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Abstract We investigated the role of product-influencer congruence between social distance,
perceived authenticity and attitude toward ads. In particular, we focused on the mediating effect of
perceived authenticity on the relationship between social distance and attitude toward ads. Also, we
interested in the conditional indirect effect of product-influencer congruence on the mediation
process. For our purposes, data were collected from a convenience sample of 340 undergraduate
students at a large university in South Korea. Our results indicated that social distance is directly
related to the perceived authenticity and, consequently, affects attitude toward ads. Also, an indirect
effect of the perceived authenticity was significant on the low level of product-influencer
congruence and not in the high level. Our findings suggest that marketing managers should consider
the social media influencer’s authenticity and congruence between the product and the influencer.
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Table 1. Confirmatory factor analysis (N=340)
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. . Standardized Cronbach Composite Avgrage
Dimensions ltems - C.R. . Variance
Coefficient Alpha Reliability
Extracted
sd1 734
sd2 878 14.581"
Social Distance ” .83 .803 511
sd3 615 27.176
sd4 597 10.726"
pal .864
pa2 .894 22.176"
Perceived -
Authenticity pa3 .864 20.913 93 .864 659
pad .826 19.231"
pab 812 18.697"
aad1 .849
aad2 894 27.176"
Attitude toward Ads ” .94 .865 616
aad3 .838 22.895
aad4 .860 20.469"
Goodness-of-fit x%61=180.020 (p=.000), CMIN/df=2.951 TLI=.953, CFI=.903, RMSEA=.076

" pC01

Note. The first items of dimensions are fixed in the measurement model.
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Table 2. Descriptive statistics of constructs

1 2 3
1. Social Distance .850
2. Perceived Authenticity n7 748
3. Attitude toward Ads 385" .070 .785
Mean 463 4.52 3.45
SD 1.50 1.89 1.39
Skewness -.604 -.068 -.004
Kurtosis -.387 -1.136 -.500
o €05, "p .01

Note. N=340. Diagnoses are square roots of AVE.
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Table 3. Structural model results (N=340)
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ltl

FO/W) =a, (b, +b,W) = 1)
0.223(0.3494 (— 0.035* aut henticity))

Paths Standardized Coefficient Standardized C.R.
Error
Social Distance — Perceived Authenticity 152 055 2.737"
Social Distance — Attitude toward Ads 234 058 4.085"
Perceived Authenticity — Attitude toward Ads 347 .058 5.927"
Goodness-of-fit x%60=176.674 (p=.000), TLI=.953, CFI=.964, RMSEA=.076

“p .01

Table 4. Indirect Effect of perceived authenticity (N=340)

Indirect Path Standa.r@zed Standardized 95% Cl
Coefficient Error
Social Distance — Perceived Authenticity — Attitude toward Ads .035 .038 .008, .085
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Table 5. Conditional indirect effect of product-influencer congruence (N=340)

Predictors Unstandardized Coefficient ‘ Standardized Error ‘ C.R.
DV = Perceived Authenticity (R? = .024)
Constant 3.883 233 15.651"
Social Distance (a1) 223 078 28517
DV = Attitudes toward ads (R? = .254)
Constant -.331 .569 -.5681
Social Distance (a1) 501 076 5.692"
Perceived Authenticity (b1) 349 114 3.780™
Product-Influencer(P-1) Congruence (bs) 2.814"
Authenticity x Congruence ((bs) -.035 025 -1.406"
P-1 Congruence Boot Indirect Effect Boot SE Boot 95% LLCI Boot 95% ULCI
Low .064 .034 .008 137
High .031 .027 -.012 .090
Goodness-of-fit x%60=176.674 (p=.000), TLI=.953, CFl=.964, RMSEA=.076

"p €10, "p .05, "p (.01

Note. LLCI = Low Limit of Confidence Level,

Indirect Effect of P-I Congruence

ULCI = Upper Limit of Confidence Level, Boot Indirect Effect = Conditional
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