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Abstract

Purpose: The rise of social media platforms has transformed marketing and branding models, positioning social media
influencers (SMIs) as pivotal intermediaries between brands and consumers. Despite the growing influence of SMIs
on purchase decisions, there remains a critical need to understand the underlying psychological mechanisms driving
this impact—particularly the role of parasocial relationships (PSRs) in shaping consumer attitudes and purchase
intentions. This study aims to analyze the role of influencers in digital marketing by examining the relationships among
key psychological and behavioral variables, including PSRs, trust in the influencer, perceived attractiveness, and
identity congruence between followers and influencers, and their effects on brand attitude, loyalty, and purchase
intention.

Methodology: To achieve this objective, a conceptual model was developed and tested using data collected via an
online questionnaire. The sample was purposefully drawn from followers of Iranian celebrity Mehran Modiri and the
Bodycare brand. Measurement items were adapted from validated scales in prior research, and both face validity and
reliability were confirmed prior to data collection. Structural Equation Modeling (SEM) was employed using
SmartPLS software to evaluate the proposed model and test the research hypotheses.

Findings:The results clearly indicate that parasocial relationships—defined as one-sided emotional bonds—
significantly influence trust in the influencer and directly enhance positive brand attitudes and purchase intentions.
Trust and attractiveness emerged as key predictors of favorable brand perceptions and increased consumer willingness
to buy. Furthermore, identity congruence between the follower and the influencer acted as a moderating variable,
amplifying the effect of PSRs on brand attitude and loyalty. These psychological pathways, alongside perceived
credibility and emotional resonance, offer a robust framework for understanding consumer engagement in influencer-
driven campaigns.

Conclusion:The findings underscore the central role of psychological and social factors in shaping brand loyalty and
purchase behavior. Accordingly, brands should adopt a strategic approach in selecting influencers, prioritizing
emotional alignment, trustworthiness, and identity fit with the target audience. Cultivating durable emotional
connections through authentic influencer-brand alignment can significantly enhance the effectiveness of digital
campaigns and foster long-term consumer-brand relationships.
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