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Influencer marketing nowadays has become a critical mar-
keting communication tool. A review of the literature indi-
cates a lack of insights on how digital influencers benefit the
consumer-brand relationship. This study proposes a dual-
congruence model to examine the formation of digital influ-
encer’s self-brand engagement in the influencer marketing
context by empirically examining the following relationships:
first, the influence of self-congruity and perceived congru-
ence on parasocial interaction and influencers’ brand credi-
bility, respectively; second, the impact of parasocial interac-
tion and influencers’ brand credibility on digital influencers’
self-brand engagement; and third, the mediating effect of
parasocial interaction and influencers’ brand credibility on
the relationship aforementioned.
A self-administered online survey was conducted, which col-
lected 413 valid respondents. The results for PLS-SEM anal-
ysis showed that all the hypotheses were getting support.
This study’s findings can assist digital influencers, and man-
agers realize how to leverage digital influencers’ brands on
consumer engagement toward their brands.

1. Research Background

The flourish of social media makes digital influencers- people who have built sizeable
social networks of followers, and their followers represent their popularity (see Torres et
al. [44]) have become dominant in influencing consumer behavior (eMarketer [8]). The
budget spent on influencers marketing is expected to surpass 370 million dollars in 2027
(Statista [42]) makes it an essential and critical marketing communication strategy to
strengthen online brand engagement (Newberry [30]).

The review of influencer marketing related literature indicates that studies have
paid attention to consumer attitude (Evans et al. [11]), brand awareness (Lou and Yuan
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[27]), behavioral related intention (Lee and Watkins [24], Evans et al. [11], Dhanesh and
Duthler [6]) toward the brand that digital influencers they endorsed. However, as digital
influencers create their “own brand” or “self-brand” becomes a popular contemporary
marketing strategy (e.g., Fournier and Eckhardt [12]), studies have largely ignored this
issue (c.f., Van Grinsven and Das [46]), especially the lack of studies provides further
insights on consumer-brand (i.e., influencers’ self-brand) relationship. Accordingly, inves-
tigating the mechanism of the consumer-brand relationship between followers and digital
influencers’ self-brand becomes essential, which has been encouraged by academics (e.g.,
Moraes et al. [29]).

Brand engagement recognized as an important consumer-brand relationship outcome
(France et al. [14]). In the influencer marketing related literature, engagement-related
constructs gradually received studies attention (e.g., Hughes et al. [18], Lou et al. [26],
Park and Lin [31]). More specifically, these studies suggest that perceived congruence or
self-congruity play separate roles in strengthening the consumer-brand relationship, such
as brand attachment (Rabbanee et al. [32]), brand love (Zhou et al. [50]), engagement
with endorsed brand content (Shan et al. [37]). Surprisingly, little is known about if dif-
ferent types of congruence effects can benefit digital influencers’ self-brand engagement
simultaneously. In addition, the underlying mechanisms between how different congru-
ence effects on digital influencers’ self-brand engagement also lack well examined. This
study, therefore, examines the process through which two types of congruence effects
might affect digital influencers’ self-brand engagement.

This study refers to the fundamental process of internalization and identification ap-
plied to social media context (Kelman [19]; Sokolova and Kefi [40]) and utilizing theoret-
ical frameworks from previous empirical studies according to two mediating mechanisms-
brand credibility (which rooted signaling theory) from brand (Erdem and Swait [9]) and
parasocial interaction (Horton and Whol [17]; Xiang et al. [48]). It is believed to pro-
vide more comprehensive knowledge and contribute to the extant influencer marketing
literature. Specifically, this enables a better understanding of two individual processes
between two congruence effects - self-congruity and perceived congruence - via parasocial
interaction and self-brand credibility on influencers’ self-brand engagement.

2. Theoretical Background and Hypotheses Development

2.1. Brand signaling theory

Based on information economics, the brand can be treated as a signal for deliv-
ering information in the asymmetrical information marketplace (Erdem and Swait [9],
which is recognized as “brand signaling theory”. Among various brand signals, brand
credibility is the most important characteristic c of brand signal (Spry et al [41]). The
concept of brand credibility has been defined as “the believability of the product posi-
tion information contained in a brand” in the brand and advertising literature (Erdem
et al. [10]). Findings in recent influencer marketing literature have confirmed the role
of brand credibility on purchase intention and attitude (e.g., Lee and Kim [25]), which
implies its prominent role in understanding consumer-brand relationships. As aforemen-
tioned, this study introduced brand credibility for understanding the mechanism between
dual congruence effects on self-brand engagement in the current context.
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2.2. Parasocial interaction

Parasocial interaction (hereafter, PSI) explains the one-sided illusionary personal
relationship between a media user (e.g., member of an audience) and a media character
through advertisements or programs (Horton and Wohl [17]). Although the relationship
is one-sided, in the current context, digital influencers can influence followers’ percep-
tions and behaviors due to the existence of PSI (see Sakib et al. [36]). Following Sakib
et al. [36], the current study also recognized PSI as a two-way, more interactive context
of influencer marketing, especially on social media. PSI has been extensively investi-
gated in the media and communication literature (see Zheng et al. [49]). In the social
media-related context, it is recognized as a critical factor in fostering consumer-brand
relationships (Sakib et al. [36]). Accordingly, this study introduced parasocial interaction
for understanding the mechanism between dual congruence effects on brand engagement.

2.3. The relationship between self-congruity and parasocial interaction

By following self-congruity theory (Sirgy [38]) and Kressmann et al.’s [21]), this study
defined self-congruity as similarity, consistency, or match between the digital influencers’
brand image and followers’ image. Parasocial interaction (hereafter, PSI) explains the
one-sided illusionary sense of mutual awareness and intimacy with media personas (e.g.
celebrities, news hosts, characters) (Horton and Wohl [17]), which recognizes media per-
sonas as “real friends” (Xiang et al. [48]). While followers perceived a congruence between
the digital influencer’s self-brand image and their self-image, it seems to promote positive
psychological outcomes (Lam et al. [23]).

France et al. [14] indicated that brand self-congruity as customer-centered influ-
ences on customer-brand engagement, which implies that individuals with high brand
self-congruity will present a higher level of customer-brand engagement. Motivated by
this logic, this study argues that if the digital influencer’s self-brand image representing
followers’ personal image, the followers are more likely to show feelings of intimacy and
closeness toward the digital influencers. Thus, parasocial interaction will raise. Accord-
ingly, this study hypothesized:

H1: Follower’s higher self-congruity leads to higher parasocial interaction.

2.4. The relationship between perceived congruence and digital influencers’
brand credibility

Perceived congruence refers to the follower’s perception of similarity between the
digital influencer and their brand (c.f., Bergkvist et al. [2]). Digital influencers’ brand
credibility refers to ’the believability of the product position information contained in a
digital influencer’s self-brand (c.f., Erdem and Swait [9]). As the follower’s perception
of similarity or congruence between the influencer and their self-brands, the “meaning”
of digital influencers will transfer” to their self-brand (c.f., Torres et al. [44]). That is
to say, the higher perception of congruence between two entities will make self-brand
become more convincing. In other words, the “congruence” between digital influencers
and their self-brand implies the brand delivering a strong signal in the asymmetrical
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information marketplace, that increase its credibility (c.f., Erdem and Swait [9]). The
relationship between perceived congruence on brand credibility-related construct has
been found in the sponsorship literature (Rifon et al. [33], Wang [47]). Findings in
recent influencer marketing literature have confirmed the role of brand credibility on
purchase intention and attitude (e.g., Lee and Kim [25]). So far, although there are few
interested in the relationship between perceived congruence and digital influencer’s self-
brand credibility in the influencer marketing context, according to the aforementioned
findings and reasons, this study, therefore, proposes the following:

H2: Followers who perceived higher congruence between the digital influencers and their
self-brands lead to higher influencers’ brand credibility.

2.5. The relationship between parasocial interaction and influencer’s self-
brand engagement

In this study, influencer’s self-brand engagement refers to the followers’ positively va-
lenced influencer’s self-brand-related cognitive, emotional, and behavioral activity during
or related to focal consumer/brand interactions (c.f., Hollebeek et al. [16]). Parasocial
interaction reflects an involved relationship between the audience and the media charac-
ter that allows followers to strengthen a common interest between the two and eventually
result in higher levels of enthusiasm (Cheung et al. [3]).

Accordingly, followers can exchange their ideas toward the brand with their so-
cial connection by commenting on the brand, expressing their likes and dislikes, etc.
Therefore, followers’ affective ties with digital influencers may indicative of an engaging
relationship between followers and digital influencers’ self-brand. In other words, paraso-
cial interaction are expected to enhance followers’ engagement with digital influencers’
self-brand. In the marketing field, parasocial interaction has been found to enhance
consumers’ engagement toward corporate social networking sites (Men and Tsai [28]).
Findings in Tsai and Men [45] revealed that parasocial interaction is the key to attract-
ing consumer brand engagement. Since there is no further study investigating the rela-
tionship between parasocial interaction and digital influencers’ self-brand engagement,
according to the aforementioned reasons, this study proposes the following:

H3: Followers who perceived higher parasocial interaction leads to higher influencers’
self-brand engagement.

2.6. The relationship between influencer’s brand credibility and influencer’s
self-brand engagement

According to Rifon et al. [33], brand credibility implies the message delivered by
the trustable or believable brand becomes more persuasive. As followers’ engagement
toward the digital influencers’ self-brand can be recognized as a kind of personalized
response toward the brand, the more persuasive message that followers receive, the more
positive response will be, which has implied a link between brand credibility and brand
engagement. So far, the credibility-related construct has been found to benefit consumer
reactions toward the brand or product. Studies in celebrity endorsement or influencer
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marketing related context, the role of endorser credibility has been found to trigger

consumer reactions (La Ferle and Choi [22]) and product evaluation (Djafarova and
Rushworth [7]). Accordingly, this study proposes that if the followers perceived higher
credibility toward the influencers’ self-brand, they are more likely to engage with this
self-brand. Therefore, this study proposes:

H4: Followers who perceived influencers’ high brand credibility leads to higher influ-
encers’ self-brand engagement.

2.7. The mediating role of parasocial interaction and brand credibility

As discussed earlier, it can be assumed that similarity between influencers’ self-brand
image and followers’ personal image may through strong parasocial relationship that offer

a strong reason to response toward the brand by commenting on the brand, expressing
their likes and dislikes, etc. The engagement toward self-brand would be stronger once
a popular digital influencer connects to the followers and is able to establish a strong
parasocial relationship. Studies also suggest parasocial interaction’s mediating role in
explaining the brand’s response in the social media context. (Kim et al. [20]). Therefore,

parasocial interaction with digital influencers might mediate the relationship between
self-congruity and self-brand engagement.

In the advertising related literature, Becker-Olsen and Hill [1] found that high-fit
sponsorships build brand relationships that ultimately lead to brand engagement, which
implies the need to explore the mediating role between perceived congruence on brand

engagement. Brand credibility have been acknowledged in explaining consumer response
toward the brand in the advertising related literature (c.f., Rifon et al. [33]). Accordingly,
it is plausible that followers are likely to reward the digital influencers’ self-brand as they
perceive the congruence between two dyads (i.e., influencers and their self-brand) when
they trust its position. Taken together, this study proposes the following hypotheses:

H5: Parasocial Interaction mediates the relationship between self-congruity and self-

brand engagement toward digital influencers’ brand.

H6: Digital influencers’ brand credibility mediate the relationship between perceived
congruence and brand engagement toward digital influencers’ self-brand.

Based on the literature review and the proposed hypotheses, this study graphs the
conceptual framework in Figure 1.

3. Method

3.1. Measurements

This study developed a self-administered survey consisting of 29 items. All the
measurements for each construct in this study were adapted from the existing literature,
with the wording changed slightly to fit the current research context. In this study,

self-congruity was adjusted to three items developed by Sirgy et al. [38]. Congruence
between the digital influencer and their brand was used a three-item scale from Teng
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Figure 1: Conceptual framework.

et al. [43]. Parasocial interaction was adapted Zheng et al. [49], six-item scale. The
Erdem and Swait’s [9] brand credibility scale was adapted toward digital influencers’
self-brands. Finally, to measure the research outcome variable, self-brand engagement,
this study used Hollebeek et al. [16] brand engagement’s ten-item scale. All research
scales used seven-point Likert scales ranging from 1 (strongly disagree) to 7 (strongly
agree).

3.2. Data collection

Considering the purpose of this study, digital influencers’ brand was chosen based
on the following criteria: Digital influencers who have the highest number of followers or
subscribers that have been building their personal brand for more than a year. Twenty
respondents were invited to participate in the pretest; the questionnaires were then
modified to ensure readability based on their suggestions. The final questionnaire was
distributed to those who have followed or subscribed to these selected digital influencers
via PTT (the most popular BBS platform in Taiwan).

In total, 413 useful questionnaires were received. Females (64.6%) are higher than
males (35.6%), with a majority age ranging between twenty to twenty-nine (77.2%).
46.2%of them are a full-time student, and 95.6% of the respondents had a college degree
or above. Moreover, 85% of the participants indicated that they usually use YouTube
to watch the influencers’ video and have 68.3% viewing approximately one to four times
per week.

3.3. Analytical techniques and measurement properties

Partial least squares structural equation modeling (PLS-SEM) was used in this study
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(Hair et al. [15]). This study used SmartPLS 3.0 M3 (Ringle et al. [34]) for analysis.
Following Chin [4] and Hair et al. [15], all the reflective measurement model was to assess
internal consistency reliability, indicator reliability, convergent validity, and discriminant
validity.

The results show that all the CR values of the five constructs for the data set
ranged from 0.904 to 0.967, exceeding the 0.7 thresholds (Hair et al. [15]) and suggesting
acceptable internal consistency. All the outer loadings were higher than 0.7, implying that
all constructs exhibited satisfactory indicator reliability. For the convergent validity, all
the CR and AVE values were ranged from 0.904 to 0.967 and 0.748 to 0.799; respectively,
all values are higher than the threshold .70 and .50, respectively (Fornell and Larcker
[13]) indicates a good convergent validity. For discriminant validity, Table 1 showed that
all the square roots of the AVEs were greater than the off-diagonal correlations among the
constructs. In addition, the results showed that none of the cross-outer loading problems
were achieved for any of the research constructs. Both support the discriminant validity
of each construct. Taken together, the measurement in this study has convergent and
discriminant validity.

3.5. Testing the hypotheses

This study followed Hair et al. [15] to test the hypotheses, using a nonparametric
bootstrapping procedure with 5000 resamples to calculate the t-value. The result in
Table 2 revealed that all of the proposed hypotheses are sound and are empirically con-
firmed. The results showed the positive, significant relationship between self-congruity
and parasocial interaction (β = 0.842, p < 0.01), strongly supporting H1. Perceived
congruence exhibits a positive and significant relationship with influencer brand credi-
bility (β = 0.739, p < 0.01), confirming H2. This study found support for H3, which
predicted a positive relationship between parasocial interaction and brand engagement
(β = 0.619, p < 0.001). H4 states that influencer brand credibility positively impacts
brand engagement, supported by the results (β = 0.287, p < 0.001).

To test the significance of the mediating effects of parasocial interactionand influencer
brand credibility, this study followed the procedure by Hair et al. [15]. In the first step,
this study tested whether the direct effects of self-congruity on brand engagement were

Table 1: Mean, standard deviation, and correlation matrix.

Mean (SD) SC PI PC IBC SBE

SC 4.391(1.324) 0.889

PI 4.417(1.337) 0.842 0.894

PC 5.291(1.139) 0.568 0.625 0.871

IBC 5.147(1.117) 0.665 0.751 0.739 0.874

SBE 4.635(1.275) 0.779 0.835 0.617 0.752 0.865

Notes: Square root of the AVE is on the diagonal; CR: 0.92(SC), 0.96(PI), 0.90(PC),

0.96(IBC), 00.97(BE). SC= Self-Congruity; PI: Parasocial Interaction; PC: Perceived Con-

gruence; IBC: Influencer Brand Credibility; SBE: Self-Brand Engagement.
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Table 2: Research hypothesis testing (n = 413).

Hypotheses Relationship Coefficient C.R. Supported

H1: Self-Congruity → Parasocial Interaction 0.842 53.172*** Yes

H2: Perceived Congruence → Influencer’s Brand Credibility 0.739 27.287*** Yes

H3: Parasocial Interaction → Self-Brand Engagement 0.619 12.892*** Yes

H4: Influencerss’ Brand Credibility → Self-Brand Engagement 0.287 5.638*** Yes

∗P < 0.05; ∗∗P < 0.01; ∗∗∗P < 0.001 SMC: PI=0.709; Influencers’ Brand Credibility=0.546; Self-Brand Equity=0.731.

significant when the mediator was excluded. The bootstrapping routine was performed
according to the previously described specifications. The result revealed the significant,
positive effect of self-congruity (β = 0.229, p < 0.001) on brand engagement. In the
second step, the mediator (i.e., parasocial iinteraction was included. The effect of self-
congruity via parasocial Iinteractionon consumer brand engagement had a significantly
positive effect (β = 0.366, p < 0.001). Finally, to test the significance of the mediation,
this study computed the variance accounted for (VAF = indirect effect/total effect). For
self-congruity → parasocial interaction → brand engagement, the result yielded a VAF
value of 0.614, which indicated its partial mediating role as suggested by Hair et al. [15].
The exact process was applied for testing mediating role of influencer brand credibility.
The value of variance accounted for (VAF = indirect effect/total effect) showed that
the perceived congruence → influencer brand credibility → brand engagement sequence
yielded the VAF value of 0.860, which indicated its full mediating role as suggested by
Hair et al. [15]. All the results are presented in Table 3.

Table 3: Mediating test.

Relationship Direct Effect Indirect Effect Total Effect VAF

SC → PIT → SBE 0.229*** 0.366*** 0.596 0.614

PC → IBC → SBE 0.030*** 0.185*** 0.215 0.860

Notes: SC: Self-Congruity; PI: Parasocial Interaction; PC: Perceived Congruence; IBC: Influencer Brand Credi-

bility; SBE: Self-Brand Engagement VAF= Indirect effect/Total effet; ∗P < 0.05; ∗ ∗ P < 0.01; ∗ ∗ ∗P < 0.001

4. Discussion

4.1. Conclusion and discussion

This study investigated the influence of two congruence effects (i.e., self-congruity
and perceived congruence) on digital influencers’ brand engagement through two interme-
diate mechanisms (i.e., parasocial interaction and digital influencers’ brand credibility).
Overall, the empirical results of the PLS-SEM analysis support all of the hypotheses (i.e.,
direct effects). Moreover, both parasocial interaction and brand credibility also have par-
tial and full mediating effects, respectively, on the relationship between self-congruity,
perceived congruence, and brand engagement.
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The effect of self-congruity on parasocial interaction is found in the current study,
where the effect of perceived congruence on digital influencers’ brand credibility has
similar to findings in advertising-related context (e.g., Rifon et al. [33]; Wang [47]).
Parasocial interaction is found to have a positive and significant impact on self-brand
engagement. This is in line with recent brand engagement literature findings, such as Men
and Tsai [28] and Cheung et al. [3]. With regarded to the fourth hypothesis, perceived
influencers’ brand credibility is found to have a positive and significant relationship to
higher influencers’ self-brand engagement, which is in line with the previous findings that
relate to engagement and influencer credibility (Chu et al. [5]; Djafarova and Rushworth
[7]).

From a theoretical perspective, this study contributes to a better understanding of
how different congruence effects contribute to brand engagement toward digital influ-
encers’ self-brands in available influencer marketing studies. It demonstrates the impor-
tance of including two intermediate mechanisms by combining parasocial interaction and
brand-signaling theory in the models evaluating the proposed relationship. This study
not only extends previous understanding of the effectiveness of influencer marketing on
“endorsed brand” but also go beyond previous studies such as Shan et al. [37], Rabbanee
et al. [32], Zhou et al. [50], who has demonstrated either self-congruity or congruence
directly affects the consumer-brand relationship in the digital marketing field.

4.2. Managerial implications

According to the findings, possible applicable brand strategies are suggested to the
influencers that would like to build their self-brand. These results indicate two routes:
first, self-congruity’s effect on self-brand engagement is partially mediated by the effect
of parasocial interaction, and second, the relationship between perceived congruence
and self-brand engagement is also partially mediated by the effect of influencer’s brand
credibility.

In terms of the first route, influencers should understand followers’ idiosyncratic pref-
erences of different influencers and comprehensively monitor the evaluation of self-image
among other followers like themselves. Influencers can try to use a unique way that
uniformly communicates their self-brand personality or image congruent with their fol-
lowers’ image. Carefully considering building a comfortable interaction via social media
with their followers is also necessary. By doing this, followers may think they experience
digital influencers’ families and are more likely to engage toward influencers’ self-brand.

Regarding the findings of the second route, influencers can pay attention to their
self-brand’s attribute that is related to their product attributes or digital influencers’
image. They can also develop a memorable slogan or some specific event to communicate
with their followers. Accordingly, followers will be more likely to accept brand-related
information digital influencers deliver and perceive it as credible. Consequently, this will
benefit self-brand engagement.

4.3. Limitations and future research

According to this study’s nature, some research limitations provide avenues for future
research. Firstly, this study only conducted digital influencers on one social media-
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YouTube to investigate the proposed model of this study. Future research is suggested to
conduct consumer brand engagement of digital influencers across social media platforms
(such as Instagram, Facebook, Line, etc.). In addition, the sample of influencers in this
study is too scattered; future research can choose the single style influencers (i.e., big
stomach influencers, beauty influencers, or knowledge influencers) for consumer brand
engagement. Finally, in this study, the sample of this study did not focus on a specific
audience (i.e., heavy users). Future research is suggested to compare how heavy and light
users’ difference on consumer brand engagement of digital influencer personal brand.
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[2] Bergkvist, L., Hjalmarson, H. and Mägi, A. W. (2016). A new model of how celebrity endorsements
work: attitude toward the endorsement as a mediator of celebrity source and endorsement effects,
International Journal of Advertising, Vol.35, No.2, 171-184.

[3] Cheung, M. L., Pires, G. and Rosenberger, P. J. (2020). The influence of perceived social media
marketing elements on consumer-brand engagement and brand knowledge, Asia Pacific Journal of
Marketing and Logistics, Vol.32 No.3, pp. 695-720

[4] Chin, W.W. (1998). The partial least squares approach to structural equation modeling, in Mar-
coulides, G.A. (Ed.), Modern Methods for Business Research, Lawrence Erlbaum Associates, Mah-
wah, NJ, 295-336.

[5] Chu, S.-C., Lien, C.-H. and Cao, Y. (2019). Electronic word-of-mouth (eWOM) on WeChat: Exam-
ining the influence of sense of belonging, need for self-enhancement, and consumer engagement on
Chinese travellers’ eWOM, International Journal of Advertising, Vol.38, No.1, 26-49.

[6] Dhanesh, G. S. and Duthler, G. (2019). Relationship management through social media influencers:
Effects of followers’ awareness of paid endorsement, Public Relations Review, 101765.

[7] Djafarova, E. and Rushworth, C. (2017). Exploring the credibility of online celebrities’ Instagram
profiles in influencing the purchase decisions of young female users, Computers in Human Behavior,
Vol.68, 1-7.

[8] eMarketer (2019). What to Know About Spending, Stories, Fraud, and Microinfluencers.
https://www.emarketer.com/content/global-influencer-marketing-2019. (retrived December 2020)

[9] Erdem, T. and Swait, J. (2004), Brand credibility, brand consideration and choice, Journal of Con-
sumer Research, Vol.31 No.1, 191-199.

[10] Erdem, T., Swait, J. and Valenzuela, A. (2006). Brands as signals: A cross-country validation study,
Journal of marketing, Vol.70, No.1, 34-49.

[11] Evans, N. J., Phua, J., Lim, J. and Jun, H. (2017). Disclosing Instagram influencer advertising: The
effects of disclosure language on advertising recognition, attitudes, and behavioral intent, Journal of
Interactive Advertising, Vol.17, No.2, 138-149.

[12] Fournier, S. and Eckhardt, G. M. (2019). Putting the person back in person-brands: understanding
and managing the two-bodied brand, Journal of Marketing Research, Vol.56, No.4, 602-619.

[13] Fornell, C. and Larcker, D.F. (1981). Evaluating structural equation models with unobservable vari-
ables and measurement error, Journal of Marketing Research, Vol.18 No.1, 39-50.

[14] France, C., Merrilees, B. and Miller, D. (2016). An integrated model of customer-brand engagement:
Drivers and consequences, Journal of Brand Management, Vol.23, No.2, 119-136.

[15] Hair, J. F., Hult, G. T. M., Ringle, C. M. and Sarstedt, M. (2014). A Primer on Partial Least
Squares Structural Equation Modeling, Sage, Thousand Oaks, CA.



✐

“M32N44” — 2022/1/24 — 21:51 — page 345 — #11
✐

✐

✐

✐

✐

INVESTIGATING THE DUAL CONGRUENCE EFFECTS 345

[16] Hollebeek, L. D., Glynn, M. S. and Brodie, R. J. (2014). Consumer brand engagement in social media:
Conceptualization, scale development and validation, Journal of interactive marketing, Vol.28, No.2,
149-165.

[17] Horton, D. and Wohl, R. (1956). Mass communication and parasocial Interaction: Observations on
intimacy at a distance, Psychiatry, Vol.19, No.3, 215-229.

[18] Hughes, C., Swaminathan, V. and Brooks, G. (2019). Driving Brand Engagement Through On-
line Social Influencers: An Empirical Investigation of Sponsored Blogging Campaigns, Journal of
Marketing, Vol.83, No.5, 78-96.

[19] Kelman, H. C. (1958). Compliance, identification, and internalization three processes of attitude
change, Journal of conflict resolution, Vol.2, No.1, 51-60.

[20] Kim, E. H., Yoo, D. and Doh, S. J. (2021). Self-construal on brand fan pages: the mediating effect of
parasocial Iinteraction and consumer engagement on brand loyalty, Journal of Brand Management,
1-18.

[21] Kressmann, F., Sirgy, M.J., Herrmann, A., Huber, F., Huber, S. and Lee, D.J. (2006). Direct and
indirect effects of self-image congruence on brand loyalty, Journal of Business Research, Vol.59 No.9,
955-964.

[22] La Ferle, C. and Choi, S. M. (2005). The importance of perceived endorser credibility in South Korean
advertising, Journal of current issues and research in advertising, Vol.27, No.2, 67-81.

[23] Lam, S.K., Ahearne, M., Mullins, R., Hayati, B. and Schillewaert, N. (2013). Exploring the dynam-
ics of antecedents to consumer-brand identification with a new brand, Journal of the Academy of
Marketing Science, Vol.41 No.2, 234-252.

[24] Lee, J. E. and Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury brand perceptions
and intentions, Journal of business research, Vol.69, No.12, 5753-5760.

[25] Lee, S. and Kim, E. (2020). Influencer marketing on Instagram: How sponsorship disclosure, in-
fluencer credibility, and brand credibility impact the effectiveness of Instagram promotional post,
Journal of Global Fashion Marketing, Vol.11, No.3, 232-249.

[26] Lou, C., Tan, S.-S. and Chen, X. (2019). Investigating consumer engagement with influencer-vs.
brand-promoted ads: The roles of source and disclosure, Journal of Interactive Advertising, 1-18.

[27] Lou, C. and Yuan, S. (2019). Influencer marketing: How message value and credibility affect con-
sumer trust of branded content on social media, Journal of Interactive Advertising, Vol.19, No.1,
58-73.

[28] Men, L. R. and Tsai, W.-H. S. (2013). Toward an integrated model of public engagement on corporate
social networking sites: Antecedents, the process, and relational outcomes, International Journal of
Strategic Communication, Vol.7, No.4, 257-273.

[29] Moraes, M., Gountas, J., Gountas, S. and Sharma, P. (2019). Celebrity influences on consumer
decision making: New insights and research directions, Journal of Marketing Management, Vol.35,
No.13-14, 1159-1192.

[30] Newberry (2018). The Complete Guide to Influencer Marketing,
https://blog.hootsuite.com/influencer-marketing/. (retrived December 2020)

[31] Park, H. J. and Lin, L. M. (2020). The effects of match-ups on the consumer attitudes toward
internet celebrities and their live streaming contents in the context of product endorsement, Journal
of Retailing and Consumer Services, Vol.52, 101934.

[32] Rabbanee, F. K., Roy, R. and Spence, M. T. (2020). Factors affecting consumer engagement on
online social networks: self-congruity, brand attachment, and self-extension tendency, European
Journal of Marketing, Vol.54 No.6, 1407-1431.

[33] Rifon, N. J., Choi, S. M., Trimble, C. S. and Li, H. (2004). Congruence effects in sponsorship:
The mediating role of sponsor credibility and consumer attributions of sponsor motive, Journal of
Advertising, Vol.33, No.1,30-42.

[34] Ringle, C. M., Wende, S. and Becker, J. M. (2015). SmartPLS 3 [computer software]. SmartPLS
GmbH.

[35] Rubin, A. M., Perse, E. M. and Powell, R. A. (1985). Loneliness, parasocial Iinteraction and local
television news viewing, Human communication research, Vol.12, No.2, 155-180.

[36] Sakib, M. N., Zolfagharian, M. and Yazdanparast, A. (2020). Does parasocial Iinteractionwith weight
loss vloggers affect compliance? The role of vlogger characteristics, consumer readiness, and health
consciousness, Journal of Retailing and Consumer Services, Vol.52.

[37] Shan, Y., Chen, K. J. and Lin, J. S. (2020). When social media influencers endorse brands: the effects
of self-influencer congruence, parasocial identification, and perceived endorser motive, International
Journal of Advertising, Vol.39, No.5, 590-610.



✐

“M32N44” — 2022/1/24 — 21:51 — page 346 — #12
✐

✐

✐

✐

✐

346 MICHAEL CHIH-HUNG WANG, YA-YUN TANG, CHUN-YU LIN AND CHIH-YU LIN

[38] Sirgy, M. J. (1986). A QualityofLife Theory Derived from Maslow’s Developmental Perspective:
’Quality’ Is Related to Progressive Satisfaction of a Hierarchy of Needs, Lower Order and Higher,
American journal of Economics and Sociology, Vol.45, No.3, 329-342.

[39] Sirgy, M. J., Lee, D. J., Johar, J. S. and Tidwell, J. (2008). Effect of self-congruity with sponsorship
on brand loyalty, Journal of Business Research, Vol.61, No.10, 1091-1097.

[40] Sokolova, K. and Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I buy?
How credibility and parasocial interaction influence purchase intentions, Journal of Retailing and
Consumer Services, Vol.53. No.1.

[41] Spry, A., Pappu, R. and Cornwell, T. B. (2011). Celebrity endorsement, brand credibility and brand
equity, European Journal of Marketing. Vol.45 No.6, 882-909.

[42] Statista (2020). Influencer marketing platform market size worldwide 2017-2027.
https://www.statista.com/statistics/1036560/global-influencer-marketing-platform-market-size/
(retrived December 2020)

[43] Teng, W., Su, Y., Liao, T.-T. and Wei, C.-L. (2020). An exploration of celebrity business ventures
and their appeal to fans and non-fans, Journal of Retailing and Consumer Services, Vol.54, 102004.

[44] Torres, P., Augusto, M. and Matos, M. (2019). Antecedents and outcomes of digital influencer
endorsement: An exploratory study, Psychology and Marketing, Vol.36, No.12, 1267-1276.

[45] Tsai, W.-H. S. and Men, L. R. (2017). Consumer engagement with brands on social network sites:
A cross-cultural comparison of China and the USA, Journal of Marketing Communications, Vol.23,
No.1, 2-21.

[46] Van Grinsven, B. and Das, E. (2016). Logo design in marketing communications: brand logo com-
plexity moderates exposure effects on brand recognition and brand attitude, Journal of Marketing
Communication, Vol.22, No.3, 256-270.

[47] Wang, M. C. H. (2017). Investigating the different congruence effects on sports sponsor brand equity,
International Journal of Sports Marketing and Sponsorship.

[48] Xiang, L., Zheng, X., Lee, M. K. and Zhao, D. (2016). Exploring consumers’ impulse buying be-
havior on social commerce platform: The role of parasocial Iinteraction, International Journal of
Information Management, Vol.36, No.3, 333-347.

[49] Zheng, X., Men, J., Xiang, L. and Yang, F. (2020). Role of technology attraction and parasocial in-
teraction in social shopping websites, International Journal of Information Management, 51, 102043.

[50] Zhou, F., Mou, J., Su, Q. and Wu, Y. C. J. (2020). How does consumers’ Perception of Sports Stars’
Personal Brand Promote Consumers’ brand love? A mediation model of global brand equity, Journal
of Retailing and Consumer Services, Vol.54, 102012.

Department of Business and Administration, Feng Chia University, Taiwan.

E-mail: chihhwang@fcu.edu.tw

Major area (s): Marketing management.

Department of Tourism and Leisure Management, Ling Tung University, Taiwan.

E-mail: yytang@teamail.ltu.edu.tw

Major area (s): Human resource management, tourism marketing.

Department of Business and Administration, Feng Chia University, Taiwan.

E-mail: helloqyu814@gmail.com

Major area (s): Marketing management.

Department of Business and Administration, Feng Chia University, Taiwan.

E-mail: diana530960@gmail.com

Major area (s): Marketing management.

(Received November 2021; accepted December 2021)


