
How do Social Media Environments and Self-Brand Connection 

Give an Impact on Brand Advocacy? 

 
ARYO BISMO, HARJANTO PRABOWO, PANTRI HERIYATI,  

SRI BRAMANTORO ABDINAGORO 
Management Department, BINUS Business School Doctor of Research in Management, 

Bina Nusantara University, 
Jl. Raya Kb. Jeruk No.27, RT.1/RW.9, Kb. Jeruk, Kec. Kb. Jeruk, Jakarta Barat, 

DKI Jakarta 11530, 
INDONESIA 

 
Abstract: - This study examines the effects of social media marketing activity and social media influencer 
attributes on brand advocacy among millennials in Indonesia. The study found that efficient use of social media 
marketing activity improves self-brand connection, which in turn leads to brand advocacy among millennials. 
However, the study found that social media influencer attributes do not have a direct impact on self-brand 
connection or brand advocacy. The study used online questionnaires and path analysis to analyze the data and 
the results provide valuable insights for companies looking to boost brand advocacy in the volatile business 
landscape of Indonesia. 
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1 Introduction 
Indonesia has the largest digital economy in 
Southeast Asia, with a total value of IDR 255.5 
trillion in 2019, and is predicted to continue to 
increase to IDR 707.6 trillion in 2024, [1]. This 
shows an increase and competition in digital 
business, especially in e-commerce. One of the 
reasons for the development of online business and 
e-commerce in Indonesia is the COVID-19 
pandemic that has ravaged the entire planet, 
including Indonesia. The pandemic condition also 
gives an impact on the rapid growth of internet 
usage and leads to contributing changes in business 
processes, where originally business processes were 
run offline (face to face) during the pandemic many 
businesses were forced to switch to using online 
methods.   

This circumstance necessitates a business’ ability 
to increase consumer trust in its brand. Which is 
currently the customers dominated by millennials, 
the changes in the situation also make consumer 
behaviors change, nowadays customers attend to 
buy and choose products quicker than before, 
whether in an online or offline situation. Millennials 
consumers still become the main target of marketing 
activities in Indonesia, millennials will directly or 
indirectly be affected by many stimuli from various 
marketing activities, especially from internet 

exposure, one of the platforms most often used by 
millennials is social media.  

Social media marketing activity (SMM) has been 
defined as a two-way communication seeking 
empathy towards young consumers, and even 
reinforcing the familiar feelings linked with 
established brands to a higher age range, [2]. This 
indicates that through such actions, brands have the 
opportunity to not only promote their brands but 
also create a deeper and more holistic connection to 
those clients through social media, [2], [3].  

Consequently, it has been proposed that social 
media marketing activity predicts the degree to 
which a self-brand connection is formed. Moreover, 
according to several studies, another way for a 
brand to be trusted by millennial consumers is 
through social media influencers (SMI), it is well 
acknowledged that the utilization of social media 
influencers to promote a brand is a marketing 
strategy that is highly effective.  

It's been shown that getting product 
recommendations from social media influencers can 
boost trust. It levels up to 40% higher than products 
recommended by family or friends, many 
consumers choose products used by social media 
influencers. This research illustrates that currently, a 
recommendation from a social media influencer is 
necessary for a brand, according to another research, 
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prospective consumers will have more confidence in 
audiences who say positive statements related to a 
brand, compared to promotions from the brand 
itself, [4]. Adding up the statement, [5] revealed that 
millennial consumers are more receptive to and trust 
recommendations from influencers on social media.  

The relationship that SMI builds with its 
followers brings significant effect towards 
marketing activities, what is built between SMI and 
its followers (millennial consumers) will be stronger 
then provide a sense of trust and closeness through 
social media influencers, [6]. The relationship 
created between SMI and millennials consumers 
will increase consumer trust in a brand [7] argues 
that the impact of persuasive communication can be 
increased by building a relationship; this 
relationship could give the consumer a sense of 
closeness between themselves and the brand which 
is significantly built self-brand connection (SBC). 

This situation can occur if a good relationship is 
built with the SMI. A good relationship is built 
based on the closeness of the character possessed by 
SMI with its followers (millennials consumers), 
millennials consumers will have more confidence in 
SMI and increase their likeliness toward the SMI 
that form PSR and SBC, [8], [9], [10], [11]. 

The phenomenon that occurs related to this is the 
emergence of SMM (Social Media Marketing 
Activity) and SMI (Social Media Influencer) which 
are often used by marketers to make a brand, one of 
the interesting things about SMI is that they can 
build very close relationships with their followers 
and SMM is a strategy that can reach the current 
market target.  

Self-Brand Connection (SBC) is suspected to be 
able to influence the behavior of millennial 
consumers toward a brand, millennials consumers 
can become an advocate for the brand that is used 
by influencers in social media marketing activity. 
Discussions related to brand advocacy (BA) which 
are thought due to the influence of social media 
influencers, social media marketing activity, and 
self-brand connections are discussions that still 
deserve to be analyzed. Research related to brand 
advocacy and its relationship with self-brand 
connection has not been widely discussed in 
previous studies, previous research.  

Furthermore, brand advocacy can also be created 
because of the presence of an approach that arises 
between a person and a brand (self-brand 
connection), when consumers have extensive 
knowledge about the brand and are involved in an 
active relationship with the brand it is likely to 
result in brand advocacy. This study will discuss the 
relationship between social media influencers, social 

media marketing activity, self-brand connections & 
brand advocacy.  

The research aims to examine the relationship 
between social media influencers, social media 
marketing activity, self-brand connections, and 
brand advocacy among the millennial market in 
Indonesia. 

Another aim of this study is to investigate how 
social media marketing activity and the influence of 
social media influencers can affect the formation of 
self-brand connections and ultimately, brand 
advocacy among millennials.  
However, there are several gaps and challenges that 
the research may face. One gap is that previous 
studies have not widely discussed the relationship 
between brand advocacy and self-brand connection. 
This lack of research in this area means that the 
study may be one of the first to explore this 
relationship and can be considered pioneering 
research. Another challenge is that the study only 
focuses on the millennial generation in Indonesia, 
which means that the findings may not be 
generalizable to other demographic groups or other 
countries. 

 
 

2 Literature Review  
Marketers use social media to achieve marketing 
goals, by serving customers, advertising, and 
making trades. Social media marketing can be 
defined as the use of technology, channels, and 
software to produce, communicate, deliver, and 
trade offerings that are valuable to both sides, [12]. 
There are studies investigating the specific goals of 
social media marketing, [13], [14], [15]. These 
include increasing sales, expanding brand 
awareness, improving a company's image, driving 
commerce to online platforms, lowering marketing 
expenses, and encouraging platform users to 
contribute or share specific content, [16]. 

According to, [17] social media was designed 
specifically for conversational media. Social media 
is a mechanism and platform that facilitates 
customer-generated content, which is information 
and opinions collected online and presented in the 
form of photographs or images, written text, videos, 
or audio clips. It can be concluded that social media 
marketing activities are processes where a marketer 
markets their products, both goods, and services by 
creating certain content for the targeted audience or 
customers. Social media marketing activity is a 
strategy that can bridge the relationship created 
between a company or a brand to a consumer or 
prospective customer, social media is a forum that is 
currently widely used by a company to build good 
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relationships between companies and consumers. as 
well as when you want to attract new customers. 

According to prior research, social media 
marketing can be used to develop a brand's story, 
hence increasing the perceived degree of self-brand 
ties, [18], [19]. This will raise the customers' levels 
of involvement, [20], [21], [22], and provide them 
with the materials they need to construct their 
identities and communicate with others, [23]. 

Through such strategies, they are able to increase 
not just the depth of their connection with 
consumers, but also the frequency with which 
consumers receive brand-related information or 
news., [13], [24]. The researcher formulates the 
following hypotheses based on the given statement: 

 
H1: Social media marketing activity significantly 

affects self-brand connection 

H2: Social media marketing activity significantly 

affects brand advocacy 

 
Social Media Influencers are those who actively 

utilize their social media accounts, are frequently 
involved in particular topics, and give fresh 
information. Influencers are often considered 
partners by their followers and it is not uncommon 
for followers to trust the support and 
recommendations provided by influencers, [25]. 
According to the research, an influencer may review 
a product that people would admire, so persuading 
them to buy it. 

The internal characteristics of an influencer play 
an important role in attracting the attention of a 
brand and marketers to carefully recruit an 
influencer. The advantage of this is that brands can 
choose influencers who are more affordable than 
well-known celebrity endorsers who have much 
higher costs, [4].  

Therefore, one of the attributes of an influencer 
is credibility, the credibility of a message source can 
substantially be used to evaluate the effectiveness of 
an endorser, in addition to credibility, other 
elements related to influencers are generally 
discussed including expertise and trustworthiness. 
Credibility affects the audience through the 
internalization process, this arises when a message 
source has the same values and attitudes as his 
followers. 

Social media influencers are a promotional tool 
that can be used by a brand in order to attract the 
attention of its consumers, this study will discuss 
millennials consumers. To get the attention of 
consumers, the closeness between social media 
influencers and consumers is important. This 
requires a brand to be able to build relationships 

with its consumers, parasocial relationships are one 
of the relationships that can be created between 
social media influencers and their consumers, so the 
relationship between these two variables is needed.  

According to, [17] consumers who value and 
prioritize SMI are more likely to develop a self-
brand connection. Self-brand connection takes place 
when the image of a public personality can have 
resemblances with the consumer's self-image (or 
desired ambitious self-image), the endorsement of 
the public personality can provide symbolic 
significance for a brand that consumers want, and 
the consumer's social identity can be adapted to 
meet the needs of its affiliates. So, the similarity of 
the image of the media persona with the image of 
the audience or consumers can make them more 
connected with the brand, [26]. 

Referring to, [27] the involvement of a consumer 
can increase the positive relationship of self-brand 
connection and brand use intention, through 
consumer involvement in the context of social 
media. The interactive features of social media can 
promote relationships with various SMI and reduce 
doubts about a brand, thus SMI is predicted to 
influence responses related to brands that connect 
with audiences or consumers.  

It is true that consumers associated with SMI will 
expand and establish a range of self-concepts that 
they present to others or to themselves, [28]. When 
consumers have a greater connection to a brand, 
they are better able to express their intended or 
actual selves. Based on this statement, the 
researcher proposes the following hypothesis: 

 
H3: Social media influencer significantly affects 

self-brand connection 

H4: Social media influencer activity significantly 

affects brand advocacy 

 
Self-brand connection refers to the degree to 

which consumers integrate a brand into their sense 
of self, [26]. From a customer's perspective, the 
potential for self-brand connection shows a greater 
depth of identification with a brand, [3]. Self-brand 
connection refers to the connection that people 
make between a brand and their individual identity, 
in this case, the brand is considered more important 
to consumers, self-brand connection is a term used 
for a customer who has a close relationship with a 
brand and incorporates the brand into brand identity 
or self-concept, [29]. 

In addition to this, emotional factors such as self-
brand connection have an important role to increase 
the creation of brand advocacy, [29]. When a self-
brand connection is presently based on efforts to 
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brand a product, awareness of a brand can be 
realized where consumers will become supporters of 
the brand, [30].  

Consumers' effective brand communication can 
speed the acceptance and adoption of new products, 
[31]. This may be the most significant source of 
information when purchasing certain products, as it 
is deemed to be from sources with less prejudice. 

Consumers frequently utilize word-of-mouth 
recommendations to lessen the amount of data to be 
digested and worry, [32]. When a consumer 
develops an emotional connection with a brand, this 
can result in brand advocacy, in which people share 
favorable word of mouth about the company. 
Several studies have shown a correlation between 
self-brand connection and brand advocacy, but in 
the context of millennials this relationship is still 
worthy of analysis, so this study proposes: 
 
H5: Self-brand connection significantly affects 

brand advocacy 

 
Brand advocacy can be defined as the extent to 

which a person actively endorses and promotes a 
brand to the exclusion of all other brands in the 
same product category, [33]. Brand advocacy is 
described as how a consumer creates and enhances 
customer relationships so that consumers can voice 
positive comments about a brand, [34]. According 
to, [35], argues that brand advocacy is a brand 
recommendation to others, defending the brand 
when attacked or recruiting potential customers. 

Social media influencers and social media 
marketing activity hopefully will have a positive 
impact on a brand, this brings its own advantages 
for a brand, one form of the positive impact that is 
formed from the presence of social media 
influencers is the creation of brand advocacy from 
millennial consumers. The assumption in this study 
(H6 and H7) is that there is a relationship between 
social media influencers, social media marketing 
activity, and millennials consumer with the self-
brand connection who will have an influence on the 
forming of brand advocacy, and to summarize it, all 
of the hypotheses are stated on Figure 1. 

 
H6: Social media marketing activity significantly 

affects brand advocacy through self-brand 

connection as mediating variable 

H7: Social media influencer significantly affects 

brand advocacy through self-brand connection 

as mediating variable 

 

 
Fig. 1: Research Model 
 
 
3 Methodology 
This study employed a quantitative methodology 
and a cross-sectional design to determine the 
relationship between independent and dependent 
variables. The data collection techniques used were 
a Literature review and a survey with 7-point Likert 
scale questionnaires through online distribution that 
was shared on social media (Instagram).  

The questionnaire was issued to Instagram users 
in Indonesia who follow Instagram influencer 
accounts in Indonesia. As of July 2021, there would 
be 91.77 million Instagram users, and probability 
sampling with simple random samples was used for 
this study. According to, [36], a sample size should 
be 100 or more is adequate enough to run the 
analysis, while in this study, 215 respondents were 
collected.  

Smart-PLS 3 was used in this study to process 
the data, and the technique for analyzing the data 
was path analysis. In this study, outer and inner 
model tests were employed as statistical procedures. 
The outer model test assessed validity and 
reliability, whereas the inner model test investigated 
models and assumptions. 

The measuring model (Outer Model) consists of 
two tests: validity and reliability, [37]. In this study, 
convergent and discriminant validity—the amount 
of loading factor for each construct—will be used to 
measure validity. If the loading value between each 
indicator is greater than 0.50, then the instrument 
(questionnaire) that has been designed has good 
convergent validity based on the loading factor 
approach. Discriminant validity will be measured by 
comparing the convergent and discriminant validity 
scores. 

It is possible to draw the conclusion that the 
instrument or questionnaire that was designed for 
this research has good convergent validity because 
the results of the data processes are shown in Table 
1. These results show the results of calculating the 
loading factor for the instrument (questionnaire) 
between each indicator. The results show that all of 
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the indicators gain more than 0.50 (loading value 
more than 0.7). 

This research also made use of discriminant 
validity as another measurement for validity. The 
purpose of this validity test was to assess the 
association between latent variables by comparing 
the square roots value of the average variance 
extracted (AVE's), which are often viewed 
diagonally. 

It is necessary for constructs to have an AVE 
value that is more than 0.50 in order for them to be 
considered to have good validity. As a result of the 
fact that the average variance extracted (AVE) for 
each latent variable is higher than the correlation 
value between latent variables and other latent 
variables, the instrument (questionnaire) that was 
constructed has good discriminant validity, as is also 
described in Table 1. 

Following the completion of the convergent and 
discriminant validity analyses, the reliability 
analysis of each indicator will be carried out. The 
results of the reliability testing could be seen from 
Cronbach's Alpha value, which had to be greater 
than 0.60. After that, it was possible to see in Table 
1 that the value of the composite reliability 
coefficients was greater than 0.70, which indicated 
that all of the indicators used in this research were 
reliable. 

 
Table 1. Validity & Reliability test results 

  

Cronba

ch's 

Alpha 

Composi

te 

Reliabilit

y 

Average 

Variance 

Extracted 

(AVE) 

Brand 

Advocacy 
0,872 0,922 0,797 

Self-Brand 

Connection 
0,969 0,974 0,844 

Social Media 

Influencer 
0,967 0,972 0,792 

Social Media 

Marketing 

Activity 

0,939 0,949 0,701 

 
Afterward, the analysis of coefficient 

determination (R2) was examined, and the results of 
the analysis of the coefficient of determination (R2) 
are employed to determine the degree to which the 
independent variable is capable of describing the 
dependent variable. The R2 values of 0.75, 0.50, 
and 0.25 respectively imply that the model has 
good, moderate, and weak capabilities, respectively. 
In Table 2, the R2 value for each dependent variable 
that was investigated in this study was described. 

 
 

Table 2. Coefficient determination (R2) results 
  R Square Status 

Brand Advocacy 0,725 Moderate 
Self-brand Connection 0,584 Moderate 

   To describe the results more clearly and in detail, 
this research provides the results of validity, 
reliability, and coefficient determination (R2) in the 
form of SmartPLS results, the results shown in 
Figure 2.  

 
Fig. 1: Complete Research Model for Validity, 
Reliability, and R2 (outer model) 
 
 

4 Results 
The results of analyzing the model studied, it comes 
up that for several tests of variables, there were a 
significant effect and relation between Social Media 
Marketing Activity (SMM) toward SBC with a T-
Value = 8.992 > 1.65 & P-values = 0.000 < 0.05, 
which means that hypothesis 1 was accepted.  
This research also examined the direct effect 
between social media marketing activity and brand 
advocacy the result was the T-Value = 9.063 > 1.65 
& P-values= 0.000 < 0.05, which means that 
hypothesis 2 was accepted.  

  Both hypotheses 3 & 4 are rejected because 
the T-Value was < 1.65 and the P-value > 0.05, the 
results shown in Table 3, this is shown that the 
relation between social media influencers cannot 
affect self-brand connection and brand advocacy. 
Next, Self-Brand Connection (SBC) toward Brand 
Advocacy (BAV) with a T-value = 2.642 > 1.65 
also with a P-value = 0.009 < 0.05) which means 
that hypothesis 5 was accepted.  

It can conclude that there was a significant effect 
between social media marketing activity toward 
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self-brand connection and brand advocacy, 
moreover, a self-brand connection also has a 
significant effect on brand advocacy. Another result 
from the test showed that social media influencers 
(SMI) didn’t have a significant effect on SBC, the 
construct between SMI, SBC, and BAV didn’t 
happen. 
 

Table 3. Hypotheses testing results (Direct Effect) 
Hypot

heses 

 Relati

on 

Origin

al 

Sampl

e (O) 

Sampl

e 

Mean 

(M) 

Stand

ard 

Deviat

ion 

(STDE

V) 

T 

Statist

ics 

(|O/ST

DEV|) 

P 

Values 

H5 SBC -

> BAV 
0.161 0.158 0.063 2.543 0.011 

H4 SMI -

> BAV 
-0.125 -0.127 0.109 1.145 0.253 

H3 SMI -

> SBC 
-0.049 -0.041 0.170 0.290 0.772 

H2 SMM 

-> 

BAV 

0.958 0.959 0.106 9.063 0.000 

H1 SMM 

-> 

SBC 

0.809 0.801 0.149 5.432 0.000 

 
From the results (Table 3) it can be seen that 

SBC did stimulate the formation of brand advocacy 
but it just doesn’t influence by the presence of SMI, 
but self-brand connection (SBC) and brand 
advocacy (BAV) were influenced by other factors 
such as social media marketing activity (SMM).  

  
Table 4. Hypotheses testing results (Indirect Effect) 

Hypo

theses 

 Relat

ion 

Origi

nal 

Samp

le (O) 

Samp

le 

Mean 

(M) 

Stand

ard 

Devia

tion 

(STD

EV) 

T 

Statis

tics 

(|O/S

TDE

V|) 

P 

Value

s 

H7 SMI -

> 

SBC -

> 

BAV 

-0.008 -0.005 0.028 0.283 0.777 

H6 SMM 

-> 

SBC -

> 

BAV 

0.130 0.126 0.055 2.385 0.017 

 

It was shown from Table 4, that hypothesis 6 

was accepted with the T-value = 2.385 > 1.65 & P-
value = 0.017 < 0.05, while hypothesis 7 was 
rejected. It can be concluded that indirectly Social 
Media Marketing Activity has a significant effect on 
brand advocacy through self-brand connection as 
mediating variable. The results of all hypotheses 
testing can be shown in Figure 3. 

 
Fig. 2: Complete Research Model for hypotheses 
testing (inner model) 
 

The study found that social media marketing 
activity has a significant impact on self-brand 
connection and brand advocacy among millennials 
in Indonesia. The results of the analysis, using T-
value and P-value, show that hypotheses 1 and 2, 
which state that there is a significant effect of social 
media marketing activity on self-brand connection 
and brand advocacy respectively, are accepted. 

However, the study found that social media 
influencer attributes do not have a direct impact on 
self-brand connection or brand advocacy, as 
hypotheses 3 and 4 were rejected. The results, as 
shown in Table 3, indicate that there is no 
significant relationship between social media 
influencers and self-brand connections or brand 
advocacy. Additionally, the study also found that 
self-brand connection has a significant impact on 
brand advocacy, as hypothesis 5 is accepted. The T-
value and P-value for this relationship are 2.642 and 
0.009 respectively, which means that self-brand 
connection is positively related to brand advocacy. 

In conclusion, this study shows that social media 
marketing activity plays an important role in 
promoting self-brand connection and brand 
advocacy among millennials in Indonesia, while 
social media influencer attributes do not have a 
direct effect on these constructs. Moreover, the self-
brand connection is also found to be a significant 
factor in promoting brand advocacy. 
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5 Conclusion 
This research provides evidence that social media 
marketing plays an important role in promoting self-
brand connections and brand advocacy among 
millennials in Indonesia. The study found that social 
media marketing activity has a significant impact on 
self-brand connection, which in turn leads to brand 
advocacy. Additionally, the study found that self-
brand connection has a significant impact on brand 
advocacy. 

On the other hand, the study found that social 
media influencer attributes do not have a direct 
impact on self-brand connection or brand advocacy. 
This result may be different from previous research, 
as the study focuses on millennials in Indonesia, a 
demographic that may be more likely to form brand 
advocacy in the digital era due to their fast-moving 
lifestyle and potential ignorance. 

Overall, this research provides valuable insights 
for companies looking to boost brand advocacy 
among millennials in Indonesia by utilizing social 
media marketing and focusing on promoting self-
brand connections. The research also highlights the 
limited role of social media influencers in 
promoting self-brand connection and brand 
advocacy among this demographic. 

There are several limitations within this study 
that should be improved for advancing the topics 
and study. The study focuses on millennials in 
Indonesia, which means that the findings may not be 
generalizable to other demographic groups or other 
countries, and relies on self-reported data obtained 
through online questionnaires, which may be subject 
to biases and inaccuracies. 

The study only focuses on social media 
marketing activity and social media influencer 
attributes as factors impacting brand advocacy, but 
there may be other important factors that were not 
considered. The study uses path analysis to analyze 
the data, but this method has its own limitations and 
assumptions that need to be considered. 

To overcome these limitations, future research 
may consider using other methods, such as 
experiments or case studies, to provide more robust 
and generalizable findings. The research may also 
consider including other factors that may impact 
brand advocacy, such as customer satisfaction, trust, 
or loyalty. The research may consider studying other 
demographic groups and other countries to provide 
a more comprehensive understanding of the 
relationship between social media marketing, social 
media influencer, self-brand connection, and brand 
advocacy. 
 

References: 

[1] M. C. Dinisari, “E-commerce dorong 
perekonomian Indonesia selama pandemi 
COVID-19,” Apr. 17, 2020. 
https://ekonomi.bisnis.com/read/20200417/1
2/1228750/e-commerce-dorong-
perekonomian-indonesia-selama-pandemi-
covid-19- (accessed Apr. 01, 2021). 

[2] A. J. Kim and E. Ko, “Do social media 
marketing activities enhance customer 
equity? An empirical study of luxury fashion 
brand,” J Bus Res, vol. 65, no. 10, pp. 1480–
1486, Oct. 2012,  
DOI: 10.1016/j.jbusres.2011.10.014. 

[3] Y. K. Dwivedi, K. K. Kapoor, and H. Chen, 
“Social Media Marketing and Advertising,” 
The Marketing Review, vol. 15, no. 3, pp. 
289–309, 2015. 

[4] C. Lou and S. Yuan, “Influencer Marketing: 
How Message Value and Credibility Affect 
Consumer Trust of Branded Content on 
Social Media,” Journal of Interactive 

Advertising, vol. 19, no. 1, pp. 58–73, Jan. 
2019,  
DOI: 10.1080/15252019.2018.1533501. 

[5] S. Donawerth, “How to Measure Your 
Marketing Success with an Influencer,” 
2020. https://www.getcarro.com/blogs/how-
to-measure-your-marketing-success-with-an-
influencer (accessed Apr. 01, 2021). 

[6] S. V. Jin, A. Muqaddam, and E. Ryu, 
“Instafamous and social media influencer 
marketing,” Marketing Intelligence and 

Planning, vol. 37, no. 5, pp. 567–579, Jul. 
2019, DOI: 10.1108/MIP-09-2018-0375. 

[7] R. Tukachinsky and G. Stever, “Theorizing 
Development of Parasocial Engagement,” 
Communication Theory, vol. 29, no. 3, pp. 
209–230, Aug. 2019,  
DOI: 10.1093/ct/qty032. 

[8] E. Djafarova and C. Rushworth, “Exploring 
the credibility of online celebrities’ 
Instagram profiles in influencing the 
purchase decisions of young female users,” 
Comput Human Behav, vol. 68, pp. 1–7, 
Mar. 2017, DOI: 10.1016/j.chb.2016.11.009. 

[9] P. L. Breves, N. Liebers, M. Abt, and A. 
Kunze, “The perceived fit between instagram 
influencers and the endorsed brand: How 
influencer–brand fit affects source credibility 
and persuasive effectiveness,” J Advert Res, 
vol. 59, no. 4, pp. 440–454, Dec. 2019,  
DOI: 10.2501/JAR-2019-030. 

[10] S. Chung and H. Cho, “Parasocial 
relationship via reality TV and social media: 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2023.20.148

Aryo Bismo, Harjanto Prabowo, 
Pantri Heriyati, Sri Bramantoro Abdinagoro

E-ISSN: 2224-2899 1679 Volume 20, 2023



 
 

Its implications for celebrity endorsement,” 
in TVX 2014 - Proceedings of the 2014 ACM 

International Conference on Interactive 

Experiences for TV and Online Video, 2014, 
pp. 47–54. DOI: 10.1145/2602299.2602306. 

[11] J. E. Lee and B. Watkins, “YouTube 
vloggers’ influence on consumer luxury 
brand perceptions and intentions,” J Bus Res, 
vol. 69, no. 12, pp. 5753–5760, Dec. 2016, 
DOI: 10.1016/j.jbusres.2016.04.171. 

[12] T. Tuten and A. Mintu-Wimsatt, “Advancing 
our understanding of the theory and practice 
of social media marketing: introduction to 
the special issue,” Journal of Marketing 

Theory and Practice, vol. 26, no. 1–2, pp. 1–
3, Apr. 2018,  
DOI: 10.1080/10696679.2018.1393277. 

[13] C. Ashley and T. Tuten, “Creative Strategies 
in Social Media Marketing: An Exploratory 
Study of Branded Social Content and 
Consumer Engagement,” Psychol Mark, vol. 
32, no. 1, pp. 15–27, Jan. 2015,  
DOI: 10.1002/mar.20761. 

[14] C. Bianchi and L. Andrews, “Investigating 
marketing managers’ perspectives on social 
media in Chile,” J Bus Res, vol. 68, no. 12, 
pp. 2552–2559, 2015. 

[15] D. E. Schultz and J. J. Peltier, “Social 
media’s slippery slope: challenges, 
opportunities and future research directions,” 
Journal of Research in Interactive 

Marketing, vol. 7, no. 2, pp. 86–99, May 
2013, DOI: 10.1108/JRIM-12-2012-0054. 

[16] R. Felix, P. A. Rauschnabel, and C. Hinsch, 
“Elements of strategic social media 
marketing: A holistic framework,” J Bus Res, 
vol. 70, pp. 118–126, Jan. 2017,  
DOI: 10.1016/j.jbusres.2016.05.001. 

[17] S. Hays, S. J. Page, and D. Buhalis, “Social 
media as a destination marketing tool: Its use 
by national tourism organisations,” Current 

Issues in Tourism, vol. 16, no. 3, pp. 211–
239, 2013,  
DOI: 10.1080/13683500.2012.662215. 

[18] J. Weismueller, P. Harrigan, S. Wang, and G. 
N. Soutar, “Influencer endorsements: How 
advertising disclosure and source credibility 
affect consumer purchase intention on social 
media,” Australasian Marketing Journal, 
vol. 28, no. 4, pp. 160–170, Nov. 2020,  
DOI: 10.1016/j.ausmj.2020.03.002. 

[19] P. Harrigan, U. Evers, M. P. Miles, and T. 
Daly, “Customer engagement and the 
relationship between involvement, 
engagement, self-brand connection and 

brand usage intent,” J Bus Res, vol. 88, pp. 
388–396, Jul. 2018,  
DOI: 10.1016/j.jbusres.2017.11.046. 

[20] J. Colliander, M. Dahlén, and E. Modig, 
“Twitter for two: Investigating the effects of 
dialogue with customers in social media,” Int 

J Advert, vol. 34, no. 2, pp. 181–194, 2015, 
DOI: 10.1080/02650487.2014.996197. 

[21] S. Moussa, “An emoji-based metric for 
monitoring consumers’ emotions toward 
brands on social media,” Marketing 

Intelligence and Planning, vol. 37, no. 2, pp. 
211–225, Mar. 2019,  
DOI: 10.1108/MIP-07-2018-0257. 

[22] E. S. Kwon, E. Kim, Y. Sung, and C. Y. 
Yoo, “Brand followers: Consumer 
motivation and attitude towards brand 
communications on Twitter,” Int J Advert, 
vol. 33, no. 4, pp. 657–680, 2014,  
DOI: 10.2501/ija-33-4-657-680. 

[23] L. Grewal, A. T. Stephen, and N. V. 
Coleman, “When posting about products on 
social media backfires: The negative effects 
of consumer identity signaling on product 
interest,” Journal of Marketing Research, 
vol. 56, no. 2, pp. 197–210, Apr. 2019,  
DOI: 10.1177/0022243718821960. 

[24] R. Jaakonmäki, O. Müller, and J. vom 
Brocke, “The Impact of Content, Context, 
and Creator on User Engagement in Social 
Media Marketing,” 2017. [Online]. 
Available: http://hdl.handle.net/10125/41289 

[25] M. Yadav and Z. Rahman, “Measuring 
consumer perception of social media 
marketing activities in e-commerce industry: 
Scale development & validation,” Telematics 

and Informatics, vol. 34, no. 7, pp. 1294–
1307, Nov. 2017,  
DOI: 10.1016/j.tele.2017.06.001. 

[26] J. E. Escalas and J. R. Bettman, “Connecting 
With Celebrities: How Consumers 
Appropriate Celebrity Meanings for a Sense 
of Belonging,” J Advert, vol. 46, no. 2, pp. 
297–308, Apr. 2017,  
DOI: 10.1080/00913367.2016.1274925. 

[27] L. D. Hollebeek, M. S. Glynn, and R. J. 
Brodie, “Consumer brand engagement in 
social media: Conceptualization, scale 
development and validation,” Journal of 

Interactive Marketing, vol. 28, no. 2, pp. 
149–165, 2014,  
DOI: 10.1016/j.intmar.2013.12.002. 

[28] L. Gill-Simmen, D. J. MacInnis, A. B. 
Eisingerich, and C. Whan Park, “Brand-self 
connections and brand prominence as drivers 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2023.20.148

Aryo Bismo, Harjanto Prabowo, 
Pantri Heriyati, Sri Bramantoro Abdinagoro

E-ISSN: 2224-2899 1680 Volume 20, 2023



 
 

of employee brand attachment,” AMS 

Review, vol. 8, no. 3–4, pp. 128–146, Dec. 
2018, DOI: 10.1007/s13162-018-0110-6. 

[29] J. E. Escalas, “Narrative Processing: 
Building Consumer Connections to Brands,” 
Journal of Consumer Psychology, vol. 14, 
no. 2, p. 80, 2004,  
DOI: 
10.1207/s15327663jcp1401&amp;2_19. 

[30] E. Kemp, C. Y. Childers, and K. H. 
Williams, “Place branding: Creating self-
brand connections and brand advocacy,” 
Journal of Product and Brand Management, 
vol. 21, no. 7, pp. 508–515, Oct. 2012,  
DOI: 10.1108/10610421211276259. 

[31] E. Keller, “Unleashing the power of word of 
mouth: Creating brand advocacy to drive 
growth,” J Advert Res, vol. 47, no. 4, pp. 
448–452, 2007,  
DOI: 10.2501/S0021849907070468. 

[32] K. Hung, K. W. Chan, and C. H. Tse, 
“Assessing celebrity endorsement effects in 
China: A consumer-celebrity relational 
approach,” J Advert Res, vol. 51, no. 4, pp. 
608–623, 2011,  
DOI: 10.2501/JAR-51-4-608-623. 

[33] V. Badrinarayanan and D. Laverie, “The role 
of manufacturers’ salespeople in inducing 
brand advocacy by retail sales associates,” 
Journal of Marketing Theory and Practice, 
vol. 21, no. 1, pp. 57–70, Jan. 2013,  
DOI: 10.2753/MTP1069-6679210104. 

[34] C. Xie, R. P. Bagozzi, and K. Grønhaug, 
“The impact of corporate social 
responsibility on consumer brand advocacy: 
The role of moral emotions, attitudes, and 
individual differences,” J Bus Res, vol. 95, 
pp. 514–530, Feb. 2019,  
DOI: 10.1016/j.jbusres.2018.07.043. 

[35] M. Keylock and M. Faulds, “From customer 
loyalty to social advocacy,” Journal of 

Direct, Data and Digital Marketing Practice, 
vol. 14, no. 2, pp. 160–165, Nov. 2012,  
DOI: 10.1057/dddmp.2012.37. 

[36] J. F. Hair, W. C. Black, B. J. Babin, R. E. 
Anderson, and R. L. Tatham, Multivariate 

Data Analysis , Edinburgh Gate Harlow. 
Pearson Education, UK, 2014. 

[37] I. Ghozali and H. Latan, Partial least 

squares konsep, teknik dan aplikasi 

menggunakan program SMART-PLS 3.0 

untuk penelitian empiris. Semarang: Badan 
Penerbit UNDIP, 2015. 

  

Contribution of Individual Authors to the 

Creation of a Scientific Article (Ghostwriting 

Policy) 

The authors equally contributed in the present 
research, at all stages from the formulation of the 
problem to the final findings and solution. 
 
Sources of Funding for Research Presented in a 

Scientific Article or Scientific Article Itself 

No funding was received for conducting this study. 
 

Conflict of Interest 

The authors have no conflict of interest to declare.  
 

Creative Commons Attribution License 4.0 

(Attribution 4.0 International, CC BY 4.0) 

This article is published under the terms of the 
Creative Commons Attribution License 4.0 
https://creativecommons.org/licenses/by/4.0/deed.en
_US 
 
 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2023.20.148

Aryo Bismo, Harjanto Prabowo, 
Pantri Heriyati, Sri Bramantoro Abdinagoro

E-ISSN: 2224-2899 1681 Volume 20, 2023

https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US



