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Abstract

Finding a fitting endorser has proven to be one of the most delicate and critical tasks

of influencer marketing. This research explores the relevance of the congruency of

the influencer personality with (1) brand personality and consumers' (2) actual/

(3) ideal selves. Additionally, the (4) moderating role of involvement is considered, the

impacts on post attitude/belief, brand trust and purchase intention are thereby stud-

ied. The novelty of this study lies in the integral examination of the types of congru-

encies and involvement in the context of influencer marketing as well as the

consideration of their impact on the brand-related variables. Based on an online sur-

vey with 547 participants analyzed by means of structural equation modeling in

SmartPLS, partly counterintuitive findings were produced. When the involvement

level rises, congruence with consumers' actual selves becomes more important.

Under low-involvement conditions, practitioners should pay more attention to

influencers' fit with consumers' ideal selves. An adequate fit between brand and

endorser is paramount and becomes even more important under high-involvement

conditions. Overall, this study reveals that the three types of congruency and

involvement interact in a very unique way in the context of influencer marketing.

1 | INTRODUCTION

Influencers are a robustly growing marketing communication channel.

This is no wonder as they offer advantages over other modes of mar-

keting communication. Compared with traditional advertising, they

provide value by communicating more purposively with the target

group and are perceived as more believable and less annoying

(W. Li & Huang, 2016; Schouten et al., 2019). Even better, influencers

offer a cost advantage (Gretzel, 2018; Nirschl & Steinberg, 2018).

However, conversely, these advantages also present challenges.

A particularly large challenge is the question of finding a well-fitting

influencer. As of 2019, the vegan influencer Alyse Parker endorsed

the meat deliverer “Butcher Box.” This poor fit of influencer and

brand displeased both the fans of Alyse Parker and Butcher Box

(Parker, 2020). It is no wonder, however, that this failure occurred. As

little research has been conducted on the congruence issue, practi-

tioners are often baffled. Lacking alternatives, they wonder whether

they can simply adapt the models that have been developed for tradi-

tional (celebrity) marketing (Childers et al., 2019). This approach might

go wrong as celebrities and influencers differ in terms of some essen-

tial characteristics. While hybrids that share the characteristics of

celebrities and influencers do exist (Chen, 2020), it can be stated that

in contrast to celebrities, at least micro influencers are perceived and

expected to be more authentic, closer to consumers and provide a

more interactive communication experience (Djafarova &

Rushworth, 2017). In this work, the focus lies on micro influencers

employing social posts as these are regarded as the future of

influencer marketing (Geyser, 2017).
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In addition to this research gap, studies on congruence issues

with influencers or celebrities have mostly not considered the role

that product involvement might play. For example, as high-

involvement products elicit consumers to process product-related

messages more intensively, they might more strongly respond to a

possible mismatch between the brand and endorser (J. G. Lee &

Park, 2014). However, such speculations must be viewed with skepti-

cism as theoretical elaborations suggest that involvement functions in

very individual ways for influencer campaigns, which differ from other

endorsement types (Ekstam & Bjurling, 2018; Trivedi & Sama, 2019).

Taking these multiple research gaps together, the following question

arises. What is the importance of congruence in the context of

influencer marketing? What is the role of involvement in this context?

Congruence can thereby be expanded into (1) congruence with the

brand, (2) congruence with the actual self and (3) congruence with the

ideal self of the user. When considering this diversification, it

becomes apparent how differences between influencers and celebri-

ties might affect their relevance. For example, the finding that “pure”
influencers are considered to be “[people] like you and me” while

“pure” celebrities are perceived to exist on a societal level that is far

removed from its audience suggests that actual self-congruence might

be of much greater importance for “pure” influencers whereas actual

self-congruence is better suited to “pure” celebrities (Temperley &

Tangen, 2006; Wiedmann et al., 2010).

Hence, the ultimate contribution of this study lies in the investi-

gation of the aforementioned relationships with regard to influencers.

An overarching framework encompassing all three types of congruen-

cies is developed. Practitioners are provided with a holistic overview

of the effects of the different types of congruence, which has not yet

been provided by the extant studies. This framework becomes more

refined by the fact that the impacts on post- and influencer-related

variables are considered. In the prior research on influencer-related

congruence issues, the focus has often been merely on influencer-

related variables (Hermanda et al., 2019). Brand-related variables

might nevertheless be relevant for a brand as the tangible conse-

quences on it are an indicator of the success of the endorsement

(Jin & Ryu, 2020).

In the remainder of this work, we first outline a conceptual frame-

work including the three reference points of congruence and involve-

ment based on Kelman's (1961) theory on opinion change, Kahle

et al.'s (1986) social adaptation theory and Petty et al.'s (1981) elabo-

ration likelihood model. The hypotheses are tested with data from an

online survey of 547 participants. The analyses employ structural

equation modeling using smart PLS. The results reveal that brand con-

gruence appears to have a large effect on post-related variables.

When the involvement level increases, the effect of brand congruence

on post attitude increases. The impact of ideal self-congruence

decreases with rising involvement, while the impact of actual self-

congruence increases. The latter finding is a surprising contribution as

it is not predicted by the theory. Overall, social media managers are

provided with the contribution of a concept that enables them to

select the appropriate appeal by matching congruity type with the

audience's route to persuasion.

2 | CONCEPTUAL BACKGROUND

2.1 | Influencers

Influencers are individuals who create valuable content, have high rep-

utations in specific fields (Cha et al., 2010; S. Kim et al., 2017) and are

followed by a large number of users on online social networks

(De Veirman et al., 2017).

As influencer marketing has become more popular in recent

years, scholars have investigated its success factors. Wiedmann and

von Mettenheim (2018, 2020) presented an overview of the suc-

cess factors of endorsers and influencers in particular and

suggested five main categories of success factors: (a) endorser dis-

tinctive factors, which describe factors that are inherent to the

endorser (e.g., attractiveness, trustworthiness); (b) perceiver con-

gruence factors, which involve the interplay of the endorser with a

targeted audience; (c) brand/product congruence factors, which

describe the interplay of the endorser with the brand;

(d) management factors, which include “behind-the-scenes” admin-

istrative issues such as the financial constraints of the endorsement

and, finally, (e) communication factors, which are related to the

issue of whether an endorser can communicate in an adequate way,

for example, the suitability of his or her voice. Given the goals of

the current work, the literature review will focus especially on liter-

ature addressing the categories of (a) perceiver congruence factors

and (b) brand/product congruence factors. Influencer can be classi-

fied based on their amount of followers and influence as either

mega-influencers, macro-influencers, micro-influencers or nano-

influencers. While the “bigger” types of influencers resemble celeb-

rities, the smaller types of influencers (Geyser, 2017), on which the

focus lies in the course of this research differ from celebrities by

being perceived as to be more authentic, closer to consumers and

provide a more interactive communication experience (Djafarova &

Rushworth, 2017). Moreover, issues regarding brand congruence

has been outlined to be of particularly high importance for them as

the endorsement of appropriate brands is part of their self-

conception (Geyser, 2017) .

The congruence of the influencer with the following constructs

will be the subject of this research:

Brand personality is “the set of human characteristics associated

with a brand” (Aaker, 1997, p. 347). It embodies knowledge and

shapes brand perceptions (Freling & Forbes, 2005). Models conceptu-

alizing brand personalities similar to those of humans have been

developed (e.g., Aaker, 1997). Brand personality is regularly used as a

vehicle to assess how similar (or dissimilar) a brand is to another entity

(a new product category, another brand, an event, or an individual)

(Fleck & Quester, 2007; Maille & Fleck, 2011). In this way, it also

appears to be well suited for a comparison between a brand and an

influencer.

The actual self is defined as the authentic self, which is related

to who an individual is at present. Hollenbeck and Kaikati (2012)

emphasized that the need for self-congruity accrues from the moti-

vation to “[maintain] the coherence of a personal conceptual
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system” (Epstein, 1992). Once such a set of beliefs is established,

individuals strive to maintain it (Klipfel et al., 2014). The ideal self,

in contrast, is defined as the individual's idea of how he or she

would like to be (Dolich, 1969). It is shaped by an individual's imagi-

nation of ideals and aspirational goals (Lazzari et al., 1978;

Wylie, 1979).

2.2 | Current research situation

In the extant research on (a) perceiver congruence factors, many

questions remain unanswered. While there is a tendency to affirm

that the actual self-congruence between a user and an influencer can

positively affect the influencer and the brand (e.g., Shan et al., 2020;

Sokolova & Kefi, 2020), the relevance of the desired self remains

much more obscure. At best, the findings of Schouten et al.'s (2019)

comparative study shed some light on this issue. Against their

hypothesis, they found that influencer endorsements led to more

wishful identification than celebrity endorsements. However, a study

examining the desired self-congruence of an influencer as an inde-

pendent variable and its impacts on influencer and brand-related

constructs is still missing. Concerning the moderating effect of

involvement, the current research situation is similarly very scarce. In

particular, to date, no study has analyzed the moderating effect of

involvement and desired self-congruence in the context of influencer

marketing.

Concerning the (b) product-related factors, the extant body of lit-

erature has obtained conflicting results on whether influencer-product

congruence is beneficial or unimportant (Breves et al., 2019; De Cicco

et al., 2020; D. Y. Kim & Kim, 2020), and it has pinpointed the need

for further research on this issue. Moreover, no study has examined

the potential moderating effect of involvement in the context of

influencer-product congruence.

In conclusion, the following key gaps in the research can be identi-

fied: The impacts of ideal self-congruence and product endorser-

congruence in particular appear to be underexplored. Similarly, the mod-

erating role of involvement on the different types of congruence has

been very scarcely considered. It should be stressed that adapting find-

ings developed for celebrities does not appear to be a solution in this

context as the differences in the action mechanisms of the variables are

not yet well understood and are often found to be very remote from

that suggested by theoretical considerations and researchers' intuition

(Schouten et al., 2019; Trivedi & Sama, 2019; Xiao et al., 2018).

2.3 | Basic theories

The relevance and methods of operation of three forms of congru-

ence - (1) the brand, (2) the actual self or (3) the ideal self - are

explained by two theories: (1) Kelman's (1961) theory on opinion

change and (2) Kahle et al.'s (1986) social adaptation theory. Involve-

ment is conceptualized by (3) Petty et al.'s (1981) elaboration likeli-

hood model.

These theories have been found to work well together

(e.g., Petty & Cacioppo, 1986) and have also been used simultaneously

in the prior research (e.g., Y. Lee & Koo, 2016).

2.4 | Theory on opinion change

The theory on opinion change explains the impacts of the actual self

and the ideal self. It is a fundamental theory of opinion formation and

is designed to help investigators identify the motivations that underlie

opinion-changing processes. The effect of brand endorsement on

advertising effectiveness is determined by identification (with the

endorser). When consumers believe that they share interests, values,

or characteristics with an endorser, they are more likely to adopt the

endorser's beliefs, attitudes, and behaviors. This belief can accrue

either from congruence with the actual self, which is the degree to

which individuals perceive that they have commonalities with another

individual, or from congruence with the ideal self, which is the desire to

be like another individual (Basil, 1996; Kelman, 1961).

2.5 | Social adaptation theory

Social adaptation theory illustrates the remaining form of congruence,

specifically, the congruence between endorser and brand. This implies

that the adaptive significance of information will determine its impact.

The processing of information is based on the usefulness of adapta-

tion. If a perceiver finds that a particular source of information does

not facilitate adaptation, he or she will stop processing that source

(Kahle & Homer, 1985). Based on this reasoning, Kamins (1990) dem-

onstrated that the physical attractiveness of a celebrity endorser posi-

tively affects consumers' evaluations of a brand used to enhance

one's attractiveness but is of no use if a brand's product has no rela-

tionship to physical attractiveness. In general, it can be assumed that

when endorsers exhibit any type of high brand congruence, a high

level of expertise and credibility is assumed by perceivers (Dwivedi &

Johnson, 2013; Y. Lee & Koo, 2015).

2.6 | Elaboration likelihood model

The elaboration likelihood model explains the interplay of involvement

with the three forms of congruence. It is based on two basic assump-

tions: (1) People are motivated to hold correct attitudes. (2) Although

people want to hold correct attitudes, the amount and nature of

issue-relevant elaboration in which people are willing or able to

engage to evaluate a message vary with individual and situational

factors.

The amount of cognitive processing performed for an attitude

change depends on the involvement. Attitude changes occur through

two routes: a peripheral route that minimizes cognitive processing

and a central route that requires intense processing (Petty &

Cacioppo, 1986).
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Low involvement occurs when the interest in a stimulus is low

(Antil, 1984). The importance of persuasive arguments is small while

superficial characteristics are important (Holzwarth et al., 2006; Petty

et al., 1981; Petty & Cacioppo, 1979). Attitude change travels through

the peripheral route along with simple cues associated with the issue

(Roozen & Claeys, 2010). In contrast, in high-involvement conditions,

consumers search for information more intensively (Coulter

et al., 2003). They are devoted to learning about the true merits of a

product and exert the necessary cognitive effort to process issue-

relevant arguments (Petty et al., 1983). Elaboration becomes more

likely. In this case, the attitude travels through the central route

whereby a person exercises diligent consideration of the information

(Roozen & Claeys, 2010). The research in cognitive and social psychol-

ogy provides strong support for the view that, sometimes, people

engage in “controlled,” “deep,” “systematic,” and/or “effortful” ana-

lyses of stimuli, and, other times, their analyses are better character-

ized as “automatic,” “shallow,” “heuristic,” and/or “mindless” (Petty &

Cacioppo, 1986).

2.7 | Theory integration

The elaboration likelihood model can serve as a bracket that helps to

tie together Kelman's (1961) theory on opinion change and (2) Kahle

et al.'s (1986) social adaptation theory. Petty et al. (1981) suggested

that many theories of attitude change could be roughly placed along

the elaboration continuum. In their 1986 work, Petty and Cacioppo

discuss their elaboration likelihood model with numerous other theo-

ries. They thereby convey information on how to harmoniously inte-

grate other theories into their elaboration likelihood model. They

provide the general statement that many other theories consider

either only (1) low involvement situations, where attitude change

travels along a peripheral route or (2) high-involvement conditions,

where attitude travels along a central route. Therefore, when inte-

grating a theory in the elaboration likelihood model, it must be

checked for whether it is based on (1) low or (2) high involvement

conditions. Petty and Cacioppo (1986) explicitly mention

Kelman's (1961) theory on opinion change and classify it as a theory

whose assumptions and conditions describe a process of attitude

change driven by simple affective cues. Therefore, it would operate

under low involvement conditions. Petty and Cacioppo (1986) do not

refer to Kahle et al.'s (1986) social adaptation theory (probably

because both works were published in the same year). Therefore,

based on Petty and Cacioppo's (1986) general statement, in the

course of hypothesis development, it will be explored whether the

theory classifies as either superficial, symbolic information with no

data on the true merits of the product or as argumentative, evidence-

based information. An important addition to this issue is provided by

the works of Y. Lee and Koo (2016) and Handriana and

Wisandiko (2017), which forge a link between the elaboration likeli-

hood model and social adaptation theory. For example, Y. Lee and

Koo's (2016) work on celebrity endorsement uses both theories to

infer that product endorser congruence on the level of expertise and

physical attractiveness is more intensively processed under high-

involvement conditions.

3 | HYPOTHESIS DEVELOPMENT

In the following hypotheses, the roles of the three types of congru-

ence will be introduced based on the example of the endorsement of

“Butcher Box” by Alyse Parker. As most of the subjects of this study

have not yet been investigated for influencers, other types of

endorsers, especially celebrities and different types of online

endorsers (e.g., online reviewers, bloggers), will be considered.

Although the findings on these types of endorsers can provide

some clues, one must not lose track of their differences from

influencers. Celebrities are regularly considered to be more aloof and

distant from users than influencers (Djafarova & Rushworth, 2017;

Schouten et al., 2019). However, other types of online endorsement

(user-generated content, e.g., online reviewers) can be understood as

being more grounded and similar to an average user (Schach, 2018).

Overall, influencers can be located between celebrity endorsement

and other forms of user-generated content (Newman, 2015). In the

course of hypothesis development, it will be investigated whether

such differences can impact the expected outcomes.

3.1 | The effects of congruence with the brand,
the actual self and the desired self

The endorsement of the meat deliverer “Butcher Box” by the vegan

influencer Alyse Parker angered the brand's fans. They stated that

they found the endorsement incongruous and ridiculous

(Parker, 2020). The reasons for this can be found in social adaptation

theory, which states that the effectiveness of an endorsement is tied

to the degree to which the image, personality, or expertise of the

endorser fits the advertised product or brand (Basil, 1996;

Kelman, 1961). Even a simple match between the physical characteris-

tics of spokespersons and the perceived characteristics of brands pro-

duces effects in product evaluations (d'Astous & Bitz, 1995;

Kanungo & Pang, 1973; McSweeney & Bierley, 1984).

Consumers utilize a source of information only to the extent that

it facilitates adaptation to environmental conditions. If there is a

match between endorser and brand, the endorser becomes an effec-

tive source of information with regard to the effectiveness or benefits

of the brand (Kamins, 1990). However, if congruence is lacking, unfa-

vorable product evaluations will result because consumers must

change their cognitive structures (Kanungo & Pang, 1973).

Numerous scholars have argued that celebrity-brand congruence is

a determinant of endorsement effectiveness (e.g., Till et al., 2008; Till &

Busler, 1998, 2000). Notably, Choi and Rifon (2012) argued that con-

gruity enhances ad attitude while Kahle and Homer (1985) showed that

congruity increases the trustworthiness of communication. However,

the process of how and to what extent these findings transfer to

influencers is unknown. In theory, there are two opposing schools of
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thought arguing either for a very high or very low importance relative to

other endorser types (Breves et al., 2019). Proponents of a very high

importance of congruence argue that influencer marketing is experi-

enced as regular communication without (pure) persuasive intentions. If

media users notice a mismatch between the brand and the influencer,

they might cognitively stumble over the unsuitable affiliation and con-

sequently perceive the influencer and his or her message to be less

credible. They are likely to assume a persuasive and commercial intent

as they feel that the influencer wants to palm off the product on them

(Evans et al., 2017; Koernig & Boyd, 2009). Therefore, congruence

between influencers and brands would be of very high importance.

Opponents of this line of thought argue that brand congruence is over-

shadowed by interpersonal connection. As media users perceive an

influencer as one of them, they will seek highly personal advice. As long

as this is provided, an actual connection between the influencer and

the brand will be irrelevant (Breves et al., 2019).

In the empirical research, Schouten et al. (2019) hypothesized

that this type of congruence will be more pronounced for influencers

than celebrities. This was presumed to be the case because

influencers are viewed as representative of particular domains of

interest, such as “beauty vloggers,” while celebrities will not have

developed such a distinct, exclusive specialty (Balog et al., 2008;

Schouten et al., 2019) However, Schouten et al. (2019) could not con-

firm this hypothesis.

Overall, it must be noted that there are high theoretical discrep-

ancies regarding the relevance of brand congruence. To make matters

more complex, empirical results have been shown to work in a differ-

ent way than scholars have predicted based on theory, which high-

lights the relevance of further investigating this issue.

H1. Congruence between the influencer and the brand has a positive

effect on (a) post attitude and (b) post belief.

The endorsement of the meat delivery service “Butcher Box” by the

vegan influencer Aylse Parker also incensed her followers. Her vegan fol-

lowers stated that they could no longer identify with her (Parker, 2020).

This finding may be explained by the theory on opinion change. It

states that a person who identifies with an endorser is more likely to

adopt modeled behaviors and to engage in advocated behaviors

(Basil, 1996). Individuals like similar sources more than dissimilar ones

(Byrne, 1971). This preference facilitates the flow of information as per-

ceived communication barriers are lower and communication volume

becomes higher. Individuals also feel more comfortable choosing a simi-

lar source due to presumed common needs (Lazarsfeld &

Merton, 1954). Additionally, bearing in mind that consumers use brands

to signal their identity and reaffirm their self-image (Bodner &

Prelec, 2005; Dunning, 2005), actual self-congruence with the endorser

facilitates perceivers to adopt their (positive) perception of the brand.

In the event of actual self-congruence, the persuasiveness of a

celebrity endorser increases (Kamins & Gupta, 1994; Pradhan

et al., 2014). This should be even more true for influencers. In contrast

to celebrities, influencers are perceived as people “like you and me”
(Kamps & Schetter, 2018; Wiedmann et al., 2010). In Djafarova and

Rushworth's (2017) qualitative interviews on the differences between

celebrities and influencers, the participants expressed that it was

highly important that an influencer was similar to them (e.g., in terms

of personal taste, income or any other reference point). This was not

true for celebrities who were perceived as aloof individuals who

inhabit another world. This finding was reflected by Shan et al. (2020)

who argue that the extent of consumers' actual self-congruence with

an influencer leads to a more positive attitude toward brand content.

As research on the effect of similarity for genuine influencers is

relatively scarce, further insight can be gained by considering other

types of online endorsers: Balabanis and Chatzopoulou (2019) argued

that a blogger who was perceived as similar to the information seeker

was more influential. Electronic word of mouth (EWOM) stemming

from demographically similar sources is more influential than informa-

tion from dissimilar sources (Steffes & Burgee, 2009). Similarity is cru-

cial in determining credibility perceptions and attitudes toward user-

generated content (Ayeh et al., 2013). Of course, it cannot be defini-

tively stated whether these findings developed for other, smaller

types of online endorsers apply to influencers with the same strength

(Schach, 2018).

H2. Actual self-congruence between the consumer and the

influencer has a positive effect on (a) post attitude and (b) post

belief.

Alyse Parker's endorsement of “Butcher Box” enraged a third

group of followers. These were the followers striving toward a vegan

diet. They expressed that they could no longer admire her as their role

model and were highly disappointed (Parker, 2020). In light of these

findings, the question arises as to the role played by identity in the con-

text of an influencer endorsement. According to the theory on opinion

change, individuals also identify with models that fit their perception of

how they would like to be. These models are defined as an actual or

imaginary individual conceived as having significant relevance upon an

individual's evaluations, aspirations, or behavior (Park & Lessig, 1977).

Hence, in an attempt to achieve their ideal self-image, consumers tend

to conform to attitudes and behaviors if an endorser's image is congru-

ent with their ideal self-image (Choi & Rifon, 2012).

Empirical findings show that consumers reject brands endorsed by

celebrities who do not match their ideal self (Escalas & Bettman, 2017).

Congruence with the desired self induces favorable responses to an

advertisement (Choi & Rifon, 2012) and positively impacts ad attitude

(Çakır & Çakır, 2015). It is, however, not guaranteed that these findings

can be adapted to influencers. Celebrities are generally labeled as rep-

resenting an aspirational reference group for consumers (Dwivedi

et al., 2014). They are perceived as highly superficial individuals who

exist on a level that consumers would like to reach but cannot actually

do so (Temperley & Tangen, 2006). In contrast, consumers perceive

influencers as being closer to themselves, less superficial and more

down-to-earth, endowing them with great powers of persuasion

(Djafarova & Rushworth, 2017). Djafarova and Rushworth (2017)

expressed that the promotion of fitness DVDs to address weight-

related problems was more persuasive if carried out by influencers than

von METTENHEIM AND WIEDMANN 1281



by celebrities. They argued that an influencer was likely to be perceived

as having been overweight while a celebrity was considered to be

above such ordinary problems. These findings, however, are refuted by

Schouten et al. (2019), who found that desired self-congruence was

even more important for influencers than celebrities. In light of these

conflicting results, the verification of the relevance of ideal self-

congruence appears to be a matter of high relevance. Therefore, the

following hypothesis is proposed.

H3. Ideal self-congruence with the influencer has a positive effect on

(a) post attitude and (b) post belief.

3.2 | The moderating effect of involvement on
congruence with the brand, actual self-congruence
and ideal self-congruence according to the elaboration
likelihood model

The elaboration likelihood model suggests that, under high-involvement

conditions, strong arguments offer more cues to remember than weak

arguments and are thus more persuasive. In contrast, under low-

involvement conditions, peripheral cues such as admiration of the

source are likely to have great impact on persuasion regardless of the

argument's strength. Because in high-involvement situations, individuals

are more motivated to devote cognitive resources to the cognitively

taxing and incremental process of assessing an endorsement of a brand,

they pay attention to the quality of an argument and make inferences

about the relationship between the brand and its endorser (Johar &

Sirgy, 1991; J. G. Lee & Park, 2014; Sirgy & Su, 2000).

Empirically, it has been found that the impacts of endorser-

product match develop in a stronger way when consumers are moti-

vated and able to elaborate on information (J. G. Lee & Park, 2014;

Peracchio & Tybout, 1996). These findings suggest that the congru-

ence between brand and endorser requires a high amount of cognitive

processing so that persuasion travels through the direct route. There-

fore, the following hypothesis is proposed.

H4. The level of involvement positively moderates the impact of con-

gruence between the influencer and the brand on (a) post atti-

tude and (b) post belief.

In their discussion, Petty and Cacioppo (1986) indicated that actual

and ideal self-congruence might be more relevant under low rather than

high involvement conditions. Although this is an issue that has been

acknowledged to be theoretically relevant, relatively little consideration

has been given to it. It has been generally stated that studies exploring

the interplay of involvement and personality issues are limited

(Ekstam & Bjurling, 2018). Fleck et al. (2012), for example, have men-

tioned that it might be relevant to refine their results on the questions

of congruence of celebrity endorsers for different involvement condi-

tions. The role of involvement might even vary among types of social

media endorsements. For example, under high involvement conditions,

endorsements by influencers have been found to generate higher brand

attitudes than other forms of social media endorsements (Ekstam &

Bjurling, 2018). It is thus apparent that involvement is a variable that

varies individually, and the question of how it interacts with the three

types of congruence in influencer marketing is relevant.

Johar and Sirgy (1991) used the elaboration likelihood model to

introduce their concept of the “self-congruity route.” The self-congruity

route to persuasion describes a psychological process in which con-

sumers focus on source cues and match those cues to their actual

and/or ideal self-concept. This route is employed when the involvement

level is low as actual/ideal self-congruity classifies as lowly cognitively

taxing, holistic and simplistic criteria (Johar & Sirgy, 1991). However,

there are also examples of contradictions to this theory. Under high-

involvement conditions, consumers tend to rely more on cues; require

more information and, in general, think harder. Therefore, it is possible

that consumers also process the forms of the actual self and the ideal

self in a stronger way (Racherla et al., 2012). In the context of online

product reviews, Racherla et al. (2012) found that the effect of per-

ceived similarity between consumer and reviewer was even greater

under high involvement conditions.

We are now faced with the contradictory scenario of the findings

of Johar and Sirgy (1991) and those of Racherla et al. (2012). Against

this backdrop, it has to be discussed which of these studies developed

the most pertinent results. It becomes apparent that while Johar and

Sirgy (1991) consider multiple variables, Racherla et al. (2012) merely

focus on manipulating the one and only variable actual self-congru-

ence. Against this backdrop, it can be assumed, that Racherla

et al.'s (2012) participants only processed actual self-congruence in a

stronger way because the other relevant information that would nor-

mally have been processed under high involvement conditions were

missing. Perhaps actual self-congruence was used as a proxy to guess

this information. Hence, based on this discussion, it can be supposed

the evaluation of the actual and ideal self-congruence of the endorser

does not require much cognitive processing and is therefore based on

symbolic information. This contradictory situation renders an investi-

gation into this issue highly interesting, and to verify our assumption,

we propose the following hypotheses.

H5. The level of involvement negatively moderates the impact of

actual self-congruence with the influencer on (a) post attitude

and (b) post belief.

H6. The level of involvement negatively moderates the impact of

ideal self-congruence with the influencer on (a) post attitude

and (b) post belief.

3.3 | From post perception to brand behavior

Was the anger of the fans of “Butcher Box” or Alyse Parker a rather

superficial occurrence, affecting mainly the single endorsement, or did

it have deeper, more lasting consequences for the brand?

In reviewing the literature reviews of influencer endorsements in

the context of congruence issues, it becomes apparent that most

1282 von METTENHEIM AND WIEDMANN



studies have focused on the impacts on the perception of the

influencer or the post. In contrast, the impacts of influencers on brand

trust and purchase intention have been found to be underexplored

(Hermanda et al., 2019; Jiménez-Castillo & Sánchez-Fernández, 2019;

Kolarova, 2018). However, for the brand's decision regarding the

endorsement, the tangible consequences of that decision are also a

matter of high relevance (Jin & Ryu, 2020). In particular, purchase

intention can be understood as a widely used marketing tool to esti-

mate the effectiveness of a marketing strategy, which can be used to

predict sales and market share (Morwitz, 2012). Therefore, we go a

step further in exploring the effects on brand trust and purchase

intention.

Trust in a brand can be built through engagement and relationships

with the brand (Habibi et al., 2014); however, trust can also be trans-

ferred. Trust transfer occurs when initial trust in a target (a person, a

group, or an organization) turns into trust in another target

(Stewart, 2003). For example, consumers' trust in another consumer's

communication in a social media brand community can be transferred

to trust in an associated brand (Liu et al., 2018). Trust can alter the

favorableness of consumers' opinions and increase the perceived trust-

worthiness of the endorsed brand (F. Li & Miniard, 2006). This suggests

that trust in a social media influencer could also transfer to a brand that

the influencer uses or recommends (Reinikainen et al., 2020).

Interestingly, the fundamental question of whether purchase

intention can be impacted by influencers is controversial. Some

scholars affirm this possibility (Lisichkova & Othman, 2017;

McCormick, 2016) while others negate it (Hermanda et al., 2019).

To reconcile these positions, it has been supposed that

influencers generally do not directly influence purchase intention;

however, there could be an indirect effect through perceptional or

behavioral variables (Jamil & Rameez ul Hassan, 2014; Johansen &

Guldvik, 2017). Therefore, it can be suggested that brand trust could

work as a variable impacting purchase intention as brand trust can be

a building block for purchase intention (Dodds et al., 1991).

H7. (a) Post attitude and (b) post belief have positive effects on brand

trust.

H8. Brand trust has a positive effect on purchase intention.

4 | MATERIALS AND METHODS

4.1 | Analyzed brands: Nike and Mercedes

To select suitable brands, a pretest (n = 30) was conducted. In the

course of the pretest, the participants assessed eight brand scenarios

for the perceived level of involvement on a six-item scale adapted

from Laurent and Kapferer (1985). All brands were famous throughout

Germany where the present research was performed (Junker, 2018).

This factor is an important prerequisite because perceptions of brand

personality traits are formed by a consumer's prior contact with a

brand (Plummer, 1985). The results revealed that the involvement

level differed the most and with the highest significance level for the

two following scenarios: A Nike unisex sports bag as a low-

involvement product and a Mercedes S Class as a high-involvement

product (Nikeinvolvement: = 1.980, SENike = 0.084,

MercedesInvolvement = 3.997, SEMercedes = 0.069, p < .05, t = 2.101). A

subsequent variance analysis comparing the brands by means of Mäd-

er's (2004) personality scale identified that significant differences

between the brand personality of Mercedes and Nike were per-

ceived (p < .01).

4.2 | Pretest and stimulus material

The stimulus material consisted of an influencer profile including a

post about the endorsed product. To avoid legal issues, profile

pictures of existing influencers were simulated with images of similar-

looking individuals from image databases. These pictures were com-

pleted with the characteristics of the influencers (e.g., field of interest,

life motto) inspired by the real role models.

The investigation required influencers to fit well (badly) with the

analyzed brands Mercedes and Nike. To select an appropriate set of

influencers, a pretest was conducted (n = 30), in which the participants

assessed the personalities of the Mercedes and Nike brands as well as a

set of 12 influencers on a scale adapted from Mäder (2004). The scale

includes five personality constructs: “Attractiveness,” “Reliability,”
“Temperament,” “Stability” and “Naturalness.” This scale was explicitly

developed to measure the personality of a brand and an endorser, offer-

ing an advantage for the present study (e.g., the scale of Aaker, 1997).

To assess the fit of the brands and influencers, the squared Euclid-

ian distance of the perceived differences of all five personality con-

structs was calculated (Pradhan et al., 2014). The pretest revealed the

following results: the well-fitting endorser of Nike (Nr. 3, inspired by

the real influencer “Chick‘N’Kicks”) was a sporty-looking young

woman. Her life motto was “good vibes, good kicks and power.” The

well-fitting endorser of Mercedes (Nr. 1, inspired by the real influencer

“Grey Fox”) was an elegantly dressed gentleman. His field of interest

was high-quality products of refined design and fine artisanship. Finally,

influencer Nr. 2 (inspired by the real influencer “Hawtchocolate Chris-

tina”), who was predetermined to be a bad fit for Mercedes and Nike,

was a shy-looking young woman whose main interest was food prod-

ucts, especially chocolate. (The stimuli can be found in Figure 1.)

4.3 | Survey design

The study employed an online survey with five-point scales to mea-

sure the answers of the subjects. Overall, eight variables were consid-

ered: Brand Congruence, Actual Self-congruence, Ideal Self-

congruence, Involvement, Post Attitude, Post Belief and change in

Brand Trust and Purchase Intention. Change was explicitly selected to

avoid skewing the results by prior attitudes/intentions or a subjective

previously developed desire for the concrete product. In the context

of the Mercedes brand, a hypothetical purchase intention (“If I could
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afford…”) was applied as not all of the participants had the necessary

solvency. Actual and Ideal self-congruence were measured on one-

item scales adapted from Reed (2004). Involvement was measured

with a six-item scale adapted from Laurent and Kapferer (1985). A

four-item scale adapted from Aaker (2000) was used to measure post

attitude. Beltramini's (1982) six-item scale was employed to measure

post belief. Finally, two-item scales adapted from Wiedmann

et al. (2014) were used for Brand Trust and Purchase Intention.

4.4 | Data collection and analysis

The data collection occurred in Germany via a randomized online sur-

vey shared on the popular German research platforms SurveyCircle,

PollPool and Thesius as well as among students of German universi-

ties from May through September 2019. Only participants who stated

that they knew and followed at least one social influencer were eligi-

ble for participation. Data on 605 participants were collected. After

running the rigorous algorithm Time_RSI, which detects invalid

answers by means of the criteria of speed and consistency

(Leiner, 2013), valid data from 547 participants (65.3% female, aver-

age age: 25 years) were employed. The age distribution was as fol-

lows: Age18-20: 12.6%, Age21-25: 54.9%, Age26-30: 24.3%, Age31-35:

3.3%, Ageolder than 35: 4.7%. The distributions of occupations were as

follows: Student: 58.9%, Employee, 31.0%, Self-employed: 4.3%,

Retiree: 1.2%, Other: 4.6%. The relatively young average age and the

higher relative proportion of females may be rooted in the fact that

influencer marketing appeals more to the younger generation and to

women (Nirschl & Steinberg, 2018).

Manipulation checks were carried out by means of variance anal-

ysis in SPSS. To reveal the relationships between the variables, we

then built a reflective structural equation model in SmartPLS. PLS

SEM was appropriate due to its ability to solve the entire system of

equations simultaneously through iteration using maximum likelihood

(ML) rather than estimating the parameters of each equation indepen-

dently (Hayes et al., 2017). This consisted of an obvious advantage in

light of the complexity of our model involving numerous sequential con-

structs. Moreover, SEM also has the non-negligible advantage of

accounting for random measurement error when estimating relevant

effects involving latent variables (Hayes et al., 2017).

4.5 | Theoretical model

We examine and build on our conceptual framework (Figure 2a–c). We

assess the effect of brand congruence, actual self-congruence and ideal

self-congruence on brand trust in analysis 1 (Figure 2a). In analysis

2, we examine the effect of brand congruence, actual self-congruence

and ideal self-congruence on the intermediary variables post attitude

and post belief and their impact on brand trust (Figure 2b). In analysis

3, we extend our conceptual model (Figure 2c) to examine the moderat-

ing role of involvement on the relationship among brand congruence,

actual self-congruence and ideal self-congruence on the one side and

post attitude and belief on the other side.

4.6 | Manipulation checks

In the course of the questionnaire, the participants were randomly

assigned (1) to a group with either high or low personality congruence

between influencer and brand and (2) to a high or low involvement group.

To verify whether the manipulation of the stimulus material in

terms of (1) personality congruence between the influencer and

the brand as well as (2) involvement level was perceived

as intended, manipulation checks were performed using ANOVAs.

The ANOVA on personality congruence between influencer

F IGURE 1 Stimulus material [Colour
figure can be viewed at
wileyonlinelibrary.com]
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and the brand (NLow_Congruence = 280, NHigh_Congruence = 267)

ascertained a significant difference among the compared

groups (MLow_Congruence = 1.757, SELow_Congruence = 0.060,

MHigh_Congruence = 4.075, SEHigh_Congruence = 0.059, p < .0001,

t = 455.339). Similarly, the ANOVA on involvement

(NLow Involvement = 282, NHigh Involvement = 265) produced significant

results (MLow Involvement = 2.358, SELow Involvement = 0.051, MHigh

Involvment = 3.081, SEHigh Involvement = 0.060, p < .0001,

t = 152.149).

5 | RESULTS

5.1 | Model validation

5.1.1 | Reliability and validity

Combining the hypotheses with the results, the structural equation

models displayed in Figure 2a–c can be obtained. The model evalua-

tions are displayed in Tables 1–5.

F IGURE 2 (a) Results of study 1. (b) Results of study 2. (c) Results of study 3. *p ≤ .05. **p ≤ .01. ***p ≤ .001. ****p ≤ .0001
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The models were first checked for common method bias by

means of Harman's (1976) single factor method. The common factor

explained 43% of the variance; this was smaller than 50%, and no

common method bias was present (Eichhorn, 2014).

To evaluate the internal validity of the experiment, the age and

gender composition of the experimental groups were evaluated. The

results indicated that there were no significant differences across the

conditions with respect to participant age (F (1, 547) = 0.347,

p = .932, η2 = 0.005). A frequency analysis revealed that participant

gender was approximately evenly distributed across experimental

groups (η2 = 1.717, p = .424).

We then checked the reliability and validity of the models. As

shown in Table 1, the Cronbach's alpha coefficient of each variable

was 0.614–0.969, indicating moderate to excellent reliability

(Cronbach, 1951). Composite reliability was 0.908–0.985 across the

set of constructs indicating internal consistency (Bagozzi & Yi, 1988;

Netemeyer et al., 2003). The average variance extracted was

0.623–0.949 (Table 1) across the set of constructs signaling the

model's convergence (Fornell & Larcker, 1981). All of the factor load-

ings were greater than 0.7, which means that the questions are highly

correlated with the corresponding variables (Hulland, 1999).

The level of discriminant validity was determined by means of the

Fornell–Larcker criterion, the exclusion of cross-loadings and the

hetrotrait-monotrait ratio (Hair, Sarstedt, et al., 2014; Henseler

et al., 2015). The Fornell-Larcker criterion, according to which the

average variance of each latent construct must outpace the con-

struct's highest squared correlation with any other latent construct

(Hair et al., 2012), was fulfilled in all models (Table 3a–c). Moreover,

all models were free of cross loadings. However, the heterotrait-

monotrait ratio of Ad Attitude/Post Belief was problematic as it was

>0.850 in model 2 and model 3. All other ratios were between

0.108–0.790 in model 1, 0.108–0.790 in model 2, and 0.042–0.836 in

model 3 (Table 4a–c), affirming discriminant validity (Henseler

et al., 2015).

5.1.2 | Model fit and evaluation

As shown in Table 2, the coefficient of determination (R2) of all vari-

ables ranged from 0.31–0.572 in model 1, 0.408–0.686 in model

2 and 0.408–0.692 in model 3; this indicates moderate explanatory

power in model 1 and moderate to substantial explanatory power in

models 2 and 3 (Henseler et al., 2009). The predictive power of the

endogenous constructs was high in all models as Q2 was 0.253–0.543

in model 1, 0.395–0.543 in model 2 and 0.396–0.571 in model

3 (Table 2) across the set of endogenous constructs (Hair, Ringle,

et al., 2014; Hair, Sarstedt, et al., 2014). The risk of multicollinearity

was low as the VIF value was 1.000–2.108 in model 1, 1.000–4.263

in model 2 and 1.000–4.238 in model 3. It thus remained beneath the

critical threshold of 5 in all models (Kline, 2016).

Most path coefficients and moderating effects were influential,

significant (p < .05) and had small-to-large effect sizes. Exceptions

were actual self-congruence and ideal self-congruence on brand trust

in model 1; actual self-congruence and ideal self-congruence on post

attitude and post belief in model 2 and, in model 3, the paths from

actual self-congruence to post attitude (H2a) and post belief (H2b) as

well as the moderating effect of involvement on the relationship

between brand congruence and post attitude (H4a) (Table 5a–c).

A key finding from analysis 1 is that - without taking into account

involvement - brand congruence seems to be the only impactful form

of congruence.

Analysis 2 reproduces these results with respect of the impacts

of the three forms of congruence on post attitude and post belief.

Only brand congruence is able to impact these two constructs if

involvement is not considered. This indicates support only for H1a

and H3a.

From key findings from analysis 3, it can be stated that brand con-

gruence and ideal self-congruence both have significant positive

effects on post attitude (H1a, H3a) and post belief (H1b, H3b) while

TABLE 1 Measurement model
evaluation

Cronbach's
alpha

Average variance
extracted

Composite
reliability

Post Attitude 0.956 0.884 0.968

Post Belief 0.943 0.816 0.957

Brand Trust 0.969 0.970 0.985

Involvement 0.614 0.623 0.908

Purchase Intention 0.949 0.949 0.974

TABLE 2 R2 and Q2

R2 Q2

Study 1

Brand Trust 0.381 0.253

Purchase Intention 0.572 0.543

Study 2

Post Attitude 0.686 0.454

Post Belief 0.679 0.444

Brand Trust 0.408 0.396

Purchase Intention 0.572 0.543

Study 3

Post Attitude 0.692 0.571

Post Belief 0.685 0.514

Brand Trust 0.408 0.396

Purchase Intention 0.573 0.543
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actual self-congruence were not found to have an effect (H2a, H2b).

The level of involvement positively moderates the effects of brand

congruence and ideal self-congruence on post belief and the effect of

ideal self-congruence on post attitude (H4b, H6a, H6b). It negatively

moderates the effect of ideal self-congruence on post attitude and

post belief (H5a, H5b). It has no moderating effect on the relationship

of brand congruence on post attitude.

Post attitude and post belief have a positive effect on brand trust

(H7a, H7b), which in turn has a positive effect on purchase inten-

tion (H8).

6 | DISCUSSION

6.1 | Theoretical implications

In this study, the effects of influencers' congruence with a brand as

well as the actual and ideal self of the consumer on post attitude and

believability were investigated. The moderating effects of

involvement were recorded. In addition, the subsequent effects of

post attitude on post believability on brand trust as well as the effect

of brand trust on purchase intention were substantiated.

In line with social adaptation theory, brand congruence was found

to have a significant positive effect on post attitude and belief. The

effect of brand congruence is the strongest compared to those of the

other two types of congruencies. In this way, a controversial question

of influencer marketing has been answered. Breves et al. (2019) out-

lined that congruence between brand and influencer might be either

of very high or very low importance for the influencer. Our research is

in line with the arguments of the proponents of very high importance,

stating that any mismatch of influencer and brand would heavily dis-

rupt viewers' trust as they would assume a purely commercial

endorsement motive (Evans et al., 2017; Koernig & Boyd, 2009).

In contrast to what the theory on opinion change had predicted,

actual self-congruence was not found to have an effect. Due to a rela-

tive lack of prior research on this issue, this hypothesis was also based

on other forms of online endorsements such as user-generated con-

tent; however, the findings of Schach (2018) should be considered as

TABLE 3 Squared correlations among latent variables

(a) Model 1

Brand trust Ideal self-congruence Actual self-congruence Brand congruence Purchase intention

Brand Trust 1.000 - - - -

Ideal Self-congruence 0.137 1.000 - - -

Actual Self-congruence 0.109 0.526 1.000 - -

Brand Congruence 0.288 0.025 0.012 1.000 -

Purchase Intention 0.572 0.117 0.101 0.207 1.000

(b) Model 2

Actual self-

congruence

Brand

congruence

Brand

trust

Ideal self-

congruence

Post

attitude

Post

belief

Purchase

intention

Actual Self-congruence 1.000 - - - - - -

Brand Congruence 0.012 1.000 - - - - -

Brand Trust 0.109 0.288 1.000 - - - -

Ideal Self-congruence 0.526 0.025 0.137 1.000 - - -

Post Attitude 0.040 0.672 0.380 0.056 1.000 - -

Post Belief 0.036 0.667 0.385 0.053 0.765 1.000 -

Purchase Intention 0.101 0.207 0.572 0.117 0.293 0.293 1.000

(c) Model 3

Latent variable
Post
attitude

Ideal self-
congruence

Brand
trust

Brand
congruence

Actual self-
congruence Involvement

Post
belief

Purchase
intention

Post Attitude 1.000 - - - - - - -

Ideal Self-congruence 0.056 1.000 - - - - - -

Brand Trust 0.380 0.137 1.000 - - - - -

Brand Congruence 0.672 0.025 0.288 1.000 - - - -

Actual Self-congruence 0.040 0.526 0.109 0.012 1.000 - - -

Involvement 0.002 0.018 0.000 0.009 0.024 1.000 - -

Post Belief 0.765 0.053 0.385 0.667 0.036 0.005 1.000 -

Purchase Intention 0.293 0.117 0.572 0.207 0.101 0.006 0.293 1.000
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TABLE 5 Model evaluation

(a) Model 1

β/Original
sample

Sample
mean

Standard
deviation

Confidence interval
(2.5%-97.5%)
lower limit

Confidence interval
(2.5%-97.5%)
upper limit t f2 VIF

Actual Self-congruence - > Brand Trust 0.140** 0.139 0.054 0.134 0.144 2.600 0.015 2.108

Brand Congruence - > Brand Trust 0.492**** 0.492 0.031 0.489 0.495 15.756 0.380 1.026

Brand Trust - > Purchase Intention 0.757**** 0.757 0.026 0.755 0.759 29.551 1.339 1.000

Ideal Self-congruence - > Brand Trust 0.190*** 0.190 0.055 0.185 0.195 3.441 0.027 2.138

(b) Model 2.

β/Original

sample

Sample

mean

Standard

deviation

Confidence
interval (2.5%-
97.5%)

lower limit

Confidence
interval (2.5%-
97.5%)

upper limit t f2 VIF

Actual Self-congruence -> Post Attitude 0.070 0.070 0.037 0.067 0.073 1.906 0.007 2.108

Actual Self-congruence -> Post Belief 0.060 0.060 0.035 0.057 0.063 1.692 0.005 2.108

Brand Congruence -> Post Attitude 0.803**** 0.803 0.018 0.801 0.805 44.379 1.997 1.026

Brand Congruence -> Post Belief 0.801**** 0.801 0.017 0.800 0.802 46.211 1.946 1.026

Brand Trust -> Purchase Intention 0.757**** 0.757 0.026 0.755 0.759 29.479 1.339 1.000

Ideal Self-congruence -> Post Attitude 0.058 0.058 0.036 0.055 0.061 1.619 0.005 2.138

Ideal Self-congruence -> Post Belief 0.058 0.058 0.036 0.055 0.061 1.610 0.005 2.138

Post Attitude -> Brand Trust 0.314**** 0.314 0.073 0.308 0.320 4.300 0.039 4.263

Post Belief -> Brand Trust 0.346**** 0.346 0.074 0.340 0.352 4.710 0.048 4.263

(c) Model 3

β/Original

sample

Sample

mean

Standard

deviation

Confidence
interval
(2.5%-97.5%)

lower limit

Confidence
interval
(2.5%-97.5%)

upper limit t f2 VIF

Post Attitude -> Brand Trust 0.314**** 0.313 0.072 0.308 0.320 4.361 0.039 4.238

Ideal Self-congruence -> Post

Attitude

0.313** 0.322 0.121 0.303 0.323 2.654 0.016 2.143

Ideal Self-congruence -> Post

Belief

0.327** 0.325 0.124 0.317 0.337 2.642 0.016 2.143

Ideal Self-congruence *

Involvement -> Post Attitude

−0.341* −0.354 0.15 −0.354 −0.328 2.345 0.01 2.42

Ideal Self-congruence *

Involvement -> Post Belief

−0.355* −0.354 0.154 −0.368 −0.342 2.328 0.01 2.489

Brand Trust -> Purchase Intention 0.757**** 0.756 0.026 0.755 0.759 29.201 1.336 1

Brand Congruence -> Post

Attitude

0.624**** 0.639 0.085 0.617 0.631 7.316 2.013 1.044

Brand Congruence -> Post Belief 0.661**** 0.677 0.083 0.654 0.668 7.956 1.933 1.045

Brand Congruence * Involvement

-> Post Attitude

0.217* 0.2 0.095 0.209 0.225 2.315 0.013 1.043

Brand Congruence * Involvement

-> Post Belief

0.164 0.147 0.094 0.156 0.172 1.761 0.006 1.046

Actual Self-congruence -> Post

Attitude

−0.126 −0.125 0.142 −0.138 −0.114 0.938 0.013 2.216

Actual Self-congruence -> Post

Belief

−0.216 −0.199 0.139 −0.228 −0.204 1.549 0.01 2.214

Actual Self-congruence *

Involvement -> Post Attitude

0.256* 0.256 0.171 0.242 0.270 1.557 0.006 2.462

(Continues)
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this work warned that the mechanisms used to derive these findings

might not be adaptable to influencers. In fact, influencers can be seen

as closer to celebrities, for whom congruence with the ideal self, not

with the actual self, is more important. This also aligns with Schouten

et al. (2019), who found no significant difference in similarity issues

between influencers and celebrities, which, consequently, contradicts

Djafarova and Rushworth (2017).

This presumption might also be reflected by the fact that, in line

with social adaptation theory, ideal self-congruence was found to

have significant relevance. Again, a contribution to clarifying a contro-

versial question was presented. Djafarova and Rushworth (2017)

argued that congruence with the ideal self was not expected from

influencers. However, Schouten et al. (2019) found that congruence

with the ideal self is not only relevant for influencers but even more

relevant than for celebrities. Overall, the predictions of the theory on

opinion change can only be partially confirmed. These findings, at first

glance, stand in conflict with the results of Sokolova and Kefi (2020)

who found that actual self-congruence was relevant for influencers.

Although they did not control for involvement, it can be assumed that

their results are relevant for high-involvement products as they ana-

lyzed influencer endorsements for luxury brands. This would be in line

with our results as the importance of actual self-congruence was dem-

onstrated to rise with the level of involvement.

The role of involvement in the context of congruence issues was

found to be underexplored even for traditional celebrity endorsers

(Fleck et al., 2012). Moreover, involvement was supposed to function

differently for influencers than for other endorser types (Ekstam &

Bjurling, 2018; Trivedi & Sama, 2019). In accordance with the elabora-

tion likelihood model, a positive moderating effect of involvement on

brand congruence and a negative effect on ideal self-congruence were

found. However, in contrast with the predictions, the moderating

effect on actual self-congruence was positive. These findings are in

line with a relatively isolated study by Lin and Yeh (2009) on celebrity

endorsements. As an explanation/interpretation of these results, it

was stated that for high-involvement products, consumers make the

cognitive effort to determine what truly suits themselves due to the

relatively high financial risk of the investment (Choi et al., 2005; Zhu

et al., 2019). Alternatively, the considerations of Racherla et al. (2012)

may provide an explanation as they state that under high involvement

conditions, consumers generally consider a greater variety of informa-

tion including actual self-congruence.

Finally, the subsequent effects on brand trust and purchase

intention were similarly investigated. In this way, clarification was

provided of an issue that has been found to be underexplored

(Hermanda et al., 2019; Jiménez-Castillo & Sánchez-

Fernández, 2019; Kolarova, 2018) but of high relevance for brands

(Jin & Ryu, 2020). The results essentially confirm that attitude

toward and trust in a post have an effect on brand trust; brand

trust, in turn, can positively impact purchase intention. In this way,

it was shown, at least indirectly, that influencers can have an

impact on purchase intention.

6.2 | Managerial implications

Brand managers continue to struggle with questions of how influencer

marketing is defined, what its value is, and how it should be managed.

Against this backdrop, they use partially traditional advertising models

(e.g., designed for celebrities) (Childers et al., 2019), which obviously

produce some limitations with reference to influencer marketing. The

findings of this study suggest various strategies that can be effectively

employed to enhance consumers' attitudes and trust in influencers'

brand-related posts as well as brand trust and purchase intention.

Based on the results of this study, to increase post attitude and

post belief, social media managers can be given the following advice:

Under low involvement conditions, they should primarily consider

congruence with the brand. As a secondary objective, congruence

with the ideal self should be envisaged. Conversely, congruence with

the actual self does not need to be considered.

However, when the involvement level rises, social media man-

agers should consider influencers' congruence with the actual self

while congruence with the ideal self can be given less consideration.

TABLE 5 (Continued)

(c) Model 3

β/Original
sample

Sample
mean

Standard
deviation

Confidence
interval
(2.5%-97.5%)
lower limit

Confidence
interval
(2.5%-97.5%)
upper limit t f2 VIF

Actual Self-congruence *

Involvement -> Post Belief

0.362** 0.341 0.169 0.348 0.376 2.142 0.01 2.53

Involvement -> Post Attitude −0.052 −0.044 0.07 −0.058 −0.046 0.912 0.019 1.06

Involvement -> Post Belief −0.094 −0.077 0.08 −0.101 −0.087 1.233 0.019 2.53

Post Belief -> Brand Trust 0.346**** 0.346 0.072 0.340 0.352 4.789 0.047 4.238

*p ≤ .05.

**p ≤ .01.

***p ≤ .001.
****p ≤ .0001.
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Similarly, the impact of congruence with the brand on post belief (but

not on post attitude) becomes more important under high involve-

ment conditions.

The findings on the impacts of the three types of congruence on

post attitude and post belief should also be acknowledged by

influencers when considering whether to accept an endorsement.

Influencers may be tempted to accept any endorsement in exchange

for an endorsement fee (Breves et al., 2019). However, this study

shows that a misfit of certain types of congruence might elicit unfa-

vorable perceptions of their posts.

Furthermore, brand managers should be aware that post attitude

and post belief can indeed have a positive impact on brand trust. In

turn, brand trust has a positive impact on purchase intention. In this

way, brand managers can be reassured that influencers can indeed

increase brand trust and purchase intention.

6.3 | Limitations and future research

This study was conducted in Germany, that is, in a Western cultural set-

ting. Therefore, specific cultural values might have impacted the results.

Research from an eastern cultural perspective in the context of celebri-

ties has suggested that the relevance of actual self and desired self might

vary among eastern and western cultural contexts (Zhu et al., 2019).

Therefore, in future research, the results of this study could be com-

pared with one performed in an eastern cultural context.

In further research, more than two (extreme) levels of congruence

could be employed. Meyers-Levy and Tybout (1989) suggested that a

moderate level of incongruence between an expectation and an

object could be beneficial if it is perceived as unexpected and interest-

ing. This might even elicit a positive effect on ad and brand attitude

(Harmon-Kizer, 2014). Against this backdrop, it could be investigated

whether a mismatch may have contradictory effects in the context of

influencer marketing.

Our study introduced involvement as a moderating variable.

However, it also did not exclude the existence of further moderators

of the three types of congruence. For example, long-term bonding

might decrease the effect of congruence between influencer and

brand (Breves et al., 2019).

Our research has shown that favorable influencer marketing not

only impacts post perception but that it also has an impact on brand-

related constructs. Future research could go a step further and con-

sider the impacts on the revenues of a brand. In this way, interesting

questions such as “What is the financial value of finding an influencer

who is more congruent with the brand?” could be answered. To go a

step further, it would be expedient to develop an algorithm that

assesses the three types of congruence and can suggest influencers

based on the brand and the target group.

An important limitation of this study is that we considered only mate-

rial goods. In future research, service endorsements could also be consid-

ered. The extant research on influencers in the context of service

marketing has suggested that due to their intangible nature (it is impossi-

ble to touch or see a service) and the impossibility of returning it,

consumers perceive the consumption of a service as riskier and therefore

devote more cognitive processing to its purchase (Meffert et al., 2018).

Against the backdrop of our study, whether brand congruence and actual

self-congruence are more important for services could be investigated.

Moreover, future studies could seek to replicate the reported results using

divergent types of influencers, including more diverse brands, and incorpo-

rating different settings to generalize the findings.

This study represents consumers' viewpoints on influencer com-

munication. However, to explore the process from a different per-

spective, it would be worthwhile to also record the opinions of

influencers and practitioners on congruence issues. Wiedmann and

von Mettenheim (2020) indicated that the perceptions of consumers,

influencers and practitioners on the success factors of an endorse-

ment might vary.

Furthermore, the possibility of personality transfer from an influencer

to a brand or vice versa could be investigated. As it is possible that the

repeated paring of the two subjects could provoke a perceived conver-

gence (Ambroise et al., 2014), brands may “shape” an influencer's person-

ality over time by means of repeated endorsements (or vice versa). It

could also be investigated whether congruence could be to some extant

staged. The research on celebrities has demonstrated that the perception

of congruence with a brand can be impacted by the script of the advertis-

ing object (Pringle, 2004; Pringle & Binet, 2005).

7 | CONCLUSION

Brand congruence and ideal self-congruence are relevant success fac-

tors of influencers. When involvement increases, the importance of

brand congruence increases. Actual self-congruence becomes more

important when involvement rises while the importance of ideal self-

congruence decreases. In this way, controversial and underexplored

issues of influencer marketing have been addressed. In further

research, the results of this study could be generalized and expanded

by considering further types of congruence, more settings and more

product types as well as other moderators and success factors.

ACKNOWLEDGMENTS

Our special thanks goes to the editorial board of the Journal of Con-

sumer Behaviour as well as the reviewers, whose comments and

instructions were of great help. Furthermore, we want to kindly thank

our anonymous survey respondents for their participation.

CONFLICT OF INTEREST

The authors have no conflicts of interest to declare.

DATA AVAILABILITY STATEMENT

The data that support the findings of this study are available on

request from the corresponding author. The data are not publicly

available due to privacy and/or ethical restrictions.

ORCID

Walter von Mettenheim https://orcid.org/0000-0001-7489-5407

von METTENHEIM AND WIEDMANN 1291

https://orcid.org/0000-0001-7489-5407
https://orcid.org/0000-0001-7489-5407


REFERENCES

Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing

Research, 34, 347–356. https://doi.org/10.2307/3151897
Aaker, J. L. (2000). Accessibility or diagnosticity? Disentangling the influ-

ence of culture on persuasion processes and attitudes. Journal of Con-

sumer Research, 26, 340–357. https://doi.org/10.1086/209567
Ambroise, L., Pantin-Sohier, G., Valette-Florence, P., & Albert, N. (2014).

From endorsement to celebrity co-branding: Personality transfer. Jour-

nal of Brand Management, 21, 273–285. https://doi.org/10.1057/bm.

2014.7

Antil, J. (1984). Conceptualization and operationalization of involvement.

Advances in Consumer Research, 11, 203–209.
Ayeh, J. K., Au, N., & Law, R. (2013). “Do we believe in TripAdvisor?”

Examining credibility perceptions and online travelers' attitude toward

using user-generated content. Journal of Travel Research, 52, 437–452.
https://doi.org/10.1177/0047287512475217

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation

models. Journal of the Academy of Marketing Science, 16(1), 74–94.
https://doi.org/10.1007/bf02723327

Balabanis, G., & Chatzopoulou, E. (2019). Under the influence of a blogger:

The role of information-seeking goals and issue involvement. Psychol-

ogy & Marketing, 36, 342–353. https://doi.org/10.1002/mar.21182

Balog, K., de Rijke, M., & Weerkamp, W. (2008). Bloggers as experts: Feed

distillation using expert retrieval models. Paper presented at Proceedings

of the 31st Annual International ACM SIGIR Conference on Research

and Development in Information Retrieval (SIGIR 2008)

(pp. 753–754). Association for Computing Machinery.

Basil, M. D. (1996). Identification as a mediator of celebrity effects. Journal

of Broadcasting & Electronic Media, 40, 478–495. https://doi.org/10.
1080/08838159609364370

Beltramini, R. (1982). Advertising perceived believability scale. In D. R.

Corrigan, F. B. Kraft, & R. H. Ross (Eds.), Proceedings of the southwest-

ern marketing association (pp. 1–3). Southwest Marketing Association,

Wichita State University.

Bodner, R., & Prelec, D. (2005). Self-signaling and diagnostic utility in

everyday decision making. In I. Brocas & J. Carillo (Eds.), The psychol-

ogy of economic decisions (pp. 105–123). Oxford University Press.

Breves, P. L., Liebers, N., Abt, M., & Kunze, A. (2019). The perceived fit

between instagram influencers and the endorsed brand: How

influencer–brand fit affects source credibility and persuasive effective-

ness. Journal of Advertising Research, 59, 440–454. https://doi.org/10.
2501/jar-2019-030

Byrne, D. (1971). The attraction paradigm. Academic Press.

Çakır, V., & Çakır, V. (2015). The role of self-esteem and self image congru-

ity with the Ad spokespersons in Ad attitude. In U. D. Asci (Ed.), Inter-

national Conference on the Changing World and Social Research (ICWSR)

(pp. 39, ICWSR–47). Konya: Selcuk University.

Cha, M., Haddadi, H., Benevenuto, F. & Gummadi, K. P. (2010), Measuring user

influence in twitter: The million follower fallacy. Paper presented at Fourth

International AAAI Conference on Weblogs and Social Media (AAAI)

(pp. 10–17). Association for the Advancement of Artificial Intelligence.

Chen, J. (2020). What is influencer marketing: How to develop your strategy.

Sprout Social. Retrieved from https://sproutsocial.com/insights/

influencer-marketing/

Childers, C. C., Lemon, L. L., & Hoy, M. G. (2019). Sponsored #Ad: Agency

perspective on influencer marketing campaigns. Journal of Current

Issues & Research in Advertising, 40, 258–274. https://doi.org/10.

1080/10641734.2018.1521113

Choi, S. M., Lee, W. N., & Kim, H. J. (2005). Lessons from the rich and

famous: A cross-cultural comparison of celebrity endorsement in

advertising. Journal of Advertising, 34(2), 85–98. https://doi.org/10.

1080/00913367.2005.10639190

Choi, S. M., & Rifon, N. J. (2012). It is a match: The impact of congruence

between celebrity image and consumer ideal self on endorsement

effectiveness. Psychology & Marketing, 29, 639–650. https://doi.org/
10.1002/mar.20550

Coulter, R. A., Price, L. L., & Feick, L. (2003). Rethinking the origins of

involvement and brand commitment: Insights from postsocialist cen-

tral Europe. Journal of Consumer Research, 30(2), 151–169. https://doi.
org/10.1086/376809

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests.

Psychometrika, 16, 297–334. https://doi.org/10.1007/bf02310555
d'Astous, A., & Bitz, P. (1995). Consumer evaluations of sponsorship

programmes. European Journal of Marketing, 29(12), 6–22. https://doi.
org/10.1108/03090569510102504

de Cicco, R., Iacobucci, S., & Pagliaro, S. (2020). The effect of influencer–
product fit on advertising recognition and the role of an enhanced dis-

closure in increasing sponsorship transparency. International Journal of

Advertising, 1–27. https://doi.org/10.1080/02650487.2020.1801198
de Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through

Instagram influencers: The impact of number of followers and product

divergence on brand attitude. International Journal of Advertising, 36,

798–828. https://doi.org/10.1080/02650487.2017.1348035
Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online

celebrities' Instagram profiles in influencing the purchase decisions of

young female users. Computers in Human Behavior, 68, 1–7. https://
doi.org/10.1016/j.chb.2016.11.009

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand,

and store information on buyers' product evaluations. Journal of Mar-

keting Research, 28, 307–319. https://doi.org/10.2307/3172866
Dolich, I. J. (1969). Congruence relationships between self images and

product brands. Journal of Marketing Research, 6(1), 80–84. https://doi.
org/10.2307/3150001

Dunning, D. (2005). Self-insight: Roadblocks and detours on the path to

knowing thyself. Psychology Press.

Dwivedi, A., & Johnson, L. W. (2013). Trust–commitment as a mediator of

the celebrity endorser–brand equity relationship in a service context.

Australasian Marketing Journal (AMJ), 21(1), 36–42. https://doi.org/10.
1016/j.ausmj.2012.10.001

Dwivedi, A., McDonald, R. E., & Johnson, L. W. (2014). The impact of a

celebrity endorser's credibility on consumer self-brand connection and

brand evaluation. Journal of Brand Management, 21, 559–578. https://
doi.org/10.1057/bm.2014.37

Eichhorn, B. R. (2014). Common method variance techniques. Cleveland

State University, Department of Operations & Supply Chain Manage-

ment. SAS Institute Inc.

Ekstam, V., & Bjurling, L. (2018). Influencer marketing's effect on brand per-

ceptions – A consumer involvement perspective (Masters thesis). Lund

University.

Epstein, S. (1992). The cognitive self, the psychoanalytic self, and the for-

gotten selves. Psychological Inquiry, 3(1), 34–37. https://doi.org/10.

1080/10478401003648682

Escalas, J. E., & Bettman, J. R. (2017). Connecting with celebrities: How

consumers appropriate celebrity meanings for a sense of belonging.

Journal of Advertising, 46, 297–308. https://doi.org/10.1080/

00913367.2016.1274925

Evans, N. J., Phua, J., Lim, J., & Jun, H. (2017). Disclosing instagram

influencer advertising: The effects of disclosure language on advertis-

ing recognition, attitudes, and behavioral intent. Journal of Interactive

Advertising, 17(2), 138–149. https://doi.org/10.1080/15252019.

2017.1366885

Fleck, N., Korchia, M., & Le Roy, I. (2012). Celebrities in advertising:

Looking for congruence or likability? Psychology & Marketing, 29,

651–662. https://doi.org/10.1002/mar.20551

Fleck, N. D., & Quester, P. (2007). Birds of a feather flock together…defini-
tion, role and measure of congruence: An application to sponsorship.

Psychology & Marketing, 24, 975–1000. https://doi.org/10.1002/mar.

20192

1292 von METTENHEIM AND WIEDMANN

https://doi.org/10.2307/3151897
https://doi.org/10.1086/209567
https://doi.org/10.1057/bm.2014.7
https://doi.org/10.1057/bm.2014.7
https://doi.org/10.1177/0047287512475217
https://doi.org/10.1007/bf02723327
https://doi.org/10.1002/mar.21182
https://doi.org/10.1080/08838159609364370
https://doi.org/10.1080/08838159609364370
https://doi.org/10.2501/jar-2019-030
https://doi.org/10.2501/jar-2019-030
https://sproutsocial.com/insights/influencer-marketing/
https://sproutsocial.com/insights/influencer-marketing/
https://doi.org/10.1080/10641734.2018.1521113
https://doi.org/10.1080/10641734.2018.1521113
https://doi.org/10.1080/00913367.2005.10639190
https://doi.org/10.1080/00913367.2005.10639190
https://doi.org/10.1002/mar.20550
https://doi.org/10.1002/mar.20550
https://doi.org/10.1086/376809
https://doi.org/10.1086/376809
https://doi.org/10.1007/bf02310555
https://doi.org/10.1108/03090569510102504
https://doi.org/10.1108/03090569510102504
https://doi.org/10.1080/02650487.2020.1801198
https://doi.org/10.1080/02650487.2017.1348035
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.2307/3172866
https://doi.org/10.2307/3150001
https://doi.org/10.2307/3150001
https://doi.org/10.1016/j.ausmj.2012.10.001
https://doi.org/10.1016/j.ausmj.2012.10.001
https://doi.org/10.1057/bm.2014.37
https://doi.org/10.1057/bm.2014.37
https://doi.org/10.1080/10478401003648682
https://doi.org/10.1080/10478401003648682
https://doi.org/10.1080/00913367.2016.1274925
https://doi.org/10.1080/00913367.2016.1274925
https://doi.org/10.1080/15252019.2017.1366885
https://doi.org/10.1080/15252019.2017.1366885
https://doi.org/10.1002/mar.20551
https://doi.org/10.1002/mar.20192
https://doi.org/10.1002/mar.20192


Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models

with unobservable variables and measurement error. Journal of Mar-

keting Research, 18(1), 39–50. https://doi.org/10.2307/3151312
Freling, T. H., & Forbes, L. P. (2005). An empirical analysis of the brand per-

sonality effect. Journal of Product & Brand Management, 14, 404–413.
https://doi.org/10.1108/10610420510633350

Geyser, W. (2017). What is an influencer?. Influencer Marketing Hub. Retrieved

from https://influencermarketinghub.com/what-is-an-influencer/

Gretzel, U. (2018). Influencer marketing in travel and tourism. In M.

Sigala & U. Gretzel (Eds.), Advances in social media for travel, tourism

and hospitality: New perspectives, practice and cases (pp. 147–156).
Routledge.

Habibi, M. R., Laroche, M., & Richard, M. O. (2014). The roles of brand

community and community engagement in building brand trust on

social media. Computers in Human Behavior, 37, 152–161. https://doi.
org/10.1016/j.chb.2014.04.016

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2014). PLS-SEM: Indeed a silver

bullet. Journal of Marketing Theory and Practice, 19(2), 139–152.
https://doi.org/10.2753/mtp1069-6679190202

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least

squares structural equation modeling (PLS-SEM). European Business

Review, 26(2), 106–121. https://doi.org/10.1108/ebr-10-2013-0128
Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment

of the use of partial least squares structural equation modeling in mar-

keting research. Journal of the Academy of Marketing Science, 40,

414–433. https://doi.org/10.1007/s11747-011-0261-6
Handriana, T., & Wisandiko, W. R. (2017). Consumer attitudes toward

advertisement and brand, based on the number of endorsers and prod-

uct involvement: An experimental study. Gadjah Mada International

Journal of Business, 19, 289–306. https://doi.org/10.22146/gamaijb.

18338

Harman, H. H. (1976). Modern factor analysis. Univeristy of Chicago Press.

Harmon-Kizer, T. R. (2014). The effects of schema congruity on consumer

response to celebrity advertising. Journal of Marketing Communications,

23(2), 162–175. https://doi.org/10.1080/13527266.2014.975831
Hayes, A. F., Montoya, A. K., & Rockwood, N. J. (2017). The analysis of

mechanisms and their contingencies: PROCESS versus structural

equation modeling. Australasian Marketing Journal (AMJ), 25(1), 76–81.
https://doi.org/10.1016/j.ausmj.2017.02.001

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for

assessing discriminant validity in variance-based structural equation

modeling. Journal of the Academy of Marketing Science, 43(1), 115–135.
https://doi.org/10.1007/s11747-014-0403-8

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least

squares path modeling in international marketing. In R. R. Sinkovics &

P. N. Ghauri (Eds.), New challenges to international marketing

(pp. 277–319). Emerald/JAI.

Hermanda, A., Sumarwan, U., & Tinaprillia, N. (2019). The effect of social

media influencer on brand image, self-concept, and purchase intention.

Journal of Consumer Sciences, 4(2), 76–89. https://doi.org/10.29244/
jcs.4.2.76-89

Hollenbeck, C. R., & Kaikati, A. M. (2012). Consumers' use of brands to

reflect their actual and ideal selves on Facebook. International Journal

of Research in Marketing, 29, 395–405. https://doi.org/10.1016/j.

ijresmar.2012.06.002

Holzwarth, M., Janiszewski, C., & Neumann, M. M. (2006). The influence

of avatars on online consumer shopping behavior. Journal of Marketing,

70(4), 19–36. https://doi.org/10.1509/jmkg.70.4.19

Hulland, J. (1999). Use of partial least squares (PLS) in strategic manage-

ment research: A review of four recent studies. Strategic Management

Journal, 20, 195–204. https://doi.org/10.1002/(sici)1097-0266

(199902)20:2<195::aid-smj13>3.0.co;2-7

Jamil, R. A., & Rameez ul Hassan, S. (2014). Influence of celebrity endorse-

ment on consumer purchase intention for existing products: A

comparative study. Journal of Management Info, 4(1), 1–23. https://doi.
org/10.31580/jmi.v4i1.18

Jiménez-Castillo, D., & Sánchez-Fernández, R. (2019). The role of digital

influencers in brand recommendation: Examining their impact on

engagement, expected value and purchase intention. International

Journal of Information Management, 49, 366–376. https://doi.org/10.
1016/j.ijinfomgt.2019.07.009

Jin, S. V., & Ryu, E. (2020). “I'll buy what she's# wearing”: The roles of envy

toward and parasocial interaction with influencers in Instagram

celebrity-based brand endorsement and social commerce. Journal of

Retailing and Consumer Services, 55, 102121. https://doi.org/10.1016/

j.jretconser.2020.102121

Johansen, I. K., & Guldvik, C. S. (2017). Influencer marketing and purchase

intentions: How does influencer marketing affect purchase intentions?

(Master's thesis). Norwegian School of Economics.

Johar, J. S., & Sirgy, M. J. (1991). Value-expressive versus utilitarian adver-

tising appeals: When and why to use which appeal. Journal of Advertis-

ing, 20(3), 23–33. https://doi.org/10.1080/00913367.1991.

10673345

Junker, R. (2018). Taschenhirn: Das mini-buch der 50.000 fakten; zum lernen,

nachschlagen, Abfragen & Quiz Spielen; kompaktes allgemeinwissen in

352 listen [Pocket brain: The mini-book of 50,000 facts; To learn, look up,

query & play quiz; compact general knowledge in 352 lists]. Tusitala Ver-

lag Francfort.

Kahle, L. R., & Homer, P. M. (1985). Physical attractiveness of the celebrity

endorser: A social adaptation perspective. Journal of Consumer

Research, 11, 954–961. https://doi.org/10.1086/209029
Kahle, L. R., Homer, P. M., & Beatty, S. E. (1986). Social adaptation theory

in consumer behavior. In R. J. Lutz (Ed.), Advances in Consumer

Research: 16th Annual Conference: Selected Papers and Programme

(p. 667). Association for Consumer Research.

Kamins, M. A. (1990). An investigation into the “match-up” hypothesis in

celebrity advertising: When beauty may be only skin deep. Journal of

Advertising, 19(1), 4–13. https://doi.org/10.1080/00913367.1990.

10673175

Kamins, M. A., & Gupta, K. (1994). Congruence between spokesperson

and product type: A matchup hypothesis perspective. Psychology &

Marketing, 11, 569–586. https://doi.org/10.1002/mar.4220110605

Kamps, I., & Schetter, D. (2018). Performance marketing. Springer

Fachmedien Wiesbaden.

Kanungo, R. N., & Pang, S. (1973). Effects of human models on perceived

product quality. Journal of Applied Psychology, 57(2), 172–178. https://
doi.org/10.1037/h0037042

Kelman, H. C. (1961). Processes of opinion change. Public Opinion Quar-

terly, 25(1), 57–78. https://doi.org/10.1086/266996
Kim, D. Y., & Kim, H. Y. (2020). Influencer advertising on social media: The

multiple inference model on influencer-product congruence and spon-

sorship disclosure. Journal of Business Research. https://doi.org/10.

1016/j.jbusres.2020.02.020

Kim, S., Han, J., Yoo, S., & Gerla, M. (2017). How are social influencers con-

nected in instagram? In International Conference on Social Informatics

(pp. 257–264). Springer International Publishing.
Kline, R. B. (2016). Principles and practice of structural equation modeling.

The Guilford Press.

Klipfel, J. A. L., Barclay, A. C., & Bockorny, K. M. (2014). Self-congruity: A

determinant of brand personality. Journal of Marketing Development

and Competitiveness, 8(3), 130–143.
Koernig, S. K., & Boyd, T. C. (2009). To catch a tiger or let him go: The

match-up effect and athlete endorsers for sport and non-sport brands.

Sport Marketing Quarterly, 18(1), 25.

Kolarova, M. (2018). #Influencer marketing: The effects of influencer type,

brand familiarity, and sponsorship disclosure on purchase intention and

brand trust on Instagram. University of Twente. Retrieved from

https://www.forbes.com/sites/danielnewman/2015/07/14/

von METTENHEIM AND WIEDMANN 1293

https://doi.org/10.2307/3151312
https://doi.org/10.1108/10610420510633350
https://influencermarketinghub.com/what-is-an-influencer/
https://doi.org/10.1016/j.chb.2014.04.016
https://doi.org/10.1016/j.chb.2014.04.016
https://doi.org/10.2753/mtp1069-6679190202
https://doi.org/10.1108/ebr-10-2013-0128
https://doi.org/10.1007/s11747-011-0261-6
https://doi.org/10.22146/gamaijb.18338
https://doi.org/10.22146/gamaijb.18338
https://doi.org/10.1080/13527266.2014.975831
https://doi.org/10.1016/j.ausmj.2017.02.001
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.29244/jcs.4.2.76-89
https://doi.org/10.29244/jcs.4.2.76-89
https://doi.org/10.1016/j.ijresmar.2012.06.002
https://doi.org/10.1016/j.ijresmar.2012.06.002
https://doi.org/10.1509/jmkg.70.4.19
https://doi.org/10.1002/(sici)1097-0266(199902)20:2%3C195::aid-smj13%3E3.0.co;2-7
https://doi.org/10.1002/(sici)1097-0266(199902)20:2%3C195::aid-smj13%3E3.0.co;2-7
https://doi.org/10.31580/jmi.v4i1.18
https://doi.org/10.31580/jmi.v4i1.18
https://doi.org/10.1016/j.ijinfomgt.2019.07.009
https://doi.org/10.1016/j.ijinfomgt.2019.07.009
https://doi.org/10.1016/j.jretconser.2020.102121
https://doi.org/10.1016/j.jretconser.2020.102121
https://doi.org/10.1080/00913367.1991.10673345
https://doi.org/10.1080/00913367.1991.10673345
https://doi.org/10.1086/209029
https://doi.org/10.1080/00913367.1990.10673175
https://doi.org/10.1080/00913367.1990.10673175
https://doi.org/10.1002/mar.4220110605
https://doi.org/10.1037/h0037042
https://doi.org/10.1037/h0037042
https://doi.org/10.1086/266996
https://doi.org/10.1016/j.jbusres.2020.02.020
https://doi.org/10.1016/j.jbusres.2020.02.020
https://www.forbes.com/sites/danielnewman/2015/07/14/influencer-marketing-done-well-converts-paid-media-to-earned-media/#6837ca3f355c


influencer-marketing-done-well-converts-paid-media-to-earned-

media/#6837ca3f355c

Laurent, G., & Kapferer, J. N. (1985). Measuring consumer involvement

profiles. Journal of Marketing Research, 22(1), 41–53. https://doi.org/
10.2307/3151549

Lazarsfeld, P. F., & Merton, R. K. (1954). Friendship as a social process: A

substantive and methodological analysis. In M. Berger (Ed.), Freedom

and control in modern society (pp. 18–66). Van Nostrand.

Lazzari, R., Fioravanti, M., & Gough, H. G. (1978). A new scale for the

adjective check list based on self vs. ideal-self discrepancies. Journal of

Clinical Psychology, 34, 361–365. https://doi.org/10.1002/1097-4679
(197804)34:2<361::aid-jclp2270340218>3.0.co;2-6

Lee, J. G., & Park, J. (2014). The effects of endorsement strength and celebrity-

product match on the evaluation of a sports-related product: The role of

product involvement. International Journal of Sports Marketing and Sponsor-

ship, 16(1), 50–69. https://doi.org/10.1108/ijsms-16-01-2014-b005

Lee, Y., & Koo, J. (2015). Athlete endorsement, attitudes, and purchase

intention: The interaction effect between athlete endorser-product

congruence and endorser credibility. Journal of Sport Management, 29,

523–538. https://doi.org/10.1123/jsm.2014-0195

Lee, Y., & Koo, J. (2016). Can a celebrity serve as an issue-relevant argu-

ment in the elaboration likelihood model? Psychology & Marketing, 33,

195–208. https://doi.org/10.1002/mar.20865

Leiner, D. J. (2013). Too fast, too straight, too weird: Post hoc identifica-

tion of meaningless data in internet surveys. Survey Research Methods,

13(3), 229–248.
Li, F., & Miniard, P. W. (2006). On the potential for advertising to facilitate

trust in the advertised brand. Journal of Advertising, 35(4), 101–112.
https://doi.org/10.2753/joa0091-3367350407

Li, W., & Huang, Z. (2016). The research of influence factors of online

behavioral advertising avoidance. American Journal of Industrial and

Business Management, 6, 947–957. https://doi.org/10.4236/ajibm.

2016.69092

Lin, C. L., & Yeh, J. T. (2009). Comparing society's awareness of women:

Media-portrayed idealized images and physical attractiveness. Journal of

Business Ethics, 90(1), 61–79. https://doi.org/10.1007/s10551-009-0026-z
Lisichkova, N., & Othman, Z. (2017). The impact of influencers on online pur-

chase intent (Student thesis). Mälardalen University.

Liu, L., Lee, M. K. O., Liu, R., & Chen, J. (2018). Trust transfer in social

media brand communities: The role of consumer engagement. Interna-

tional Journal of Information Management, 41, 1–13. https://doi.org/
10.1016/j.ijinfomgt.2018.02.006

Mäder, R. (2004). Messung und steuerung von markenpersönlichkeit:

Entwicklung eines messinstruments und anwendung in der werbung mit

prominenten testimonials. [Measurement and control of brand personality:

Development of a measuring instrument and application in advertising

with prominent testimonials.]. Deutscher Universitäts-Verlag.

Maille, V., & Fleck, N. (2011). Perceived congruence and incongruence:

Toward a clarification of the concept, its formation and measure.

Recherche et Applications en Marketing (English Edition), 26(2), 77–113.
https://doi.org/10.1177/205157071102600204

McCormick, K. (2016). Celebrity endorsements: Influence of a product-

endorser match on Millennials attitudes and purchase intentions. Jour-

nal of Retailing and Consumer Services, 32, 39–45. https://doi.org/10.
1016/j.jretconser.2016.05.012

McSweeney, F. K., & Bierley, C. (1984). Recent developments in classical

conditioning. Journal of Consumer Research, 11, 619–631. https://doi.
org/10.1086/208999

Meffert, H., Bruhn, M., & Hadwich, K. (2018). Dienstleistungsmarketing:

Grundlagen - konzepte - methoden. [Service Marketing: Basics - Concepts

– Methods]. Springer Gabler.

Meyers-Levy, J., & Tybout, A. M. (1989). Schema congruity as a basis for

product evaluation. Journal of Consumer Research, 16(1), 39–54.
https://doi.org/10.1086/209192

Morwitz, V. (2012). Consumers' purchase intentions and their behavior.

Foundations and Trends® in Marketing, 7, 181–230. https://doi.org/10.
1561/1700000036

Netemeyer, R., Bearden, W., & Sharma, S. (2003). Scaling procedures. SAGE

Publications, Inc.

Newman, D. (2015). Influencer marketing done well converts paid media to

earned media. Retrieved from https://www.forbes.com/sites/

danielnewman/2015/07/14/influencer-marketing-done-well-

converts-paid-media-to-earned-media/#6837ca3f355c

Nirschl, M., & Steinberg, L. (2018). Einstieg in das influencer marketing.

[Introduction to influencer marketing.]. Gabler Verlag.

Park, C. W., & Lessig, V. P. (1977). Students and housewives: Differences

in susceptibility to reference group influence. Journal of Consumer

Research, 4(2), 102–110. https://doi.org/10.1086/208685
Parker, A. (2020). I tried the carnivore diet for 30 days [ex-vegan] -

YouTube. Retrieved from https://www.youtube.com/watch?v=

L5FxTpkiVMI

Peracchio, L. A., & Tybout, A. M. (1996). The moderating role of prior

knowledge in schema-based product evaluation. Journal of Consumer

Research, 23(3), 177–192. https://doi.org/10.1086/209476
Petty, R. E., & Cacioppo, J. T. (1979). Issue involvement can increase or

decrease persuasion by enhancing message-relevant cognitive

responses. Journal of Personality and Social Psychology, 37, 1915–1926.
https://doi.org/10.1037/0022-3514.37.10.1915

Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of per-

suasion. Elsevier.

Petty, R. E., Cacioppo, J. T., & Heesacker, M. (1981). Effects of rhetorical

questions on persuasion: A cognitive response analysis. Journal of Per-

sonality and Social Psychology, 40, 432–440. https://doi.org/10.1037/
0022-3514.40.3.432

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral

routes to advertising effectiveness: The moderating role of involve-

ment. Journal of Consumer Research, 10(2), 135–146. https://doi.org/
10.1086/208954

Plummer, J. T. (1985). Marketing educators' conference. Young &

Rubicam.

Pradhan, D., Duraipandian, I., & Sethi, D. (2014). Celebrity endorsement:

How celebrity–brand–user personality congruence affects brand atti-

tude and purchase intention. Journal of Marketing Communications, 22,

456–473. https://doi.org/10.1080/13527266.2014.914561
Pringle, H. (2004). Celebrity sells. John Wiley & Sons.

Pringle, H., & Binet, L. (2005). How marketers can use celebrities to sell

more effectively. Journal of Consumer Behaviour, 4, 201–214. https://
doi.org/10.1002/cb.2

Racherla, P., Mandviwalla, M., & Connolly, D. J. (2012). Factors affecting

consumers' trust in online product reviews. Journal of Consumer Behav-

iour, 11(2), 94–104. https://doi.org/10.1002/cb.385
Reed, A. (2004). Activating the self-importance of consumer selves:

Exploring identity salience effects on judgments. Journal of Consumer

Research, 31, 286–295. https://doi.org/10.1086/422108
Reinikainen, H., Munnukka, J., Maity, D., & Luoma-Aho, V. (2020). ‘You

really are a great big sister’–parasocial relationships, credibility, and
the moderating role of audience comments in influencer marketing.

Journal of Marketing Management, 36, 279–298. https://doi.org/10.
1080/0267257X.2019.1708781

Roozen, I., & Claeys, C. (2010). The relative effectiveness of celebrity

endorsement for print advertisement. Review of Business and Econom-

ics, 55(1), 76–89.
Schach, A. (2018). Botschafter, blogger, influencer: Eine definitorische ein-

ordnung aus der perspektive der public relations. [Ambassadors, bloggers,

influencers: A definition from the perspective of public relations]. Springer

Fachmedien Wiesbaden.

Schouten, A. P., Janssen, L., & Verspaget, M. (2019). Celebrity

vs. Influencer endorsements in advertising: The role of identification,

1294 von METTENHEIM AND WIEDMANN

https://www.forbes.com/sites/danielnewman/2015/07/14/influencer-marketing-done-well-converts-paid-media-to-earned-media/#6837ca3f355c
https://www.forbes.com/sites/danielnewman/2015/07/14/influencer-marketing-done-well-converts-paid-media-to-earned-media/#6837ca3f355c
https://doi.org/10.2307/3151549
https://doi.org/10.2307/3151549
https://doi.org/10.1002/1097-4679(197804)34:2%3C361::aid-jclp2270340218%3E3.0.co;2-6
https://doi.org/10.1002/1097-4679(197804)34:2%3C361::aid-jclp2270340218%3E3.0.co;2-6
https://doi.org/10.1108/ijsms-16-01-2014-b005
https://doi.org/10.1123/jsm.2014-0195
https://doi.org/10.1002/mar.20865
https://doi.org/10.2753/joa0091-3367350407
https://doi.org/10.4236/ajibm.2016.69092
https://doi.org/10.4236/ajibm.2016.69092
https://doi.org/10.1007/s10551-009-0026-z
https://doi.org/10.1016/j.ijinfomgt.2018.02.006
https://doi.org/10.1016/j.ijinfomgt.2018.02.006
https://doi.org/10.1177/205157071102600204
https://doi.org/10.1016/j.jretconser.2016.05.012
https://doi.org/10.1016/j.jretconser.2016.05.012
https://doi.org/10.1086/208999
https://doi.org/10.1086/208999
https://doi.org/10.1086/209192
https://doi.org/10.1561/1700000036
https://doi.org/10.1561/1700000036
https://www.forbes.com/sites/danielnewman/2015/07/14/influencer-marketing-done-well-converts-paid-media-to-earned-media/#6837ca3f355c
https://www.forbes.com/sites/danielnewman/2015/07/14/influencer-marketing-done-well-converts-paid-media-to-earned-media/#6837ca3f355c
https://www.forbes.com/sites/danielnewman/2015/07/14/influencer-marketing-done-well-converts-paid-media-to-earned-media/#6837ca3f355c
https://doi.org/10.1086/208685
https://www.youtube.com/watch?v=L5FxTpkiVMI
https://www.youtube.com/watch?v=L5FxTpkiVMI
https://doi.org/10.1086/209476
https://doi.org/10.1037/0022-3514.37.10.1915
https://doi.org/10.1037/0022-3514.40.3.432
https://doi.org/10.1037/0022-3514.40.3.432
https://doi.org/10.1086/208954
https://doi.org/10.1086/208954
https://doi.org/10.1080/13527266.2014.914561
https://doi.org/10.1002/cb.2
https://doi.org/10.1002/cb.2
https://doi.org/10.1002/cb.385
https://doi.org/10.1086/422108
https://doi.org/10.1080/0267257X.2019.1708781
https://doi.org/10.1080/0267257X.2019.1708781


credibility, and product-endorser fit. International Journal of Advertising,

39, 258–281. https://doi.org/10.1080/02650487.2019.1634898
Shan, Y., Chen, K. J., & Lin, J. S. (2020). When social media influencers

endorse brands: The effects of self-influencer congruence, parasocial

identification, and perceived endorser motive. International Journal of

Advertising, 39, 590–610. https://doi.org/10.1080/02650487.2019.

1678322

Sirgy, M. J., & Su, C. (2000). Destination image, self-congruity, and travel

behavior: Toward an integrative model. Journal of Travel Research, 38,

340–352. https://doi.org/10.1177/004728750003800402
Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote

it, why should I buy? How credibility and parasocial interaction influ-

ence purchase intentions. Journal of Retailing and Consumer Services,

53. https://doi.org/10.1016/j.jretconser.2019.01.011

Steffes, E. M., & Burgee, L. E. (2009). Social ties and online word of mouth.

Internet Research, 19(1), 42–59. https://doi.org/10.1108/

10662240910927812

Stewart, K. J. (2003). Trust transfer on the world wide web. Organization

Science, 14(1), 5–17. https://doi.org/10.1287/orsc.14.1.5.12810
Temperley, J., & Tangen, D. (2006). The Pinocchio factor in consumer atti-

tudes towards celebrity endorsement: Celebrity endorsement, the

Reebok brand, and an examination of a recent campaign. Innovative

Marketing, 2(3), 97–111.
Till, B. D., & Busler, M. (1998). Matching products with endorsers: Attrac-

tiveness versus expertise. Journal of Consumer Marketing, 15,

576–586. https://doi.org/10.1108/07363769810241445
Till, B. D., & Busler, M. (2000). The match-up hypothesis: Physical attrac-

tiveness, expertise, and the role of fit on brand attitude, purchase

intent and brand beliefs. Journal of Advertising, 29(3), 1–13. https://
doi.org/10.1080/00913367.2000.10673613

Till, B. D., Stanley, S. M., & Priluck, R. (2008). Classical conditioning and

celebrity endorsers: An examination of belongingness and resistance

to extinction. Psychology & Marketing, 25(2), 179–196. https://doi.org/
10.1002/mar.20205

Trivedi, J., & Sama, R. (2019). The effect of influencer marketing on con-

sumers' brand admiration and online purchase intentions: An emerging

market perspective. Journal of Internet Commerce, 19(1), 103–124.
https://doi.org/10.1080/15332861.2019.1700741

Wiedmann, K. P., Hennigs, N., & Langner, S. (2010). Spreading the word of

fashion: Identifying social influencers in fashion marketing. Journal of

Global Fashion Marketing, 1(3), 142–153. https://doi.org/10.1080/

20932685.2010.10593066

Wiedmann, K. P., Hennigs, N., Schmidt, S., & Wuestefeld, T. (2014). Drivers

and outcomes of brand Heritage: Consumers' perception of Heritage

brands in the automotive industry. Journal of Marketing Theory and Practice,

19, 205–220. https://doi.org/10.2753/mtp1069-6679190206

Wiedmann, K. P., & von Mettenheim, W. (2018). Idle speculation or profi-

cient prognosis? How to employ celebrity endorsement models

smartly: An abstract. In N. Krey & P. Rossi (Eds.), Back to the future:

Using marketing basics to provide customer value (p. 577). Springer

International Publishing.

Wiedmann, K. P., & von Mettenheim, W. (2020). Attractiveness, trustworthi-

ness and expertise – Social influencers' winning formula? Journal of Prod-

uct & Brand Management. https://doi.org/10.1108/jpbm-06-2019-2442

Wylie, R. C. (1979). The self-concept. University of Nebraska Press.

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factors affecting YouTube

influencer marketing credibility: A heuristic-systematic model. Journal

of Media Business Studies, 15(3), 188–213. https://doi.org/10.1080/
16522354.2018.1501146

Zhu, X., Teng, L., Foti, L., & Yuan, Y. (2019). Using self-congruence theory

to explain the interaction effects of brand type and celebrity type on

consumer attitude formation. Journal of Business Research, 103,

301–309. https://doi.org/10.1016/j.jbusres.2019.01.055

AUTHOR BIOGRAPHIES

Walter von Mettenheim M. Sc. is Research Associate and PhD

student at the Chair of Marketing & Management at Leibniz Uni-

versity Hannover. His subjects of research and teaching are

Celebrity and Influencer Marketing, Luxury Marketing, Brand

Management and B2B Marketing. Mr. von Mettenheim is a mem-

ber of the Academy of Marketing Science and speaker at the AMS

Annual Conference and World Marketing Congress. He is a visit-

ing lecturer at the University of Applied Sciences FOM.

Dr. Klaus-Peter Wiedmann is a Professor of Marketing at the

Institute of Marketing and Management at Leibniz University

Hannover. Subjects of research, teaching and consulting are: Soci-

etal Marketing, Strategic Marketing, International Marketing,

Innovation Marketing, Brand Management, Corporate Identity,

Consumer Behavior, Marketing Research and Online Marketing.

Professor Wiedmann has published over 600 academic publica-

tions. Some of the publications received awards from important

organizations. Moreover, Professor Wiedmann has been

appointed as Board Member of five international journals.

How to cite this article: von Mettenheim W, Wiedmann K-P.

The complex triad of congruence issues in influencer

marketing. J Consumer Behav. 2021;20:1277–1296. https://

doi.org/10.1002/cb.1935

APPENDIX A.

Items (Manifest Variables) Overview

Involvement_1: I attach great importance to [name of

brand product].

Involvement_2: [name of brand product] interests

me a lot.

Involvement_3 (reverse): [name of brand product] leaves me

totally indifferent.

Involvement_4: It would give me pleasure to purchase

[name of brand product] for myself.

Involvement_5: When you buy [name of brand product],

it is a bit like giving a gift to yourself.

Involvement_6: When you purchase [name of brand

product], you are never certain you

made the right choice.

Please describe your overall feelings toward the post

Post_Attitude_1: bad <-> good

Post_Attitude_2: unpleasant <-> pleasant
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Post_Attitude_3: unfavorable <-> favorable

Post_Attidude_4: negative <-> positive

Post_Belief_1 (reverse): convincing <-> unconvincing

Post_Belief_2: not credible <-> credible

Post_Belief_3: unacceptable <-> acceptable

Post_Belief_4: untruthful <-> truthful

Post_Belief_5: believable <-> unbelievable

Brand_Trust_1: I trust the brand in a stronger way.

Brand_Trust_2: I rely on the brand in a stronger way.

Purchase_Intention_1: I am more likely to purchase a product by

the brand if I have the financial possibility.

Purchase_Intention_2: It is more probable that I would consider

the purchase of a product by the brand (if I

have the financial opportunity).
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