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The widespread acceptance of social media encourages marketers to use social media
for brand promotion. Promotions through social media generally target millennials and
Z generations who are more technology literate than their predecessors are. One of
the social media promotion techniques is influencer marketing. Most research on the
effectiveness of social media influencers only emphasizes the characteristics of
influencers, while the match between the influencer's image and the brand being
promoted and the ideal self-image of followers also shape consumer attitudes and
purchase intentions. However, there are not many studies that integrate these
characteristics to explain their influence on brand attitudes and purchase intentions.
This study aims to analyze the effect of social media influencer characteristics,
influencer-brand congruence, and self-influencer congruence on purchase intention
through attitudes towards brands in the millennial generation. Data were collected

from 250 respondents selected by purposive sampling technique. Data were analyzed
using PLS-SEM. Of the three characteristics of personal influencers, only expertise and
attractiveness are proven to influence consumer attitudes towards brands. Self-
influencer congruence has a positive influence on brand attitudes. Meanwhile, the
influence of influencer-brand congruence on consumer attitudes towards the
advertised brand is not significant. This study also found that attitude toward a brand
has a positive effect on consumer purchase intention.

1. Introduction

The development of digital technology affects consumer behavior, one of which is in terms of interacting and seeking information
which is currently facilitated by social media. According to We Are Social (2020), global social media users grew by more than 10%
over the past year, to 3.96 billion in early July 2020. This trend encourages businesses to use social media to inform their brands,
so they can generate interest in the intention for consumers to buy it (Azhar, 2017; Patria, 2019). The benefits of social media as a
marketing tool are very large so that businesses will lose opportunities if they do not use social media in marketing (Setiawati,
2015). This affects the allocation of advertising spending by companies. AC Nielsen Indonesia data shows that although advertising
spending on television still dominates at 83%, the trend is declining with a growth rate of only 6%, while in the previous year it
reached 13% (Lubis, 2019). The opposite is shown in advertising spending on social media, which is valued at US$ 446 million and
is predicted to grow by 5.9% annually (Statista, 2020).

One of the social media that is often used for promotion is Instagram whose use as a promotional media has surpassed
Facebook. with a global user base of 1.08 billion people in early July 2020 (Kemp, 2020). Of these users, the millennial generation
is most affected by Instagram in their buying behavior. Loeb (2020) states that 72% of millennials use Instagram to get various
information, it is including product information, 57% follow fashion product trends through the media, and is predicted to spend
up to US$ 1.4 trillion in 2020. Therefore, it is important to understand the influence of social media on the buying behavior of
millennials.

Shan et al. (2019) revealed a trend of using SMI services to increase sales and strengthen the brand's position in the minds of
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consumers. Many academic studies have confirmed the influence of celebrities in increasing the effectiveness of advertising (Zhou
et al, 2019). However, nowadays many companies are turning to social media influencers or micro-celebrities (hereinafter
shortened to SMI), such as vloggers and ‘instafamous' personality celebrities, to increase their brand value (Marwick, 2015). This is
because social media such as Instagram are able to build and manage relationships between users and allow users to create user-
created marketing content that can be utilized by companies as brand owners. This phenomenon encourages the birth of SMI
which also acts as a content creator. These SMIs take advantage of their relationship with their followers so that their followers
continue to follow the content they create continuously and follow what SMI is doing. For this reason, SMI must build a strong
enough network with its followers by always actively posting interesting content and building a positive image in order to have a
positive effect on the brand it promotes (Boerman et al.,, 2017; Taillon et al., 2020).

The trend of using SMI for promotion shows the importance of understanding how these influencers can influence consumers'
purchase intentions. While the effectiveness of celebrities on the effectiveness of marketing in traditional media has been widely
carried out (Bergkvist et al., 2016; Zhou et al,, 2019), the role of SMI on consumer behavior is relatively new according to Lim et al.
(2017). Previous research on SMI discussed more on the influence of personal characteristics of SMI on consumers' purchase
intentions. Personal characteristics consist of trustworthiness, expertise, and attractiveness.

Gupta et al. (2015) stated that a trustworthy SMI is able to represent a good SMI image. The integrity of SMI who advertises a
brand will create a sense of security for consumers, where they assume that the product benefits derived from using the brand will
be the same as SMI who advertises it (Lassoued & Hobbs, 2015). Therefore, success depends on the promotion of a brand image
that is trustworthy SMI (believable), honest, and reliable (Ahmad et al., 2019; Wang & Scheinbaum, 2018). Ahmad et al. (2019), Ors
and Alawadhi (2020), and Zhou et al. (2019) state that if consumers think that SMI promoting a brand is trustworthy, then they will
have a positive view of the promoted brand and ultimately increase their interest in buying the brand.

The credibility of an SMI can also be seen from its expertise based on the level of understanding, skills, and knowledge possessed
of a product/brand (Ki et al., 2020; Wang & Scheinbaum, 2017). The expertise of SMI can directly affect the level of consumer
confidence in the brand it promotes so that it has a positive effect on brand attitudes and consumer buying interest. When
consumers feel that an SMI has expertise in the brand, they tend to be more likely to trust the advertisements delivered by the
SMI (Mansour & Diab, 2016). Ulkhaq et al. (2016) found that SMI expertise has a greater impact on consumer purchase intentions
than attractiveness and trustworthiness. An SMI who has knowledge and expertise on the product he recommends will be more
effective in persuading consumers to buy the brand through his positive attitude towards the brand (Aw & Labrecque,
2020). Meanwhile, Tanjung and Hudrasyah (2019) and Arora et al. (2019) stated that SMI's expertise significantly influences
consumer attitudes towards the brands promoted by SMI and their buying interest.

Wang and Scheinbaum (2017) state that the attractiveness of an SMI can build intimacy between the SMI and its followers that it
will have a positive influence on attitudes and buying interest in certain brands. According to Ha and Lam (2017), physical
attractiveness, which is manifested through a person’s weight, height, and facial beauty, is the first expression felt by others.
Therefore, brand holders choose SMIs who have a good personality, physical appearance, and charisma to advertise their brands
because they are considered able to attract consumers' buying interest (Jacobson et al.,, 2020; Ki & Kim, 2019; Lou & Yuan, 2019).
According to Agam (2017), it is very rare to find SMIs that do not have the attractiveness of choosing a company to introduce a
brand to consumers. This indicates that the attractiveness of SMI increases the effectiveness of advertising. Shan et al. (2019)
revealed a trend of using SMI services to increase sales and strengthen the brand's position in the minds of consumers.

While research on the personal characteristics of SMIs has been widely conducted, this is not the case with studies that relate it to
the suitability of SMIs with brands (Lim et al., 2017) and congruence between SMIs and their followers (Shan et al,, 2019; Taillon et
al, 2020). De Veirman et al. (2017) emphasize the importance of compatibility between brands and influencers so that the
promotion of a brand has a positive impact. The effect of celebrity and brand congruence on traditional promotional media has
often been discussed (Amos et al.,, 2008; Knoll & Matthes, 2017), but the impact may be different for SMI, indicating the need for
further testing. Brand holders must ensure the conformity of their brand image with SMI in order to have the maximum impact on
their brand sales (Lim et al., 2017). Influencer-brand congruence is defined as the degree of match between accessible endorser
associations and brand-related attributes (Kirmani & Shiv, 1998). Several studies have found that influencer-brand
congruence affects attitudes towards advertising and brands. Xu and Pratt (2018) found that if SMI's self-image matches the brand
it promotes, then the brand will be considered good by consumers and increase their trust in the brand. Aw and Labrecque (2020)
revealed that consumers will trust advertisements that use SMI which is able to transfer meaning from the product or brand it
promotes. As a result, it will affect his attitude and buying interest towards the brand. Pereira (2018), Nugraha et al. (2018), and
Zhou et al,, (2019), expressed the same thing.

SMI is often considered to represent a certain reference group so that it will affect the buying interest of its followers. Shan et al.
(2019) state every individual has a tendency to imitate the attitudes and behaviors of their idolized SMI. He will use SMI's advertised
brands and products as a means to express and increase his confidence. Gavilanes et al. (2018) state that the self-image of an SMI
(personal brand) can further influence the behavior of its followers if there are similarities in interests, attitudes, and behavior
between influencers and followers. These similarities make the individual feel more emotionally connected to the SMI (Ki et al,,
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2020). Therefore, the suitability of self-image between SMI and its followers will have an impact on consumer buying interest (Xu
& Pratt, 2018). Lim et al. (2017) and Shan et al. (2019) argues that the relationship between consumers and endorsers is important
for the formation of brand image because the results of the research found that the congruence between the consumer's ideal
self-image and SMI significantly affects consumers' attitudes towards the SMI and increases purchase intention. However, Taillon
et al. (2020) found an insignificant effect.

The lack of research involving the suitability of SMI's image with brands and followers indicates that this needs to be tested further
(Shan et al., 2019; Taillon et al., 2020). Based on this explanation, this study aims to analyze the effect of SMI characteristics
(trustworthiness, expertise, and attractiveness), influencer-brand congruence, and self-influencer congruence on purchase
intention through attitudes towards brands in the millennial generation.

2. Method

This study chooses the fashion industry as the research context because there is a tendency among Instagram users to seek
information about these products from social media (Loeb, 2020). The research was conducted in Indonesia where the fashion
industry is on the rise and many local brands whose quality is not inferior to foreign brands and has succeeded in penetrating the
international market (Guide, 2018). Statistical data from BPS shows that the creative economy sector contributes significantly to
the national economy, which is around 7.38%, of which 18.5% comes from the fashion industry (Farid, 2019), and has a value of
IDR 116 trillion (Creative Economy Agency, 2020).

The target population of this study is the millennial generation who use social media Instagram. This generation is more modern-
minded, can make decisions independently, and is an active social media user (Fani, 2019; Loeb, 2020). BPS data shows that the
millennial generation in Indonesia reaches 33.75% of the total population. Respondents were selected using the technique of
purposive sampling, where they should be followers of SMI fashion brands on Instagram as well as actively participating in the
post/thread of the SMI last for at least 3 months.

Data was collected by distributing online questionnaires using google Forms. The survey link is distributed via Whatsapp and direct
message on Instagram. All indicators measuring SMI characteristics were adopted from Ha & Lam (2017) which consist of 5
indicators for trustworthiness, 7 indicators for expertise, and 5 indicators for attractiveness. Five indicators measuring influencer-
brand congruence were also adopted from Ha and Lam (2017). Meanwhile, self-influencer congruence is measured through 5
indicators adopted from Hoffner and Buchanan (2005), McCroskey et al. (2004), and Taillon et al. (2020). Attitude toward the brand
is measured by 5 indicators adopted from Kim and Kim (2020) and Kwon and Lennon (2009). The purchase intention variable
is measured through 6 indicators adopted from Ha and Lam, (2017) and Shan et al. (2020). All of these indicators were measured
using a 5-point Likert scale. The data collected were analyzed using PLS-SEM in order to be able to test the effect of the
interdependent variables simultaneously. This analytical technique was chosen to maximize the predictive ability of this research
model (Hair et al., 2018).

Trustworthiness

Expertise H2

Attitude Toward HE

Attractiveness The Brand

AT e

= Purchase Intention

Influencer-brand H4
Congruence

Self-Influencer H5
Congruence

Figure 1. Research Model

3. Results and Discussion

3.7 Results

The number of samples that were collected was 250 respondents with details as shown in Table 1. The proportion of respondents
by gender was almost equal, with slightly more female respondents than males. The majority of respondents are already working,
accessing Instagram between 1 to 6 hours per day. When viewed from the frequency of respondents to follow posts/threads from
SMI, 31% of respondents often pay attention to it and 18% always follow it.
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Table 1. Profile of Respondents (n = 250)

Frequency Percentage

Gender:

Man 110 44.0

Woman 140 56.0
Age:

20 - 25 years 125 50.0

26 — 30 years 85 34.0

31-35 years 28 11.2

36 — 40 years 12 4.8
Work:

Student 40 16.0

Private employees 118 47.2

Government employees 18 7.2

Businessman 38 15.2

Other 36 144
Use of Instagram Duration per day:

Less than 1 hour 39 15.6

1-3 hours 120 48.0

4 -6 hours 64 25.6

More than 6 hours 27 10.8
Frequency of post/thread observations:

Every time there is a new post 45 18.0

Often 77 30.8

Sometimes 99 39.6

Seldom 29 11.6

Table 2. Mean, Standard Deviation, Loadings, AVE, Composite Reliability

Construct Mean | Std. Dev. Convergent Validity Compgsite
Loadings AVE Reliability

Trustworthiness 0.790 0.950

T1 3.86 0.91 0.884

T2 3.91 0.91 0.871

T3 3.92 0.88 0.896

T4 3.78 1.02 0.871

In the convergent validity test, it was found that the IBC4 indicator measuring influencer-brand congruence did not meet the
criteria (factor loading = 0.266), so it was excluded from the analysis. Table 2 shows the testing of convergent validity and construct
reliability after removing invalid indicators. It appears that each construct has an AVE value between 0.665 and 0.805, and a factor
loading value between 0.754 and 0.922, so it can be concluded that these indicators truly reflect the construct being
measured. While the discriminant validity test with Fornell-Larcker (Table 3) shows the AVE square value is greater than the
correlation value between constructs. The composite reliability value of all constructs is greater than 0.70 which indicates that all
constructs are reliable.
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T5 3.92 0.89 0.922
Expertise 0.695 0.919
E1 394 0.92 0.789
E2 3.91 0.93 0.881
E3 3.82 0.88 0.848
E4 414 0.78 0.798
E5 4.00 0.81 0.848
Attractiveness 0.711 0.945
A1 4.26 0.78 0.840
A2 4.09 0.86 0.864
A3 4.25 0.71 0.834
Ad 4.13 0.79 0.843
A5 422 0.74 0.864
A6 3.94 0.90 0.776
A7 4.12 0.77 0.878
Influencer-brand congruence 0.665 0.888
IBC1 4.28 0.74 0.754
IBC2 4.26 0.76 0.822
IBC3 4.27 0.71 0.867
IBC5 4.18 0.78 0.815
Self-influencer congruence 0.805 0.954
SICT 3.71 0.98 0.894
SIC2 3.75 0.96 0.900
SIC3 374 1.02 0.898
SIC4 3.67 1.00 0.905
SIC5 3.56 1.17 0.889
Attitude toward the brand 0.725 0.929
ATB1 4.08 0.77 0.842
ATB2 4.10 0.75 0.888
ATB3 4.20 0.76 0.797
ATB4 4.02 0.86 0.872
ATB5 3.96 0.96 0.855
Purchase Intention 0.746 0.946
PI1 3.90 0.98 0.850
P12 3.76 0.99 0.874
PI3 3.96 1.00 0.831
P14 3.86 0.99 0.892
PI5 3.91 1.00 0.832
Pl6 3.86 1.02 0.899
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Table 3. Discriminant Validity Analysis

ATB A E IBC PI SIC T

ATB 0.851

A 0.741 0.843

E 0.801 0.805 0.834

IBC 0.491 0.527 0.539 0.816

PI 0.776 0.658 0.689 0.489 0.863

SIC 0.639 0.510 0.621 0.434 0.639 0.897

T 0.707 0.719 0.807 0.512 0.720 0.564 0.889

Furthermore, it is continued by testing the hypothesis for the structural equation model by considering the p-values for each
construct. For the value of R-square attitude toward the brand 0.702 and purchase intention 0.603. Table 4 shows that all
hypotheses are supported, except for H1 and H4. It appears that expertise (B = 0.395; p<0.000) has the strongest influence
on purchase intention through attitudes towards brands in the millennial generation, followed by attractiveness (B = 0.249, p <
0.002) and self-influencer congruence (B = 0.215; p<0.000) which supports H2, H3, and H5. Then the attitude toward the brand (
= 0.776; p<0.000) has an influence on purchase intention in the millennial generation, so H6 is supported. Contrary to expectations,
this study found that trustworthiness (f = 0.082; p = 0.293) and influencer-brand congruence had no effect on customer's attitude
toward the brand (B = 0.012; p = 0.822), so H1 and H4 were not supported.

Table 4. Discriminant Validity Analysis

Hypothesis Path coefficients Std. Error T-value P-value Information
H1: T — ATB 0.082 0.078 1.052 0.293 Not supported
H2: E - ATB 0.395 0.096 4,098 0.000 Supported

H3: A - ATB 0.249 0.080 3,115 0.002 Supported

H4: I1BC — ATB 0.012 0.052 0.225 0.822 Not supported
H5: SIC —» ATB 0.215 0.055 3,926 0.000 Supported

H6: ATB — PI 0.776 0.044 17,587 0.000 Supported

Description: T: trustworthiness, E: expertise, A: attractiveness, IBC: influencer-brand congruence, SIC: self-influencer congruence,
ATB: attitude toward the brand, PI: purchase intention.

P4
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Figure 2. Results of Structural Model Testing
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3.2 Discussion

3.2.1 Effect of Expertise on Attitude toward the Brand

This study found that of the three personal characteristics of SMI, only SMI's expertise and attractiveness influenced consumer
attitudes towards the brand. The findings regarding the positive influence of SMI expertise on brand attitudes are in accordance
with the research of Ulkhaq et al. (2016) who found that SMI expertise had a greater impact on consumer purchase intentions than
attractiveness and trustworthiness. Meanwhile, Tanjung and Hudrasyah (2019) stated that SMI's expertise significantly influences
consumer attitudes towards the brands promoted by SMI and their buying interest. In this study, the knowledge and skills
possessed by SMI for the brands it promotes are reflected through the information conveyed in its social media so that it is able
to make consumers like the brand. An SMI who has knowledge and expertise on the product he recommends will be more effective
in persuading consumers to buy the brand through his positive attitude towards the brand (Aw & Labrecque, 2020).

3.2.2 Influence of Attractiveness on Attitude toward the Brand

In addition, this study found that SMI's physical attractiveness has an effect on consumers' attitudes towards brands. These results
are in accordance with Wang and Scheinbaum (2017) who stated that the attractiveness of an SMI can build intimacy between the
SMI and their followers. The attractiveness of SMI is able to attract followers so that it will have a positive influence on attitudes
and buying interest in certain brands. The attractiveness is often measured by how attractive, classy, nice, stylish, and sexy SMl is
(Ors & Alawadhi, 2020). SMI with high attractiveness and positive image is considered to increase the image of the brand being
promoted. Therefore, brand holders choose social media influencers who have a good personality, physical appearance, and
charisma to advertise their brand because they are considered able to attract consumer buying interest (Jacobson et al., 2020; Ki
& Kim, 2019). According to Lou and Yuan (2019) and Taillon et al. (2020), SMI with high attractiveness is more effective and
convincing than SMI that is not attractive, so it will foster buying interest. For the millennial generation involved in this research,
SMI who looks professional, classy, and fashionable can influence consumers' judgments about the clothing brands they wear.
They will like and find the brand attractive because it can improve the appearance of SMI who promote it.

3.2.3 Effect of Trustworthiness on Attitude toward the Brand

In contrast to Gupta et al. (2015), Ahmad et al. (2019), and Ha and Lam (2017) which state that a trustworthy SMI will increase
consumers' positive attitudes towards the brand being promoted, this study finds that the effect of an SMI's trustworthiness on
brand attitudes is not significant. The trust of a consumer is different from other consumers. This is in line with research conducted
by Tessa (2020) which states that trustworthiness has no effect on attitudes. According to Dwyer and Oh (1987, in Gassenheimer
& Manolis, 2001), trust is the desire to achieve long-term goals. Trust has two dimensions, namely credibility, and
benevolence. Credibility is based on belief in the expertise of partners to perform their duties effectively and reliably,
while benevolence is a belief that partners will provide mutual benefits (Doney & Canon, 1997). This explains that the initial creation
of a relationship with a partner is based on trust. An SMI will get recognition from the public if they have expertise that makes
them known and their credibility recognized so that this can make it easier for an SMI to carry out product or brand marketing
communication activities (Schouten, Janssen, & Verspaget, 2020). The concept of SMI's trustworthiness refers to its ability to be
trusted, honest, and with integrity so that its followers believe that SMI provides convincing and correct information so that they
believe in the brand promoted by SMI.

3.2.4 Effect of Influencer-Brand Congruence on Attitude toward the Brand

The trend of using SMI services to increase sales and strengthen the brand position in the minds of consumers is not only
determined by the personal characteristics of SMI (Shan et al., 2019). An SMI will be more effective in promoting a brand if his/her
self-image matches the advertised brand (Balasubramanian et al, 2006; Chen, 2016). Bergkvist et al. (2016) suggest that the
influence of attitudes towards influencers and the influence of influencer's brand suitability on brand attitudes is fully mediated by
attitudes towards SMI. However, the study found that the effect of influencer-brand congruence on the attitudes of the mark was
not significant. This finding is in contrast to Amos et al. (2008) and Knoll and Matthes (2017) which state the significant positive
effect of the celebrity/endorser-brand congruence variable on attitudes towards brands in traditional promotional media. It seems
that in the context of the fashion brand promoted by SMI on social media, the influence-brand congruence element is less relevant
to shaping attitudes towards the brand. Some of the millennials involved in this study feel that the fashion brands advertised by
SMI are often not in accordance with the characteristics and self-image of SMI, which ultimately makes the impact not optimal on
the sales of the brands it promotes. They tend to follow an SMI only based on the popularity of the SMI, while the SMI is sometimes
not selective in choosing the fashion brands it promotes. As a result, an SMI can promote various brands at once, even though the
brand is not in accordance with the self-image he builds. This makes the influencer-brand congruence unable to shape consumer
attitudes towards the fashion brand promoted by SMI.

3.2.5 Effect of Self-Influencer Congruence on Attitude toward the Brand
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This study found that self-influencer congruence has a significant influence on brand attitudes. This supports the argument in self-
congruence theory, which states that the suitability between an individual's image and an object will affect his behavior towards
that object which is driven by his desire to maintain the consistency of his self-perception (Sirgy, 1991). This finding supports the
research results of Shan et al. (2019). In this study, consumers will be more likely to like the brand promoted by SMI if they feel
there are similarities between themselves and the SMI, especially in terms of how to express themselves and their mindset. The
millennial generation is in a more mature age range where their self-concept has been formed. At this stage, they try to strengthen
their existence and self-concept by choosing products that match the self-image they want to show. Even though their self-image
has been formed, they still think of a self-image that is considered ideal. This ideal self-image is often projected through the SMI
image they follow. Driven by his desire to feel comfortable while attending a certain SMI, he tends to choose an SMI that is in
accordance with his ideal self-image. If this is fulfilled, then any product used by SMl is considered to represent the lifestyle that is
considered ideal by the follower. Therefore, the more similar the self-image between the follower and SMI, the more positive the
assumption is that the clothing brand promoted by SMl is suitable for him.

3.2.6 Effect of Attitude toward the Brand on Purchase Intention

Finally, this study found a significant positive effect of attitude toward the brand on consumer buying interest. The consumer's
attitude towards the brand is determined by his experience of the brand and the public figures who promote the brand (Liu et al,,
2007), and ultimately affect the purchase intention of a product. Brand attitudes tend to influence the choice of one brand over
another. When customers have a more positive attitude towards a brand, they are more likely to intend to buy the
product. Susilowati et al. (2020) found that consumer" attitudes towards SMI and brands positively affect the purchase intention
of the millennial generation, but the influence of attitudes towards brands is much greater than attitudes towards celebrities in
generating purchase intentions. These findings support the research of Ha and Lam (2017), Nugraha et al. (2018), and Tanjung and
Hudrasyah (2019) who found that purchase intention was strongly influenced by consumers' positive attitudes towards brands
promoted by SMI. If consumers think that a brand is attractive and like the brand, then they will be more motivated to look for the
brand and buy it. This supports the theory of consistency between attitudes, intentions, and behavior.

4. Conclusion

This study develops a research model on the effect of SMI characteristics on purchasing behavior by including influencer-brand
congruence and self-influencer congruence variables. The results show that buying interest in clothing brands is strongly influenced
by consumer attitudes towards the brand. Meanwhile, this attitude is shaped by consumer perceptions of SMI's expertise, attractiveness,
andinfluencer-brand congruence.

Fashion brand companies need to understand the influence of social media on the buying behavior of the millennial generation. In
deciding which SMI will promote its brand, the company needs to ensure that the SMI has in-depth knowledge of the brand it
promotes because it will affect the content it creates to promote the brand. For fashion products, physical appearance plays an
important role in shaping consumer attitudes towards the brand. Therefore, companies should choose SMI that has a high allure.
The attraction is seen from the style of the dress where the millennial generation likes SMI who looks professional, classy, and
fashionable.

In addition, companies must pay attention that the selected SMI is in accordance with the target market of the brand being
promoted. Given the potential of SMI to promote a brand, SMI must be able to take advantage of its relationship with
its followers. He also has to really study the brand of the product being promoted in order to be able to produce interesting and
quality content that makes his followers continue to follow the content he creates and follow SMI's consumption behavior. SMI
must build a strong enough network with its followers by always actively uploading content and building a positive image in order
to have a positive effect in the form of increasing purchase intention for the brand it promotes.

This research only focuses on the millennial generation so it is recommended for further research to reach consumers from other
generations to validate the theory tested in this study. This study also only involved respondents in Indonesia, where consumer
behavior in each country may vary due to cultural influences and their level of maturity in using social media. Therefore, further
research should be carried out in other countries or conduct comparative studies between cultures. Further research can also add
other variables such as customer-brand engagement and brand equity. The uniqueness of marketing through social media is its
interactive nature which allows brands to build personal relationships with consumers and will affect their brand equity.
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