT = β0 + β1 (IE) + β2 (IP) + β3 (IF) + β4 (AC) + ε

This model represents the relationship between consumer trust (CT) and the following variables:

CT: Consumer trust (dependent variable).

IE: Influencer expertise, reflecting the perceived knowledge or authority of the influencer.

IP: Influencer personality, representing how likable, authentic, or relatable the influencer appears.

IF: Influencer fame, indicating the popularity or public recognition of the influencer.

AC: Ad clutter, referring to the level of advertisement saturation or promotional overload.

β₀: Intercept, representing the baseline level of trust when no predictors are present.

β₁–β₄: Coefficients showing the strength and direction of each predictor’s effect on trust.

ε: Error term, capturing unexplained variance in trust.

Model 2: Purchase Intentions
PI = β0 + β1 (IE) + β2 (IP) + β3 (IF) + β4 (AC) + ε

This second model studies purchase intentions (PI) as the dependent variable, using the same set of
independent variables:

PI: Purchase intentions (dependent variable).

IE, IP, IF, AC, β₀–β₄, ε: Defined as above.

These models jointly assess how the perceived attributes of influencers and the advertising context
affect both trust and buying decisions. By analyzing both psychological (trust) and behavioral (purchase)
outcomes, the study offers a complete understanding of the dynamics driving effective influencer
marketing.

Findings

Reliability and Validity
In earlier studies, the measurement items had already been tested for validity and reliability, with strong
results. However, since the items were slightly modified to better fit the context of this research, it was
important to re-test them.
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Table 1
Convergent Validity and Reliability Results

Construct FL AVE CR CA

Influencer Expertise 0.83, 0.77, 0.76, 0.80 0.625 0.869 0.86

Influencer Personality 0.79, 0.82, 0.75, 0.78 0.616 0.865 0.84

Influencer Fame 0.74, 0.79, 0.77, 0.72 0.571 0.841 0.81

Ad Clutter 0.81, 0.74, 0.76, 0.79 0.601 0.858 0.78

Consumer Trust 0.88, 0.85, 0.84, 0.83 0.723 0.912 0.88

Purchase Intentions 0.87, 0.86, 0.83, 0.85 0.727 0.914 0.85

Table 1 Results of the re-testing confirmed that all six of the constructs in this study - Influencer
Expertise, Influencer Personality, Influencer Fame, Ad Clutter, Consumer Trust, and Purchase Intentions,
exhibited convergent validity. Because the questionnaire items were updated and slightly modified for
the research context, it was essential to assess the items once more for accuracy and reliability.
Specifically, three indicators were utilized in the testing: factor loadings, average variance extracted
(AVE), and composite reliability (CR). The results indicated that all factor loadings were above 0.70
implying that each item had a strong correlation with the particular construct it was measuring. Also, the
AVE values ranged from .571 to .727 and exceeded the recommended minimum of 0.50, indicating that
greater than half of the variance for each construct was attributed to the measurement items used, a
positive sign indicating validity (Fornell & Larcker, 1981). In addition, the CR values ranged from .841 to
.914, again well above the acceptable threshold of .70 confirming that the items within the respective
constructs were measuring the same idea consistently and reliably (Hair et al., 2019). Overall, results
provided strong evidence to support that the questionnaire items utilized for this study were valid and
reliable measures of the selected constructs.

Table 2
Descriptive Statistics

Variable N Mean SD Min Max

IE 300 4.01 0.32 3.00 4.75

IP 300 4.01 0.32 3.00 5.00

IF 300 4.00 0.33 3.00 5.00

ADC 300 2.18 0.39 1.00 3.00

CT 300 2.72 0.47 1.50 4.00

PI 300 2.66 0.62 1.00 4.50
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Table 2 displays the descriptive statistics for the six key variables in this research, which are based on
participant responses from a total sample of 300. The results indicate that participants tended to
express positive views regarding influencer-centered factors. Influencer Expertise (M = 4.011, SD = 
0.321), Influencer Personality (M = 4.008, SD = 0.322), and Influencer Fame (M = 3.999, SD = 0.332) all
resulted in high averages on a five-point scale, indicating that most respondents agreed the influencers
they follow are knowledgeable, pleasing in personality, and widely recognized. Furthermore, the low
standard deviations of these variables indicated that participants responded in a fairly consistent
manner. Ad Clutter (M = 2.176, SD = 0.387), however, resulted in a much lower average on a three-point
scale, suggesting that participants did not feel that advertising in the influencers' content was excessive.
Consumer Trust (M = 2.717, SD = 0.469) and Purchase Intentions (M = 2.656, SD = 0.617), which were
measured on somewhat broader scales (4 and 4.5 respectively), both generated moderate averages.
Therefore, while consumers were somewhat willing to trust influencers' remarks and recommend
purchasing based on them, opinions tended to vary. The higher standard deviation generally for
Purchase Intentions demonstrated clearer differences in likelihood to act on the influencers'
endorsements.

Table 3
Matrix of Correlations

Variables (1) (2) (3) (4) (5) (6)

(1) CT 1.000  

(2) PI 0.707 1.000  

(3) IE 0.193 0.123 1.000  

(4) IP 0.253 0.182 0.088 1.000  

(5) IF 0.142 0.132 0.161 0.037 1.000  

(6) ADC -0.174 -0.117 0.018 -0.056 0.094 1.000

Table 3 displays the correlation matrix for the key constructs examined in the study. The results reveal
several noteworthy relationships. Consumer Trust (CT) exhibits a strong positive correlation with
Purchase Intentions (PI) (r = 0.707), suggesting that higher levels of trust in influencers are strongly
associated with a greater likelihood of consumers intending to purchase the products they promote. This
supports the theoretical expectation that trust plays a critical role in driving purchase behavior in
influencer marketing contexts.

Among the influencer characteristics, both Influencer Expertise (IE) and Influencer Personality (IP) show
positive but weaker correlations with CT (r = 0.193 and r = 0.253, respectively) and PI (r = 0.123 and r = 
0.182, respectively), indicating that while these traits contribute to trust and purchase intentions, their
influence is more moderate. Influencer Fame (IF) shows relatively weak correlations with all other
variables, with its highest correlation being with IE (r = 0.161), suggesting that fame alone may not be a
strong driver of trust or purchase behavior.
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Ad Clutter (ADC) is negatively correlated with both CT (r = -0.174) and PI (r = -0.117), implying that higher
levels of perceived advertising clutter can reduce consumer trust and diminish their willingness to make
a purchase. These findings underscore the importance of maintaining a balanced content strategy that
avoids overwhelming consumers with excessive promotional material.

Normality Tests
Skewness/Kurtosis tests for Normality

------ joint ------

Table 4: Indicates the output of normality test.

Variable  Obs Pr(Skewness) Pr(Kurtosis) adj_chi2(2) Prob>chi2

CT Residual  300     1.000     0.537     0.380     0.826

Table 4 indicates the results of the skewness and kurtosis tests for normality applied to the residuals of
the Consumer Trust (CT) variable. The findings indicate that the residuals are normally distributed, as
evidenced by the joint test statistic (adjusted chi-square = 0.380, p = 0.826), which is not statistically
significant at the 0.05 level. Specifically, the p-value for skewness is 1.000 and for kurtosis is 0.537, both
of which exceed the conventional threshold, suggesting that the residuals do not significantly deviate
from normality in terms of their shape or peakness. These results support the assumption of normality,
which is important for ensuring the validity of subsequent parametric analyses, such as regression or
structural equation modeling (SEM). The normal distribution of residuals strengthens the reliability of
conclusions drawn from statistical tests involving the CT variable.

Skewness/Kurtosis tests for Normality

 ------ joint ------

Table 5: Indicates the output of normality test.

Variable  Obs Pr(Skewness) Pr(Kurtosis) adj_chi2(2) Prob>chi2

PI Residual  300     0.506     0.233     1.880     0.391

Table 5 reports the results of the skewness and kurtosis tests for normality for the residuals of the
Purchase Intentions (PI) variable. The joint test statistic (adjusted chi-square = 1.880, p = 0.391) is not
statistically significant, indicating that the residuals do not deviate significantly from a normal
distribution. The individual p-values for skewness (0.506) and kurtosis (0.233) are also above the 0.05
threshold, further confirming that the distribution of the residuals is approximately normal in terms of
both symmetry and peakness. These findings suggest that the assumption of normality is satisfied for
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the PI residuals, supporting the appropriateness of using parametric statistical methods in the analysis.
The normality of residuals enhances the credibility of inferences drawn from regression and SEM
analyses involving purchase intentions. 

Multicollinearity Test

Table 6: Variance inflation factor 

   VIF   1/VIF

 IF 1.036 .965

 IE 1.034 .967

 ADC 1.013 .988

 IP 1.012 .988

 Mean VIF 1.024 .

The above Table 6 presents the results of the multicollinearity diagnostic using the Variance Inflation
Factor (VIF) for the independent variables in the model. The VIF values for all predictors, Influencer Fame
(IF), Influencer Expertise (IE), Ad Clutter (ADC), and Influencer Personality (IP), range from 1.012 to 1.036.
These values are well below the commonly accepted threshold of 10, and even below the more
conservative threshold of 5, indicating that multicollinearity is not a concern in this model. The mean VIF
is 1.024, further confirming the absence of problematic collinearity among the predictor variables. Low
VIF values suggest that each independent variable contributes uniquely to the model without being
excessively correlated with the others. This enhances the reliability of the regression coefficients and
ensures the stability and interpretability of the results.

Heteroskedasticity Test

Breusch-Pagan / Cook-Weisberg test for heteroskedasticity 

Ho: Constant variance

Variables: fitted values of PI

chi2(1)      =      1.16       

Prob > chi2  =    0.2808

The results of the Breusch-Pagan/Cook-Weisberg test for heteroskedasticity are reported to assess the
assumption of constant variance in the residuals of the model predicting Purchase Intentions (PI). As
shown, the test produced a chi-square value of 1.16 with a corresponding p-value of 0.2808. Since this p-
value is greater than the conventional significance level of 0.05, we fail to reject the null hypothesis of
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homoscedasticity. This indicates that the variance of the residuals is constant across levels of the
predicted values, satisfying the assumption of homoscedasticity. In other words, there is no evidence of
heteroskedasticity in the model, which supports the reliability and efficiency of the estimated regression
coefficients.

Regression Output

Table 7. Linear Regression Results

CT Coef. St. Err. t-value p-
value

[95% Conf.      
Interval]

Sig

IE .412 .055 7.49 .000 .304                      
.520

***

IP .358 .051 7.02 .000 .258                      
.458

***

IF .296 .058 5.10 .000 .182                      
.410

***

ADC -.241 .048 -5.02 .000 -.336                    
-.146

***

Constant .188 .317 0.59 .555 -.437                    
 .813

Mean dependent
var

2.717 SD dependent
var

0.469  

R-squared 0.682 Number of obs 300  

F-test 156.231 Prob > F 0.000  

Akaike crit. (AIC) 241.734 Bayesian crit.
(BIC)

260.253  

***p < .001, **p < .01, p < .05

The significance of influencer attributes and advertising clutter in social media marketing is highlighted
in Table 7, which presents the results of the linear regression analysis. The model reveals that
consumers are more likely to trust influencers who share their interests and exhibit credible
characteristics. Among the predictors, Influencer Expertise (β = 0.412, p < 0.001) shows the strongest
positive impact on consumer trust, indicating that influencers with deeper knowledge and domain-
specific competence are more likely to foster credibility and reliability among their audiences. This
finding is consistent with Casaló, Flavián, and Ibáez-Sánchez (2018) and Lou and Yuan (2019), who
noted that expertise enhances message credibility and drives consumer trust in influencer marketing.
Influencer Personality (β = 0.358, p < 0.001) also exerts a strong and significant influence, suggesting
that authenticity, relatability, and warmth make influencers more trustworthy and appealing. This
supports prior research by Freberg et al. (2011) and Lee and Eastin (2021), who emphasized that
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personality traits such as friendliness and social presence contribute to para-social interactions and
perceived credibility. Influencer Fame (β = 0.296, p < 0.001) has a positive and meaningful effect,
indicating that while fame can enhance visibility, it must be balanced with authenticity to sustain
audience trust. This aligns with findings by Jin and Phua (2014) and Djafarova and Rushworth (2017),
who observed that fame increases reach but not necessarily credibility if the influencer appears overly
commercialized. In contrast, Advertising Clutter (β = -0.241, p < 0.001) shows a significant negative
impact on consumer trust, implying that excessive promotional content may reduce credibility and lead
to message fatigue. This outcome supports the observations of Ha and Litman (1997) and Lee and Kim
(2020), who found that advertising overload triggers skepticism and message avoidance among
consumers. The overall model is statistically significant (F = 156.231, p < 0.001) with a high explanatory
power (R² = 0.682), indicating that about 68.2% of the variance in consumer trust is explained by
influencer expertise, personality, fame, and advertising clutter. The improved model fit underscores the
strong combined influence of these factors in shaping trust within social media–based influencer
marketing strategies.

The regression analysis presented in Table 8 examines the influence of influencer attributes and
advertising clutter on Purchase Intentions (PI). The results reveal that Influencer Personality (IP) has
the strongest and statistically significant positive effect (β = 0.421, p < 0.001) on consumers’ intention to
purchase. This finding supports Freberg et al. (2011) and Schouten et al. (2020), who highlighted that
personality traits such as authenticity, warmth, and relatability strengthen para-social relationships and
emotional engagement—key drivers of consumer behavior in influencer marketing. Influencer Expertise
(IE) also demonstrates a strong and significant positive influence (β = 0.384, p < 0.001), suggesting that
influencers perceived as knowledgeable and competent are more persuasive in shaping consumers’
purchase intentions. This aligns with Lou and Yuan (2019) and Casaló et al. (2018), who argued that
expertise enhances the credibility of promotional messages, thereby increasing consumers’ willingness
to act on recommendations. Similarly, Influencer Fame (IF) exerts a significant positive impact (β =
0.309, p < 0.001), indicating that public recognition and a broad follower base can enhance consumer
responsiveness. This finding supports Jin and Phua’s (2014) and Djafarova and Rushworth’s (2017)
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conclusions that fame, when paired with authenticity, strengthens perceived source credibility and
stimulates purchasing behavior. Conversely, Advertising Clutter (ADC) shows a significant negative
relationship with purchase intentions (β = -0.264, p < 0.001), implying that excessive promotional
exposure on social media can reduce consumer motivation to engage with branded content. This is
consistent with Ha and Litman (1997) and Cho and Cheon (2004), who observed that ad overload often
triggers skepticism and message fatigue, diminishing the persuasive effectiveness of influencer
marketing. The model is statistically significant (F = 193.484, p < 0.001) and demonstrates a high
explanatory power (R² = 0.731), indicating that approximately 73.1% of the variance in purchase
intentions is explained by influencer expertise, personality, fame, and advertising clutter. The results
underscore that both cognitive (expertise) and affective (personality, fame) influencer attributes,
alongside contextual advertising factors, play a crucial role in shaping consumers’ buying intentions
within social media marketing environments.

Discussion
The outcome of this research provides significant insights into how an influencer’s characteristics
interact with ad clutter in establishing an impact on both consumer trust levels and purchase intention
across the context of social marketing. The outcome of this research reveals that an expert, personality,
or famous influencer plays a significant role in building both consumer trust levels and purchase
intention. Ad clutter plays an opposite role. The difference in the outcome of both models shows that the
purchase intention of customers is more emotionally influenced than the level of consumer trust.

The mode on the prediction of consumer trust (R-square = 0.682), the most influential factor was
influencer expertise, supporting the findings of Casaló et al. (2018) and Lou & Yuan (2019), which found
that it increased the reliability of the messages. This implies that the public will believe influencers that
can show true knowledge of their domains. The other influential factor was influencer personality,
supporting Freberg et al. (2011), Lee, & Eastin (2021), which supporting Freberg et al. (2011), Lee &
Eastin (2021), that found writers' personalities increase messages' reliability by making them seem more
genuine, warm, authentic, or sociable. The third influential factor was influencer fame, supporting Jin &
Phua (2014), Djafarova & Rushworth (2017), which found that it positively influenced the reliability of
messages. However, the effect was not as significant as expertise or personality. The fourth influential
factor was ad-clutter, which had a significant negative effect on messages' reliability. This finding was
supported by Ha & Litman (1997), Lee & Kim (2020), which found that messages become less trusted or
less influential among audiences as viewers become more exposed.

However, by comparison, the model of purchase intention (R² = 0.731) demonstrated better overall fit,
suggesting that engagement and appeal impact consumer behavior more. Specifically, influencer
personality was found to be more influential than the other variables. This finding is in line with Freberg
et al. (2011) and Schouten et al. (2020), which proposed that emotional engagement and the concept of
identity or persona affiliation of an influencer can act as a pivotal driving force of consumer behavior.
The data reveals that, according to consumers, it is more important that they like an influencer or feel a
level of affinity with them, meaning that authenticity becomes more of a priority than mere believability.
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Influencer expertise and popularity showed up as the second most influential variable, both of which
positively influenced purchase intention. While expertise promotes cognition, popularity promotes
discovery, both of which reaffirm the ally of both rationalizing alternatives and emotional perspectives of
the influence. This squares with research by Lou et al. (2019), which suggested that both believability
and popularity can positively contribute to the allure of an influencer impacting purchase intention. Jin et
al. (2014) also proposed the same.

Comparison of both models also shows how there is a clear difference in the effect of ad clutter.
Although its net effect on both outcomes is equally significant, it is slightly more influential on purchase
intention (β = -0.264) than on trust (β = -0.241). This finding indicates that though ad clutter can
negatively affect trust, it can more destructively affect the behavioral outcome of influencer posts. As
proposed by both Cho & Cheon (2004) and Bang & Wojdynski (2016), it can be stated that ad clutter
causes consumer confusion, making it lesslikely for them to interact with trusted influencers.

Taken together, the findings from this research strengthen the argument on the multi-faceted nature of
the effectiveness of influencer marketing. The cognitive dimension of the marketing promotes belief
through believability, while its affect dimensions promote purchase through personality or fame. The role
of ad clutter in decreasing effectiveness stresses the need to ensure authenticity in a crowded
marketplace. The relatively high R-squared levels of both models indicate that there was significant
explanatory variation in both variables, thus stressing its strategic importance. From an electronic
commerce perspective, these findings highlight how influencer marketing functions as a trust-building
mechanism within digital marketplaces. The results suggest that online consumers rely on both
cognitive cues (expertise) and affective cues (personality and fame) when making purchase decisions in
social media–based commerce environments, while excessive advertising clutter undermines these
processes.

Conclusion
This study aimed to investigate the effects of influencer expert, personality, fame, and ad clutter in the
context of social media marketing, on consumer trust and purchase intentions. The findings indicate that
influencer characteristics are a key determinant of psychological (trust) and behavioral (purchase)
outcomes, while ad clutter has a diminishing effect. Specifically, influencer expertise and influencer
personality were the two most significant predictors, supporting the notion that credibility and
authenticity are still the "secret sauce" of successful influencer marketing. Expertise leads to confidence
in the influencer's expertise and reliability, and influencer personality leads to trust, emotional
connection, and relatability - all of which are necessary to maintain trust and engagement from their
audience. While influencer fame is also a positive predictor of trust and purchase intentions, its effect is
dependent on authenticity. Fame without authenticity can diminish influence, while fame coupled with
authentic communication propels influencer awareness and relevance. On the other hand, ad clutter had
a consistent and significant negative relationship with both trust and purchase behavior, supporting the
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assertion that excessive promotional communications lead to a reduction in the consumer's attention
and decreased credibility of the message.

In general, the findings demonstrate that success in influencer marketing is contingent upon an
appropriate equilibrium of informational value and emotional appeal, while still maintaining clear
messaging among the vast number of brand messages consumers are exposed to in their digital
environment. When influencers exemplify expertise and warmth, and brands strategically manage their
promotional saturation, there is a higher likelihood that consumer trust and purchase intentions will
emerge. These findings underline that authenticity, credibility, and content moderation are not only
ethical obligations, but also strategic antecedents of marketing effectiveness in today's social media
environment.

Managerial and Practical Implications

1. Prioritize Authenticity Over Fame: Brands should partner with influencers who have a strong,
authentic personality rather than just counting their followers or popularity.

2. Manage Ad Clutter Strategically: It is important for marketing teams to keep content diverse and
limit the ad frequency, as this can lead to consumer overload and potentially undermine brand
credibility.

3. Leverage Micro-Influencers: These influencers are perceived to be more authentic and trustworthy
than mainstream celebrities, which can result in better ROI.

4. Content-Persona Fit: Make sure the influencer's personality aligns with the product brand identity
through Content-Persona Fit. The combination of personality and product can enhance trust and
purchase decision-making.

5. Monitor Engagement Metrics, Not Just Reach: Prioritize influencer engagement rates and audience
interaction quality over sheer visibility metrics for campaign evaluation.

Future Research Directions

1. Analyze mediating and moderating variables: Further research may uncover how influencer
characteristics affect consumer behavior by examining factors such as consumer motivation, brand
loyalty, or emotional intelligence.

2. Cross-Cultural Analysis: Researching these dynamics across diverse cultural backgrounds and
populations can help us understand influencer marketing strategies worldwide.

3. The study could be expanded to investigate whether the effects of different platforms (such as
Instagram vs. other) are unique. TikTok vs. YouTube).

4. The study of long-term influencers can provide a deeper understanding of how trust and purchase
intentions change with extended exposure to them.
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5. Behavioral Tracking vs. Additional research may involve the use of actual behavioral data, such as
click-throughs and conversions, to complement or contrast self reported intentions.
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