
Abstract4The concern of influencer marketing has dramati-

cally increased in the last decades.  Many scholars have been

conducted focusing on the module of impacting influencer mar-

keting, however, rarely focusing on the insight of the problem.

With the generational transition going on, gen Z is now becom-

ing one of the major targets for any enterprises to attract their

own consumer. However, not many brands can fully utilize the

effect  of  influencer  marketing  it  brings as  this  generation is

hard to predict their own behaviors. A survey of 115 respon-

dents has been taken throughout every region of Vietnam. The

result indicates that there are six factors given by Gen Z that

significantly  and  positively  affect  the  attitude  towards  influ-

encers. Interestingness plays a vital role. The attitude towards

influencers has an effect on the attitude towards the brand. In

addition, this research proposes a based module for further re-

search on influencer marketing in Vietnamese context.

Index Terms4influencer marketing, influencer, consumer9s

perception, social media, brand.

I. INTRODUCTION

People spend more time on social media than ever; since
2012, the daily time spent on social networking worldwide
has been increasing steadily and taking the average of 147
minutes per day [1]. This development relates in part with
the growth of influencer marketing in which influencers are
paid  an amount  of  financial  assets  or  similar,  to  promote
products on behalf of the brands and the preference of con-
sumers for viral growth [2] [3]. In reverse, with the explo-
sion of social networking sites, influencers have more plat-
forms to showcase their talents as well as share the content
they want to convey. Followers, thanks to these platforms,
engage more with the contents to expect influencers to share
deeper about their personal life and the recommendation of
the latest trend [4] [5].

Social media influencers are changing the role model of
being an influencer or simply an individual with a certain
number of followers. Over the past few years, the transition
as a user to influencer has become more facile than ever on
social  networking  sites.  Influencers  aren't  just  celebrities;
they're people who are approachable to their followers on
social  media  sites  [6]  [7].  Influencers  may  bring  a  fresh
sense of brand awareness and evoke the brand image for fol-
lower9s preferences which may promoting their purchase in-
tention [8].

Gen Z today is exposed to social media and social com-
merce in general [9]. In Vietnam, this generation places a
high value on online entertainment sites and video sources
such as  Instagram,  Facebook,  and  YouTube [10].  This  is
also the driving force for influencers to build an image for
themselves and this is gradually changing the way followers

perceive influencers. However, because the number of influ-
encers is considered to increase dramatically and become an
occupation [11]; the trend of interactive experiences trans-
forms when followers gradually fussy in choosing influen-
tial people to follow. Followers are not only interested in as-
pects such as appearance and speech, but they are especially
interested in their personal interests to influencers [4]. The
knowledge brought by influencers is also noticed by follow-
ers as they not only find quality content but also find useful
knowledge and learn something from influencers.  Genera-
tion Z grew up in Vietnam amid its present age of rapid and
vigorous  economic  growth.  Therefore,  they  are  fastidious
with  services  and  goods.  Environmental  concerns,  gender
equality,  and  social  responsibility  are  all  taken  into
consideration [12]. Because they are constantly keen to try
new things, Gen Z is open to testing new brands,  even if
they  currently  utilize ones they are acquainted  with.  This
generation's skepticism and improvisation are to blame for
their lack of brand loyalty [12].

This research article was written to highlight aspects that
followers concern when giving their attention to a particular
influencer. By quantitative measurement, the study will be
conducted on the sample set is Generation Z and stretching
across the three regions in Vietnam. Corresponding the inde-
pendent variances, the characteristics of influencers that was
developed will be taken as the basis to assess the positive/re-
jective attitude of followers towards the performance of in-
fluencers. The obtained insights then are to apply to create a
KOLs or influencers model that can achieve the desired re-
sults or the right message brands want to deliver.

II. THEORETICAL BACKGROUND

A. Literature review

1) Social Media Influencer (KOL)

According to Campell and Farrell's [13] classification of
SMIs  based  on  the  number  of  followers:  (1)  well-known
celebrities (the rich and famous with more than 1 million
followers); (2) mega-influencers (celebrities with millions or
more  of  followers);  (3)  macro-influencers  (the  ideal  with
100,000 to 1 million followers); (4) micro-influencers (the
rising star with 10,000 to 100,000 followers); and (5) nano-
influencers (newcomers with 0 to 10,000 followers). A per-
son's popularity and influence are reflected in the number of
followers  they  have.  However,  this  does  not  necessarily
mean that the more followers a person has, the better. SMIs
with  more  followers  are  better  at  promoting  a  variety  of
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products, while those with fewer followers are better at pro-
moting exclusive products [2].

Moreover, past research has found that the two most im-
portant elements that help SMIs get follower are personality
qualities and content.  Meanwhile,  with high level of gen-
uineness,  attractiveness,  and  intamacy,  SMEs  are  more
likely to obtain followers [14] [15] [16]. Furthermore, indi-
viduals whose posts are educational, visually pleasing, and
entertaining are more likely to gain followers [17] [4] [15].

2) Expertise

Expertise  is  the  communicator's  capacity  to  effectively
state a point in a particular field of knowledge. An individ-
ual's familiarity, comprehension, and experience in a partic-
ular field of knowledge are all components of expertise. Pro-
fessionals are people with deep understanding and deep ar-
guments about a certain area. And have more understanding
than common ground. For those looking for accurate infor-
mation or the information they need, the choice of the "ex-
pertise" factor is also one of the factors affecting the user's
tracking.  Every  influencer  has  a  purpose,  and  so  does  a
brand. Figuring out how interested followers are in the accu-
racy of the information an influencer provides will also in-
fluence users' decisions.

3) Trustworthiness

Giffin  [18]  defined  the  level  of  trustworthiness  of  a
source as <recipients' perception of a source is truthful, sin-
cere or accurate=. It is a person's belief in something, some-
one, or a belief in a certain brand. Reliability in an informa-
tion system or something formed over a long period of time.
The trustworthiness of a social media influencer is also one
of the reasons that users follow them on social networking
sites. Studying the interest of followers to the trustworthi-
ness of an influencer will determine the building of a per-
son's personal brand on social networks.

4) Likability

Likeability is the fondness a person has towards another
person  because  of  their  physical  appearance,  conduct,  or
other characteristics [19]. Likeability has been shown to im-
prove persuasion  [21],  making  it  an  effective  method for
self-presentation and persuasion [18]. Likeability is signifi-
cant since it is regarded to have a beneficial impact on the
product when conveyed from the influencer [19]. Likeability
has also been connected to advertising efficacy [21] [22].
When they are likeable, social media influencers are more
convincing [23]. When managing their human brands, social
media influencers must take likeability into account.

5) Interestingness

Interestingness  of  content can be  seen as  the  attraction
people feel when reading the content posted on social me-
dia; it is the perceived enjoyment, pleasure, and entertain-
ment derived from the content [25]. Researchers discovered
that one of the principal factors of an individual's social me-
dia is for enjoyment, and interesting content can satisfy their
entertainment needs [25] sharing interesting information on
social media is a useful tactic for attracting users' attention.
Previous studies have shown that interesting content is bene-
ficial to content marketing to achieve good results [26].

6) Attractiveness

The  pilot  study  identified  attractiveness  as  a  common
trait, which is corroborated by marketing endorser selection

literature  [27].  Additionally,  the  marketing  literature  has
paid a lot of attention to endorser attractiveness [27] [28]
[29]. As defined in this study, attractiveness relates to the
social media influencers' physical attractiveness. Previously,
attractiveness was regarded as an essential attribute that in-
fluenced advertisement and product assessments [30] [28]
[31]. The lack of consistency in the findings of studies as-
sessing attractiveness highlights the need for additional re-
search.App  reference  has  been  shown in  some studies  to
give  more  positive  qualities  to  people  who  are  attractive
than to people who are not [32, 31].It has been demonstrated
that  attractiveness  has  an  effect  on  a  person's  popularity,
ability to persuade others, and attitude [33].

7) Similarity

The degree of lßkeness between an influencer and a fol-
lower, also known as similarity, fit, or congruence, is an im-
portant factor in influencer selection [34] [23]. Choi and Ri-
fon  [35]  argue  that  consumers'  relationships  with  the  en-
dorser should not be disregarded, despite the fact that most
marketing literature has focused on the endorser-product as-
sociation. Endorsers are believed to represent referents that
impact consumers' opinions and actions, and hence likely in-
spire consumers to embrace companies to acquire influencer
imparted meanings [36].

8) Attitude toward a brand

Attitude is measured as the most distinctive concept in so-
cial psychology literature and in information economics per-
spective. It is the most investigated issue in consumer be-
havior  research  [37].  Furthermore,  diverse  types  of  ap-
proaches are used to study the attitude in order  to  obtain
broad knowledge regarding attitude, intention and behavior.
Fishbein and Ajzen [38] define attitudes as <learned predis-
position to respond in a consistently favorable or unfavor-
able manner with respect to a given object=. The definition
presumed that attitude can be learned or acquired. In addi-
tion, this definition assists marketers because it supports that
attitude is learned or acquired neither innate nor instinctive,
even if it is learned so can be influenced by marketing activ-
ities or messages. Attitude can be associated with one object
(a brand) or the whole group (company) in marketing per-
spective. Attitude towards the brand is defined as <a predis-
position to respond in a favorable or unfavorable manner to
a  particular  brand  after  the  advertising  stimulus has  been
shown  to  the  individual=  [39].  Furthermore  <Attitude  to-
wards a brand= is consumer propensity to assess the brand,
on the basis of previous experiences, available information
and environment influences.

9) Attitude toward the influencer

Although there is  no well-defined construct for  attitude
toward  the  influencer,  it  is  essential  to  comprehend  how
consumers feel about social media influencers. According to
cognitive social psychologists, attitude regarding something
should be reflected in appropriate behaviors [40]. Based on
the source attractiveness model [19], the attractiveness, like-
ability,  and similarity of the social media influencers may
have an impact on communication effectiveness, including
the formation of positive attitudes.
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10) Influencers9 marketing and the practices of 

Influencers

Marketing and media are mutually dependent. Media re-
lies on advertising revenue for commercial viability, while
advertisers  have  traditionally  relied  on  media  to  address
their potential consumers [41]. To deliver an audience, me-
dia  organizations  create  interesting,  engaging  content  and
one type of content that has been broadly popular with audi-
ences is  social  media influencers.  It was called influencer
marketing, which is  a  marketing approach in  which busi-
nesses spend in well-known influencers to generate and/or
promote branded content for their followers in an order to
raise brand awareness and entice them to make a purchase
[15] [42].

The rising of social media in recent years has contributed
a lot to many changes in business in general and in market-
ing in  particular.  Consumers  nowadays tend to  use social
media as their reference to look for the source of product in-
formation [4]. Therefore, influencer marketing is rising as a
new marketing strategy for many companies which can pro-
vide more opportunities to approach a vast audience [43].
Influencer  marketing  refers  to  a  marketing  strategy  of
brands in which influencers on social platforms are used to
promote  positive responses  of  their  followers  towards the
brands by sharing posts with content relating to the brands
on their personal accounts on such platforms [44] [45] [15].
Influencers in such marketing strategies play an important
role that directly contributes to the effectiveness of this strat-
egy. Therefore, selecting a suitable influencer for the brand
is an important step for every business to take into consider-
ation before deploying any influencer marketing strategies.
Despite the different criteria for each brand based on their
brand9s characteristics, there are still some common criteria
for every brand to consider when choosing their influencers.
For instance, honest and no spurious commercial intention
has been proved to be a general expectation of audiences for
their influencers when participating in any influencer mar-
keting campaign [46] [47]. 

In an era of media surplus, where audiences are saturated
with so much to choose from, the premium on distinctive-
ness and visibility grows. Additionally, people actively and
freely  seek  out  the  materials  they  are  most  interested  in,
which is where the "demand" for self-branding arises. As a
result, internet media is a very consumer-focused sector. So-
cial media has occupied an important position as a commu-
nication tool.  The fact that  this information is instant and
low-cost  to  access  has  influenced  and  shaped consumers9
decisions and purchase habits [46].  As digital influencers9
popularity is rapidly increasing with the ease of low-cost in-
formation access, social value is an important factor associ-
ated with their popularity. Most individual customers lack
the ability to co-create or co-opt a brand's story. Online in-
fluencers, on the other hand, do have this kind of power;
these unusual users of social media actively produce user-
generated content that is widely viewed.

At  a basic  level,  the brand represents  the identity  of  a
commodity (a product, service, or firm), and its main func-
tion is to convey a certain level of quality. But to reach the
target audience (at an optimal frequency) with its message,
the brand owners (or advertisers) have to pay media organi-

zations for the advertising. When a celebrity,  or  a  human
brand, is introduced into the picture, the dynamics change
slightly. A human brand is defined here as 8any well-known
persona who is the subject of marketing communications ef-
forts9 [49]. 

Marketers no longer have complete control over how their
brands are communicated. Interactivity and digital platforms
are the two main disruptors of traditional marketing commu-
nication channels [5]. Globally, people have started to use
social  media  such  as  Facebook,  Twitter,  Instagram,  and
LinkedIn to share their experiences. A consumer sharing a
brand's television advertisement on YouTube could cause it
to go viral; additionally, feedback can be shared by other
customers without the firm's control. Influential users with a
massive following can also use their own media to influence
this audience (e.g., the Kardashians sister). As the result, so-
cial influencers as brand ambassadors for goods and services
have emerged as the new opinion leaders [50]. In practice,
there isn't any such research related to the common criteria
of influencer for influencer marketing strategy that is avail-
able  in  the  market.  Therefore,  further  research  about  this
topic will be collected and analyzed in this research.

This  suggests  that  self-branding  makes  most  sense  if

celebrities can lend their names profitably to major brands.

Sports stars, for instance, can earn many times more from

their endorsement fees than from prize money. This is be-

cause  major  sporting  events  command  a  large  audience.

While not all celebrities have an equal amount of marketing

pull, the more successful have talent and personal agents to

help convert their fame into lucrative endorsement deals.

B. Previous models of KOL

Parallel to the flourishing development of influencer mar-
keting and its impacts on consumers, there are numerous re-
search that  have been conducted  to  investigate this  topic.
However, previous research about influencer is more focus-
ing on the impacts of influencer marketing rather than creat-
ing a model with important factors that might impact the ef-
fectiveness of influencer in particular and influencer market-
ing in general, especially in Vietnam. These previous mod-
els of influencers in foreign and international market have
framed the model of this study.

As stated by Croes & Bartel [51], although research has
shown that social influencers are more successful endorsers
than traditional celebrity endorsers, no study has examined
the motives that young adults have for following these digi-
tal superstars. It is so critical to comprehend why individuals
choose to follow a social influencer. Croes & Bartel9s model
[51] investigated the reasons young adults follow social in-
fluencers and how those reasons might relate to how young
adults  identify  with  those  social  influencers.  The  authors
looked at the connection between young adults' identifica-
tion, online advertising clicks, and purchasing habits and the
motivations  for  following  social  influencers.  Information
sharing, information seeking, cool and new trends, relaxing
entertainment,  companionship,  and  boredom/habitual  pass
time are the six reasons young adults follow social  influ-
encers [51]. Smock et al.'s earlier research on the motiva-
tions of Facebook users is supported by these recent findings
[52]. Additionally,  UGT9s motivations,  information, enter-
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tainment, and escape from daily life by Katz et al. included
following social influencers as well [53]. More specifically,
this result demonstrates that following social influencers is
separate motivated by information sharing and information
seeking. In addition, the paper emphasized the significance
of educational background. Compared to community college
students, university students valued the motivations of bore-
dom/habitual pastime and information seeking more. Indi-
viduals who follow influencers for practical knowledge of-
ten have specific interests and seek specialized information
that is relevant to them, according to research [54].

Figure 1: Croes and Bartels model of young adults9 motivations for fol-
lowing social influencers

Figure 2: Ohanian model of source of credibility Model

Ohanian [33] also proposed a Source of Credibility model
which provides evidence that reliable sources are more per-
suasive than less reliable sources. Influencer marketing ap-
proach, which relies on influencer endorsements, is based on
the influencers' trustworthiness, which means that the more
trustworthy the  influencer  is,  the  more  credible  the  items
are [55].

Furthermore, in 2020, Taillon et al. [56] has researched
about the moderating role of closeness. In Taillon9s model,
there are 3 important characteristics of influencer that has
significantly  impacted  consumer  perception  of  influencer
marketing  including  attractiveness,  likability,  and  similar-
ity [56].

Figure 3: Taillon, Mueller, Kowalczyk and Jones - the moderating role
of closeness

C. Hypothesis development and research model

With existing studies, and previous models, this study is
focusing on researching the impacts of influencers9 charac-
teristics  on  the  followers9  attitude  towards  influencers.
Moreover, also based on that followers9 attitude to evaluate
the effectiveness of influencer marketing in brand when us-
ing this marketing strategy. The scope of this research is the
Vietnam market with the focus on gen Z (people who were
born from 1997 to 2012).

According to previous model developed by Taillon et al.
in 2020, attractiveness has been proved to have a significant,
distinctive, and positive impact on follower9s attitude [56].
In  addition,  as  stated in  multiple studies,  for  instance the
study of Petroshius and Crocker in  1989 or  the model of
Ohanian in  1991,  the popularity  of  influencers  and  influ-
encers9 persuasive impact and attitude is supported by their
attractiveness [57] [33]. Furthermore, in the study of Amos
in 2018 [29], the authors have been identified the significant
impact of attractiveness on advertising effectiveness. There-
fore, this study proposed the following:

Hypothesis 1: Attractiveness of Influencers has a posi-

tive effect on followers9 attitude.

Trustworthiness as mentioned previously, is a person's be-
lief in something, someone, or a belief in a certain brand.
Trustworthiness has been listed in Bremner9s study in 2011
as the top five traits supporting for leader9s decision [58].
This result of Bremner9s study has shown a linkage between
trustworthiness and the influence on their followers of each
person. Moreover, as shown in the model of Ohanian about
source  of  credibility,  trustworthiness  is  considered  as  the
component of source of credibility, it is also proved to have
a vital role in  the perception of  an ad endorsed by influ-
encers [33] [59]. The trustworthiness, for instance, presented
through the  source  of  their  content,  the  information  they
provide on their social media. In fact, there are multiple fail-
ure  influencer  and  failure  influencer  marketing  campaign
due to the problem of trustworthiness. The case of Tiffany
Mitchell  3  a  popular  lifestyle  blogger  from  American  in
2019 has met with the fierce opposition from her followers
due to the untrustworthy content she posted on her Insta-
gram about her accident. This wave of protest of Mitchell9s
scandal has significantly impacted on her associated brand
which is SmartWater and this brand after that has announced
not to sign any contract with female blogger. It can be seen
from this example that  trustworthiness plays an important
role, or even a decisive factor that decide the attitude of fol-
lowers toward an influencer and brand9s influencer market-
ing. Therefore:

Hypothesis  2:  Trustworthiness  of  Influencers  has  a

positive effect on followers9 attitude.

In  fact,  influencer9s  expertise  not  only  affect  the  fol-
lower9s attitude but also impact on follower9s behaviors. As
stated in the study of Veirman in 2017, influencer9s exper-
tise in certain subjects is considered the criteria for follower
to value influencer9s advice [2]. Moreover, in recent study,
the trend of using influencer in marketing campaigns would
prefer by brand rather than using celebrities. One of the key
factors that making this trend in brand9s marketing is that in-
fluencer9s  expertise  and  proximity  which  lead  to  higher
credible, therefore, have greater influence on both follower9s
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attitude and behavior [60] [4]. In addition, according to the
study of Schouten et al. in 2019, to build strong perceptions
of credibility in followers, influencer needs high level of ex-
pertise [61]. Thus:

Hypothesis 3: The expertise of influencers has a posi-

tive effect on followers9 attitude.

The degree of similarity between an influencer and a fol-
lower, also known as similarity, fit, or congruence, is an im-
portant factor  in  influencer  selection  [34]  [23].  Normally,
followers tend to identify themselves to the influencer in the
most popular way which has many things in common with
influencers  or  consider  the  influencer  as  their  model  and
having the desire to be like the influencer [62] [63]. In both
ways, followers tend to find the influencer who have high
level of similar to themselves. Therefore, similarity can be
considered  the  vital  factor  that  affect  followers9  attitude.
Hence:

Hypothesis 4: The similarity between influencers and

followers has a positive impact on followers9 attitude.

Previous research  has  found that  conducting interesting
activities on social media can make users pleased, thereby
contributing to the development of a strong preference or
sentiment for a brand and eliciting an emotional attachment
between users and the brand [64]. As stated by Sokolova,
Kefi in 2020, interestingness is one of the key factors that
make influencers  decide  to  continue following the update
from influencer9s account or not [65]. Therefore, it can be
stated that the interestingness has significantly impacted on
follower9s attitude.  Hence:

Hypothesis  5:  An  influencer's  interestingness  has  a

positive effect on followers9 attitude.

Likeability has been proved to have positive effects on the
product when transferred from the influencer [19]. Addition-
ally, it has been demonstrated that likability improves adver-
tising effectiveness [21, 22]. When they are likeable, social
media influencers are more persuasive [23]. When manag-
ing their human brands, social media influencers must take
likeability into account. In addition, as shown in the model
of Taillon, likability has significantly positive impact on fol-
lower9s attitude. Hence, this study proposed the following:

Hypothesis 6: The likability of influencers has a posi-

tive effect on followers9 attitude.

Based on the factors that make users follow an influencer
on social networking sites, the study explores the influence
of KOLs on user attitudes affecting brands. These days, the
use of KOLs to promote media is not new, but to choose a
person who fits the brand's criteria,  style,  and orientation,
this  article also solves  those problems.  With the study of
factors, aspects, affecting the user's decision, then it will be
applied  to  study  the  user's  attitude  through  KOL  to  the
brand. 

Hypothesis 7: The influencer has a positive effect on

the attitude toward the brand.

III. RESEARCHING METHOD

A. Sample

The survey was conducted with the participation of 115
respondents. Due to the scope and the requirement of this
study, the number of samples proposed must clearly indicate
the representative of gen Z within the project scope of Viet-
nam. Therefore, respondents must come from all three major
regions  of  Vietnam including  the  South,  the  Central,  the
North. To guarantee that the sample is representative of the
market and not biased towards any one target group, quotas
will be applied to gender. 43% of those surveyed are men.
Female responses make up 54% of the total, with others ac-
counting for 3%. Also, if responses are not between the ages
of 9 and 25, they will be screened.

B. Data collection procedure

By adopting scales from multiple academic scholars, the
original questionnaire of this study was created in English
with 3 main parts. For the first part, the questions focus on
collecting demographic information of  respondents with 2
screening questions about the age range (must be gen Z with
the range from 9 to  25 years  old)  and having experience
with influencer marketing before.  The items of the demo-
graphic  information  section  were  measured  by  nominal
scale. The second part was created based on multiple scales
from previous study to measure the influencer9s characteris-

Figure 4: Proposed research model

LE CHAU TRAN ET AL.: DEVELOPING INFLUENCER SELECTION CRITERIA FOR BRAND INFLUENCER MARKETING 251



tics and impacts on the attitude of followers towards influ-
encers. Likert scale with five points 1- totally disagree, 2-
disagree, 3- moderate, 4- agree, and 5- totally agree was im-
plemented in this part for measuring the impaction between
study9s variables. In the final part, the queries were created
to measure the effectiveness of influencer marketing on the
operation of cooperated brands by asking respondents to se-
lect the most agreeable answer in the likert scale from 1- to-
tally disagree to 5- totally agree.  

With the concentration of this study researching gen Z in
Vietnam,  the  original  questionnaire  in  English  was  trans-
lated into Vietnamese for convenience and misunderstand-
ing avoidance. Multiple translator tools and advice from ex-
perts has been applied for the translation to ensure the qual-
ity of the study's questionnaire.

Before officially collecting the survey, a pilot test was im-
plemented to ensure the effectiveness of the questionnaire.
The pilot was conducted with the participation of 10 respon-
dents that adapt to all screening criteria. After the pilot test-
ing, the questionnaire was transferred into google form for
convenience, increasing the number of respondents, and di-
versifying  the  respondent9s  location.  The  form  was  pub-
lished  in  multiple  groups  on  social  platforms by  the  link
https://bom.so/KRGdV5.

As stated by Setia [66], the sample size ratio 1:4 which is
1 control ratio to 4 cases can ensure statistical power. There-
fore, in this study, with totally 28 questions, the minimum
sample size that needs to be ensured is 112 [66].

C. Measure

To measure attractiveness, 3 items including good look-
ing, attractive, and sexy developed by Ohanian in 1990 were
adopted.  For  the  other  2  independent  variables  which are
trustworthiness and expertise, scales developed by Ohanian
in 1990 were also used.  An example item of the scale mea-
suring trustworthiness is feeling confident in his/her favorite
influencer9s skills. For expertise, an example of the adopted
scale9s  item  is  that  the  influencer  possesses  specialized
knowledge. To measure likability, 4 items of the scale de-
veloped by Whittler et al. in 1991 were adopted which are
warm, likable, sincere, and friendly. Similarity is measured
by using the scale developed by Reichelt, Sievert, and Jacob
in 2013. An example of this scale is the influencer's identity
is similar to him/her. The final independent variable of influ-
encer9s characteristics which is interesting is measured by
adopting the scale of Wei and Lu in 2013. An example of
this scale is interest in my favorite influencer9s posts. The
four  items  scale  of  Hoolbrook  and  Batra  in  1987  was
adopted to measure the attitude towards influencers. React
favorably  is  an  example  item  of  Hoolbrook  and  Batra9s
scale. To measure the influencer marketing activities on the
attitude of this influencer9 followers on cooperated brands,
the 3 items scale developed by Priester and Petty in 2003
would be adopted.

IV. RESULTS

A. Descriptive statistics

As can be seen, this study has the participation of both
males and females with nearly equal percentages. The sur-

vey also conducted through all of Vietnam9s regions, there-
fore, avoiding the biases that might happen due to the cul-
ture of different regions. Moreover, the data collection also
shows that Vietnamese tend to spend an average of 3 to 5
hours on social platforms. These statistics prove the poten-
tiality of influencer marketing in Vietnam. The most popular
social  platform  in  Vietnam  is  Facebook,  followed  by
YouTube and Instagram.

B. Reliability and validity

As claimed by Ahmed and Ishtiaq [67], when evaluating
whether research is good or not, the data collection must as-
sure the two important and fundamental domains which are
reliability  and  validity  [65].  Therefore,  multiple  analysis
tools have been conducted to test the reliability and validity
of this study9s data collection.

For reliability testing, Cronbach9s Alpha has been calcu-
lated. The results show that all variables of this study have
Cronbach9s  Alpha  higher  than  0.8.  The  highest  value  of
Cronbach9s  Alpha belongs to  similarity  with  the value  of
0.920, whereas the lowest value belongs to trustworthiness
with the value of 0.832. These high values of Cronbach9s
Alpha have proved the high level of this study9s reliability.

Through  the  validity  testing  by  the  exploration  of  ex-
ploratory factor analysis (EFA), the results show that KMO

TABLE I. THE RELIABILITY OF VARIABLES

Characteristics Frequency Percent (%)

Gender

Male 52 45.2%

Female 63 52.8%

Locations

North 67 58.3%

Center 28 24.3%

South 20 17.4%

Average time spend on social platform

Below 1 hour 5 4.3%

From 1 hour to below 3 hours 36 31.3%

From 3 hours to below 5 hours 46 40%

From 5 hours to below 8 hours 17 14.8%

From 8 hours and above 11 9.6%

Social platforms currently using

Facebook 108 93.9%

Instagram 86 74.8%

Tik Tok 82 71.3%

YouTube 101 87.8%

Others 18 15.1%
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values are 0.919 (higher than 0.5), all variables accounting
for 75,2% (higher than the cut off 50%). This result has as-
sured the validity of this study.

For conducting hypothesis testing through calculating re-
gression  in  the  next  section,  correlation  matrix  has  been
used.  The  results  show that  all  variables  have significant
correlation together at the 0.01 level.

TABLE III.  CORRELATION MATRIX

Variabl -
es

1 2 3 4 5 6 7 8

1.FATI

2.IA .652
**

3.IT .632
**

.585**

4.IE .616
**

.600** .684**

5.IS .484
**

.351** .379** .448**

6.II .685
**

.598** .668** .634** .499**

7.IL .590
**

.567** .567** .626** .418** .579**

8.FATB .556
**

.315** .315** .348** .188** .483** .262**

Note. FATI: Follower9s attitude towards influencer; IA:
Influencer9s attractiveness; IT: Influencer9s trustworthiness;
IE: Influencer9s expertise; IS: Influencer9s similarity; II: In-
fluencer9s interestingness; IL: Influencer9s likability; FATB:
Follower9s attitude towards co-operated brand.

*. Correlation is significant at the 0.05 level (2-tailed)

**. Correlation is significant at the 0.01 level (2-tailed).

C. Hypothesis testing

After conducting the Cronbach9 Alpha, EFA and correla-
tion for reliability and validity testing, we move on to the
next stage of hypothesis testing in which single regression
has been used. The table below shows the result of regres-
sion analysis in which all the proposed hypotheses are sup-
ported.

TABLE IV. RESULT OF DIRECT EFFECT

Direct effects
Coeffi-

cients

T-

values
Sig. Outcomes

Attractiveness ³ Attitude 
towards influencer (H1)

0.652 9.153 .000 Supported

Trustworthiness ³ 
Attitude towards influencer
(H2)

0.632 8.678 .000 Supported

Expertise ³ Attitude 
towards influencer (H3)

0.616 8.307 .000 Supported

Similarity ³ Attitude 
towards influencer (H4)

0.484 5.876 .000 Supported

Interestingness ³ Attitude 
towards influencer (H5)

0.685 9.985 .000 Supported

Likability ³ Attitude 
towards influencer (H6)

0.590 7.773 .000 Supported

Influencer marketing ³ 
Followers9 attitude towards
co-operated brand (H7)

0.556 7.107 .000 Supported

According to the figures shown in the above table, all of
the  characteristics  of  influences  including  attractiveness,
trustworthiness, expertise, similarity, interestingness, likabil-
ity have significantly and positively affected the attitude to-
wards influencers.  Of the six factors,  interest  with the T-
value of 9.985 has the largest impact on attitude towards in-
fluencers. Conversely, similarity has the smallest effect on
attitude towards influencers. As for the H7, influencer mar-
keting has a significant positive impact on attitude towards
co-operated brands of influencer.

D. One-way Anova and T-test testing

Because  of  the  typical  regional  differences  feature  of
Vietnam, we want to see the differentiation of each region to
influencer marketing. By analyzing the one-way Anova test-
ing, we can test the difference impact between three groups
of regions including the North, the Central and the South on
two variables Attitude towards influencer and Attitude to-
wards brand. With the Sig. of 0.133 > 0.05 in variables Atti-
tude towards influencer and the Sig. of 0.165 > 0.05 in vari-
ables Attitude towards brand, there is no statistically signifi-
cant difference in the attitude level of the respondents of dif-
ferent region groups. Thus, the regional differences in Viet-
nam do not affect the effectiveness of influencer marketing.

After conducting the one-way Anova testing, we move on
to utilize an independent sample t-test to analyze two groups

TABLE II. THE RELIABILITY OF VARIABLES

Variables N of Items Cronbach9s Alpha

Characteristics of influencer

Attractiveness 3 0.841

Trustworthiness 3 0.832

Expertise 3 0.840

Similarity 3 0.920

Interestingness 3 0.906

Likability 4 0.909

Followers9 attitude towards influencer

Attitude towards 
influencer

4 0.916

Followers9 attitude to co-operated brand

Attitude towards brand 3 0.835
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of gender. The table below shows the result of t-test analy-
sis.

TABLE V. INDEPENDENT SAMPLES TEST

Variables F Sig.

Attitude towards influencer .197 .658

Attitude towards brand .016 .900

With the Sig. of 0.658 and 0.900, gender does not affect
the attitude of respondents on influencer and brand.

V. DISCUSSION AND CONCLUSION

The data table above has shown that the top three factors
that most influence a user's decision to follow a KOL are In-
terestingness,  Attractiveness  and  Trustworthiness.  To  be
able to build an image or a model of KOL, it is necessary to
have the above factors to attract users. The most important
factor is still the interestingness of the production content,
ideas,  and  messages you want  to  convey.  This  finding  is
completely consistent with the characteristics of generation
Z and the context that they are living. According to recent
study conducted by Prakash et al., generation Z is a strenu-
ous contributor and consumer of several social contents on
social platform [68]. Every day, they approach to thousand
online information from several sources created by several
people. Therefore, to be outstanding and capturing genera-
tion Z attention, the content of each social post will be the
most importance factors that every content creator must be
aware. Moreover, in recent study posted on American Study
of Audiology has shown that, generation Z is nowadays los-
ing its patient with thousand contents on social media. They
are now more interested on the short content with attractive
idea or attractive visual [69]. This is what also founded in
this study when appearance is the next important factors af-
fecting the user's decision. Finally, trustworthiness, the level
of trust a KOL may need if that KOL is someone who spe-
cializes in reviewing products on the market so that users
and followers have an objective view of the product. How-
ever, it is not necessary that you have all of the top three
factors above to become a successful KOL, those three fac-
tors are what user care about when following someone on
social networks. An example of not needing all three ele-
ments  is  Thong Soai Ca, a  KOL on the TikTok platform
who does not have a beautiful appearance, but he has hu-
morous and entertaining content, so there were times when
this KOL was very popular on social platforms.

A. Implications

1) Theoretical implications

This  research  has  two  main  theoretical  implications.
Firstly, this research has provided the insight of influencer
marketing to have a deeper understanding with the issue for
brands when doing this  kind of  marketing activities.  Sec-
ondly, this study enriches the database of scholars by pro-
viding a based module which has been identified from em-
pirical evidence of respondents in Vietnam. 

The results of this study provide the impacts and necessi-
ties of influencer characteristics in the consumer9s attitude
towards the influencer, thus, enhancing the efficiency of in-

fluencer marketing for the brands. With the contribution of
attractiveness, trustworthiness, expertise, similarity, interest-
ingness, likability, it can evoke the efficiency of influencer
marketing for the brands. It also indicates that interest is the
most significant factor influencing the consumer9s percep-
tion on influencer and similarity is the least factor. 

Currently, research in Vietnam do not focus much on the
insight of influencer marketing rather than the impact of it.
This leads to the requirement of proposing a based module
to build on further modules development. By the given mod-
ule, we aim to become the reference source for other schol-
ars and brands to have further discussions and applications.
Otherwise, this research clearly clarifies the factors that af-
fect the consumer9s attitude towards influencers. From this,
brands can  suggest  the  suitable strategies  to  utilize  influ-
encer marketing effectively.

2) Managerial implications

Consistent to the hypothesis development, this study has
provided a deep  insight  of  influencer marketing and  con-
sumer perception. The significant consistency between in-
fluencer9s characteristics and follower9s attitude towards in-
fluencer, and broader is follower9s attitude towards co-oper-
ated brands has provided a guidance of influencer marketing
for influencers and brands in general.

Foremost,  from the perspective of an influencer, recog-
nizing  the  important  factors  that  can  help  influencers  to
build up a better marketing plan on their social media sites.
For instance, knowing that something is interesting signifi-
cantly affects a follower9s attitude and it9s one of the most
important factors for capturing an audience's attention. The
influencer should pay more attention to build up a detailed
and consistent content plan for their social site in which they
focus on sharing  contents  which  are  varied,  personalized,
humorous, and avoiding sensitive content. Moreover, after
the pandemic of  Covid19, people, especially for generation
Z  are  now  facing  numerous  problems  relating  to  mental
health, therefore, they now tends to find the content that em-
pathy for this difficult time after Covid19.   Otherwise, at-
tractiveness  is  also  an  important  characteristic  that  influ-
encers must ensure. The attractiveness can be understanded
broader  than  just  good  looking  or  sexy,  the  influencer
should maintain their  appearance in the most sympathetic
status which is clean and tidy. Furthermore, besides impli-
cating the influencer his/her marketing plan on social media
sites, this study also provides a preference for influencers to
choose the suitable brands which are consistent to their im-
age and characteristics. One of the key highlights that can be
taken from this study parallel to the characteristic of genera-
tion Z that has been mentioned previously, short content are
now much more  preferred.  This  conclusion  doesn9t  mean
that long content are now complete died but rather to have a
viral long-content post, the content must be distinguished,
target hot topic and creating with an attractive visualize.

Secondly, from the perspective of brand, the manager of
each brand can be based on the variables of this study which
are  the  influencer9s  specific  characteristics  to  build  their
brand criteria  when choosing co-operated influencers.  For
instance,  with  a  fashion  brand  that  focuses  on  providing
sporty clothes, the co-operated influencer of this brand must
have the attractiveness of healthy, dynamic, and fit; the in-
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terestingness  of  frequently  using  healthy  diet,  effective
workout  exercises,  etc.  This  study  provides  guidance  for
brands to have better and more effective influencer market-
ing.

In Vietnam context, the number of influencers is increas-
ing day by day due to the potential and the benefits that this
job can bring to them. However, not many influencers be-
come successful and actually gain benefits from this job due
to the characteristics of  this red ocean market.  Moreover,
from the side of brands, also because of the huge number of
influencers, it is hard to find a suitable collaborated influ-
encer to collab. As find out in this study, 6 independent vari-
ables include attractiveness, interestingness, expertise, trust-
worthiness, similarity, likability are the 6 top common fac-
tors that affect attitude towards both brand and influencer of
followers. The study suggests developing an app that allow
to connect influencer with brand. The category and the crite-
ria to assess influencer will be based on the result of this
study, which is the 6 top factors attractiveness, interesting-
ness, expertise, trustworthiness, similarity, likability.

B. Limitations and recommendations

1) Limitations

One of the limitations that this article has is that the char-
acteristics are not yet diverse. It is necessary to add, accord-
ing to the trend, stronger influencing factors, such as person-
alization.  Synthesizing from many available  models  to  be
able to develop a more complete chart and model to help
those who aspire to be KOL can find an easier path. Another
limitation is that the survey needs to be more diverse. Al-
though the number of surveys is spread evenly across three
regions of Vietnam, making the survey more general and ac-
curate, the number is not large enough to have a larger im-
pact to the reader.

2) Recommendations

There have been many directions for further development
of this study.

The  following  research  paper  needs  to  collect  a  lot  of
data, more characteristics must be added in. Not only that,
but this research article is also mainly aimed at the level of
user interest up to one KOL. To make the article more cer-
tain, it is necessary to study more aspects when KOL is a
brand representative to assess the extent of followers to a
particular brand.

This study only stops at a relative level, not exactly, the
next  research needs to  improve the  problem of  collecting
surveys in Gen Z and Gen Y age groups to assess the differ-
ence between each age group. That way, a KOL or a brand
can build a marketing strategy to the right target audience.

As partly show in the previous studies researching about
influencers and influencer marketing, the 6 mentioned inde-
pendent variables include attractiveness, interestingness, ex-
pertise, likability, similarity, trustworthiness also have direct
impacted on followers9 attitude toward brand. Therefore, for
further researching, this linkage should be focused and re-
searched more.

REFERENCES

[1] Statista,  "Statista,"  21  March  2021.  [Online].  Available:  https://
www.statista.com/statistics/433871/daily-social-media-usage-world-
wide/. [Accessed 7 June 2022].

[2] M. De Veirman, V. Cauberghe, L. Hudders, "Marketing through Insta-
gram influencers: the impact of number of followers and product di-
vergence on brand attitude," Journal of Retailing and Consumer Ser-

vices,  vol.  36,  no.  5,  pp.  798-828,  2017.  DOI:  0.1080/
02650487.2017.1348035.

[3] Z. Karagür, J. Becker, K. Klein and A. Edeling, "How, why, and when
disclosure type matters for influencer marketing," International Jour-

nal of Research in Marketing, vol. 39, no. 2, pp. 313-335, 2022. DOI:
10.1016/j.ijresmar.2021.09.006.

[4] C. Stubb, A.-G. Nyström, J. Colliander, "Influencer marketing: The
impact of dis-closing sponsorship compensation justification on spon-
sored content effectiveness," Journal of Communication Management,

vol. 23, no. 2, pp. 109-122, 2019. DOI: 10.1108/jcom-11-2018-0119.
[5] A. Audrezet, G. de Kerviler and J. Guidry Moulard, "Authenticity un-

der threat: When social media influencers need to go beyond self-pre-
sentation," Journal of Business Research, vol. 117, pp. 557-569, 2020.
DOI: 10.1016/j.jbusres.2018.07.008.

[6] Laura L. Lemon, Mariea G. Hoy, "#Sponsored #Ad: Agency Perspec-
tive on Influencer Marketing Campaigns,"  Journal of Current Issues

& Research in Advertising,  vol. 40, no. 3, pp. 258-274, 2018. DOI:
10.1080/10641734.2018.1521113.

[7] Yi  Bu,  Joy  Parkinson,  Park  Thaichon,  "Influencer  marketing:  Ho-
mophily, customer value co-creation behaviour and purchase inten-
tion,"  Journal  of  Retailing  and  Consumer  Services,  vol.  66,  2022.
DOI: 10.1016/j.jretconser.2021.102904.

[8] J.  Lee and B. Watkins, "YouTube vloggers'  influence on consumer
luxury  brand  perceptions  and  intentions,"  Journal  of  Business  Re-

search,  vol.  69,  no.  12,  pp.  5753-5760,  2016.  DOI:  10.1016/
j.jbusres.2016.04.171.

[9] C. Kastenholz, "Gen Z And The Rise Of Social Commerce," Forbes,
17  May  2021.  [Online].  Available:  https://www.forbes.com/sites/
forbesagencycouncil/2021/05/17/gen-z-and-the-rise-of-social-com-
merce/?sh=135cd60d251d. [Accessed 7 June 2022].

[10] PwC, <Thë h¿  Z �c  s�n  scng cho k{ nguygn s÷?,=  16 May 2022.
[Online].  Available:  https://www.pwc.com/vn/vn/publications/2021/
pwc-vietnam-digital-readiness-genz-vn.pdf.  [Accessed  29  October
2022].

[11] Samantha Kay, Rory Mulcahy, Joy Parkinson, "When less is more: the
impact  of  macro  and  micro  social  media  influencers9  disclosure,"
Journal  of  Marketing  Management,  vol.  36,  no.  3-4,  pp.  248-278,
2020. DOI: 10.1080/0267257x.2020.1718740.

[12] Nielsen,  <How to  engage with Generation  Z in Vietnam,=  October
2018.  [Online].  Available:  https://www.nielsen.com/insights/2018/
how-to-engage-with-generation-z-in-vietnam/.  [Accessed  29 October
2022].

[13] C. Campbell and J. Farrell, "More than meets the eye: The functional
components  underlying  influencer  marketing,"  Business  Horizons,
vol. 63, no. 4, pp. 469-479, 2020. DOI: 10.1016/j.bushor.2020.03.003.

[14] A. Audrezet, G. de Kerviler and J. Guidry Moulard, "Authenticity un-
der threat: When social media influencers need to go beyond self-pre-
sentation," Journal of Business Research, vol. 117, pp. 557-569, 2020.
DOI: 10.1016/j.jbusres.2018.07.008.

[15] C. Lou and S. Yuan, "Influencer Marketing: How Message Value and
Credibility Affect Consumer Trust of Branded Content on Social Me-
dia,"  Journal  of  Interactive  Advertising,  vol.  19,  no.  1,  pp.  58-73,
2019. DOI: 10.1080/15252019.2018.1533501.

[16] C. Ki, L. Cuevas, S. Chong and H. Lim, "Influencer marketing: Social
media influencers as human brands attaching to followers and yielding
positive marketing results by fulfilling needs,"  Journal of Retailing

and Consumer Services, vol. 55, p. 102133, 2020. DOI: 10.1016/j.jret-
conser.2020.102133.

[17] C. Ki and Y. Kim, "The mechanism by which social media influencers
persuade consumers: The role of consumers9 desire to mimic,"  Psy-

chology &amp; Marketing, vol. 36, no. 10, pp. 905-922, 2019. DOI:
10.1002/mar.21244.

[18] K. Giffin, "The contribution of studies of source credibility to a theory
of interpersonal trust in the communication process,"  Psychological

Bulletin, vol. 68, no. 2, pp. 104-120, 1967. DOI: 10.1037/h0024833.
[19] D. Albarracin and S. Shavitt, "Attitudes and Attitude Change," Annual

Review  of  Psychology,  vol.  69,  no.  1,  pp.  299-327,  2018.  DOI:
10.1146/annurev-psych-122216-011911.

[20] R. B Cialdini, Influence: Science and Practice. Boston, Pearson Edu-
cation.

[21] M. Reinhard, M. Messner and S. Sporer, "Explicit Persuasive Intent
and Its Impact on Success at Persuasion4The Determining Roles of
Attractiveness and Likeableness",  Journal of Consumer Psychology,
vol.  16,  no.  3,  pp.  249-259,  2006.  DOI:  10.1207/
s15327663jcp1603_7.

LE CHAU TRAN ET AL.: DEVELOPING INFLUENCER SELECTION CRITERIA FOR BRAND INFLUENCER MARKETING 255



[22] M. Reinhard and M. Messner, "The effects of source likeability and
need for cognition on advertising effectiveness under explicit persua-
sion,"  Journal  of  Consumer Behaviour,  vol.  8,  no.  4,  pp. 179-191,
2009. Available: 10.1002/cb.282.

[23] S. Kapitan and D. Silvera, "From digital media influencers to celebrity
endorsers:  attributions drive endorser effectiveness",  Marketing Let-

ters, vol.  27, no. 3, pp. 553-567, 2015. Available: 10.1007/s11002-
015-9363-0.

[24] S. Jin and J. Phua, "Following Celebrities9 Tweets About Brands: The
Impact  of Twitter-Based Electronic Word-of-Mouth on Consumers9
Source Credibility Perception, Buying Intention, and Social Identifica-
tion With Celebrities, Journal of Advertising, vol. 43, no. 2, pp. 181-
195, 2014. DOI: 10.1080/00913367.2013.827606.

[25] C. Lee and L. Ma, "News sharing in social media: The effect of grati-
fications and prior experience,"  Computers in Human Behavior, vol.
28, no. 2, pp. 331-339, 2012. DOI: 10.1016/j.chb.2011.10.002.

[26] S. Rieh, "Judgment of information quality and cognitive authority in
the Web,"  Journal of the American Society for Information Science

and Technology,  vol.  53, no.  2,  pp.  145-161, 2002. DOI: 10.1002/
asi.10017.

[27] L. Kahle and P. Homer, "Physical Attractiveness of the Celebrity En-
dorser: A Social Adaptation Perspective,"  Journal of Consumer Re-

search, vol. 11, no. 4, p. 954, 1985. DOI: 10.1086/209029.
[28] M.  Baker  and  G.  Churchill,  "The  Impact  of  Physically  Attractive

Models on Advertising Evaluations," Journal of Marketing Research,
vol. 14, no. 4, p. 538, 1977. DOI: 10.2307/3151194.

[29] C. Amos, G. Holmes and D. Strutton, "Exploring the relationship be-
tween celebrity endorser effects and advertising effectiveness," Inter-

national  Journal of Advertising,  vol.  27, no. 2,  pp. 209-234, 2008.
DOI: 10.1080/02650487.2008.11073052.

[30] M. Yu and P. Park, "The Effect of Comparative Advertising by Prod-
uct Involvement and Endorser", Advertising Research, vol. 104, p. 5,
2015. Available: 10.16914/ar.2015.104.5.

[31] B. Till and M. Busler, "The Match-Up Hypothesis: Physical Attrac-
tiveness, Expertise, and the Role of Fit on Brand Attitude, Purchase
Intent and Brand Beliefs", Journal of Advertising, vol. 29, no. 3, pp. 1-
13, 2000. Available: 10.1080/00913367.2000.10673613.

[32] W. Joseph, "The Credibility of Physically Attractive Communicators:
A Review",  Journal of Advertising, vol. 11, no. 3, pp. 15-24, 1982.
Available: 10.1080/00913367.1982.10672807.

[33] W. Sun, W. Gao and R. Geng, "The Impact of the Interactivity of In-
ternet Celebrity Anchors on Consumers9 Purchase Intention",  Fron-

tiers in Psychology, vol. 12, 2021.DOI: 10.3389/fpsyg.2021.757059.
[34] L. Bergkvist and K. Zhou, "Celebrity endorsements: a literature re-

view and research agenda", International Journal of Advertising, vol.
35,  no.  4,  pp.  642-663,  2016.  Available:  10.1080/02650487.
2015.1137537.

[35] S. Choi and N. Rifon, "It Is a Match: The Impact of Congruence be-
tween Celebrity Image and Consumer Ideal Self on Endorsement Ef-
fectiveness,"  Psychology &amp; Marketing, vol. 29, no. 9, pp. 639-
650, 2012. DOI: 10.1002/mar.20550.

[36] J.  Escalas  and  J.  Bettman,  "Self-Construal,  Reference  Groups,  and
Brand Meaning,"  Journal of Consumer Research, vol. 32, no. 3, pp.
378-389, 2005. DOI: 10.1086/497549. 

[37] S. O9Donohoe and A. Kelly, "Advertising and Promotion: An Inte-
grated Marketing Communications Approach," International Journal

of  Advertising,  vol.  29,  no.  3,  pp.  501-504,  2010.  DOI:  10.2501/
s0265048710201282.

[38] R. Hill, M. Fishbein and I. Ajzen, "Belief, Attitude, Intention and Be-
havior: An Introduction to Theory and Research," Contemporary So-

ciology, vol. 6, no. 2, p. 244, 1977. DOI: 10.2307/2065853.
[39] Phelps and M. Hoy, "The Aad-Ab-PI relationship in children: The im-

pact of brand familiarity and measurement timing,"  Psychology and

Marketing, vol. 13, no. 1, pp. 77-105, 1996. DOI: 10.1002/(sici)1520-
6793(199601)13:1<77::aid-mar5>3.0.co;2-m.

[40] S. Brown and D. Stayman, "Antecedents and Consequences of Atti-
tude  Toward the  Ad:  A Meta-Analysis,"  Journal  of  Consumer Re-

search, vol. 19, no. 1, p. 34, 1992. DOI: 10.1086/209284.
[41] S. Khamis, L. Ang and R. Welling, "Self-branding, 8micro-celebrity9

and the rise of Social Media Influencers," Celebrity Studies, vol. 8, no.
2, pp. 191-208, 2016. DOI: 10.1080/19392397.2016.1218292.

[42] Scott, D.M, "The new rules of marketing and PR: how to use social
media, online video, mobile applications, blogs, news releases and vi-
ral marketing to reach buyers directly,"  Choice Reviews Online, vol.
51, no. 08, pp. 51-4544-51-4544, 2014. DOI: 10.5860/choice.51-4544.

[43] C. Campbell and L. Marks, "Good native advertising isn9t a secret,"
Business Horizons, vol. 58, no. 6, pp. 599-606, 2015. DOI: 10.1016/
j.bushor.2015.06.003.

[44] N. Evans, J. Phua, J. Lim and H. Jun, "Disclosing Instagram Influ-
encer Advertising: The Effects of Disclosure Language on Advertising
Recognition, Attitudes, and Behavioral Intent," Journal of Interactive

Advertising,  vol.  17,  no.  2,  pp.  138-149,  2017.  DOI:  10.1080/
15252019.2017.1366885.

[45] Giles,  D.C & Edwards, L, "Twenty-First century celebrity: fame in
digital culture", Information, Communication &amp; Society, vol. 23,
no. 1, pp. 157-160, 2019. DOI: 10.1080/1369118x.2019.1682633.

[46] K. Lee and D. Koo, "Effects of attribute and valence of e-WOM on
message adoption: Moderating roles of subjective knowledge and reg-
ulatory  focus,"  Computers  in  Human Behavior,  vol.  28,  no.  5,  pp.
1974-1984, 2012. DOI: 10.1016/j.chb.2012.05.018.

[47] S. Wang, G. Kao and W. Ngamsiriudom, "Consumers' attitude of en-
dorser  credibility,  brand and intention  with  respect  to  celebrity  en-
dorsement of the airline sector,"  Journal of Air Transport Manage-

ment,  vol.  60,  pp.  10-17,  2017.  DOI:  10.1016/j.jairtraman.2016.
12.007.

[48] Z.  Serman and J.  Sims,  <How social  media influencers  affect  con-
sumers purchase  habit?,=  AIS Electronic Library (AISeL).  [Online].
DOI: https://aisel.aisnet.org/ukais2020/10/.

[49] M.  Thomson,  "Human  Brands:  Investigating  Antecedents  to  Con-
sumers9  Strong  Attachments  to  Celebrities,"  Journal  of  Marketing,
vol. 70, no. 3, pp. 104-119, 2006. DOI: 10.1509/jmkg.70.3.104.

[50] H. Lin, P. Bruning and H. Swarna, "Using online opinion leaders to
promote the hedonic and utilitarian value of products and services,"
Business  Horizons,  vol.  61,  no.  3,  pp.  431-442,  2018.  Available:
10.1016/j.bushor.2018.01.010.

[51] E. Croes and J. Bartels, "Young adults9 motivations for following so-
cial influencers and their relationship to identification and buying be-
havior,"  Computers in Human Behavior, vol. 124, p. 106910, 2021.
DOI: 10.1016/j.chb.2021.106910.

[52] R. Winer,  "New Communications Approaches in  Marketing: Issues
and Research Directions,"  Journal of Interactive Marketing, vol. 23,
no. 2, pp. 108-117, 2009. DOI: 10.1016/j.intmar.2009.02.004.

[53] A. Smock, N. Ellison, C. Lampe and D. Wohn, "Facebook as a toolkit:
A uses and gratification approach to unbundling feature use,"  Com-

puters in Human Behavior, vol. 27, no. 6, pp. 2322-2329, 2011. DOI:
10.1016/j.chb.2011.07.011.

[54] Katz, E, Blumler, J.G, Gurevitch, M 1974, 'The uses and gratifications
approach to mass communication', Sage Pubs, Beverly Hills, Califor-
nia.

[55] J.  Chae,  "Explaining  Females9  Envy  Toward  Social  Media  Influ-
encers,"  Media Psychology, vol. 21, no. 2, pp. 246-262, 2017. DOI:
10.1080/15213269.2017.1328312..

[56] C. Chen and Y. Lin, "What drives live-stream usage intention? The
perspectives of flow, entertainment,  social interaction, and endorse-
ment," Telematics and Informatics, vol. 35, no. 1, pp. 293-303, 2018.
DOI: 10.1016/j.tele.2017.12.003.

[57] B. Taillon, S. Mueller, C. Kowalczyk and D. Jones, "Understanding
the relationships between social media influencers and their followers:
the moderating role of closeness,"  Journal of Product &amp; Brand

Management, vol. 29, no. 6, pp. 767-782, 2020. DOI: 10.1108/jpbm-
03-2019-2292. of closeness

[58] S. Petroshius and K. Crocker, "An empirical analysis of spokesperson
characteristics on advertisement and product evaluations," Journal of

the Academy of Marketing Science, vol. 17, no. 3, pp. 217-225, 1989.
DOI:  10.1007/bf02729813.

[59] Bremner  2011.  The  Influence  of  Follower  Behaviour  on  Leaders9
Trust in Followers. Faculty of Graduate and Postdoctoral Studies.

[60] Liljander,  J.  Gummerus  and M. Söderlund,  "Young consumers9 re-
sponses to suspected covert and overt blog marketing,"  Internet Re-

search, vol. 25, no. 4, pp. 610-632, 2015. DOI:  10.1108/intr-02-2014-
0041.eee

[61] E. Djafarova and T. Bowes, "9Instagram made Me buy it9: Generation
Z impulse purchases in fashion industry,"  Journal of Retailing and

Consumer  Services,  vol.  59,  p.  102345,  2021.  DOI:  10.1016/j.jret-
conser.2020.102345.

[62] A. Schouten, L. Janssen and M. Verspaget, "Celebrity vs. Influencer
endorsements in advertising: the role of identification, credibility, and
Product-Endorser fit," International Journal of Advertising, vol.  39,
no. 2, pp. 258-281, 2019. DOI: 10.1080/02650487.2019.1634898.

[63] C. Hoffner and M. Buchanan, "Young Adults' Wishful Identification
With  Television  Characters:  The Role  of  Perceived  Similarity  and
Character Attributes," Media Psychology, vol. 7, no. 4, pp. 325-351,
2005. DOI: 10.1207/s1532785xmep0704_2.

[64] Gräve, J.F. 2017. <Exploring the perception of influencers vs. tradi-
tional celebrities: Are social media stars a new type of endorser?,= In

256 PROCEEDINGS OF THE ICRMAT. DA NANG CITY, 2022



Proceedings of the 8th International Conference on Social Media &

Society, p. 36. 

[65] Sheth, S, Kim, J, <Social media marketing: The effect of information
sharing, entertainment, emotional connection and peer pressure on the
attitude and purchase intentions,= GSTF Journal on Business Review,
vol. 5, pp. 62370. DOI: 10.5176/2010-4804_5.1.409

[66] M. Setia, <Methodology Series Module 2: Case-control Studies,=  In-

dian Journal of Dermatology, vol. 61, no. 2, pp. 14, 2016. DOI: 146.
10.4103/0019-5154.177773.

[67] I. Ahmed, S. Ishtiaq, <Reliability and validity Importance in Medical
Research,=  Journal of the Pakistan Medical Association. vol. 71, no.
10, 2021. DOI:10.47391/JPMA.06-861. 

[68] Prakash Yadav, G. and Rai, J., <The generation Z and their social me-
dia usage: A review and a research outline,= Global Journal of Enter-

prise Information System, vol. 9, no. 2, p. 110, 2017 DOI: 10.18311/
gjeis/2017/15748.

[69] AliciaMayle, <Generation Z: Patients and professionals,= The Ameri-
can  Academy  of  Audiology,  29-Jun-2022.  [Online].  Available:
https://www.audiology.org/generation-z-patients-and-professionals/.
[Accessed: 06-Mar-2023].

LE CHAU TRAN ET AL.: DEVELOPING INFLUENCER SELECTION CRITERIA FOR BRAND INFLUENCER MARKETING 257


