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Abstract: - Nowadays we face an ever-growing number of people using social media, and Instagram is one of the
most popular, where its users are exposed to the content generated by opinion leaders/influencers. The role of
influencers has already been acknowledged by both academy and the companies, yet the literature in regard with
this topic faces some limitations. At the same time, evidence shows that Instagram is the mostly used platform
by influencers/opinion leaders in the fashion industry and influencers/opinion leaders are an important source of
impact for their followers. The aim of this paper is to explore the role that influencers on Instagram play in the
behavior of consumers. 1ts main objective is the identification of the impact that some antecedents (stimuli) have
on the opinion leadership, as well as the impact that the latter has on the consequent (response) purchase intention
of consumers, in the fashion sector in Albania. The research followed a quantitative approach, with a sample of
412 followers of a fashion focused Instagram account (of a non-traditional celebrity), that answered an online
questionnaire. The results of the research suggest that opinion leadership impacts the consumer behavioral
intentions. In regard with the practical and theoretical implications, this study contributed to a better
understanding of the role of Instagram influencers in fashion sector, allowing the enrichment of literature and
information in the Albanian environment. The research has also provided evidence that the use of influencers is
a successful tool for marketers and companies in the fashion sector.
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1 Introduction including awareness, information acquisition,
Nowadays, traditional marketing has already given opinions, attitudeg, purchase behaYior, aqd post-
way to online marketing through social media, as it purchqse communication and t;valuatmn. This media
has invaded our daily lives and can reach a wider COMPrISEs both the condplts aqd the content
audience in a relatively shorter period of time and at QIsgemlnated throggh | interactions  between
a lower cost compared to traditional marketing. The 1nd1v1dual§ agd organizations [25]. o

tools and strategies for dealing with customers have _ The s%gnlﬁcance Of_ this study lies in the
changed a lot with the emergence of this phenomenon identification Qf the way influencers become trusted
(social media), also referred to as consumer- sources for t'helr followerg, as Well as the way opinion
generated media [34]. The 21st century is witnessing leadership impacts the intention of consumers t.o
an explosion of messages transmitted through these purchase th? promoFed . products. Moreover, this
media. They have become a major factor in study provides _guld_elmes for _ marketers apd
influencing various aspects of consumer behavior companies operating in the fashion sector, with

theoretical and practical implications in approaching
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markets via influencer marketing and Instagram
influencer initiatives. Social media are still
developing, and they offer more and more
possibilities to users due to their continuous upgrades
[53]. Despite the increasing number of influencers
who have emerged in the fashion industry, this is (to
our knowledge) one of the first studies analyzing the
antecedents and their effect on opinion leadership, as
well as one of the most important consequence of the
opinion leadership impact on consumer behavior
(intention to purchase), on Instagram, in the Albanian
context [6].

Social media are defined as the activities,
participations, and behaviors of people in online
communities to share information, knowledge and
opinions [14]. Social media content comprises text,
pictures, videos, and networks. Almost all of
businesses use social media to market their brands
and products, due to their ability to increase brand
exposure, attract website traffic, develop loyal fans,
and gain marketplace intelligence [40].

At the same time, consumers are increasingly
using social media to find out about brands and
products [29] and access this media on their mobile
devices, allowing marketers more touch-points to
reach their consumers. Social media activities for a
brand can foster the consumer base of the brand [49],
and engagement in social media brand communities
increases consumers’ purchase expenditures [16].
Millions of companies have set up social media pages
for brand communication purposes, and the
popularity of social media requires theoretical
understanding of how social media exposures
influence product-related outcomes [49].

Defined as the identification and use of specific
key individuals who hold influence over potential
buyers of a brand or product to aid in the marketing
activities of the brand [5], influencer marketing can
act as a powerful mechanism for impacting. In
previous research, use of influencers such as
celebrities [11] and bloggers [27], have been found to
significantly increase consumers’ positive brand
attitudes and purchase intentions. However, there
also exist issues of the security of social networking
users. The dangers that have occasionally been
reported to arise from the use of technology and
social networks are many and are constantly renewed
[55]. However, this issue might be the focus of
another study.

Instagram, a photo- and video-sharing mobile-
based social media app is currently one of the most
popular social media platforms for influencer
marketing. Unfortunately, the business publications
and academic literature do not offer marketing and
other managers much guidance for incorporating
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social media into their marketing strategies.
Therefore, many managers lack a full comprehension
of the role of social media in the marketing efforts of
the companies, and this is true for Albanian managers
either. The research presents the power of influencers
who use social media to express their views, and the
behavior of consumers that is impacted by their
posted content, pictures and videos [53].

In the academic aspect, this paper contributes to
the existing literature by providing insight on the
relationship between consumer behavior and online
influencers, therefore bringing new evidence into the
underlying theories. This study allows a better
understanding of the perceptions that consumers have
about Instagram influencers, which is still an area not
broadly investigated [52], especially in the Albanian
context.

The authors believe that this study contributes to
the existing opinion leadership literature
conceptually and empirically. So, a conceptual
framework was developed to illustrate the
relationships between antecedents of opinion
leadership and the intention to purchase of the
followers, as well as the effects that some other
important (consumer perceived) variables have on
this relationship [54]. The authors also believe that
this research framework extends and enriches prior
studies within the relevant fields. The results of the
research also confirm some of the assumptions of the
underlying theories [52].

This study has practical implications as well. This
study identifies influencers based on the content they
publish [6]. So, consumers who follow an influencer
who publishes qualitative and useful content may
develop behaviors that may benefit both the
influencer and companies. Therefore, companies
must consider the match between the way consumers
live their lives and the kind of content published by
influencers when they want to involve them in an
marketing campaign [56]. The results of this research
also confirm the fact that influencers should be
considered in the fashion industry, as many
consumers follow them and imitate their views
toward the fashion [6]. Finally, given the
insufficiency of studies in this area (in the Albanian
environment), this study contributes to the marketers
who invest more and more in using influencer
marketing as part of their strategies [52].

2 Literature Review
Theoretical review is based on the following issues:

2.1 Study supporting theories
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There are four theories that we may indicate as
important to the context of this paper: the social
identity theory, the theory of planned behavior, the
theory of planned reason (reasoned action), and the
social learning theory.

Tajfel and Turner’s social identity theory explains
that part of a person’s concept of self comes from the
groups to which that person belongs. It suggests that
the group we identify with is important to our self-
esteem and sense of identity. Reference groups have
a diverse impact on purchase intention under
different stimuli [22]. Whereas identification with a
group is claimed to be based on the desire for self-
definition, identification with an individual is argued
to be predicated on the desire to conciliate, imitate, or
vicariously gain the qualities of the other [3]. That
could explain the success of online influencers [37].

The theory of reasoned action and the theory of
planned behavior provide some conceptual
framework for understanding the factors that affect
influencer trust and purchase intention. The two
closely associated theories suggest that a person's
behavior is determined by his/her intention to
perform a behavior [37]. A person's intention to
perform a behavior is predicted by: 1) a person's
attitude toward the behavior, and 2) subjective norms
regarding the behavior. Subjective norms are the
result of social and environmental surroundings and
a person's perceived control over the behavior.
Generally, positive attitude and positive subjective
norms increase the likelihood of intentions governing
changes in behavior. Trust has been regarded as one
of the most important reasons which encourages
customers to purchase behavior and a high level of
trust in influencer causes a positive attitude and a
high intention to purchase [37] [30].

The social learning theory posits that people learn
by observing others. It promotes the idea that
individuals are motivated to behave in a certain way
based on direct or indirect social interactions [44].
Social learning theory considers how both
environmental and cognitive factors interact to
influence human learning and behavior. It can
convincingly explain the impact of celebrities on
consumption behaviors [33]. In this case, people are
not just learning the importance or credibility of a
product, but because someone they trust (influencer)
endorses or supports the brand, they tend to do
likewise and support the same brands. It is included
in this study as an important foundation in
understanding how social media influencers impact
intention to purchase.

2.2 Online influencers
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The background evidence to support the importance
of influencers as opinion leaders is found in the social
identity theory. Opinion leaders do not only act
offline, but also in the online environment, and are
now called digital or online influencer. A digital
influencer is a person whose opinion is respected and
applied in the purchase decision process [39]. He/She
is a person with a certain credibility in a given area
[34]. Contrary to celebrities or public figures who are
well-known via traditional media, social media
influencers become likeable by creating and posting
content on social media [39] [31].

2.3 Consumer Behavior

Consumer behavior is the study of people, groups or
organizations and the processes implied to select and
discard products or services that meet their needs and
wants [7]. The theory of planned behavior provides
some conceptual frameworks for understanding the
factors that affect purchase intention and assumes a
causal chain that links behavioral beliefs to
behavioral intentions [37], acknowledging that social
networks have increasingly become a place for
information sharing [7].

In previous studies certain variables were found to
have an impact in consumers intentions [37]. In this
research we will test originality, usefulness, quality
(the antecedents), opinion leader expertise,
compliance between opinion leader and promoted
product, and opinion leader trustworthiness (the
moderators), as factors that impact the consumers’
intention to purchase.

2.4 Influencer Trust

Influencer potential is largely affected by trust [28].
The theory of reasoned action with the components
expected to influence behavioral intention: attitude
(confidence and trust) and the subjective norm
(influence) [9] provides some conceptual
frameworks for understanding in detail the factors
(antecedents and moderators) that affect purchase
intention.

Online trust is a form of relationship, and the
online trust essentially includes individual
perceptions of how credible the information provided
by the website is and how trustworthy it is [21].
Influencer marketing’s content factors, such as:
perceived informativeness value (in this study
represented by usefulness) and entertainment value
of influencer-generated post (in this study
represented by originality and quality) affect
consumers’ trust in the promoted content [31].

2.5 Purchase Intention
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The purchase intention is seen as a conscious plan of
consumer to purchase a product [32]. The social
learning  theory provides some conceptual
frameworks for understanding the fundamental
factors that influence the buying intention. There are
four main factors that affect the consumer purchase
intention [38]. First, cultural factors such as core
beliefs and values and the social class in which
consumers are inserted. Then, social factors such as
groups, family members, friends and opinion leaders,
that have a significant impact on the individual
purchase  decision.  Third, the individual
characteristics of the customer, that affect the
personal motivations, perceptions and specific
preferences. Then, the psychological factors that
include motivation, attitudes, beliefs and individual
perceptions [38].

In the following section the authors discuss the
antecedents (stimuli) and the consequence (response)
of the influence of opinion leadership, in order to
develop the research hypotheses.

3 Hypotheses Formulation
The characteristics that we first focus on to formulate
the hypotheses, are originality, usefulness, and
quality (named the antecedents of opinion leadership)
(factors pertaining to the environment), which are
used as perceived characteristics that a content posted
in an Instagram account should have. The opinion
leadership is the central factor. Then, we focus on
consumer intention to buy (named the consequence
to the influence of opinion leadership) (factor related
to the follower), as a desired reaction of consumer
exposed to the content of the account, mediated by
the influencer. We also use three other factors,
perceived opinion leader expertise, perceived
compliance between opinion leader and promoted
product, and  perceived opinion  leader
trustworthiness (named the moderating factors), in
order to understand more complicated effects of
opinion leadership on the followers’ intention to buy.
Originality could be defined as the degree of
newness and differentiation that some individuals
achieve by performing certain actions [6]. Originality
is the extent to which these actions are perceived as
unusual, innovative and sophisticated [57]. Sharing
posts with original content could help a fashion blog
to become successful, which could generate a greater
number of followers, turning the blogger into an
opinion leader [35]. So, the originality of the content
posted on an Instagram account can have an impact
on the consumer's perception that the author is an
opinion leader [6]. We propose: H1-1, “Consumer
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perceived content originality has an effect on
perceived opinion leadership .

Usefulness is defined as the extent to which a
person believes that the use of a particular system
could improve the performance of their work [10].
Empirical evidence suggests that useful information
is more likely to be passed on, and useful stories and
marketing messages [8] are more likely to be shared.
Other researchers found that perceived usefulness
positively influences online buying intentions [1]
[17]. This influence indicates that consumers are
likely to consider buying online when they find an
online environment useful for shopping. So, the
degree of usefulness of the content posted on an
Instagram account can have an impact on the
consumer's perception that the author is an opinion
leader [6]. We propose: H1-2, “Consumer perceived
content usefulness has an effect on perceived opinion
leadership .

Quality (of the content) has been regarded as
being important in constructing a reputation in a
community which [6], in turn, may lead the user to be
considered as an opinion leader [26]. Sharing high
quality posts (photography, writing, consistent use of
logos, etc.) is a mean by which a professional and
successful fashion blog can be created [35]; in this
way, the blogger can become to be considered as an
opinion leader in this field. Making a decision is a
complicated process and evaluations take place,
where consumers use their perceptions on things like
quality [36]. This may change their attitude towards
the promoted content. So, the quality of the content
posted on an Instagram account can have an impact
on the consumer perception that the author is an
opinion leader [6]. We propose: H1-3, “Consumer
perceived content quality has an effect on perceived
opinion leadership .

Opinion leadership may influence consumer
behavioral intentions. An influencer is “a new type
of third-party endorser that shapes the audience
through blogs, tweets and the use of other social
networks” [15]. Trust in the online world is defined
as one of the most influential and positive factors in
the users' decisions [21]. If consumers perceived a
digital influencer as a trustful source, they also will
be more likely to convey the purchase intention in
relation to the product being recommended [32].
Nowadays, it is common for the brands to use digital
influencers to promote their products. This might be
explained by some facts: 1) influencers tend to be
more affordable than renowned celebrities; 2)
influencers have already established themselves in
certain areas, normally getting to some level of
expertise, and most importantly, 3) they normally
seem to be more believable in customers eyes and
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therefore they receive more trust [31]. In addition,
previous studies suggest that opinion leaders exert an
unequal amount of influence on the decisions of those
who might follow their advice [45]. Intention to
follow advice is related to the extent that individuals
will follow, take into account and put into practice the
suggestions of the opinion leader [42]. It is a matter
of consumer buying behavior. Consumer buying
behavior refers to the methods involved when
individuals or groups choose, buy, utilize or dispose
of products, services, concepts or experiences to suit
their needs and desires [43]. The impact that opinion
leadership has on the customer's intention to buy
fashion products [42] has been noted. Opinion
leaders tend to buy new fashion products, so they are
able to advise other customers about new fashion
trends that they might follow [11]. It also seems that
consumers' self-esteem is increased when they buy
products which have been previously recommended
by a celebrity on Instagram [11]. Companies have
realized the importance of purchasing intention as it
will help increase the sales of products and services
to maximize profits [23]. So, focusing on the
Instagram context, we propose: H2, “Opinion
leadership has an effect on consumer intention to
purchase a recommended product .

Expertise is defined as the extent to which a
communicator is perceived to be a source of valid
assertions. It refers to the knowledge, experience or
skills possessed by an endorser [13]. The social
media influencers use the term “expertise” to indicate
that they perform product-related tasks successfully
[2]. Thus, if a influencer has expertized in his / her
field, it will be more persuasive and subsequently will
motivate the decision makers to buy the indorsed
product or service [13]. So, if the opinion leader on
Instagram is a source of valid assertions, he or she
will tend to trust more and follow to a greater extent
the ideas and behaviors suggested by the influencer
[6]. We propose in our hypothesis the following
interaction effect: H3-1, “The consumer perceived
opinion leader expertise strengthens the influence of
opinion leadership on his/her intention to purchase a
recommended product ”.

Research has shown that endorsements are more
effective when the images or messages the endorsers
carry are congruent with the recommended products
[46]. Early studies found that various symbolic
meanings a consumer associates with a celebrity are
transferred to the product being promoted through
endorsement, and then from the product to the
consumer through purchase and consumption. More
recent studies have shown perceived congruence
between celebrity image and product image as a more
promising match-up factor [24]. The match-up
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between a product's characteristics and an endorser's
image also is a critical decision in the endorsement
process. The match-up has a positive correlation with
consumer attitude and it will result in a significant
influence on purchase intention [41]. So, a high
degree of congruence between the opinion leader and
the product being recommended will lead to more
favorable attitudes toward the product, and hence to
greater purchase intentions for the brand [6]. We
propose: H3-2, “The consumer perceived compliance
between opinion leader and promoted product
strengthens the influence of opinion leadership on
his/her intention to purchase a recommended
product”.

Trustworthiness refers to the target audience
perception related to an endorser regarding his/her
honesty, integrity and  believability [13].
Furthermore, trustworthiness is how unbiased the
receivers perceive the source. [47]. Most of the
respondents (in a previous research) indicated that
they paid their special attention to celebrities’
trustworthiness when taking the purchasing decision
[48]. Customers are more likely to accept the
products recommended by social media influencer
they feel reliable [30]. Therefore, these attributes lead
to the purchase decision of the followers. So, if the
opinion leader on Instagram is honest, credible and
authentic, he or she will tend to trust more and follow
to a greater extent the ideas and behaviors suggested
by the influencer [6]. We propose in our hypothesis
the following interaction effect: H3-3, “The
consumer perceived opinion leader trustworthiness
strengthens the influence of opinion leadership on
his/fher intention to purchase a recommended
product ”.

All the variables as expressed by the relationships
in the above formulated hypotheses are integrated in
a conceptual framework.

4 Study Methodology

Beyond the theoretical study for this paper (literature
review), which included the examination of literature
(papers, books), company websites, influencers
websites, survey methods, case studies, industry
reports and theories, it was also important to add
some quantitative evidence on the topic. The
selection of a specific case is appropriate when
analyzing a contemporary phenomenon, it may be
used to test theory and it can be combined with
quantitative evidence and a questionnaire, as in the
case of this paper [50] [12].

4.1 Purpose and objectives of research
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The aim of this paper is to explore the role that
influencers on Instagram play in the behavior of the
consumers, in the fashion sector in Albania. Its main
objective is the identification of the impact that some
antecedents (stimuli) have on the opinion leadership,
as well as the impact that the latter has on the
consequent (response) purchase intention of
consumers, in the fashion sector in Albania.
Other objectives of this paper are:

e to identify the role that some factors
(antecedents) (stimuli) play in the influence
created by opinion leader.

e to identify the role that opinion leadership
plays in the intentions to purchase
(consequence) (response) of consumers.

e to identify the role that some other factors
(moderators (with only a brief explanation
for mediation)) play in the relationship of the
opinion leadership and the purchase
intention of consumers.

4.2 Research subjects and population

The data to test the proposed hypotheses were
collected from a fashion related Instagram account,
in which an influencer posts content related to new
products in the fashion sector [6], in Albania. The
selection of this specific account was not random
[12]; it was based on some important characteristics:
it is focused on the fashion industry, has a growing
number of followers, and is accessible for our
purpose (the influencer agreed to collaborate with the
authors, distributing a questionnaire to the account
followers). At the same time, there were a limited
number of cases accessible from the authors, so this
Instagram account was selected, as long as it could be
categorized as an influencer account in the fashion
sector in Albania. This account belonged to a non-
traditional celebrity, with more than 30,000
followers, who were invited to participate in the
research [50] [12].

4.3 Sampling and data collection instruments
To examine the proposed theoretical model (as
expressed by the hypotheses formulated above), a
questionnaire in Albanian language was developed.
Its content validity was reviewed and revised by
academics in the field. Afterwards, the accuracy of
the translation from English (where the literature was
found) into Albanian language was carried out. This
was the tool for the data collection, motivated by the
fact that prior studies investigating similar topics
used the same instrument for collection of the
primary data as well. The convenience sampling
technique was followed, due to the fact that the study
focused on the behavior of Instagram users only.
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Before distributing the online questionnaire, a pilot
test with a handful of randomly chosen respondents
was rolled out. Yet again, the latter activity was
intended to revise the accuracy of the translation and
to ensure consistency throughout the whole process
of filling out the form. The collected data from the
pilot test were excluded from the final sample of the
data. 412 participants answered the questionnaire,
which included multiple-item measurement scales
adapted from previous literature [58]. This helped
ensure the content validity of the measures [42]. The
data collection was done during the June-July 2021
time period. After filtering the data, it was realized
that there were 412 valid records to be used for
further analysis. The sample size of 412 is above the
recommended sample size of 200 [4]. The questions
asked about consumers’ perceptions of the following
variables: originality, usefulness, and quality of the
content of the account; opinion leadership and
intention to purchase, as the central elements of this
research; and the perceived opinion leader expertise,
perceived compliance of opinion leader with
promoted product, and perceived opinion leader
trustworthiness. All variables were measured by four
items, which were measured on a 5-point Likert
scale, ranging from 1 (strongly disagree) to 5
(strongly agree). The way variables were measured
indicates that they can be called constructs.

4.4 Used analyses

Partial Least Square method of Structural Equation
Modelling (PLS-SEM) was used to assess the
variance of the internal cause of the variables
(constructs) [18]. PLS-SEM was used because it is
considered as a convenient method in testing direct
effect and moderating effect of variables, and it
informs about a particular relationship that is similar
to that indicated by the traditional regression
coefficients. PLS-SEM was run in SmartPLS 3.0
computer software.

Initially, the structural model was assessed with
the aim to define the variables and their relationship.
Then, the measurement model of the proposed
conceptual framework was assessed intending the
analyses of reliability, validity and discriminant
validity, which could be investigated by performing
a factor analysis [18]. In order to understand the
statistical significance of the relationships between
variables, the standardized paths were checked. The
path analysis was performed using a bootstrap
procedure with 5000 iterations of resampling.

5 Study Results
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In the following paragraphs, check of the core PLS-
SEM’s assumptions, namely collinearity, item
loading, reliability, and discriminant validity among
constructs, are reported.

Firstly, it is a valuable information to say that all
items of the proposed constructs are included in the
analysis. Based on variance inflation factor (VIF)
rule of thumb, no item is dropped from the analysis,
because none of them exceeded the conservative
threshold of 3 (see Table 1). (Note: As Table 1. is
very long, the one shown here is only a short part of
it, just for demonstration purpose).

Along with VIF coefficients, in Table 1 are shown
the item loadings, the Cronbach’s alpha, and
composite reliability values. Among 32 item

Table 1. Model measurement (not all items shown)
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loadings, 5 of them are lower than the minimum
required value of 0.7 [19]. Considering the fact that
those items were substantial for the respective
construct, and given the relatively small difference
between them and 0.7, it was decided not to drop
them from the analysis. The Cronbach’s alpha
coefficients ranges from 0.705 to 0.868, while
extremes values of composite reliability were 0.819
and 0.910, the minimum and maximum respectively.

Having such figures, it can be said that the Hair et
al.’s suggested bounds (0.70 — 0.95) were not violated
indicating a good construct’s internal consistency
reliability.

Code Item Loading VIF
Content Originality (CA = 0.764, CR = 0.847)

CO1 Publications on Instagram accounts are original 0.680 1.410
Content Quality (CA = 0.726, CR = 0.828)

CQ1 The quality of publications on Instagram is very high 0.711 1.362

Note: CA = Cronbach’s alpha, CR = Composite reliability, VIF = Variance Influence Factor.

The analysis continues with the investigation of
discriminant validity. By definition, discriminant
validity tests whether concepts or measurements that
are not supposed to be related are actually unrelated.
As suggested by scholars, since PLS is a variance-
based SEM, the Heterotrait-Monotrait (HTMT)
criteria should be used in order to assess discriminant
validity. Excluding two coefficients, the HTMT
coefficients (see Table 2, below the diagonal) were
below the conservative threshold of 0.85 [20]. The
HTMT coefficients that pairs Intention to Purchase
(IP) with Opinion Leader Compliance with Product
(OLP), Opinion Leader Expertise (OLE), and

Opinion Leader Trustworthiness (OLT), were not
that critical. Thus, they were considered to satisfy the
assumption of discriminant analysis. Accordingly,
one can say that the measured constructs fulfil the
assumption of discriminant validity, meaning that the
measurements are not related with each-other,
indicating that they can be used in regressions as
independent variables. Moreover, in Table 2, along
with HTMT coefficients, the correlation coefficients
between constructs are also reported. Correlation
coefficients are shown above the diagonal, and
HTMT (Heterotrait-Monotrait Ratio) coefficients are
shown below the diagonal.

Table 2. Discriminant validity and correlations of the latent variables

CO CQ CU IP OL OLE OLP OLT
CO 0.634 0.592 0.547 0.451 0.554 0.469 0.553
CQ 0.836 0.575 0.561 0.466 0.596 0.525 0.652
010) 0.814 0.793 0.619 0.599 0.579 0.464 0.555
IP 0.700 0.704 0.821 0.581 0.729 0.558 0.726
OL 0.575 0.605 0.805 0.756 0.464 0.484 0.465
OLE 0.734 0.765 0.793 0.914 0.607 0.658 0.751
OLP 0.601 0.652 0.615 0.675 0.629 0.819 0.578
OLT 0.695 0.794 0.724 0.862 0.572 0.911 0.676

Upon the confirmation of the fulfilment of PLS-
SEM’s assumptions, the test of the structural model
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can be carried out. The results of the hypotheses
testing are summarized in Table 3.
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The results are organized per each depended
variable, which are opinion leadership and intention
to purchase. Therefore, it is expected a report for only
two regressions (PLS-SEM assesses several
regressions, however, here are reported only the main
important ones). The model explains 38.4% of the
variation in opinion leadership and 65.9% of the
variation in intention to purchase. According to our
conceptual framework, opinion leadership is
determined by content originality, content
usefulness, and content quality. The empirical results
have demonstrated that content usefulness (5 = 0.469,

Table 3. Hypotheses testing
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t=28.816,p <0.001) and quality (= 0.141,t=1.957,
p = 0.05) statistically predict opinion leadership,
whereas content originality does not (f = 0.081, t =
1.248, p>0.10). Hence, content usefulness and
content quality positively influence one’s opinion
leadership, as a result of the posts done by an
influencer on Instagram. Based on the above
findings, it can be concluded that hypotheses H1-2
and H1-3 are supported, whereas hypothesis H1-1 is
rejected.

Hypothesis Path R Coefficient T Statistics P Values Result
square
H1-1 CO - OL 0.081 1.248 0.212 Rejected
H1-2 CU - OL 0.469 8.813 0.000 Supported
H1-3 CQ—-OL 0.141 1.957 0.050 Supported
0.384
H2 OL — 1P 0.256 5.849 0.000 Supported
OLE — IP 0.345 5.299 0.000 -
H3-1 OL xOLE — IP -0.014 0.252 0.801 Rejected
OLP —IP 0.009 0.197 0.844 -
H3-2 OL xOLP — IP -0.047 0.979 0.328 Rejected
OLT — IP 0.337 5.715 0.000 -
H3-3 OL xOLT — IP 0.127 1.789 0.081 Supported
0.659

Note: CO — Content Originality, CU — Content Usefulness, CQ — Content Quality, OL — Opinion Leadership,
OLE — Opinion Leader Expertise, OLP — Opinion Leader Compliance with Product, OLT — Opinion Leader

Trustworthiness, IP — Intention to Purchase.

Hypothesis H2 links opinion leadership with an
individual’s intention to purchase. The analysis
demonstrates that individuals’ intention to purchase
is positively affected by opinion leadership (f =
0.256, t = 5.849, p < 0.001). Thus, hypothesis H2 is
supported by the data.

The three last hypotheses refer to the moderating
effects of the influence of opinion leadership on
intention to purchase. Moderation describes a
situation in which the relationship between two
constructs is not constant but depends on the values
of a third variable, referred to as a moderator variable.
Since the objective is to identify the statistical
significance of the moderator, the two-stage approach
is applied to model the interaction term, as suggested
by scholars [18]. Regarding the formulated
hypotheses, the latter relationship is moderated by
opinion leader expertise (H3-1), opinion leader
compliance with product (H3-2), and opinion leader
trustworthiness (H3-3). Contrary to what was
proposed, evidence shows that opinion leader
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expertise (f =-0.014, t = 0.252, p>0.10) and opinion
leader compliance with product (f = -0.047, t =
0.979, p>0.10) do not moderate the effect of opinion
leadership on intention to purchase. Nevertheless,
data has demonstrated that opinion leader
trustworthiness statistically moderates (5 =0.127,t=
1.789, p<0.10) the effect of opinion leadership on
intention to purchase. Thus, an individual perceived
opinion leader trustworthiness strengthens the effect
of opinion leadership on his/her intention to purchase
a recommended product, meaning that H3-3 is
supported.

Further to moderating effects, an investigation of
the mediation effects can be performed with the aim
to explore the mediation role of opinion leadership
(OL) in the influences of opinion leader expertise
(OLE), opinion leader compliance with product
(OLP) and opinion leader trustworthiness (OLT) on
intention to purchase (IP). Mediation occurs when a
third mediator variable intervenes between two other
related constructs [18]. It is said that mediator
variable governs the nature (i.e., the underlying
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mechanism or process) of the relationship between
two constructs. However, looking at the results
above, perceived account characteristics (originality,
usefulness, quality) may have indirect effects on
consumer intention to purchase, mediated by opinion
leadership. Since there is no direct link between these
characteristics and consumer intention to purchase,
indirect effects are expected to be equal to total
effects. Therefore, these potentially mediated
relationships could be analyzed, again using
SmartPLS software version 3.0 [51] [6]. The results
are expected to suggest that perceived usefulness and
quality play a key role in developing opinion
leadership on Instagram, which in turn, influences
consumer behavioral intentions related to both the
account and the fashion sector [6]. Nevertheless, such
analysis is not performed here. It can be considered
by authors as further research, firstly, to find solid
theoretical foundations in support of such
relationship, and then assess the effect.

6 Conclusions

Based on literature review and the results of the
research, some important conclusions of this paper
are given below:

Influencers are an important part of consumers’
buying decisions. Opinion leaders are seen as a
credible source of information and consumers find
them trustworthy. They rely on their reviews, posted
pictures and videos of promoted products/brands.

Companies should mix traditional marketing tools
with social media, especially Instagram influencers,
as it is highly effective to use them.

Instead of perceived originality, perceived
usefulness, and perceived quality of the posts on an
account are the key factors that lead a poster to be
perceived as an opinion leader in Instagram.

Perceived usefulness of the content depends on
the nature of that content and the benefit sought
through its use or adoption.

Sharing high quality posts (photography, writing,
consistent use of logos, etc.) is a mean by which a
professional and successful fashion blog can be
created, that is, the blogger can become to be
considered as an opinion leader in this field.

As to the relationship between opinion leadership
impact and the intention to purchase it can be
concluded that the trustworthiness establishes a
positive relationship with the intention to purchase.

The opinion leadership increases consumer
intention to purchase fashion products posted on the
account, which have an impact on companies' sales,
due to the fact that, consumers perceive an influencer
as a trustful source.
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Consumers' self-esteem is increased when they
buy products which have been previously
recommended by a celebrity on Instagram.

Based on the hypotheses verification results, there
are two unexpected results: the perceived expertise
does not strengthen the influence of opinion
leadership; and the perceived influencer-product
congruence does not strengthen the influence of
opinion leadership.

As much of the previous research support the fact
that expertise and influencer-product congruence do
strengthen the influence of opinion leadership on the
consumer intentions, these two unexpected results
may be explained by the fact that:

On one hand, given that fashion sector is a very
dynamic one, where new products come out more and
more often, it is probably difficult for an influencer
to gain knowledge and experience about the
promoted product, in a very short period of time.

On the other hand, the use of the Internet is
general nowadays, and most followers may have
routinized online interaction in their dynamic daily
lives, so they do not want to devote enough time and
thinking to detailed characteristics that describe an
influencer. May be, it is enough for them that the
influencer be a trustful source.

Another important explanation might be the fact
that, these conclusions are based on the results of the
data collected in the Albanian environment from a
specific account which was not randomly selected.
However, using data collected from randomly
selected accounts might be the focus of another
research in the future.

7 Discussion

In this research, a framework of the relationship
between consumers’ perceptions that determine the
opinion leadership impact and consumers’ intention
to buy, was tested and validated using a sample of
Instagram Albanian followers. Considering the
research problem, which involved exploring the
impact that influencers on Instagram have on
consumer behavior, in the fashion sector in Albania,
it can be affirmed that the main objective of this study
was accomplished. The results of this research can be
used by marketers and other industry members, who
want to make effective use of social media to promote
their products and increase their company sales. They
can also be used by theoreticians, university
researchers and other researchers that study the field.
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