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Abstract In recent years, the concept of influencer marketing has experienced rapid growth in both academia
and industry, leading to its emergence as a crucial consideration in the marketing strategies of many businesses.
Despite the significance and expansion of the influencer market, however, research on the topic has not kept
pace with its growth. Thus, this study seeks to address this gap by empirically analyzing the impact of
influencer characteristics on consumer behavior through the coexistence of buyers and providing an empirical
contribution to expand the relevant literature. To accomplish this, a survey was conducted with a sample of 400
individuals who had purchased a product through an influencer, and 384 responses were ultimately utilized in
the analysis. The results revealed that the attractiveness and empathy of influencers had a positive impact on
satisfaction among coexisting buyers, while also having a negative impact on dissatisfaction. In contrast,
expertise had no impact on satisfaction, but a positive impact on dissatisfaction. Moreover, satisfaction was
found to have a positive impact on brand image and recommendation intention, whereas dissatisfaction had a
negative impact on both. Overall, this study adds to the growing body of literature on influencer marketing by
providing empirical evidence of the impact of influencer characteristics on consumer behavior, specifically
through the lens of coexistence with buyers. These findings hold important implications for businesses looking
to develop effective influencer marketing strategies that can enhance their brand image and recommendation
intention among consumers.
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Estimate
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-0.2275x

0.21 7

-0.148+
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Table 4. Result of Hypothesis verification
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