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Abstract
This study examined how social media influencers (SMIs), specifically food bloggers,
triggered purchase intentions through consumers’ desire to mimic as a mediating
variable. It was expected to find the key characteristics of food bloggers which need to be
considered to select the most effective food bloggers. In our hypotheses, 5 characteristics
which included attractiveness, expertise, informativeness, interaction and likability are
positively related with consumers’ desire to mimic, followed by consumers’ purchase
intentions. 164 Instagram users domiciled in Indonesia participated in our online survey,
but only 162 responses were valid. 3 questions which originally used to measure the
constructs were also taken out due to invalidity issues. Our results showed that only four
(attractiveness, expertise, interaction and likability) out of five food bloggers’ qualities
have positively affected consumers’ desire to mimic with significant result, following with
purchase intention. The only food bloggers’ quality which does not affect consumers’
mimicry desire is informativeness. The benefits of this study for scholars and practitioners
were discussed.
Keywords: desire to mimic, influencer marketing, Instagram, purchase intentions,
social media influencers, food bloggers

1. Introduction
As technology emerges, people’s lifestyles are changing. One of the biggest
phenomena as an impact of emerging technology is the growing number of social media
users and their habit to share every little thing they do or consume, such as traveling,
fashion, food, interior, and many more, through social media platforms, such as Youtube,
Instagram, Facebook, and Twitter. This phenomenon is happening globally, including in
Indonesia. According to the report of “Digital Around the World 2019”[1], 150 million
people in Indonesia who are equal to 56% of Indonesian citizens are social media users
with 3 hours and 16 minutes of average time of social media usage [2].
As social media users share a lot of things, information becomes widely available in
social media. People then started to rely on social media to find various ideas and
information, including when it comes to food[3], [4]. Previous research explains the
increasing number of consumers taking influencers advice for food and lifestyle compared
to business entities[4]. Driven by those facts, more business owners in Indonesia conduct
influencer marketing to promote their business and increase their sales[5]. 70% brands use
paid social media posts and 51% brands use influencer marketing. Both are categorized as
native ads with the highest effectiveness score [2], [5]. These are also applied in the food
service industry.
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In Indonesia nowadays, new restaurants owners usually invite numbers of influencers
who focus on food, called food bloggers, to their soft opening events. It shows how they
are believed to have that capability to give a huge and positive impact to the restaurants.
However, as the entry barrier to become a social media influencer is very low (almost
absolutely zero) and anyone who owns a social media account can be a food blogger [6],
it is highly possible for people to easily claim themselves as food bloggers. As a result,
selecting the right ones for their business is becoming more and more difficult. 41% of the
respondents surveyed by Sociabuzz in 2018[5] stated that the biggest challenge in
conducting influencer marketing is to find the right ones for the brands. We believe that
there are certain characteristics which need to be paid more attention to help them in
selecting the best influencer for their products.
Generally social media influencers who are deemed friendly and likable in a way that
they quite often interact with their followers through direct messages, live IG, or comment
section, have more followers than those who do not. People also consider their
attractiveness (i.e. the way they eat), informativeness (i.e. reliable and complete
information), and expertise. In this social media era, there are also people who decide
what to eat or drink based on suggestions from food bloggers merely because they have
FOMO (fear of missing out). Hence, as an influencer, being up to date is a must.
A few researchers analyzed celebrities / social media influencers’ characteristics and
their effect on purchase intention. Ki and Kim [7] found that attractiveness, prestige,
expertise, information, and interaction are five SMI’s influence attempts which indirectly
affect the targeted consumers’ performance outcomes in terms of sWOM and purchase
intentions, through targeted consumers’ attitudinal effects and their desire to mimic.
Sokolova and Kefi[8] found that both physical attractiveness and attitude homophily are
positively associated with social media influencers’ credibility; attitude homophily and
social attractiveness are both positively related to parasocial interaction; lastly, credibility
and para-social interaction are both positively associated with purchase intention.
Research done by Sokolova and Kefi[8] focused on beauty and fashion influencers in
France using two social media platforms, YouTube and Instagram. Awasthi and
Choraria[9] found that celebrity’s attractiveness and credibility affect consumers’
imitation behavior which in turn affect their attitude towards celebrity advertisement, then
finally affect their purchase intention.
However, none of them focused on food bloggers as social media influencers despite
people’s tendency to look for food advice from them before creating any purchase on
food nowadays. We also found that some people make a purchase after seeing food
bloggers’ posts merely because they aspire to the food bloggers’ lifestyle. This indicates
that consumers’ desire to mimic may affect their purchase intention. Study about
consumers’ mimicry desire as a mediating variable between food bloggers’ qualities and
purchase intention is still not available. As less researchers picked Indonesia as their
research setting on their studies about social media influencers, especially food bloggers,
this study is expected to fill the gaps and find the key characteristics of food bloggers
which highly and positively affect consumers’ desire to mimic and finally affect their
purchase intentions, among five characteristics (attractiveness, expertise, likability,
informativeness and interaction) selected by considering the phenomenon and the results
of previous studies.
To narrow the scopes further, it will only focus on Instagram as the third social media
with biggest daily active users globally [10] which helps 80% of its users in purchase
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decisions [11],and is also the fourth most active social media platform in Indonesia [12]
which remains as the main platform for influencer marketing success [5].
Lastly, this research is expected to get notable findings regarding food bloggers’
criteria which may help practitioners in selecting the best food blogger fit for their
business.

2. Literature Review
By sharing their personal lives, experiences and opinion in public through pictures,
video, texts, hashtags, etc, SMIs can be construed as independent third-party endorsers
who have developed sizable social networks [13], [14]. They are usually “regular people”
who have expertise in specific areas, as in food, beauty, and fashion, and have become
“online celebrities” in social media. When they are hired, their posts are expected to
influence and deliver messages to their followers in some ways the business owners wish
to.
One of a lot of factors which affect the influential attempt effectiveness is how the
audience sees the SMIs. If the SMIs are seen as experts, the audience’s purchase
intentions and behaviors can be affected positively[15]. If they see the SMIs as their role
models, their mimicry desire may rise [16], [17].This can be intentional or unintentional,
but when it comes to imitating or mimicking the consumption behavior of others, it is
often intentional. We assume that people’s desire to mimic SMIs is the thing that
influences them to buy products, services, or brands or posted it. Our focus is on
identifying values which are highly impactful to consumer’s desire to mimic, followed by
purchase intentions.
SMIs are recognized to be capable of mastering the e-WoM, that has a great impact on
consumers' purchase decisions[18], [19], [20]. Researchers have acknowledged several
values, such as attractiveness, expertise, likability, informativeness and interaction that
have been the reasons why SMIs are very influential to consumers.
Attractiveness is a visual attribute of an SMI that influences consumer’s belief and
attitude [21]. SMI with a good physical attractiveness can persuade consumers to become
the customer for the product. When consumers perceive the blogger as an expert and
his/her website has trustworthiness, the more attractive the content, the higher their trust
on messages delivered on the blog, and the more easily they are influenced by this word
of mouth, thereby increase their intention to consume the products introduced in the
article [22]. Likability can be addressed as social attractiveness which indicates to which
one feels similar to, or would like to befriend with SMI [23]. The information delivered
by SMIs are perceived to be more reliable compared to other sources [14] since they
explain the features or quality of the product or service as well as share their personal
experiences about it [24], [25], [26], [27]. Interaction is the primary factor which needs to
be maximized by social media influencers because it establishes their influential power
[28].
Other than choosing the right SMI, choosing the right media to promote the brands,
products, or services is also crucial. Nowadays, people rely a lot on Instagram. As a photo
sharing social media site, it has been growing rapidly [29]. Burney also found that on
average, brand engagement on Instagram is eight times higher than the ones on Facebook,
LinkedIn, Twitter, or Pinterest [30]. No wonder more than 500,000 brands use Instagram
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as media for promotion [31] and since it continues to grow and provide businesses with
more success, it has been addressed as the “King of Social Engagement” [32].
Considering those facts, this research will focus on food bloggers on Instagram.

Figure 1. Research Model

Based on previous studies, researchers found that the more attractive the social media
influencers, the more positive consumer attitude and the bigger consumers’ desire to
mimic [33], [34], [35]. In this research, we will see if it also works for food bloggers.
H1 : The perceived level of food blogger’s attractiveness will
positively affect consumer’s desire to mimic.
70% online purchase decisions are made when products are recommended [36]. When
they are recommended by influencers with higher credibility, it is more likable for
consumers’ purchase intention to be generated [37], [38]. One of two elements related to
information credibility is expertise which can affect consumer’s belief, opinions, attitudes
and behaviors [39]. However, there is not any research which showed that expertise
directly affects desire to mimic. Here researchers assume that food blogger’s expertise
will positively affect consumer’s desire to mimic.
H2 : The perceived level of food blogger’s expertise will positively
affect consumer’s desire to mimic.
Consumer’s attitude towards ads is influenced by informativeness [40], [41], [42],
[43], [44]. Social media usefulness and informativeness also positively influence
consumer purchase intentions [45], [46]. No research showed the correlation between
informativeness and consumer’s desire to mimic which in turn will affect consumer
purchase intentions. In this research, we assume that both informativeness and
consumer’s desire to mimic are positively correlated in case of food bloggers.

ISSN: 2005-4238 IJAST
Copyright ⓒ 2020 SERSC

8269

International Journal of Advanced Science and Technology
Vol. 29, No. 6, (2020), pp. 8266-8277

H3 : The perceived level of food blogger’s informativeness will
positively affect consumer’s desire to mimic.
Researchers found that social media influencers who have strong interaction with
consumers, have greater ability to attract consumers, gain consumer trust, and create
positive consumer attitude [47], [28], [48], [49], [50]. There is not any research available
which analyzes if interaction positively affects consumer’s desire to mimic. In this
research we will focus on food blogger interaction with their followers as following
hypotheses.
H4 : The perceived level of food blogger’s interaction will positively
affect consumer’s desire to mimic.
Social attractiveness is defined as likability to be friends. It is a kind of attractiveness
which is influential other than physical attractiveness [51]. Likable people are able to
influence consumer’s behavior and attitude [52] and it has been proven that likability to
the celebrity used in a perfume brand significantly affects consumers buying intention
[53]. Nevertheless, no studies analyzed about the causal relationship between likability
and purchase intention, mediated by desire to mimic. Here researchers assume that
likability will positively affect consumer’s desire to mimic.
H5 : The perceived level of food blogger’s likability will positively
affect consumer’s desire to mimic.
Based on the findings in the literature, consumer decisions are affected by mimicry
desire [54], [55]. So, it is assumed that the stronger a target consumer’s desire to mimic
SMIs, the higher his/her intentions to purchase the products that SMIs posted or endorsed.
Therefore, we propose the following hypothesis.
H6 : The higher consumer’s desire to mimic the SMI’s, the higher
his/her intentions to purchase the same products, service, or
brands SMIs endorse or post.

3. Methodology
Data collection will be done via a web survey using Google Forms. Measurement
items that were validated in two previous studies were adopted in order to make our
survey instrument. They are study about the role of consumers’ desire to mimic in social
media influencers’ process of persuading consumers, done by Ki & Kim [7], and study
about how Instagram and YouTube bloggers’ credibility and parasocial interaction
influence purchase intentions, done by Sokolova&Kefi[8]. The items were then modified
to fit our study context. The details of our survey instrument are shown in Table 1 as
follows.
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Table 1.Constructs & Indicators
Construct
Attractiveness

Indicator
Physical attractiveness
Appealing content

Expertise

Credibility
Content Attractiveness

Informativeness

Informative content

Interaction

Two-way communication
Fast response
Openness
Engagement level with followers

Likability

Social attractiveness

Mimicry desire

Motivation to have similarity

Purchase intention

Willingness to try

In order to qualify, respondents must be the ones who live in Indonesia, have
Instagram accounts and love exploring Instagram feeds about food. 164 respondents
participated in our online survey, but 2 data were taken out due invalidity issues. 60% of
respondents are female and 40% are male. 54% of the samples gathered consist of
respondents aged 26-35 years, 26% of the respondents are 16-25 years old, 12% of the
respondents are 36-45 years old, 6% of the respondents are 46-55 years old, and 2% of the
respondents are above 56 years old. 85% of the respondents are domiciled in West
Indonesia (Sumatra and Java), 13% of the respondents are from Central Indonesia (Bali,
Kalimantan, and Nusa Tenggara), and the remaining 2% are from East Indonesia
(Sulawesi, Maluku and Papua). More than half of the respondents (54%) mostly like to
upload their food photo on Instagram. 63% of our respondents know about food bloggers
through explore page on Instagram, followed by other Instagram accounts (55%),
recommendation from others (32%), searching using #hashtag (27%), using other social
media (19%) and others (4%).
The reasons why they followed food bloggers on Instagram are varied. Mostly follows
food bloggers to get ideas about where to eat and drink (36%), to do adventure shopping
(22%) and to find new places to eat and drink (19%). Almost half of our respondents
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(45.1%) picked anakjajan (Julia & Marius) as their favorite food blogger, followed by
eatandtreats (28%), myfunfoodiary (12.2%), foodescape_id (8.5%) and inijie (6.1%).
Before answering the questions related to the food blogger characteristics which are
assumed to affect consumers’ desire to mimic positively, each respondent was asked to
pick one food blogger who is closest to his/her favorite food blogger criteria. The blogger
s/he chose then was embedded in the remaining questionnaire. Survey items measured the
extent to which each respondent perceived that: (a) the Instagram food bloggers are
attractive and likeable, the Instagram contents showcase expertise, informative and
interactive; (b) s/he wishes to mimic the food blogger and intends to purchase products
the food blogger endorsed (or posted).

4. Results and Discussion
Since the research goal is to find the key characteristics / criteria of food bloggers to
ensure the effectiveness of social media marketing measured by its relation to mimicry
desire which followed by purchase intention, we will examine the proposed research
model by using structural equation modeling analysis (SEM) and SmartPLS program. It is
selected to test the hypotheses as the model contains quite a lot variables (constructs)
which are assumed to have causal relationships, inline with the results of researches done
by Fornell and Bookstein[56] and Hulland[57].
Validity test was then run in SmartPLS program to check if the research questions fit
to measure the constructs. According to the result, 3 research questions were invalid,
shown through the outer loading results which are below 0.70. The statement “I find his /
her Instagram contents visually appealing.” was not valid to measure attractiveness. The
statements “this blogger updates his / her content regularly.” and “I find (this blogger's
name)'s Instagram contents attractive.” were not valid to measure expertise. Those 3
statements were then taken out and the validity test was rerun. The result showed that all
statements were valid to measure the constructs.
Consistent PLS bootstrapping with 500 samples was used to evaluate the relevance of
the path coefficients. Only 5 out of 6 hypotheses were supported statistically. All social
media influencer’s attempts positively affect consumers’ desire to mimic except for
informativeness. The perceived level of food blogger’s attractiveness positively affects
consumer’s desire to mimic (H1: p – 0.007). The perceived level of food blogger’s
expertise positively affects consumer’s desire to mimic (H2 : p = 0.003). The perceived
level of food blogger’s informativeness does not affect consumer’s desire to mimic (H3: p
= 0.135). The perceived level of food bogger’s interaction positively affects consumer’s
desire to mimic (H4: p = 0). Moreover, there is a positive and significant relationship
between consumers’ perceived level of food blogger’s likability and their desire to mimic
(H5: p = 0.024). Lastly, the higher consumer’s desire to mimic the SMI’s, the higher
his/her intentions to purchase the same products, service, or brands SMIs endorse or post
(H6: p = 0).
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Table 3. Structural Model Evaluation and Hypotheses Tests

Hypothesis

Structural Path

Original
Sample
(O)

Sample
Mean
(M)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|)

P
Values

H1

Attractiveness ->
Mimicry Desire

0.177

0.177

0.066

2.686

0.007

H2

Expertise ->
Mimicry Desire

0.254

0.246

0.085

2.971

0.003

H3

Informativeness > Mimicry Desire

-0.12

-0.109

0.08

1.499

0.135

H4

Interaction ->
Mimicry Desire

0.32

0.322

0.088

3.645

0

H5

Likability ->
Mimicry Desire

0.189

0.196

0.083

2.27

0.024

H6

Mimicry Desire ->
Purchase
Intention

0.486

0.487

0.062

7.869

0

t - statistic > 1.96 = significant ; p < 0.05 = significant
Regarding the levels of R2, the model explains 48.3% of the variance of the mimicry
desire construct and 23.6% of the variance of purchase intention.
Our study adds to knowledge about social media influencer by finding the key
characteristic of food bloggers to create purchase intentions through the effect of desire to
mimic in the scope of Instagram. The concept of social media influencers have been
discussed in other studies, but not specifically in food bloggers. Our research is one of the
first studies in this topic using datasets collected from respondents living in Indonesia.
Using consumers’ desire to mimic as a mediating variable between food bloggers’
characteristics and purchase intentions, has become our distinctive point compared to
other researches which did not involve consumers’ mimicry desire.
This study investigated the combined effect of food bloggers’ attractiveness,
informativeness, interaction, expertise and likability to consumers’ desire to mimic. The
construct is based on a combination of previous studies about social media influencers[7],
[8]. In this study, it is found that food bloggers’ informativeness had a negative effect on
consumers’ desire to mimic. In other words, desire to mimic does not mediate food
bloggers’ informativeness to consumers’ purchase intention. Influencers’ informativeness
about the product does not make consumers want to imitate the lifestyle of food bloggers
themselves. Nonetheless, the other four constructs which are attractiveness, interaction,
expertise and likability, are proved to positively affect consumers’ desire to mimic.
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Notably, it is possible that purchase is not merely made because of consumers’
perceived value of the products, but also because of their view about the food bloggers.
Customers may create a purchase as they are inspired by food bloggers; they aspire to
have a similar lifestyle as the food bloggers to an extent where they are willing to try the
food and drinks appeared on the food bloggers’ Instagram posts. In other words,
consumers nowadays may not get through the traditional decision-making process of
recognizing a need, searching for information, and evaluating alternatives anymore [58].
Instead, their purchase decision can be indirectly influenced by social media influencers’
interaction, expertise, likability, and attractiveness which drive their desire to mimic the
influencers.
As social media marketing and influencer marketing are getting more common and
believed to be quite effective ways to reach targeted consumers, more marketing
practitioners choose to apply them in various industries, including food and beverages or
food service industry. Our findings offer some benefits for those who would like to
execute those strategies. First, our findings show that attractiveness, likability, expertise
and interaction are food bloggers’ qualities which positively affect consumers’ mimicry
desire and finally, affect their purchase intention. Nevertheless, informativeness is not
associated with their mimicry desire in the same way. Among four constructs which are
proven to have positive relationships with consumers’ mimicry desire, food bloggers’
interaction and expertise are the qualities which affect their mimicry desire the most.
These findings put additional factors to be considered by marketing practitioners in
selecting the right food blogger. Rather than simply examining food bloggers based on
their number of followers or posts, we suggest practitioners assess their attractiveness,
likability, and especially their interaction and expertise to increase the chances of
delivering the message successfully and stimulating consumers’ desire to mimic and in
turn, purchase intention.
Lastly, our findings show that it is important to grow consumers’ mimicry desire to
create purchase intention. Instead of simply paying attention to food bloggers’ influence
attempts on their impact to purchase intention, practitioners should evaluate their impact
on consumers’ desire to mimic first as it is proven to be the mediating variable between
food bloggers’ influence attempts and consumers’ purchase intention. It is noteworthy to
examine if the audience are motivated to have similarities with the food bloggers.
Despite contributing to both the literature and business, our study has some limitations
that open up possibilities for more research in the future. Our conceptual model and
hypotheses were tested only on Instagram platform. A lot of food bloggers are also active
in other social media platforms though. Aside from that, research which focuses on
certain categories, such as age categories or genders, is interesting to be conducted as it
may result in different findings considering people in different categories possess their
own characteristics. Lastly, our study focused on Indonesia as a research setting. Studies
in other research settings may reveal different results as the audience’s behavior in each
area is varied and affected by its own unique culture.
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