International Journal of Data and Network Science 7 (2023) 1885-1900

Contents lists available at GrowingScience

International Journal of Data and Network Science

homepage: www.GrowingScience.com/ijds

The effect of Instagram on millennials consumer’s purchase intentions in the fashion industry

Shafig Al-Haddad?, Mohammad Al-Khasawneh?®, Abdel-Aziz Ahmad Sharabati®*, Heyam Wael Haddad® and Jude Ali
Abu Halaweh?

“King Talal School of Business Technology, Princess Sumaya University for Technology, Amman, Jordan
*Business Faculty, Middle East University, Amman, Jordan

CHRONICLE ABSTRACT
Article history: The purpose of the current research is to explore the impact of Instagram pages on consumers’
Received: February 22, 2023 purchasing intentions among millennials in the fashion industry in Jordan. This study uses a quan-

Received in revised format: April
18,2023

Accepted: July 6, 2023
Available online: July 6, 2023

titative, cause-effect, and cross-sectional approach. Online surveys were used to collect data from
212 respondents through different social media tools. The collected data was analyzed by SPSS
software and Smart PLS to test the research hypothesis. Results show that bloggers’ recommen-

dations significantly affect eWOM and engagement; usefulness information significantly affects

Keywords:

Social Media eWOM and engagement; while trust insignificantly affects eWOM and engagement; brand famil-
Instagram iarity insignificantly affects eWOM and engagement; participation and socialization insignifi-
Millennials cantly affect eWOM and engagement. Finally, useful information, eWOM, and engagement sig-
Trust o nificantly affect consumers buying intention on Instagram. The study gives new information about
Brand Familiarity the influence of Instagram pages on consumers' intentions. Therefore, this research expands the
Word of Mouth knowledge about factors that affect customers’ buying intentions. Since the study is a quantitative
Purchase Intentions . L - .

Fashion cross-sectional conducted on fashion industry Instagram users through an online survey in Jordan,

Jordan which may limit its generalization to other industries and countries, therefore, the study suggests
applying similar studies to online users of different ages, industries, and countries. Marketers can
use Instagram to contact, promote, advertise, and sell their products by developing strong rela-
tionships with their customers through different social media tools. Using social media tools for
marketing and selling reduces paperwork, printed advertisement, and transportation, which posi-
tively affects corporate social responsibility and reduces the consumption of energy and pollution.
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1. Introduction

Social media plays a major role in different fields, such as; business, education, advertising, and marketing (Hennig-Thurau
et al., 2010). Social media gives new opportunities for accessing, gaining, and exchanging information about different life
topics including information about services and/or products (Redecker et al., 2010). In general, social media allows people to
discuss, create, modify content, and share information between businesses, communities, organizations, groups, and persons
(Kietzmann et al., 2011). Moreover, social media is used to facilitate online shopping, which is growing everywhere and is
impacting billions of customers worldwide (Solorzano, 2011). Through social media sellers and customers are interacting
directly (Parson, 2019). Moreover, companies use social media for advertising which has become an integral part of online
life (Ramadhani & Martini, 2021).
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Social media channels such as Twitter, Facebook, WhatsApp, Instagram, and many others channels facilitate connections and
interactions (Kietzmann et al., 2011). Business people use Instagram as a device of Electronic Word-of-Mouth (eWOM) to
pull the customer and create purchase intention (Rizqia & Hudrasyah., 2015). Instagram is a free tool for sharing photos and
allows the user to edit and share photos with a private photo-sharing community or with the public (Hasim et al., 2020).
Instagram is a tool for communication and making friends, sharing photos, and promoting business online (Waas et al., 2022).
Instagram social media has great potential for online selling (Pasaribu & Purba, 2020). Nowadays, for marketing, Instagram
is the most popular tool and is widely used (Fitriandri et al., 2021). In Indonesia, Instagram is the most widely used social
media tool (Riel et al., 2022).

On Instagram, different customers engage the brand posts differently (Erkan & Evans, 2016). Different generations have
different behavioral patterns, so demographic characteristics play a crucial role in consumer behaviors and attitudes (MA-
RENTEK et al., 2019). Instagram is becoming the most popular tool for e-business for adults as well as young people (Waas
et al., 2022). Instagram is widely used by teenagers and young people (Aisya et al., 2020; Zanariah & Corresponding, 2020).
Instagram is becoming the most popular site for online shopping among young individuals (Che et al., 2017; Ramadhani &
Martini, 2021; Teng et al., 2015). Generation Y Millennial is using Instagram as the main tool to get information about ser-
vices, products, and brands (Salma Irelli & Chaerudin, 2020).

Nowadays, many companies are using Instagram in their daily business as a tool to market their products/services. However,
few studies investigated the impact of Instagram on customers, especially millennials purchasing intentions in Jordan. In
general, several researchers tested the impact of different social media platforms on customers’ purchasing behaviors but very
few of them examined the influence of Instagram on consumers’ purchasing decisions. Therefore, the objective of the current
research is to recognize factors that affect Instagram pages and examine the influence of Instagram Pages on customers’
buying intentions among millennials in the fashion industry in Jordan. To achieve the research purpose the upcoming research
questions are suggested:

RQ1: What effect do Instagram pages have on millennial purchase intention?

RQ2: What effect does the usefulness of information have on customers’ purchase intention?
RQ3: What effect does online word-of-mouth have on customers’ purchase intention?

RQ4: What effect does engagement have on customers’ purchase intention?

Consequently, how Instagram features (Trust, Brand familiarity, Bloggers’ recommendations, Participation & socializing, and
Usefulness of information) affect engagement and online word-of-mouth, then how they affect consumers’ purchase inten-
tions.

2. Literature Review and Hypothesis Development

This section introduces the most related literature about the effect of social media on customers’ purchase intentions among
Millennials and aims to develop a theoretical framework and understand the factors that affect consumers’ purchase intentions
while using social media (Instagram pages).

Social Media: Internet availability gives the chance for all people to enjoy using social media sites such as E-mail, Facebook,
Twitter, TikTok, WhatsApp, and Instagram for interacting with each other without meetings physically (Gruzd et al., 2011).
Social media is described as the online media channels that allow people to interact, discuss, and share opinions, experiences,
and perceptions with others (Turban et al., 2015). Social networks offer opportunities for individuals to create content and
share their information and experiences easily with each other (Chen et al., 2011). Social media is a new era for customer
interaction and engagement through the Internet. The customer uses social media for generating his/her content, connecting
with others, and doing online shopping (Birkbeck, 2013). Social media is widely used as a tool for marketing and is called
social media marketing which positively affects customers toward brands, companies, services/products, or individuals
(Barker et al., 2014). Social media is used to build customer engagement, which is important for business survival and to
create a competitive advantage (Bun & Alversia, 2020). Social media is widely used and has become the most important
marketing tool for marketing products and services (Fitriandri et al., 2021).

Instagram: Instagram allows information exchange through messages, photos, and videos (Aisya et al., 2020). From the start;
Instagram was successful, only within two months after launching, it was used by more than one million people and users are
still growing (Desreumaux, 2014). Instagram is not used only for entertainment and business, but it is also used for political
campaigns (Aisya et al., 2020). Instagram is used for political participation in elections to spread news, information, and
profiles on Instagram social media (Hendrawan et al., 2022). Nowadays, out of one billion internet users, 24% use Instagram.
More than 40% of them are young people below 24 years (Waas et al., 2022). More than 90% of Instagram users are below
35 years and use it for entertainment (Smith, 2014), and about 49% use it daily, 32% many times a day, 24% weekly, and
only 26% use it less than once a week (Duggan et al., 2015). Most Instagram users are between 18 and 24 years old, about
36.4% (Riel et al., 2022), and this provides a great opportunity to reach them (Triputranti et al., 2021). Finally, around 40%
of the top brands have adopted Instagram as part of their marketing (Hutahaean & Julitawaty, 2020). Most of the above
previous studies about Instagram were carried out in different countries and only very few studies were carried out in Jordan.
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Instagram and Consumer Purchase Intentions: Companies use social media to develop brand engagement and enhance
brand loyalty (Ramadhani & Martini, 2021). Social media tools such as Facebook, WhatsApp, Instagram, LinkedIn, and
Twitter facilitate the use of e-WOM to increase decision-making in purchasing (Al-Masoud, 2020). In comparison among
social media channels, large numbers of followers use Instagram, which influences both trust and purchase intention (Dias et
al., 2021). Instagram is the most effective advertising platform, which affects consumers' behavioral intentions (Bhat & Bhat,
2022). Social media channels attract researchers from different disciplines to know how different social media channels in-
fluence social media users and affect their purchase intention (BABAYEV & ISRAFILZADE, 2020). Therefore, the current
research is directed to investigate the effect of Instagram on consumers’ purchasing intentions and buying decisions.

This research is conducted to explore the influence of Instagram on consumers’ decision-making process when shopping
online. This study proposes five aspects of Instagram: trust, brand familiarity, bloggers’ recommendations, participation &
socializing, and usefulness of information that affect engagement and online word-of-mouth, which in turn affects consumers
buying decisions.

Trust: Many factors that affect trust include benevolence, competence, belief, integrity, and key opinion leader endorsement,
which in turn affects the consumer purchase intention of Instagram users (Algi & Irwansyah, 2018; Che et al., 2017). Trust,
credibility, and commitment affect Instagram followers (Sultoni et al., 2019). Social media marketing communication is cor-
related to trust that arises from activities on social networks (MARENTEK et al., 2019). Electronic word of mouth, celebrity
endorsement, and trust affect the fashions’ purchasing habits (Sari & Yulianti, 2019). Trust, privacy, and awareness affect
personal information sharing via social media (Paramarta et al., 2019). Social media influencer trust and brand credibility are
important antecedents for building trust and purchasing intention (Santiago & Iseg, 2020). Brand trust affects purchasing
decisions of the brand (Adil et al., 2018). Trust factors and purchase intentions through Instagram are significantly related(Din
et al., 2018). Social media influencers and consumer feedback increase consumers’ trust, in turn, it affects buying intentions
of Instagram users (Alotaibi et al., 2019). The trustworthiness judgments are potential for online collaboration (McGlynn et
al., 2019). Influencers’ trust, brand loyalty, and brand image are positively and significantly correlated (GORGULU, 2019).
In online shopping, price, trust, price, and quality of information affect buying interest (Pasaribu & Purba, 2020). The customer
relationship affects customer satisfaction, trust, and loyalty of Instagram users (Zulfadli et al., 2020). The visual emotional
and informative appeals affected customer engagement (Rietveld et al., 2020). Both credibility of the influencers and physical
attractiveness affect trust and customers’ purchase intention (Sokolova & Kefi, 2019). The quality of E-service affects online
rebuying intention through trust (Listiyana et al., 2022). When customers are satisfied they trust online shopping, and product
and service quality is important for customer trust and affects customers’ repurchase intentions (Waas et al., 2022). Consumer
trust affects customers’ buying intentions. Then, viral marketing affects customers' repurchasing intention via consumer trust
in the brand (Riel et al., 2022). The shopping experience affects trust and repurchase intentions, trust affects repurchase in-
tentions (Partha & Jatra, 2022). In summary, several factors affect trust, which affects online word-of-mouth and consumers’
engagement affects customers' buying intention and loyalty.

Brand Familiarity: Brand familiarity is about the level of available information which drives customer confidence to pur-
chase the service or product. It measures the customers’ information and perception related to the brand (Adams, 2012). In
the current market competition, companies capitalize on brand familiarity. Engagement and advertising have a key role in
brand familiarity development (Baker, 2013). Familiarity and physical appearance are more crucial for trust and attractiveness
than similarity and likability by millennials aged 23-39, who use Instagram (Karouw et al., 2019). The subjective norms and
the peer’s social influence affect intentions to buy for all ages (Copeland & Zhao, 2020). Information seeking, Information
quality, and familiarity affected buying intention among Instagram users (Wirani et al., 2020). The perceived value of the
brand page affects brand page engagement and brand page engagement affects brand loyalty (Ramadhani & Martini, 2021).
By increasing brand familiarity and ad memorability, the consumer becomes more familiar with the brand, which spreads the
word of mouth and to be trustworthy. WOM familiarity encourages consumers to respond to WOM communications and
engage more with the brand.

Blogger’s Recommendation: Nowadays, the use of local influencers instead of celebrities on social media is increasing,
Local influencer credibility includes expertise, attractiveness, and trustworthiness (Karouw et al., 2019). Digital influencers
are useful for marketers (GORGULU, 2019). The online blogger's recommendations act as a credible information source for
consumers to consider before purchasing decision-making (Hsu et al., 2013). Bloggers' recommendations affect consumers’
intention to buy (Lu et al., 2014). Social media influencers play a key driver in social communications to persuade customers
and increase their purchase intention (Al-Nasser & Mahomed, 2020). Social media influencers and consumer feedback in-
crease consumers’ trust, in turn, it affects buying intention, while key opinion leaders affect the consumers’ buying intentions
of Instagram users (Alotaibi et al., 2019). Instagram is the most widely used social media for photo and video-sharing by
bloggers to maintain contact with followers (Serrano et al., 2020). Celebrity endorsement on Instagram includes expertise,
attractiveness, and trustworthiness affects customer purchasing intention (Ahmad et al., 2020). Bloggers mainly choose In-
stagram for interacting with people (Serrano et al., 2020). Bloggers’ attractiveness, trustworthiness, and expertise dimensions
impact credibility and brand, which impact attitude towards engagement with the brand; attitude towards engagement affects
intention to engage and buying intention via social media (Bun & Alversia, 2020). The credibility of Instagram Influencers
affects trust and buying intention (Kemeg¢ & Yiiksel, 2021). Social network influencers are key players in marketing, espe-
cially for fashion and beauty on YouTube, Facebook, Instagram, and others (Sokolova & Kefi, 2019). In fashion, bloggers’
recommendations are very important for customers' buying decisions, especially for new or expensive products (Tomiuc &
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Stan, 2015). Instagram fashion bloggers are opinion leaders and content creators (Lungeanu & Parisi, 2018). Fashion bloggers
as fans use their knowledge to create innovative recommendations (Serrano et al., 2020). The importance of digital fashion
influencers is increasing and there is little literature related to this topic (Santiago & Iseg, 2020). Finally, Instagram is a good
platform for bloggers; who can use eWOM and engage customers to increase their buying intentions.

Participation and Socializing: Participation is an approach to involving all community members and it affects their decisions
(Kaur & Medury, 2011). Socialization is about how people understand knowledge, motives, and values, and how they learn
skills and appropriate roles related to the contribution within their organization, community, and group (Bush & Simmons,
2017). Customer participation and involvement affect buying intentions and purchasing decisions (Adil et al., 2018). Con-
sumer benefits affect active participation which in turn affects brand trust and commitment (Syuhada & Premananto, 2020).
There is a positive significant correlation between consumer engagement and fashion brands on Instagram expressed through
content marketing elements, which increase customer participation in social media (PHAN et al., 2020). Instagram users’
behavioral intention affects user participation in marketing content (Mahavarpour et al., 2022). Consumer involvement in
fashion affects cognitive processing and engagement. Customer brand engagement affects brand loyalty (Molina-Prados et
al., 2022). Instagram influences the student's political participation at Jakarta State University (Aisya et al., 2020). Instagram
is used as a tool for social transformation, carrying out political campaigns, political news, and propaganda (Hendrawan et
al., 2022). Participation and socialization through Instagram affect eWOM and engagement.

The Usefulness of Information: Information about products and consumers’ perceived enjoyment affect the customer’s in-
tention through satisfaction (Casal6 et al., 2017). Information on Instagram affects trust (Din et al., 2018). The information
usefulness of images related to the fashion brand affects purchase intention (Yoon et al., 2018). Information assistance, ex-
pressing positive feelings, and economic incentives affect consumer purchase decisions (Hutahaean & Julitawaty, 2020).
Bloggers on Instagram are used to provide information about products. Context and collaboration affect consumer purchasing
decisions (Puspita & Hendrayati, 2020). The quantity, consistency, quality, and recency of e-WOM information affect product
consumer buying intention and buying decisions (Al-Masoud, 2020). Information seeking, information quality, and familiarity
affect buying intention among Instagram users (Wirani et al., 2020). Transparent information about products in content mar-
keting increases the effectiveness of marketing strategy through social media for businesses (Mohammad, 2020). Media rich-
ness influences Instagram consumers’ intention to purchase (Hasim et al., 2020). Popular bloggers on Instagram provide
information to attract a lot of followers and influence their brand-related perceptions (Sashittal & Jassawalla, 2020). Word of
mouth is information conveyed mouth to mouth, while e-WOM is information conveyed via electronic media such as Insta-
gram (Hamdan et al., 2022). E-WOM messages can be verbal and non-verbal to inform about product performance and com-
pany services by providing information, overcoming obstacles, and maintaining product characteristics and quality (Hamdan
et al., 2022). The above studies showed that Instagram pages allow the customer to update information about a brand. Infor-
mation usefulness affects eWOM, engagement, and customers’ intentions to buy.

Online Word-of-Mouth: Online discussion is known as electronic word of mouth (eWOM) (Fitriandri et al., 2021). E-WOM
through Instagram affects attitudes, which in turn affects buying intention and buying interest (Triatmanto et al., 2018). E-
WOM positively affects subjective norms, behavioral control, and the shopping interests of Y and Z generations’ Instagram
users (MARENTEK et al., 2019). On Instagram, peer communications, quality perception, and brand attitudes affect eWOM
(Delafrooz et al., 2019). E-WOM and influencers on Instagram build product and brand images, which affect consumers’
purchasing intention and buying interest (Fitriandri et al., 2021). E-WOM intensity on Instagram affects tourists' decisions
(Priana & Roihah, 2021). Celebrity endorsement and e-WOM affect consumer confidence and purchasing intentions (Firman
et al., 2021). Word of mouth is used as a tool for measuring engagement in marketing, where WOM reflects consumer in-
volvement with brands, which affects customers’ intentions to buy.

Engagement: Customers’ engagement with brands is different between sectors (Erkan & Evans, 2016), also brand’s customer
engagement varies with the level of income, age, and level of education, moreover, it varies according to the frequency, spent
time, and usage of social media platform, which affects buying intention (Kircova et al., 2018). Millennials show differences
in engaging Instagram Stories compared to Non-millennials but non-millennials indicate the same level of engagement in
reading and observing as Millennials do (BABAYEV & ISRAFILZADE, 2020). The design of the advertisement, attitude
related to the advertisement, and attitude related to the brand affect engagement, which in turn affects the consumers’ purchase
intention on Instagram consumers (Kaewpackdee & Lekchareon, 2020). Consumer engagement influences pleasure less than
arousal which increases customers’ purchase intention (Zanariah & Corresponding, 2020). Engagement with Instagram influ-
ences buying intention through perception related to luxury value (Amelia & Hidayatullah, 2020). Consumers’ product eval-
uation and engagement via social media influencers on Instagram play an important role in increasing buyers' purchasing
decisions (Al-Nasser & Mahomed, 2020). Instagram social media affects customer engagement and consumer purchase in-
tentions (Atika et al., 2021). An individual with higher materialism has more buying intent with more content engagement via
hedonic enjoyment, which affects purchase intention (Kim et al., 2021). It seems that more engagement leads to more intention
to buy.

Based on the above theories, the upcoming hypotheses and model are proposed and consist of eight variables in an attempt to
comprehend the relationships between five aspects of Instagram that influence consumers buying decisions; trust, brand fa-
miliarity, bloggers’ recommendation, participation & socializing, and usefulness of information with factors influencing them,
engagement and online word-of-mouth. It aims to test the study hypotheses, which include 13 hypotheses.



S. Al-Haddad et al. / International Journal of Data and Network Science 7 (2023) 1889
H1: Trust has a significant positive effect on consumers’ online word-of-mouth.
H2: Trust has a significant positive effect on consumers’ engagement on Instagram pages.
H3: Brand Familiarity has a significant positive effect on online word-of-mouth.
H4: Brand Familiarity has a significant positive effect on consumers’ engagement.
HS: 4 blogger’s recommendation has a significant positive influence on consumers’ online word-of-mouth.
He6: Blogger’s recommendation has a significant positive influence on consumers’ engagement.
H7: Participation and Socializing through Instagram pages have a significant positive influence on online word-of-mouth.
H8: Participation and Socializing through Instagram pages have a significant positive influence on customers’ engagement.
H9: Usefulness of information on Instagram pages has a significant positive influence on online word-of-mouth.
H10: Usefulness of information on Instagram pages has a significant positive influence on consumers’ engagement.
H11: The usefulness of information on Instagram pages has a significant positive influence on consumers’ intentions to buy.
H12: Online word-of-mouth has a significant positive effect on consumers’ intentions to buy.

H13: Engagement has a significant positive influence on consumers’ intentions to buy.
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Falr?;;:il::itv H2 Word of
i Mouth
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buy
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Fig. 1. A Conceptual Model of the Impact of Instagram Pages on Consumer Purchase Intentions among Millennials in the
Fashion Industry in Jordan

Source: Current Research Model
2. Methodology

This study uses a quantitative cross-sectional approach to investigate the effect of Instagram pages on millennials purchasing
intentions in Jordan. Online surveys were used to collect data because it is the most popular method to be used. Surveys
provide accurate data, efficient, and inexpensive (Neuman, 2003; Zikmund et al., 2010). Also, it is a convenient method for
social science studies (Neuman, 2003), especially when collecting quantitative data for further analysis (Zikmund et al., 2013).
The process of designing an online survey is well organized and logical (Hair et al., 2014) and directly influences the quality
of data collected (Burns & Bush, 2003). The steps include examining the related literature, adapting suitable clear questions
(Lyberg & Weisberg, 2016), suitable wording, formatting, and structuring, then distributing the questionnaire online to collect
data, and finally, using Smart PLS and SPSS to test the validity and reliability of the tool and the research hypothesis (Lyberg
& Weisberg, 2016; Malhotra, 2019).

Questionnaire Development: The current study model includes eight constructs. For each construct, a set of questions were
extracted from previously published studies. Then they modified it to suit the current research. Introductory questions were
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used to define if respondents use Instagram or not. If they use it, then the survey questions consider how long respondents
have been using it and the amount of time they spent on it. Also, how many companies do they follow, and the time is spent
on each company’s page? If they do not, the respondents are asked to state why they don’t use Instagram, and then the survey
is submitted. Demographic data was about age, gender, and education levels. The questionnaire conceptualization and devel-
opment were based on different literature: trust used four items (Birkbeck, 2013). Brand familiarity used two items (Park &
Stoel, 2005). Bloggers’ recommendations used five items (Hsu et al., 2013). Participation and socializing used three items
(Wu et al., 2013). The usefulness of information used four items (Birkbeck, 2013). Online word of mouth used four items
(Al-Debei et al., 2015). Engagement used five items (Hutter et al., 2013). While the intention is to buy four items (Birkbeck,
2013). The scaling process is important for all types of research (Malhotra, 2019). Reliability is optimized with seven response
categories. Increasing scaling points is better for a good balance and discrimination (Symonds, 1924). Therefore, the seven
points Likert scale has been used to determine the respondents’ perceptions of each paragraph, one used for strongly disagree-
ing, seven for strongly agree, and four for neutral.

Data collection: Participants were invited through posts on several social media including Instagram, Facebook, and Twitter
to go to the link of the survey questionnaire on Google Docs and resubmit it online. Data is collected from 212 participants.
The ages of the participants were around 18-33, and most of them were undergraduate students from different private and
public universities located in different cities in Jordan. The gathered data was analyzed by (SPSS) software and Smart PLS to
test the research hypothesis (Malhotra, 2019; Ziegel, 1998).

3. Data Analysis and Results

Several statistical techniques were used to analyze the data including (SPSS) software and Smart PLS to assure study tool
validity and reliability and to examine the hypotheses.

Demographic Analysis: Table 1 shows 117 participants were female and 95 participants were male. Only one participant
does not hold any degree, one participant of a Ph.D. holder, 31 participants completed high school or equivalent, 8 participants
are master's degree holders or professional degree holders, and 107 participants are university/college degree holders. Most
of the respondents' ages were between 18 to 25.

Table 1
Demographics Profile of the respondent
Dimension Frequency Percent
Gender Female 117 41.0
Male 95 28.8
Total 212 100.0
Age Did not answer 64 30.2
18-21 85 40.1
22-25 51 24.1
26-29 6 2.8
30-33 6 2.8
Total 212 100.0
Education Did not answer 64 30.2
No Degree 1 5
High school or equivalent 31 14.6
Master’s/Professional degree 8 3.8
Ph.D. 1 5
University/College 107 50.5
Total 212 100.0

Table 2 shows that 44 recipients don’t use Instagram and 168 recipients do. It explains why some respondents of the survey
sample do not use Instagram. Most respondents who do not use Instagram agreed that they don’t like Instagram. Nine of the
respondents consider Instagram as time wasting and 8 of the respondents found Instagram to be unfamiliar.

Table 2
Instagram Users

Frequency Percent
Valid No 44 20.8
Yes 168 79.2
Total 212 100.0

PLS Analysis: In 1980, Partial Least Squares (PLS) was developed as a multivariate analysis tool to overcome the multivar-
iate linear regression limitations (Fornell & Bookstein, 1982). PLS rate loading of items, and constructs (Fornell & Bookstein,
1982). PLS is used to analyze the study model which contains many items and constructs (Hair, Hult, Ringle, & Sarstedt,
2013). PLS is different from other models because it is suitable for regressions prediction of multiple predictors, it ensures
accuracy (Hair et al., 2014).

Measurement (Outer) Model Results: To test the relationship between the variables and their indicators, factor loading has
been used. Item factor loading of more than 0.60 is good, while factor loading between 0.40 and 0.60 is accepted (Hair et al.,
2014). However, factor loading below 0.40 is eliminated from the scale. Table (3) shows that most items rated more than
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(0.40) except one item (BR1) rated (0.261) and deleted (Hair et al., 2014), Items (USE3 and SOC4) were checked and rated
(0.426 and 0.561 respectively). After doing composite reliability and the average variance extracted, only 36 items out of 38
were retained.

Table 3
Items

Bloggers
Brand Familiarity
Engagement
Intention
Socializing
Trust
Usefulness
WOM

BR1 0.261
BR2 0.883
BR3 0.861
BR4 0.909
BR5 0.910
BR6 0.873
Engagement] 0.803
Engagement2 0.828
Engagement3 0.867
Engagement4 0.931
Engagement5 0.916
Engagement6 0.883
FAM1 0.925
FAM2 0.927
FAM3 0.947
Intention1 0.955
Intention2 0.950
Intention3 0.949
Socl 0.873
Soc2 0.871
Soc3 0.616
Soc4 0.561
Trustl 0.882
Trust2 0.941
Trust3 0.938
Trust4 0.936
Usel 0.906
Use2 0.880
Use3 0.426
Use4 0.840
Use5 0.860
Word1 0.834
Word2 0.666
Word3 0.841
Word4 0.757
Word5 0.852

Construct validity is a tool to measure the validity of constructs (Gefen & Straub, 2005; Hair et al., 2014). Convergent and
discriminant validities are used to test construct validity. Convergent validity measures correlation and convergent validities
(Hair et al., 2014). If the Average Variance Explained (AVE) value is above 0.50 then convergent validity is assured (Fornell,
& Larcker, 1981; Hair et al., 2014). Table 4 indicates that all constructs rated AVE higher than 0.50, also the constructs’
composite reliability rated above 0.70 (Fornell, C., & Larcker, 1981; Hair et al., 2014; A. A. A. Sharabati, 2021).

Table 4
Validity and reliability assessments of the constructs
Construct AVE Composite Reliability Cronbach’s Alpha
Bloggers 0.667 0.917 0.880
Brand Familiarity 0.871 0.953 0.926
Engagement 0.761 0.950 0.937
Intention 0.905 0.966 0.948
Socializing 0.554 0.827 0.753
Trust 0.855 0.959 0.943
Usefulness 0.645 0.896 0.847
Word of Mouth 0.631 0.895 0.851

Cronbach’s alpha was used to test the internal consistency, where Cronbach’s alpha coefficient of more than 0.70 is accepted
(Chin et al., 2003; Field, 2013; Hair et al., 2014; A.-A. A. Sharabati et al., 2022). Table (5) shows that all constructs have
rated above 0.70. Discriminant validity examines how the independent variables predict the dependent variable in the study
model (Hair et al., 2014), it can be tested by comparing the cross-loadings among constructs. The AVE for any construct
should be above the construct’s highest squared correlation (Hair et al., 2014). Table (5) indicates that constructs have an
accepted value.
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Table 5
Correlation Matrix among Construct Scores

No. 1 2 3 4 5 6 7 8
1 Bloggers 0.826
2 Brand Familiarity 0.774 0.933
3 Engagement 0.792 0.777 0.882
4 Intention 0.760 0.718 0.818 0.951
5 Socializing 0.677 0.677 0.680 0.582 0.794
6 Trust 0.818 0.870 0.773 0.708 0.646 0.924
7 Usefulness 0.808 0.847 0.877 0.768 0.781 0.833 0.802
8 Word of Mouth 0.708 0.707 0.776 0.720 0.633 0.697 0.799 1

Structural (Inner) Model Results: The structural model determines the paths’ significance and the prediction power of the
model, then defines the path coefficient significance levels (Hair et al., 2014). The structural model tests the significance of
the path coefficients by testing the standard error, R? value, confidence interval, and t-statistics (Chin et al., 2003). The value
of R? explains variance value and confirms model fitness (Hair et al., 2014), also the endogenous variable predictive ability
(Chin et al., 2003). The lowest accepted R? value is 0.10 (Hair et al., 2014). Table (6) indicates the path coefficient between
both endogenous and exogenous variables, R? variance, and the bootstrap critical ratio. The T-value measures the estimated
stability, which at a 0.95 confidence interval should be more than 1.960 (Chin et al., 2003). The value of R? for Intention is
69.1%, and Word of mouth is 65%, whereas Engagement is 79.1%. All values of R? are above 0.10 (Hair et al., 2014). All
path coefficients are demonstrated in Table 6 and Fig. 2.

Table 6
Influence Paths and Hypotheses Results
Tested Path H# Path Coefficient t-Statistic Hypothesis Result
Trust > Word of Mouth H1 -0.007 0.067 Not Supported
Trust > Engagement H2 0.000 0.005 Not Supported
Brand Familiarity = Word of Mouth H3 0.057 0.625 Not Supported
Brand Familiarity - Engagement H4 0.048 0.668 Not Supported
Bloggers > Word of Mouth H5 0.169* 2.379 Supported
Bloggers > Engagement Hé6 0.233* 3.799 Supported
Socializing > Word of Mouth H7 0.002 0.031 Not Supported
Socializing = Engagement HS8 -0.042 0.759 Not Supported
Usefulness > Word of Mouth H9 0.618* 6.854 Supported
Usefulness > Engagement H10 0.681* 11.193 Supported
Usefulness = Intention H11 0.155% 1.986 Supported
Word of Mouth - Intention H12 0.177* 2.788 Supported
Engagement = Intention H13 0.572* 6.756 Supported

* Sig at 0.05, T-Tabulated 1.960
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5. Discussion

Fig. 2. Results of regression analysis

The current research objective is to determine and investigate the impact of Instagram pages on millennials purchasing inten-
tions in the fashion industry in Jordan. The Impact of Trust on Online Word-of-Mouth: The result shows that there is no
significant relationship between trust and online word of mouth. This result contradicts most previous studies which indicated
that there is a correlation between trust in Online Word-of-Mouth such as consumer exchange of information and experience
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increasing trust, then the willingness to purchase (Han & Windsor, 2011). Trust factors affect trust which in turn affects
consumer purchase intention (Algi & Irwansyah, 2018; Che et al., 2017). Trust and Electronic word of mouth affect purchas-
ing habits of fashion goods (Sari & Yulianti, 2019). Social media influencer trust affects purchasing intention (Adil et al.,
2018; Alotaibi et al., 2019; Din et al., 2018; Santiago & Iseg, 2020). Satisfied customers trust online shopping, which is
important for customers’ repurchase intentions (Partha & Jatra, 2022; Riel et al., 2022; Waas et al., 2022).

The Impact of Trust on Engagement: The result shows that trust has an insignificant impact on consumers’ engagement. The
result is different from previous research such as social media encouraging interaction with customers, and enhancing trust
and buying intention (Birkbeck, 2013). User awareness and trust affect information sharing on social media (Paramarta et al.,
2019). The customer relationship affects customer satisfaction and trust (Zulfadli et al., 2020). The visual emotional and
informative appeals affected customer engagement (Rietveld et al., 2020). The shopping experience affects trust and repur-
chase intentions (Partha & Jatra, 2022).

The Impact of Brand Familiarity on Online Word-of-Mouth: The result shows that brand familiarity has an insignificant
influence on online word-of-mouth. This result is not matching with most previous studies such as Facebook engagement
positively influencing WOM, brand awareness, and buying intentions (Hutter et al., 2013). Familiarity and physical appear-
ance are more crucial for trust and attractiveness than similarity and likability by millennials aged 23-39, who use Instagram
(Karouw et al., 2019). The subjective norms and peers' social influence on Instagram affect intentions to buy across all ages
(Copeland & Zhao, 2020). Information seeking, information quality, and familiarity affected buying intention among Insta-
gram users (Wirani et al., 2020).

The Impact of Brand Familiarity on Engagement: The result indicates that brand familiarity had an insignificant impact on
consumers’ engagement. The result contradicts previous studies' results such as engagement which has a central role to play
in developing brand familiarity (Baker, 2013). Engagement and advertising have a central role to play in developing brand
familiarity (Baker, 2013). Searching for Information, quality of information, and familiarity enhance buying intention (Wirani
et al., 2020). The perceived value of the brand page affects brand page engagement and brand page engagement affects brand
loyalty (Ramadhani & Martini, 2021).

The Impact of Bloggers’ Recommendations on Online Word-of-Mouth: Bloggers’ recommendations had a strong effect on
consumers’ online word-of-mouth. The result is matching with previous studies' results such as the online blogger's recom-
mendations acting as a credible information source for consumers in purchasing decision-making (Hsu et al., 2013). In fashion,
bloggers’ recommendations play an important role in consumers’ decisions (Tomiuc & Stan, 2015). Key opinion leaders affect
the consumers’ buying intentions of Instagram users (Alotaibi et al., 2019). Fashion bloggers as fans use their knowledge to
create innovative recommendations (Serrano et al., 2020). Bloggers’ attractiveness, trustworthiness, and expertise dimensions
impact credibility and affect intention to engage and purchase intention (Bun & Alversia, 2020). The credibility of Instagram
Influencers affects trust and buying intentions (Keme¢ & Yiiksel, 2021).

The Impact of Bloggers’ Recommendations on Engagement: The result shows that bloggers’ recommendations have a positive
significant effect on consumers’ engagement. This result is going online with previous studies such as fashion bloggers who
have managed and succeeded in creating an impact on their audiences (Tomiuc & Stan, 2015). Instagram is used for photo
and video-sharing by bloggers to maintain contact with followers (Serrano et al., 2020). Bloggers’ credibility impacts their
attitude toward engagement with the brand, which affects purchase intention through social media (Bun & Alversia, 2020).

The Impact of Participation and Socializing on Online Word-of-Mouth: Participation and socializing insignificantly affect
consumers’ online word-of-mouth. The result is contradicted by previous studies' results such as customer participation and
involvement affecting buying intentions and purchasing decisions (Adil et al., 2018). Consumer benefits affect active partic-
ipation which in turn affects brand trust and commitment (Syuhada & Premananto, 2020). Instagram users’ behavioral inten-
tion affects user participation in marketing programs (Mahavarpour et al., 2022).

The Impact of Participation and Socializing on Engagement: Participation and socializing had a significant negative effect on
consumers’ engagement. The result is inconsistent with past studies' results such as Consumer involvement in fashion affects
cognitive processing and engagement (Molina-Prados et al., 2022). Instagram influences the political participation of students
at Jakarta State University (Aisya et al., 2020). Instagram is used as a tool for social transformation, carrying out political
campaigns, political news, and propaganda (Hendrawan et al., 2022).

The Impact of Usefulness of Information on Online Word-of-Mouth: The usefulness of information significantly positively
affects consumers’ electronic word-of-mouth. Previous studies support this result, where Instagram pages allow the customer
to have updated and helpful information about a brand (Al Khasawneh & Shuhaiber, 2013). The information usefulness of
images related to the fashion brand affects purchase intention (Yoon et al., 2018). Bloggers on Instagram are used to provide
information about products. Context and collaboration affect consumer purchasing decisions (Puspita & Hendrayati, 2020).
The quantity, quality, consistency, and recency of e-WOM information affect product buying intention and decision (Al-
Masoud, 2020). Popular bloggers on Instagram provide information to attract a lot of followers and influence their brand-
related perceptions (Sashittal & Jassawalla, 2020). Word of mouth is information conveyed mouth to mouth, while e-WOM
is communication through electronic media (Hamdan et al., 2022). E-WOM messages can be verbal and non-verbal to inform
about product performance and company services by providing information (Hamdan et al., 2022).
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The Impact of Usefulness of Information on Engagement: The information's usefulness is significantly and positively corre-
lated with consumers’ engagement. This result is supported by previous studies' results and information about products and
consumers’ perceived enjoyment affect the customer’s intention via satisfaction (Casald et al., 2017). The information context
and bloggers' collaboration affect consumer purchasing decisions (Puspita & Hendrayati, 2020). Popular bloggers on Insta-
gram provide information to attract a lot of followers and influence their brand-related perceptions (Sashittal & Jassawalla,
2020). E-WOM messages can be verbal and non-verbal to inform about product performance and company services by provid-
ing information, overcoming obstacles, and maintaining product characteristics and quality (Hamdan et al., 2022).

The Impact of Usefulness of Information on Consumers’ Intention to Buy: The information's usefulness is significantly and
positively correlated with consumers’ intentions to buy. The result is supported. by previous studies' information about prod-
ucts affecting the customer’s intention through satisfaction (Casal¢ et al., 2017). The information's usefulness affects purchase
intention (Yoon et al., 2018). Information affects consumer purchase decisions (Hutahaean & Julitawaty, 2020). Bloggers on
Instagram are used to provide information about products, which affects consumer purchasing decisions (Puspita & Hen-
drayati, 2020). Information quality affects purchase intention among Instagram users (Wirani et al., 2020). Media richness
influences Instagram consumers’ intention to purchase (Hasim et al., 2020). E-WOM provides information, overcomes ob-
stacles, and maintains product characteristics and quality (Hamdan et al., 2022).

The Impact of Online Word-of-Mouth on Consumers’ Intention to Buy: Online word-of-mouth has a significant and positive
influence on customers’ intentions to buy. The result matches with previous studies' results such as e-WOM on Instagram
affects attitudes, which in turn influences buying intention and interest (Triatmanto et al., 2018). E-WOM positively affects
the shopping interests of the Y and Z generations’ Instagram users (MARENTEK et al., 2019). E-WOM and influencers on
Instagram build product and brand images, which affect consumers’ purchasing intention and buying interest (Fitriandri et
al., 2021). E-WOM intensity on Instagram affects tourists' decisions (Priana & Roihah, 2021). E-WOM affects consumer
confidence and buying intention (Firman et al., 2021).

The Impact of Engagement on Consumers’ Intention to Buy: Engagement significantly and positively affects consumers’
intentions to purchase. The result is supported by previous studies' results. This finding closely aligns with past searches.
Engagement on Instagram had a higher effect on consumers' purchasing actions compared with Facebook (Sjoqvist, 2015).
The frequency and time spent on social media affect buying intention (Kircova et al., 2018). Engagement affects consumers’
purchase intentions of Instagram users (Kaewpackdee & Lekchareon, 2020). Customer engagement influences arousal greater
than pleasure which increases customers’ purchase intention (Zanariah & Corresponding, 2020). Instagram engagement in-
fluences buying intention through the perception of luxury product value (Amelia & Hidayatullah, 2020). The customers'
engagement on Instagram plays an important role in increasing buyers purchasing decisions (Al-Nasser & Mahomed, 2020).
Customer engagement on Instagram affects consumer purchase intentions (Atika et al., 2021). Higher engagement with con-
tent through hedonic enjoyment affects purchase intention (Kim et al., 2021).

5. Conclusion

The purpose of this research is to investigate the influence of Instagram Pages on Millennials consumers’ purchase intentions:
An empirical study on the Jordanian Fashion Industry. The current study uses a quantitative, descriptive, and cross-sectional
method. The questionnaire is developed based on previous studies to measure each construct, then distributed online on dif-
ferent social media including Facebook, Instagram, and Twitter. Data was collected from 212 participants, most of them aged
around 18-33, which were entered on SPSS and Smart PLS software to test both the validity and reliability of the questionnaire
items and the study hypothesis. Results show that trust does not significantly affect eWOM and engagement. Brand familiarity
does not significantly affect eWOM and engagement. Bloggers’ recommendations significantly affect eWOM and engage-
ment. Participation and socialization do not significantly affect eWOM and negatively affect engagement. The usefulness of
information significantly affects eWOM and engagement. Finally, useful information, eWOM, and engagement positively
and significantly affect consumers buying intention on Instagram. The current study results contribute to the knowledge about
using Instagram pages and its effect on consumer intention to buy. The study develops a model that combines different con-
structs that have not been combined before. This study also extends existing theory through the examination and application
of the model in the social network sites context, specifically, Instagram. This research contributes to the marketing context.
Further, the research provides a significant contribution to existing knowledge by enhancing the understanding of Jordanian
customers’ behaviors and attitudes in the Instagram context.

Study Limitations and Future Research: The study is a quantitative cross-sectional study conducted on fashion industry
Instagram users through an online survey in Jordan, which may limit its generalization to other industries and other countries.
Moreover, generalizing online survey results may be questionable. Further research based on observations may be helpful to
test the generalizability of the results. Furthermore, in Jordan, many people still do not consider Instagram as an online shop-
ping platform. Data collected from Jordanian online users, the study suggests applying similar studies to online users in dif-
ferent countries. The proposed conceptual model can be tested in other countries. Repeating the study provides greater support
for the generalizability of the results. Future research is recommended about the effect of Instagram on consumers of different
ages.

Theoretical Implications: The current research contributes is based on an assumption that social media affects consumers’
purchasing intention. Throughout this research, additional constructs were found. The study gives new information about the
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influence of Instagram pages on consumers. Therefore, this research expands the knowledge about factors that affect custom-
ers’ buying intentions, attitudes, and behaviors. Online word of mouth and engagement that affects the intention to buy were
derived from the trust, brand familiarity, bloggers’ recommendations, participating and socializing, and usefulness of the
information. Therefore, the study enhances social media and provides specific information about Instagram and purchasing
intention. In the aspect of Bloggers’ recommendations, online word of mouth, engagement, the usefulness of information,
and intention to buy. The research has used proven previous concepts and constructs both in social media and customer
behavior studies and has validated theoretically the correlation between the conceptual model and constructs. Consequently,
this study offers specific information about the characteristics of Instagram that are most associated with its impact on con-
sumers’ purchasing intentions, especially in Jordan than a vague basic aspect.

Practical Implications: The benefit of this study is to investigate the impact of purchasing intentions among millennials on
Instagram pages and to test the proposed conceptual framework of the purchasing intention of consumers, specifically for
millennials as consumers are exposed to a company’s page on Instagram, especially in the fashion industry in Jordan. Pre-
cisely, the study tests whether online word of mouth and engagement, which are derived from (trust, brand familiarity, blog-
gers’ recommendations, participating, socializing, and usefulness of information) leads to the customers’ intention to buy and
to predict and investigate what constructs affect the intention to buy. Therefore, marketers can use Instagram to contact,
promote, advertise, and sell their products by developing a strong relationship with their customers through different Insta-
gram tools.

References

Adams, M. (2012). Slang: The people’s poetry. Oxford University Press. books.google.com

Adil, A. S., Asdar, M., & Ismail, M. (2018). the influence of customers involvement and brand trust on decisions of purchase
of products through intention to buy as intervienning variable (study on eiwa instagram account). Journal of Applied
Business and Entrepreneurship, 1(3), 37-50.

Ahmad, A. H., Idris, L., Alias, S. S., Tuong, C., & Amit, H. (2020). The Credibility of Celebrity Endorser: Its Impact Towards
Consumer Purchase Intention On Instagram in Malaysia. Paldrch’s Journal of Archaeology of Egypt / Egyptology, 17(9),
1327-1343.

Aisya, Priana, A., Ardiningrum, S., & Safitri, D. (2020). The Use of Instagram on Political Participation of Communication
Students in Universitas Negeri Petanda: Jurnal Ilmu Komunikasi dan Humaniora The Use of Instagram on Political
Participation of Communication. Petanda: Jurnal llmu Komunikasi Dan Humaniora, 2(1), 28-35.

Al-Debei, M. M., Akroush, M. N., & Ashouri, M. 1. (2015). Consumer attitudes towards online shopping: The effects of trust,
perceived benefits, and perceived web quality. Internet Research, 25(5), 707-733. https://doi.org/10.1108/IntR-05-2014-
0146

Al-Masoud, N. A. (2020). The Impact of Placing Electronic Word of Mouth on Instagram on Consumers’ Purchase Intention:
Case Study of Food Products in the Kingdom of Saudi Arabia. Journal of Entrepreneurship and Business Innovation, 7(2),
51-77. https://doi.org/10.5296/jebi.v7i2.17639

Al-Nasser, A., & Mahomed, A. S. B. (2020). Anuar Shah Bali Mahomed, Effect of Social Media Influencers on Purchase
Intentions of Saudi Arabia Consumers: Instagram as an Evaluation Tool. International Journal of Management (IJM),
11(7), 1186—-1196. https://doi.org/10.34218/1JM.11.7.2020.105

Al Khasawneh, M., & Shuhaiber, A. (2013). A Comprehensive Model of Factors Influencing Consumer Attitude Towards
and Acceptance of SMS Advertising: An Empirical Investigation in Jordan. International Journal of Sales and Marketing
Management Research and Development, 3(2), 1-22.

Algi, A., & Irwansyah. (2018). Consumer trust and intention to buy in Indonesia Instagram stores. Proceedings - 2018 3rd
International Conference on Information Technology, Information Systems and Electrical Engineering, ICITISEE 2018,
Yogyakarta, Indonesia, 199-203. https://doi.org/10.1109/ICITISEE.2018.8721033

Alotaibi, T. S., Alkhathlan, A. A., & Alzeer, S. S. (2019). Instagram shopping in Saudi Arabia: What influences consumer
trust and purchase decisions? International Journal of Advanced Computer Science and Applications, 10(11), 605-613.
https://doi.org/10.14569/1IJACSA.2019.0101181

Amelia, R., & Hidayatullah, S. (2020). The Effect of Instagram Engagement to Purchase Intention and Consumers’ Luxury
Value Perception as the mediator in the Skylounge Restaurant. International Journal of Innovative Science and Research
Technology, 5(4), 958-966.

Atika, Setyanto, R. P., & Afif, N. C. (2021). The Effectiveness of Photo-Sharing-Based Instagram Social Media in Influencing
Consumer Purchase Intentions on the @manteracorner Instagram account. In International Sustainable Competitiveness
Advantage (pp. 858-867).

BABAYEV, N., & ISRAFILZADE, K. (2020). Millennial Versus Non-Millennial Users: Context of Customer Engagement
Levels on Instagram Stories (Extended Version). Journal of Life Economics, 7(2), 135-150.
https://doi.org/10.15637/jlecon.7.009

Baker, D. M. A. (2013). Service Quality and Customer Satisfaction in the Airline Industry: A Comparison between Legacy
Airlines and Low-Cost  Airlines. American  Journal  of  Tourism Research, 2(1), 67-71.
https://doi.org/10.11634/216837861302317

Barker, M., Barker, D. 1., Bormann, N. F., & Zahay, D. (2014). Social Media Marketing: A Strategic Approach. In South
Western CENGAGE Learning.

Bhat, N. Y., & Bhat, S. A. (2022). Impact of Servicescape via Instagram on Behavioral Intention of Young Consumers: A



1896

Case Study of Catering Industry. SPECIALUSIS UGDYMAS / SPECIAL EDUCATION, 1(43), 2469-2479.
https://doi.org/10.5958/2249-7307.2022.00003.2

Birkbeck, S. (2013). Can the Use of Social Media be Regulated? Computer and Telecommunications Law Review, 19, 83-85.

Bun, S., & Alversia, Y. (2020). Incentives and Food Blogger Influence on Customer Engagement through Instagram.
Advances in Economics, Business, and Management Research, 160(Icbmr), 21-28.
https://doi.org/10.2991/aebmr.k.201222.004

Burns, A. C., & Bush, R. F. (2003). Determining the Size of a Sample. Pearson Prentice Hall.

Bush, D. M., & Simmons, R. G. (2017). Socialization processes over the life course. In Social Psychology (pp. 133—164).
Routledge. https://doi.org/10.4324/9781315129723-5

Casalo, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2017). Antecedents of consumer intention to follow and recommend an
Instagram account. Online Information Review, 41(7), 1046—1063. https://doi.org/10.1108/OIR-09-2016-0253

Che, J. W. S, Cheung, C. M. K., & Thadani, D. R. (2017). Consumer Purchase Decision in Instagram Stores: The Role of
Consumer Trust. Proceedings of the 50th Hawaii International Conference on System Sciences, 24-33.
https://doi.org/10.24251/hicss.2017.004

Chen, Y., Fay, S., & Wang, Q. (2011). The Role of Marketing in Social Media: How Online Consumer Review Evolve.
Journal of Interactive Marketing, 25(2011), 85-94.

Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A Partial Least Squares Latent Variable Modeling Approach for
Measuring Interaction Effects: Results from a Monte Carlo Simulation Study and an Electronic-Mail Emotion/Adoption
Study. Information Systems Research, 14(2), 189-217. https://doi.org/10.1126/science.143.3610.994

Copeland, L. R., & Zhao, L. (2020). Instagram and theory of reasoned action: US consumers influence of peers online and
purchase intention. [International Journal of Fashion Design, Technology, and FEducation, 13(3), 265-279.
https://doi.org/10.1080/17543266.2020.1783374

Delafrooz, N., Rahmati, Y., & Abdi, M. (2019). The influence of electronic word of mouth on Instagram users: An emphasis
on consumer socialization framework. Cogent  Business and  Management, 6(1), 1-14.
https://doi.org/10.1080/23311975.2019.1606973

Desreumaux, G. (2014). The complete history of Instagram. Wersm.Com. https://wersm.com/the-complete-history-of-
instagram/

Dias, R., Martinez, L. F., & Martinez, L. M. (2021). How Does the Number of Instagram Followers Influence Brand Attitude:
The Role of Purchase Intention, Perceived Product Quality, Referrals, Brand Trust, and Gender. Springer Proceedings in
Business and Economics, 1(2016), 121-128. https://doi.org/10.1007/978-3-030-76520-0 13

Din, S. M., Ramli, R., & Bakar, A. A. (2018). A Review on Trust Factors affecting Purchase Intention on Instagram. 2078
IEEE Conference on Application, Information and  Network Security (AINS), 49-53.
https://doi.org/10.1109/1ISA.2018.8631501

Duggan, M., Ellison, N. B., Lampe, C., Lenhart, A., & Madden, M. (2015). Social Media Update 2014. In Pew Research
Center Internet Project (Issue January).

Erkan, I., & Evans, C. (2016). The Impacts of Electronic Word of Mouth in Social Media on Consumer’s Purchase Intentions.
International Conference on Digital Marketing, 1-11. http://v-scheiner.brunel.ac.uk/bitstream/2438/9706/1/Fulltext.pdf

Field, A. (2013). Field, Andy. Discovering Statistics Using IBM SPSS Statistics. (Fourth Edi). SAGE Publications.

Firman, A., Ilyas, G. B., Reza, H. K., Lestari, S. D., & Putra, A. H. P. K. (2021). The Mediating Role of Customer Trust on
the Relationships of Celebrity Endorsement and E-WOM to Instagram Purchase Intention. Jurnal Minds: Manajemen Ide
Dan Inspirasi, 8(1), 107-126. https://doi.org/10.24252/minds.v8i1.20594

Fitriandri, E., Kirana, M., Desi Nurfatma Sari, & Saifuddin, S. D. (2021). Influence of Electronic Word of Mouth and
Influencer in the Use of Instagram on Purchasing Intention on Women’s Apparel. INTERNATIONAL JOURNAL OF
MULTI-SCIENCE, 2(8), 1-15. https://multisciencejournal.com/index.php/ijm/article/view/203

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement
error. Journal of Marketing Research, 18(1), 39-50.

Fornell, C., & Bookstein, F. L. (1982). Two Structural Equation Models: LISREL and PLS Applied to Consumer Exit-Voice
Theory. Journal of Marketing Research, 19(4), 440—-452. https://doi.org/10.1177/002224378201900406

Gefen, D., & Straub, D. (2005). A Practical Guide To Factorial Validity Using PLS-Graph: Tutorial And Annotated Example.
Communications of the Association for Information Systems, 16(2005), 91-109. https://doi.org/10.17705/1cais.01605

GORGULU, V. (2019). Investigating Consumer Trust in Instagram Influencers and Its Impact on Brand Related
Characteristics and Purchase Intention. Uluslararasi Halkla Iliskiler ve Reklam Calismalart Dergisi, 2(2), 118-130.
https://dergipark.org.tr/en/pub/hire/issue/49612/586341

Gruzd, A., Wellman, B., & Takhteyev, Y. (2011). Imagining Twitter as an imagined community. American Behavioral
Scientist, 55(10), 1294-1318. https://doi.org/10.1177/0002764211409378

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation modeling (PLS-
SEM): An emerging tool in business research. European Business Review, 26(2), 106—121. https://doi.org/10.1108/EBR-
10-2013-0128

Hamdan, Y., Ratnasari, A., & Sofyan, A. (2022). Management of Electronic Word of Mouth Communication for Culinary
Products on Instagram. Proceedings of the 4th Social and Humanities Research Symposium (SoRes 2021), 658(SoRes
2021), 516-520. https://doi.org/10.2991/assehr.k.220407.106

Han, B., & Windsor, J. (2011). User’s willingness to pay on social network sites. Journal of Computer Information Systems,



S. Al-Haddad et al. / International Journal of Data and Network Science 7 (2023) 1897

51(4), 31-40.

Hasim, M. A., Ishak, M. F., Halim, N. N. A.; & ... (2020). Media Richness on Instagram Influences Towards Consumer
Purchase Intention: Exploring the Moderating Effect of Brand Equity. DIJEMSS, 1(6), 1001-1011.
https://doi.org/10.31933/DIJEMSS

Hendrawan, J. H., Sofyan, E., & Supriatna, N. (2022). Impact of Smart Phone Communication Technology and Instagram
Social- Media on Student Political Participation Prior to the 2019 Presidential Elections: STKIP Pasundan Cimahi Batch
2018 Students’ Research. ltalienisch, 12(2), 486—493.

Hennig-Thurau, T., Malthouse, E. C., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, A., & Skiera, B. (2010). The Impact
of New Media on Customer Relationships. Journal of Service Research, 13(3), 311-330.
https://doi.org/10.1177/1094670510375460

Hsu, C. L., Lin, J. C. C., & Chiang, H. Sen. (2013). The effects of blogger recommendations on customers’ online shopping
intentions. Internet Research, 23(1), 69-88. https://doi.org/10.1108/10662241311295782

Hutahaean, J., & Julitawaty, W. (2020). Electronic Word of Mouth in Social Media Instagram. Proceeding International
Conference ISSN  2723-4509 (Online) on Social, Sciences and Information Technology, 221-230.
https://doi.org/https://doi.org/ 10.33330/icossit.v1il.728

Hutter, K., Hautz, J., Dennhardt, S., & Fiiller, J. (2013). The impact of user interactions in social media on brand awareness
and purchase intention: The case of MINI on Facebook. Journal of Product and Brand Management, 22(5), 342-351.
https://doi.org/10.1108/JPBM-05-2013-0299

Kaewpackdee, R., & Lekchareon, S. (2020). The Influence of Advertising Design Affecting on Purchase Intention Via
Instagram of Consumers in Bangkok and Abstract Metropolitan Region. Journal of Communication Arts, 38(2), 69-83.

Karouw, D. E. Z., Worang, F. G., & Pandowo, M. H. C. (2019). Millennial Trust Through Endorser Credibility on Local
Influencer Endorsement on Instagram. Jurnal EMBA, 7(3), 3818-3827.

Kaur, A., & Medury, Y. (2011). Impact of the internet on teenagers’ influence on family purchases. Young Consumers, 12(1),
27-38. https://doi.org/10.1108/17473611111114768

Kemeg, U., & Yiiksel, H. F. (2021). The Relationships among Influencer Credibility, Brand Trust, and Purchase Intention:
The Case of Instagram. Tiiketici ve Tiiketim Aras- Tirmalar: Dergisi, 13(1), 159—193.

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get serious! Understanding the
functional building blocks of social media. Business Horizons, 54(3), 241-251.
https://doi.org/10.1016/j.bushor.2011.01.005

Kim, E., Shoenberger, H., & Sun, Y. (2021). Living in a Material World: Sponsored Instagram Posts and the Role of
Materialism, Hedonic Enjoyment, Perceived Trust, and Need to Belong. Social Media and Society, 7(3), 1-9.
https://doi.org/10.1177/20563051211038306

Kircova, I., Yaman, Y., & Kése, S. G. (2018). Instagram, Facebook, or Twitter: Which Engages Best? A Comparative Study
of Consumer Brand Engagement and Social Commerce Purchase Intention. European Journal of Economics and Business
Studies, 4(1), 268-278. https://doi.org/10.26417/ejes.v10i1.p279-289

Listiyana, Alvin, R., & Qomariah, N. (2022). Effect of E-Service Quality on Online Repurchase Intention with E-Trust as a
Mediator for Tokopedia users (Study on Tokopedia Instagram Followers) Pengaruh E-Service Quality Terhadap Online
Repurchase Intention dengan E-Trust sebagai mediator pada Pengg. Jurnal Multidisiplin Madina, 2(4), 2007-2028.

Lu, L.-C., Chang, W.-P., & Chang, H.-H. (2014). Consumer attitudes toward blogger’s sponsored recommendations and
purchase intention: The effect of sponsorship type, product type, and brand awareness. Computers in Human Behavior,
34(2014), 258-266.

Lungeanu, M. 1., & Parisi, L. (2018). What makes a fashion blogger on Instagram? The Romanian case study. Observatorio,
12, 28-53. https://doi.org/10.15847/OBSOBS0001384

Lyberg, L. E., & Weisberg, H. F. (2016). Total Survey Error: A Paradigm for Survey Methodology. In The SAGE Handbook
of Survey Methodology. https://doi.org/10.4135/9781473957893.n3

Mahavarpour, N., Hoseinzade Shahri, M., Abdolvand, N., & Babaei, M. A. (2022). The Rules Governing the Behavioral
Intention of Instagram Users to Participate in Marketing Crowdsourcing Contests based on the Ruff Set Theory Approach.
Consumer Behavior Studies Journal, 8(4), 132—159.

Malhotra, N. (2019). Marketing Research: An applied orientation. In Marketing Research.

MARENTEK, M., KEMBAU, A. S., & KUMAAT, A. (2019). Word-of-Mouth Behavior on Social Networking Sites: Case
Study on Y and Z Generation Instagram User. Journal of Applied Economic Sciences, 4(66), 1125-1135.
https://doi.org/https://doi.org/10.14505/jaes.v14.4(66).19

McGlynn, J., Zhou, Y., Han, A., & Huang, Y. (2019). Present, endorsed, and active: Instagram cues that predict trust.
Communication Research Reports, 36(4), 338-348. https://doi.org/10.1080/08824096.2019.1670154

Mohammad, V. M. (2020). Consumer Trust Towards Content Marketing of Food & Beverage Businesses on Instagram:
Empirical Analysis of Taiwanese and Singaporean Consumers. International Journal of Business, 6(2), 73-85.
https://doi.org/10.20469/1JBAS.6.10002-2

Molina-Prados, A., Muifioz-Leiva, F., & Prados-Pefia, M. B. (2022). The role of customer brand engagement in the use of
Instagram as a “shop window” for fashion-industry social commerce. Journal of Fashion Marketing and Management,
26(3), 495-515. https://doi.org/10.1108/JFMM-12-2020-0275

Neuman, S. P. (2003). Maximum likelihood Bayesian averaging of uncertain model predictions. Stochastic Environmental
Research and Risk Assessment, 17(2003), 291-305. https://doi.org/DOI 10.1007/800477-00)-0151-7



1898

Paramarta, V., Jihad, M., Dharma, A., Hapsari, I. C., Sandhyaduhita, P. 1., & Hidayanto, A. N. (2019). Impact of User
Awareness, Trust, and Privacy Concerns on Sharing Personal Information on Social Media: Facebook, Twitter, and
Instagram. 2018 International Conference on Advanced Computer Science and Information Systems, [CACSIS 2018, 271—
276. https://doi.org/10.1109/ICACSIS.2018.8618220

Park, J., & Stoel, L. (2005). Effect of brand familiarity, experience and information on online apparel purchase. International
Journal of Retail and Distribution Management, 33(2), 148—160. https://doi.org/10.1108/09590550510581476

Parson, A. (2019). How Does Social Media Influence the Buying Behavior of Consumers? Azcentral.Com.
https://yourbusiness.azcentral.com/social-media-influence-buying-behavior-consumers-17017.html

Partha, C. 1. P. C., & Jatra, I. M. (2022). Consumer Trust, Shopping Experience on Repurchase Intention of Product Advertised
by Local Digital News Account on Instagram. European Journal of Business and Management Research, 7(2), 107-111.
https://doi.org/10.24018/ejbmr.2022.7.2.1243

Pasaribu, L. N., & Purba, K. (2020). The influence of trust on the online purchase decisions with buying interest on the social
networking site Instagram: Case study of online shop users on Instagram. Research, Society and Development, 9(10), 1—
20. https://doi.org/10.33448/rsd-v9i110.9119

PHAN, T. N., HO, T. V., & LE-HOANG, V. P. (2020). The Impact of Content Marketing on Customer Engagement on
Instagram - A Case Study of Fashion Brands. International Journal of Management (IJM), 11(7), 859-868.
https://doi.org/10.34218/1JM.11.7.2020.076

Priana, R. Y. S., & Roihah, S. R. (2021). The Effect of Electronic Word of Mouth Communication through Instagram on the
Decision of Domestic Tourists Visiting Peucang Island. Journal Hotspot, 1(2), 30-36. http://journal.poltekpar-
palembang.ac.id/index.php/jh/article/view/27

Puspita, G. ., & Hendrayati, H. (2020). Food Blogger Review on Instagram as an Alternative for Helping Consumer Purchase
Decision. 117(Gebme 2018), 16-20. https://doi.org/10.2991/acbmr.k.200131.005

Ramadhani, K. P., & Martini, E. (2021). The Role of Instagram Social Media Brand Page Experience on Consumer
Engagement of Indihome Brand Loyalty Customer. Asian Journal of Research in Business and Management, 3(1), 51—
61.

Redecker, C., Ala-Mutka, K., & Punie, Y. (2010). Learning 2.0: The impact of social media on learning in Europe. In
European Commission. http://www.ict-21.ch/com-ict/IMG/pdf/learning-2.0-EU-17pages-JRC56958.pdf

Riel, A. A., Yacob, S., & Nifita, A. T. (2022). the effect of viral marketing and social media instagram on repurchase intention
through consumer trust as an intervening variable. Journal of Business Studies and Management Review (JBSMR), 5(2),
191-202.

Rietveld, R., van Dolen, W., Mazloom, M., & Worring, M. (2020). What You Feel, Is What You Like Influence of Message
Appeals on Customer Engagement on Instagram. Journal of Interactive Marketing, 49, 20-53.
https://doi.org/10.1016/j.intmar.2019.06.003

Rizqia, C. D., & Hudrasyah., H. (2015). The Effect of Electronic Word-Of-Mouth on Customer Purchase Intention (Case
Study: Bandung Culinary Instagram Account). International Journal of Humanities and Management Sciences, 3(3), 155—
160.

Salma Irelli, R., & Chaerudin, R. (2020). Brand-Generated Content (BGC) and Consumer-Generated Advertising (CGA) on
Instagram: The Influence of Perceptions on Purchase Intention. KnE Social Sciences, 2020, 882-902.
https://doi.org/10.18502/kss.v4i16.6649

Santiago, J. K., & Iseg, U. D. L. (2020). Consumer Attitudes Towards Fashion Influencers on Instagram: Impact of
Perceptions and Online Trust on Purchase Intention. Issues In Information Systems, 21(1), 105-117.
https://doi.org/10.48009/1 iis_2020 105-117

Sari, D. M. F. P., & Yulianti, N. M. D. R. (2019). Celebrity endorsement, electronic word of mouth and trust brand on buying
habits. International Journal of Social Sciences and Humanities, 3(1), 82-90. https://doi.org/10.29332/ijssh.v3n1.261

Sashittal, H. C., & Jassawalla, A. R. (2020). The personal influence of Instagram bloggers on consumer—brand interactions:
brands as tribal artifacts. Journal of Brand Management, 27(6), 679-690. https://doi.org/10.1057/s41262-020-00203-9

Serrano, M., Carlos, J., Orestis, P., & Hegelich, S. (2020). Dancing to the Partisan Beat: A First Analysis of Political
Communication on TikTok. WebSci 2020 - Proceedings of the 12th ACM Conference on Web Science, 157—166.
https://doi.org/10.1145/3394231.3397916

Sharabati, A.-A. A., Al-Haddad, S., Al-Khasawneh, M., Nababteh, N., Mohammad, M., & Ghoush, Q. A. (2022). The Impact
of TikTok User Satisfaction on Continuous Intention to Use the Application. Journal of Open Innovation: Technology,
Market, and Complexity, 8(125), 1-20. https://doi.org/10.3390/joitmc8030125

Sharabati, A. A. A. (2021). Green Supply Chain Management and Competitive Advantage of Jordanian Pharmaceutical
Industry. Sustainability, 13(23), 1-17. https://doi.org/10.3390/su132313315

Sjoqvist, S. (2015). Customer engagement behavior on social media brand communities. Linnaeus University, Sweden.

Smith, D. A. (2014). Faculty leadership behaviors and the adoption of social media (Vol. 3646795) [Dallas Baptist
University].
http://proxyau.wrlc.org/login?url=http://search.proquest.com/docview/1628964092?accountid=8285%5Cnhttp://vg5lydq
17e.search.serialssolutions.com/?ctx_ver=239.88-2004&ctx_enc=info:ofi/enc:UTF-
8&rfr_id=info:sid/ProQuest+Dissertations+&+Theses+Full+Text&rft v

Sokolova, K., & Kefi, H. (2019). Instagram and YouTube bloggers promote it, why should I buy? How credibility and
parasocial interaction influence purchase intentions. Journal of Retailing and Consumer Services, 53, 1-16.



S. Al-Haddad et al. / International Journal of Data and Network Science 7 (2023) 1899

https://doi.org/10.1016/j.jretconser.2019.01.011

Solorzano, R. (2011). Online Shopping Worldwide E-commerce Statistics [Infographic]. 2011.

Sultoni, M. M., Irwansyah, Haninda, A. R., & Aprilia, M. P. (2019). Digital Content by Online Media and Its Effects on Brand
Trust, Brand Credibility, Brand Commitment, and Brand Advocacy (Case on Instagram Account Tirto.id). 2019 IEEE 4th
International ~ Conference on  Computer and  Communication  Systems, ICCCS 2019, 612-617.
https://doi.org/10.1109/CCOMS.2019.8821740

Symonds, P. M. (1924). On the Loss of Reliability in Ratings Due to Coarseness of the Scale. Journal of Experimental
Psychology, 7(6), 456-461. https://doi.org/10.1037/h0074469

Syuhada, M. A., & Premananto, G. C. (2020). Consumer benefits received in the Instagram account on brand trust and
commitment. Opcion, Aiio 36, Regular, 91(2020), 370-389.

Teng, S. Y., Yeh, M. Y., & Chuang, K. T. (2015). Toward understanding the mobile social properties: An analysis on
Instagram photo-sharing network. Proceedings of the 2015 IEEE/ACM International Conference on Advances in Social
Networks Analysis and Mining, ASONAM 2015, 266-269. https://doi.org/10.1145/2808797.2809416

Tomiuc, A., & Stan, O. (2015). Postmodern Openings THE FASHION BLOGOSPHERE IN ROMANIA. FASHIONSCAPE
AND FASHION BLOGGERS. Postmodern Openings, 6(1), 161-174. http://postmodernopenings.com

Triatmanto, P., Adi, R. R. N., Pratama, R. H., & Chandra, R. (2018). Effect of Electronic Word of Mouth (E-WOM) and
Instagram Account on Purchase Intention. International Journal of Innovative Science and Research Technology, 3(12),
6181-6190.

Triputranti, C. S., Pramudiarja, U., Prabawati, D. H., Artika, D., & Prawiwa, D. (2021). Strategies of the BKKBN for
Socializing Family Planning Program for Generation Z in Indonesia through Instagram. International Journal of Social
Science Research, 3(4), 257-268.

Turban, E., King, D., Lee, J. K., Liang, T.-P., & Turban, D. C. (2015). Electronic Commerce: A Managerial and Social
Networks Perspective. (Eighth Edi). Springer Texts in Business and Economics. http://www.springer.com/series/10099

Waas, A. C., Tulung, J. E., & Tielung, M. V. J. (2022). analysis of customer trust on repurchase intention in an online shop
on instagram (study case: minishoppaholics.id). Jurnal EMBA, 10(1), 289-297.

Wirani, Y., Diniputri, L., & Romadhon, M. S. (2020). Investigating the Influence of Information Quality, Information Seeking,
and Familiarity with Purchase Intentions: A Perspective of Instagram Users in Indonesia. 2020 8th International
Conference on Information and Communication Technology, 1CoICT 2020.
https://doi.org/10.1109/ICoICT49345.2020.9166163

Wu, C. H., Kao, S. C., & Lin, H. H. (2013). Acceptance of enterprise blog for service industry. Internet Research, 23(3), 260—
297. https://doi.org/10.1108/10662241311331736

Yoon, A., Lee, E., & Lee, H. H. (2018). Consumer Perceptions of Images in Fashion Instagram by Information Providers
(Brand vs Consumers): Focusing on Credibility, Usefulness, Enjoyment. Journal of the Korean Society of Clothing and
Textiles, 42(3), 379-396. https://doi.org/10.5850/JKSCT.2018.42.3.379

Zanariah, A., & Corresponding, B. (2020). The Influence of Customer Engagement on Emotion, Purchase Intention, and
Positive User-generated Content (UGC) Spread on Instagram. Journal of Entrepreneurship and Business, 8(1), 120—130.
https://doi.org/10.17687/jeb.0801.010

Ziegel, E. R. (1998). Survey Measurement and Process Quality. Technometrics, 40(1), 83-84.
https://doi.org/10.2307/1271416

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2010). Business research methods: Sampling design and sampling
procedures. In Mason, OH: Library of Congress.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2013). Business Research Methods, South-Western, Cengage
Learning. In South-Western, Cengage Learning USA.

Zulfadli, RahmanLubis, A., & Lubis, P. H. (2020). The Effect of E-Service Quality and Customer Relationship Management
on Customer Loyalty With Customer Satisfaction and Trust Asmediation Variables for Instagram Users in Banda Aceh.
International Journal of Business Management and Economic Review, 3(01), 318-327.



1900

© 2023 by the authors; licensee Growing Science, Canada. This is an open access article distrib-
® uted under the terms and conditions of the Creative Commons Attribution (CC-BY) license
(http://creativecommons.org/licenses/by/4.0/).



