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1. Research Problem

In recent years, there has been a significant surge in the use of social media platforms as one
of the most prominent modern marketing communication tools. Given the vast
and diverse array of products and services promoted via these platforms, influ-
encers have become an integral part of social media. Consequently, many com-
panies have shifted toward relying on social media influencers to ensure that
consumers do not merely view a brand's product or service, but are also driven
to interact and purchase based on the influencer’s recommendations. Influencers
have evolved into a driving force in purchasing decisions, as they actively create
and exert effective influence on brands (Al Saad & Al-Okaily, 2025).

A review of extant literature reveals that several studies have addressed the di-
rect relationship between parasocial interaction and influencer credibility
(Zhang et al., 2024; Lim & Lee, 2023), as well as the direct link between influ-
encer—product fit and influencer credibility (Belanche, 2021; Min et al.,
2019), and finally, the direct relationship between influencer credibility and
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purchase intention (Ahmed & El-Meiawy, 2024; Sokolva & Perez, 2021; El-
Alfy, 2023). However, these studies primarily focused on direct relationships
and did not sufficiently explore indirect effects or moderating influences.

Accordingly, a significant research gap emerges, highlighting the need to ex-

plore:

The mediating role of influencer credibility in explaining the relationship
between both parasocial interaction and influencer—product fit (as inde-
pendent variables) and purchase intention (as the dependent variable).

The potential of inferences of manipulative intent to act as a moderator
that may weaken or even shift the positive relationship between influencer
credibility and purchase intention into a negative one.

Therefore, the research problem can be formulated through the following set of
questions, which aim to extend the findings of previous research:

1.
2.

3.
4. Do (parasocial interaction and influencer—product fit) indirectly affect

5.

To what extent does influencer—product fit affect influencer credibil-
ity?

To what extent does parasocial interaction affect influencer credibil-
ity?

To what extent does influencer credibility affect purchase intention?

purchase intention through the mediation of influencer credibility?
To what extent do inferences of manipulative intent moderate the posi-
tive impact of influencer credibility on purchase intention?

2. Research Objectives:

The research aims to achieve the following:

1.1. To measure the degree of impact of influencer—product fit on influ-
encer credibility.

1.2. To measure the degree of impact of parasocial interaction on influ-
encer credibility.

1.3. To measure the degree of impact of influencer credibility on pur-
chase intention.

1.4. To identify and measure the indirect effect of (parasocial interaction
and influencer—product fit) on purchase intention through the mediating
role of influencer credibility.

1.5. To identify and measure the moderating effect of inferences of ma-
nipulative intent on the direct relationship between influencer credibility
and purchase intention.
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3. Research Importance:

The significance of this research can be illustrated from both theoretical and
practical perspectives as follows:

3.1 Theoretical Significance:

This research provides a scholarly contribution at the theoretical level by
grounding its framework in several key models: Source Credibility
Model, Influencer-Product Fit Model, Theory of Reasoned Action
(TRA), Persuasion Knowledge Model (PKM), and Parasocial Interac-
tion Theory.

The current study serves as a scientific addition to previous literature that
examined influencer credibility, purchase intention, and inferences of ma-
nipulative intent. It specifically explores the mediating role of influencer
credibility in the relationship between (parasocial interaction and influ-
encer—product fit) and purchase intention. Furthermore, it investigates the
moderating role of inferences of manipulative intent between influencer
credibility and purchase intention. This represents a significant contribu-
tion to the field of Business Administration in general and Marketing in
particular.

3.2 Practical Significance:

The importance of this research is underscored by the global surge in so-
cial media usage. As of May 2024, nearly half of the world's population—
approximately 4 billion people—utilize these platforms, with active users
increasing by 15% since 2020. By August 2024, the connectivity rate
across various platforms reached about 64% of the global population, with
users spending over 12 billion hours daily interacting on these platforms
(Information and Decision Support Center, 2024). These indicators
clearly reflect that social media has evolved beyond mere entertainment
tools into a pivotal force shaping global communication dynamics and a
vast arena for influence and collaboration.

The study’s importance also stems from its focus on Influencer Market-
ing as one of the most prominent modern marketing trends. Google
searches for the term "Influencer Marketing™ have surged by 46.5% since
2016. Moreover, over 83% of marketers and 67% of brands do not merely
rely on this marketing pattern but actively increase their allocated budgets
for it annually. Additionally, the market has witnessed a significant ex-
pansion in specialized influencer marketing agencies and platforms, with
1,360 new agencies joining in recent years (Influencer Marketing Hub,
2024). These data highlight the urgent need for a deeper understanding of
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the mechanisms that make influencers an effective element in swaying
consumer purchasing decisions.

4. Scope of the research:

[ Subject Scope (Objective Limits): This research is limited to the study of
the following variables: influencer—product fit, parasocial interaction, influ-
encer credibility, purchase intention, and inferences of manipulative intent.

[0 Human Scope (Population): The study is restricted to social media users
(specifically: Facebook, YouTube, and Instagram) during the research period.

1 Spatial Scope (Geographical/Platform Limits): The study relied on users
of Facebook, Instagram, and YouTube platforms.

1 Temporal Scope (Time Limits): Data collection for this study was conduct-
ed during the months of January 2025, February 2025, and March 2025.

5. Research Hypotheses:

1 Hypothesis (H1): Influencer—product fit has a significant positive effect on
followers' (consumers’) perception of influencer credibility.

1 Hypothesis (H2): Parasocial interaction has a significant positive effect on
followers' (consumers') perception of influencer credibility.

1 Hypothesis (H3): Influencer credibility has a significant positive effect on
followers' (consumers’) purchase intention.

1 Hypothesis (H4): Influencer credibility mediates the relationship between
(parasocial interaction and influencer—product fit) and purchase intention.

1 Hypothesis (H5): Inferences of manipulative intent moderate the relation-
ship between influencer credibility and purchase intention

6. Results:

1 Regarding the results of the first hypothesis (H1): The findings revealed a
significant positive effect of influencer—product fit on influencer credibility.
This result is consistent with several previous studies, including: (Belanche,
2021; Min et al., 2019; Gubalane & Ha, 2023; Schouten et al., 2020). This can
be attributed to the fact that the fit between the product and the influencer is a
fundamental factor in shaping the influencer's credibility as a reliable source,
manifested in expertise and trustworthiness. Such fit contributes to building a
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positive mental image of the influencer. Conversely, this result differs from the
findings of (Lim & Zhang, 2022), which suggested that disclosing sponsorship
may increase the perception of external motives, leading followers to believe the
recommendation is driven by financial interests.

[ The results of the second hypothesis (H2): The findings showed a signifi-
cant positive effect of parasocial interaction on influencer credibility. This is
in line with previous studies such as: (Zhang et al., 2024; Lim & Lee, 2023;
Sokolova & Kefi, 2020; Lu et al., 2023). This can be explained by the fact that
parasocial interaction enhances followers' perception of credibility; the more fol-
lowers feel they know the influencer on a personal and authentic level, the high-
er their trust becomes. Over time, these interactions evolve into deeper par-
asocial relationships, reinforcing consumer reliance on influencers as credible
sources for information and recommendations. However, this contradicts the
study by (Lee & Watkins, 2016), which indicated that the relationship between
parasocial interaction and credibility might be weak or indirect, depending on
other factors such as perceived expertise, content consistency, and audience
awareness of endorsement goals.

[1 The results of the third hypothesis (H3): The findings indicated a signifi-
cant positive effect of influencer credibility on purchase intention. This aligns
with studies by: (Gubalane & Ha, 2023; Ahmed & El-Meiawy, 2024; Stoddard
et al., 2023; El-Alfy, 2023). This result is grounded in the notion that when an
influencer is perceived as honest, expert, and trustworthy, it bolsters the reliabil-
ity of the product in the eyes of followers, thereby increasing the likelihood of a
purchase decision. Based on the Theory of Reasoned Action (TRA), an indi-
vidual’s intention to perform a behavior—such as purchasing—is formed
through cognitive considerations and available information, making credibility a
decisive factor. Nevertheless, this differs from (Sharkasi & Rezakhah, 2023;
Anastasiei et al., 2025), which suggested that the link between credibility and
purchase intention is not always direct and may be influenced by mediating or
contextual factors.

1 Regarding the fourth hypothesis (H4): The results demonstrated that influ-
encer credibility mediates the relationship between both (influencer—product
fit and parasocial interaction) and purchase intention. This implies that the
presence of influencer credibility as a mediating variable strengthens the impact
of the independent variables on purchase intention. As the perceived level of
credibility rises, the indirect effect of fit and parasocial interaction on purchase
intention increases, and vice versa. This finding is consistent with (Chen et al.,
2022; Janssen et al., 2022), which showed that influencer credibility as a media-
tor enhances the influence of variables such as self-congruity, perceived authen-
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ticity, number of followers, and parasocial interaction on consumers' purchase
intentions.

[ The results of the fifth hypothesis (H5): The findings revealed that infer-
ences of manipulative intent moderate the positive effect of influencer credi-
bility on purchase intention. While influencer credibility is expected to boost
purchase intention, the results showed that when consumers perceive manipula-
tive motives behind the influencer’s behavior, this positive effect can diminish
or turn negative. This can be explained through the Persuasion Knowledge
Model (PKM), which suggests that consumers actively process persuasive mes-
sages using their knowledge to evaluate the sender's motives and tactics. Conse-
quently, perceived manipulative intent negatively impacts the evaluation of both
the advertiser and the brand, affecting the consumer's attitude. This is consistent
with (Chen et al., 2021), who found that manipulative intent moderates the rela-
tionship between brand content engagement and trust, as well as (Chen et al.,
2020), regarding the attitude toward advertisements. In contrast, (Nie et al.,
2024) found that manipulative intent acts as a mediator between ad disclo-
sure/hidden influencer ads and brand attitude

7. Recommendations

Based on the findings, the following suggestions are proposed for brands, influ-
encers, social media platforms, and marketing agencies to enhance the success
of their marketing campaigns:

For Companies and Brands:

« Careful Influencer Selection: It is recommended to select influencers
who demonstrate a clear "fit" with the advertised products, especially in
campaigns involving micro-influencers with high engagement. Followers
respond more positively when they perceive the product as consistent
with the influencer's personality and niche.

« Encouraging Transparency: Brands should allow influencers to be
transparent and explicitly disclose sponsorships and advertisements. Such
disclosure enhances the consumer's perception of credibility and mitigates
the suspicion of manipulative intent.

For Influencers:

« Strategic Partnerships: Influencers should choose partnerships with
brands that align with their identity and platform activities. Promoting
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products that do not match their personal brand may lead followers to
view them as profit-driven, which undermines their credibility.
Cultivating Relationships: Focus on engagement and building deep
parasocial relationships with followers.

Content Balance: Maintain a balance between commercial and non-
commercial content. When an influencer provides diverse, value-driven
content rather than purely promotional posts, followers feel the relation-
ship is based on genuine interest rather than exploitation.

For Marketing Agencies:

Evidence-Based Selection: Agencies can use these results as a guide for
selecting the most suitable influencers, considering not only the follower
count but also the influencer—product fit and the strength of parasocial
interaction.

Leveraging Brand Ambassadors: Since consumers tend to form par-
asocial bonds with influencers, marketers can leverage these relationships
by positioning influencers as "Brand Ambassadors.” This fosters positive
engagement and trust, encouraging two-way conversations between the
consumer and the brand.

For Social Media Platforms:

Technique and Detection: Platforms should invest in digital technolo-
gies to detect and categorize content containing "hidden" advertisements,
providing alerts to users when such content is present.

Flexible Disclosure Options: Platforms should provide diverse and flex-
ible options for ad disclosure. This encourages influencers to be more
willing to disclose sponsorships while simultaneously encouraging users
to interact positively with transparent content.
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