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Abstract

This study investigates how social media influencers' credibility stimulates self-
brand connection at social media influencers' follower. Data were collected from 397 social
media influencers' follower. Partial least squares structural equation modeling (PLS-SEM)
was employed to test the hypotheses.

The findings confirmed that the dimensions of social media influencers' credibility
(expertise — trustworthiness — similarity) significantly impacted self-brand connection. The
study also found that there is no significant effect of social media influencers' attractiveness
on self-brand connection. Finally, some theoretical and managerial implications of these
finding are discussed.

Key words: social media influencers - social media influencers' credibility — self-brand
connection.
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Social media influencers' credibility
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