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Abstract 

To understand the effectiveness of Influencer Marketing (IM), the study of consumer behavior regarding 
the influence plays a vital role. Without understanding behavioral approach towards the trend it is impossible 
to gauge the sustainability of the practice and the stability of the professional influencers, which is being, 
considered to be one of the lucrative freelancing in 21st century. In this paper, we propose a model based 
on the norm activation theory and the theory of planned behavior with the integration of influencing factors 
as a mediator and social media awareness as a moderator to bridge the gap between the intention and 
behavior.  
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1. INTRODUCTION 

Influencer marketing is one of the most in trend practices of the marketing arena. A 
growing number of organizations are using influencer marketing because they believe it 
provides an 11-fold return on investment over traditional marketing methods [1]. Using 
social media platforms like Instagram, Facebook, Twitter, and others to build emotional 
connections between customers, the businesses are attracting them through 
the influencers they're following, and are successful to reach a wider audience [2]. It is 
evident that the social media marketing and content marketing are frequently used in 
conjunction with influencer marketing. Campaigns involving influencers typically include 
some element of social media promotion, in which the influencers themselves are 
expected to help spread the word via their own personal networks. Influencer 
campaigns include some form of original creative work by the influencers themselves, 
either in support of the brands or by themselves in accordance to the brand's message 
[3]. Social media influencers who engage in such marketing constitute a new type of 
independent third-party endorsers who change audience opinions through blogs, tweets, 
and other promotional formats [4].  

Certain studies have been conducted to establish relation between influencer’s 
characteristics and purchase intention. [3] had emphasized on the utility of Source 
Credibility Theory [5] and Reference Group Theory [6] to understand the effect of 
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Influencer’s characteristics on the Purchase Intention through the communication-
persuasion matrix. In view to the rapid expansion of influencer marketing in different 
industries, it is critical to gain an understanding on the behavioral adoption of the practice 
and ascertain the intervention of influencer’s factor and social media awareness [7].  

Numerous firms have altered their marketing communication tactics in response to the 
rising popularity of social media, and they now rely more heavily on it to interact with 
customers. The popularity of social media influencers has grown because of this platform. 
These people have used it as a megaphone to convey their thoughts with huge audiences 
in an authentic way [8]. With the rise of social media platforms and user-generated 
content, IM began to become essential. Companies and companies started investing in 
the content of third-party social media channels to spread product information while still 
using their own social media channels to generate online buzz [9].  

The focus is to study the importance of the influencer’s marketing to the consumers and 
to propose a behavioral model in adoption of Influencer Marketing. Literature on the 
factors influencing IM adoption is abundant, and a wide variety of internal and external 
factors have been proven as having an impact on the uptake of different kinds of 
Influencer Marketing. Several qualities of the Influencers have been postulated and 
proved by researchers to influence the spread of the phenomena among the consumers 
[10]. They are being collectively used as the influencing factor in the study to understand 
their mediation in behavioral intention to behavioral adoption of the phenomenon.  

Social media awareness is a pre requisite to the adoption as without social media 
exposure and its awareness, it is impossible to get into the environment and that becomes 
the foundation for the necessary adoption. In order to bridge the gap between intentions 
and behaviors, this study reviews and integrates key concepts from the theory of planned 
behavior, the norm activation theory, incorporating influencing elements, and the social 
media awareness into a unified, powerful model. To improve our understanding of how to 
encourage widespread use of IM, this model synthesizes and expands upon previous 
research. This paper presents the ideas and various constructs that constitute the 
recommended conceptual framework for the adoption of IM.  

Norm Activation Theory (NAM) and Theory of Planned Behavior (TPB) are two separate 
frameworks for analysing human behaviour that have empirical basis. One can wonder if 
it is necessary to consider influencer marketing adoption as solely driven by either self-
interest or pro-social factors. Any new adoption can typically be the result of a combination 
of self-interest and pro-social considerations [11]. As a result, combining these two 
theories can provide complementary viewpoints to explain adoption behaviour. NAM 
focuses primarily on the altruistic assumptions that the personal norm is the driver of pro-
social behaviour and that pro-environmental action, according to TPB, is the result of a 
logical examination of personal costs and benefits. 
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2. THEORETICAL BACKGROUND 

By describing the relationships between various variables, a theory can be used to make 
predictions or provide explanations about the phenomenon/trends around us [12]. 
Researchers have utilised a wide variety of theories and models to describe the rise in 
popularity of Influencer Marketing [10]. This model will draw theoretical underpinnings 
from a variety of theories, including the Theory of planned behaviour (TPB) and the norms 
activation theory (NAT). In addition, NAT is considered to be one of the most powerful 
theories when it comes to value attitude behavior [13], as indicated by Jackson in his 
review on behavioural change [14]. The TPB is still an adjusted expectancy-value model. 
Since adoption of Influencer Marketing has transformed into a social phenomenon, we 
think that two ideas work well in this context of environmental friendly marketing strategy.  
Further, it has been discovered that integrated models of behaviour that combine social-
psychological and contextual characteristics enhance the predictive power of adoption 
[14]. [15] further suggested that the TPB be used in future behavioural and marketing 
studies by incorporating other ideas, constructing from multiple disciplines, and 
considering more relevant external elements in order to provide more accurate forecasts 
and implications. Influencing factors and Social Media Awareness has been integrated as 
a mediator and moderator respectively as the two external factors in the Influencer 
Marketing adoption intention to behavior model of the study. 

2.1. Theory of Planned Behavior 

Predicting an individual's intention to engage in a practice at a certain time and location 
is the goal of the theory of planned behaviour (TBP), which was first articulated by 
Fishbein and Ajzen [16] as the theory of reasoned action. Ajzen revised TBP in 1991 [17]. 
The TPB's overarching goal is to understand and predict individual and group behaviour. 
As this theoretical framework sees it, an individual's intentions are the most important 
consideration when trying to anticipate their actions. The motivational component 
necessary to generate the behaviour is part of the intention, as is an indication of the 
degree to which the individual is willing to exert effort to produce the behaviour. This 
primary variable would originate from three groups of causal factors: attitudes, normative 
belief, and self-perception. 

First, attitudes reflect a person's opinion of a conduct, whether it be favourable or 
detrimental. The individual's thoughts about the activity influence how they develop these 
attitudes. A number of qualities and outcomes that can be favorably or adversely 
assessed are connected to this behaviour. The individual links the conduct and its 
repercussions or adoption cost because of this assessment. This connection leads to 
attitudes, whose influence is proportional to how likely it is for a certain action to result in 
a given outcome [17]. As a result, attitudes are the outcome of a human's values and 
beliefs in relation to a certain action. Second, the normative beliefs reflects the perceived 
social pressure a person experiences to behave a particular way, whether that pressure 
comes from society at large or their immediate surroundings [17]. This criterion is based 
on the individual's normative beliefs, or the behaviour they believe is most acceptable in 
perspective of their social surroundings. The importance of the universal subjective 
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standard in predicting an individual's intention toward a conduct will depend on the 
strength of his or her normative ideas as well as their desire or willingness to do so. The 
last concept is perceived behavioral control, which is a person's estimation of how easy 
or difficult it will be for them to perform an activity [17]. The precise perception of 
behavioral control reflects the individual's ideas about the existence of internal or external 
elements that aid or obstruct the adoption of behaviour [18]. While task-specific 
requirements and other people's behaviour are external elements, perceived capacity and 
willpower are internal ones [19]. 

2.2. The Norm-Activation Theory 

According to the norm activation theory (NAT), behaviour is impacted by personal norms, 
which are in turn determined by awareness of the problem, its effects, and accountability 
[20]. According to Schwartz, the actualization of such action is directly related to the moral 
or personal standards being activated. From an ethical perspective, it relates to the sense 
of moral duty to act. As a result, the individual is not forced to adopt the intended behavior 
by outside forces. However, it is done for consistency, internal coherence between acts 
and convictions, or values. A range of prosocial intents and activities, including donating 
bone marrow or blood, have been successfully predicted using the NAT [21]. The 
Prosocial behaviour is defined as an action that benefits other people or perhaps the 
entire society [22]. Adopting Influencer Marketing indicates that the entire society might 
profit from doing so in terms of enhanced product/service awareness [23], the actual 
features and functionality [24], live demonstration of usability [25], cost efficient marketing 
strategy hence affecting product price [26], identifying authentic vendor/seller [27], 
awareness against being defrauded with duplicate products [28], hence it can also be 
categorized as a Prosocial behaviour. Numerous researches that support NAT in the 
context of behavioral adoption i.e., eco-innovation on green buying behavior [29], organic 
food purchasing intention [30], abiding to sustainable development goals in marketing 
research [31] have also been conducted in recent years. 

2.3. Influencing Factors 

Social media users frequently engage in the behavior of following influencers. The e-
influencers work to gain followers and strengthen their position of authority for financial 
gain [32]. Influencer marketing seems to be flourishing despite the COVID 19 crisis's 
continued effects. In a latest report of influencers, 70% said that their audiences had 
sought out their advice on the crisis and the stay-at-home directive. 36 percent reported 
that COVID 19 had led to "substantial" increases in engagement on their Instagram 
profiles, and 73 percent stated they had already started covering the problem in their 
posts [33]. [33] Has further identified the influencer’s authenticity, expertise in content 
creation, community management skills, trustworthiness and passion to be the most 
important factors to persuade and engage the followers. Influencer marketing, which is 
built on collaborating with well-known individuals to promote certain products, is an 
outgrowth of celebrity endorsement [34]. Influencer marketing, however, differs from 
traditional celebrity-endorsed advertising in that it occurs within the social media 
ecosystem, where famous mavens broadcast sponsored or unsponsored material to 
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followers who are genuinely interested in the influencers' daily activities and viewpoints 
[35]. The contents posted by the brands are perceived to be different from than those 
which are posted by the influencers [7]. Trustworthiness is a crucial influencing factor, 
which does not merely, depends on the promotional posts, and has a close link to the 
interaction procedure of the e-influencer [7]. For instance, social media influencers must 
actively engage in two-way dialogue with their followers while uploading catalog-style 
product photographs in order to encourage Para-social interaction and social presence 
that creates trustworthiness. They can make use of the various social commerce interface 
features, such as online chats, remarking, supporting, answering, liking, etc., to let 
consumers feel a stronger sense of social presence and closer PSI. The relationship 
between an influencer and their audience is based on trust, and this trust must exist in 
the relationship between an influencer and a company. This entails, among other things, 
being transparent with audiences about sponsored material, being fair in product 
evaluations and content, owning up to mistakes, and only contacting sponsors who are a 
good fit for audience and needs [36]. According to earlier research, one of the most crucial 
factors in influencer selection/following is perceived credibility [37]. Despite the possibility 
that attractiveness may have an instant impact on efficacy, [38] affirm that a celebrity's 
perceived credibility will have a much more lasting impact on a consumer's behaviour 
toward a brand. Credibility and trustworthiness are the foundations of recommendations 
and E-WOM, and influencers must be viewed as credible in order to persuade their 
followers. As a result, a credible influencer has a higher chance of influencing the 
followers' attitudes and intent to buy [39]. [40] Says that, the degree to which motivations 
are consistent with one another is known as congruence. Congruent motivations can aid 
in the formation of impressions and have an emotional impact on consumer reactions 
[41]. Similar outcomes might be expected in the area of influencer marketing. Higher 
purchase intentions and improved sentiments about the influencer could result from 
increasing the congruence of influencers to prospective customers [42]. Because they 
share similar personality features, a similar lifestyle, or comparable preferences, 
customers frequently copy influencers. Increased intentions to follow are the outcome of 
more congruence between influencers and potential customers, which demonstrates 
favourable opinions about influencers [43]. The influencing factors plays a vital role in the 
behavioral adoption of the phenomenon. 

2.4. Social Media Awareness 

The rise of marketing initiatives on social media offers executives and businesses a 
fantastic opportunity to find innovative ways to interact with their customers. Wrong social 
media selection results in unhappy customers, choosing the ideal social media and 
continually enhancing social media quality can help businesses survive [44]. More than 
two-thirds of Internet users utilize social media, one of the quickly expanding marketing 
platforms, and it provides previously unheard-of opportunities to build a brand. The ability 
of consumers to communicate with one another and engage in conversation will improve 
the quality of goods and services. One of the things the business owner can do to 
influence customer behaviour is to update the media material. This will benefit the 
consumer's unconscious mind and encourage loyalty to the brand or desired product 



Tianjin Daxue Xuebao (Ziran Kexue yu Gongcheng Jishu Ban)/ 
Journal of Tianjin University Science and Technology 
ISSN (Online):0493-2137 
E-Publication: Online Open Access 
Vol: 57 Issue: 04:2024 
DOI: 10.5281/zenodo.10963866 

 

April 2024 | 325 

while also creating a sense of trendiness and freshness. A sign of paying attention to 
customers those results in their positive response is customer-oriented behaviour or the 
design and production of products based on their needs and wishes. Continually raising 
the standard of the business's goods and services encourages customer loyalty and 
happiness, which encourages word-of-mouth advertising and lowers the likelihood that 
customers will shun potentially risky purchases [45]. Social media is the channel that best 
suits consumer preferences about goods and companies [46]. Customers now directly 
purchase things from businesses through social media, which has evolved into a business 
platform [47]. The effectiveness of the social media marketing plan ultimately depends on 
managers being able to recognize and comprehend the preferences and wants of their 
clients as well as the social media platforms where customers are engaged [48]. There 
are many similarities between customer behaviour in offline and online engagements. By 
the way, online behaviour differs from that of electronic media in several ways. In 
particular, it is feasible to claim that the Flow theory is a positive psychology notion used 
to define how consumers behave in electronic markets. The results demonstrate that flow 
theory has favourable effects on behavioral adoption [49]. Customers have the 
opportunity to develop stronger relationships with brands thanks to brand presences on 
social media websites. In other words, the emergence of social media could create new 
avenues for businesses and brands to connect with their target audiences. Any fully 
developed social network marketing qualities may offer a potent weapon for the 
sustainability of the brand, brand equity, and market [50].  

The impact of social media marketing on brand equity and customer reaction is 
moderated by flow theory. Therefore, it is reasonable to say that any social media 
marketing initiatives could be regarded as crucial tools for building a brand's reputation 
and attracting new clients [45]. In terms of consumer involvement, customer relationship 
management, and communication, social media has mainly been recognized as a useful 
tool that supports business marketing goals and strategies [51]. The role of social media 
influencers has gained significance in developing consumer’s attitude towards the brands 
[52]. Social media promotion is becoming a more popular strategy among brands in all 
sectors of business. It has been demonstrated that a company's performance may be 
extremely effectively predicted by the potential value of social media-related business 
goods [53].  

Social media marketing is the most basic, affordable, and effective technique to market a 
brand, according to numerous research. The most significant scientific advancement that 
has benefited a variety of commercial industries is internet technology. Building an online 
system to allow people to purchase the goods they require conveniently is a terrific idea 
[54]. The user's convenience must be taken into account while selecting a social media 
platform that is appropriate for marketing initiatives. Twitter, Facebook, YouTube, 
Instagram, and Snapchat are among the most widely used platforms. A large number of 
clients will be able to use social media marketing techniques due to their developmental 
and implementation progress which make purchases via online platforms fast and easily. 
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3. CONCEPTUAL FRAMEWORK AND PROPOSITIONS 

There are two primary divisions in this section. First, the proposed conceptual framework 
is introduced, and then its many components and the procedure for developing theories-
based propositions are defined in the next section. 

3.1. Conceptual Framework 

Researchers create conceptual models when they think that such a framework will be 
useful in describing the evolution of the phenomenon under study [55]. This is the 
researcher's way of delving into the issue at hand [56]. It has to do with the researcher's 
chosen framework for spreading and organizing knowledge, including the concepts, 
empirical studies, and core theoretical frameworks that form the basis of that framework 
[57]. 

The accompanying diagram depicts the TPB and NAT-based Influencer Marketing 
adoption framework that has been proposed. The TPB has been revised to improve its 
explanatory power in a variety of settings [58]. Examples of this kind of work include 
Sumaedi Sik et al. (2016), who combine the TPB with value theory and signaling theory 
to account for riders' intentions to reuse public transportation and provide an explanation 
for this behaviour [59]. In a randomised controlled trial, Jacobs et al. X have utilised a 
model that combines TPB and self-determination theory to explain participants' actions in 
the areas of exercise and diet [60].  

Regarding the surrounding environment, an integrated model of TPB and the NAT has 
been used to predict individuals' intention to reduce car use by Liu et al. (2017) [61], to 
predict waste sorting behaviour by Setiawan et al. (2020) [62], and by Rezaei et al. (2019) 
to study drivers of farmers' intention to use integrated pest management [63]. This study 
proposes a research model that combines the TPB and the NAT, with consumers' 
intentions serving as a direct predictor of Influencer Marketing's uptake. Then, according 
to [64], the adoption intention of influencer marketing is influenced by attitude, personal 
norms, and perceived behavioural control. The explanatory power of the TPB was much 
improved when individual moral norm was added as a construct [65]. Awareness of 
consequences [61] and normative beliefs [64] are the predictors of attitude and personal 
norms in their view. Because of the importance of understanding the causal connections 
between variables, we conclude by introducing influencing factors as a mediator and 
social media awareness as a moderator in the link between intention and adoption [66]. 
The following subsection elaborates on the hypotheses in the aforementioned framework. 

3.2. Proposed Model based on propositions 

As to what follows, research talk about the study's many hypotheses that emerged from 
the conceptual framework. 
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Figure 1: Proposed Model of Influencer Marketing Adoption 

3.2.1 The effect of Normative Beliefs regarding Influencer Marketing on Consumer 
Attitude and Personal Norms  

One of the key elements in the theory of planned behaviour is the idea of normative beliefs 
[67]. Despite the fact that the idea of normative beliefs is still comparatively underutilised 
in the marketing context as compared to the behavioural belief [10][53][68][69][70], it has 
been acknowledged as a fundamental component of motivation and action as well as a 
crucial mechanism for behavioural impact and improvement [71][72][73][74]. It is 
described as the perception of other people's expectations [75]. In existing studies of 
marketing, the role of normative belief has been instrumental to affect consumer attitude 
towards behavioural adoption, directly. According to the contribution of normative beliefs 
to personal norms, people used norms and beliefs as direction to evaluate whether a 
conduct was ethically acceptable or not [76]. In light of this, this study makes the claim 
that normative belief is a direct predictor of consumer attitude toward adoption of 
influencer marketing and personal ecological norm. 

Proposition 1 (Pr.1: P1):  Normative Belief is positively related to Personal ecological 
norm. 

Proposition 2 (Pr.2: P2):  Normative Belief is positively related to Consumer Attitude 
towards Influencer Marketing 
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3.2.2 The effect of Awareness of Consequences from Influencer Marketing on 
Consumer Attitude and Personal Norms 

The concept of awareness of consequences is derived from the norm activation theory. 
According to this view, a person's personal responsibility to engage in an action is 
activated when they are aware of the potential repercussions. This means that the more 
people are aware of the influencer marketing's benefits, the more pressure they will feel 
from others to use it and the more favourable opinions they will have of it. In existing and 
recent studies of  adoption, social commerce [74], m-banking [73], social marketing [77], 
social marketing in promoting sustainable healthy lifestyle [78], mobile payment system 
[79], consumer’s social networking site usage [80], agricultural e-marketing [68], etc. The 
following propositions are being made based on their findings: 

Proposition 3 (Pr.3: P3):  Awareness of consequences is affecting the consumer 
attitude towards Influencer Marketing 

Proposition 4 (Pr.4: P4): Awareness of consequences is affecting the personal 
ecological norm 

3.2.3 The effect of Personal Behavioral Control on Behavioral intention to adopt 
Influencer Marketing 

The perception of a behavioral difficulty in implementation is known as perceived 
behavioral control (PBC). PBC is the third immediate predictor of behavioral intention in 
the TBP, following attitude and perceived norms [81]. It was observed to have a 
considerable impact on people's intents to engage in pro-environmental activity when it 
comes to sustainable market approaches, such as buying organic food [82], complaining 
about the environment [83], utilizing green information technology [84], social media 
marketing [53] [69], agricultural e-marketing [68], AI in marketing [70]. Hence, there can 
be a proposal that: 

Proposition 5 (Pr.5: P5): Perceived Behavioral Control is directly influencing the 
behavioral intention to adopt Influencer Marketing 

3.2.4 The effect of Personal Norms on the Behavioral intention to adopt Influencer 
Marketing 

Self-expectations based on internalized beliefs are generally referred to as personal 
norms [85]. It is characterized by sentiments of personal obligation to engage in a certain 
conduct and demonstrates commitment with internalized beliefs [86]. Personal norms are 
favorably correlated with behaviour that is pro-environment, according to earlier studies 
[75][87]. With the rise in demand for green products, it is witnessed that the society and 
the consumers are getting more environment friendly and inclined towards the bio-friendly 
consumption [88]. The study has further revealed that a considerable part of consumer 
termed as ‘keen green’ is highly concerned about the environmental degradation, its 
consequences and do give due importance to their role and consumption pattern [88]. 
[89] Has also confirmed the concernedness towards environment through reduced usage 
of car. Influencer Marketing is the most in trend phenomenon within the scope of digital 
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marketing [90]. When the consumers are so much concerned about the sustainability 
approaches towards environment, the same should also get promoted in the marketing 
approaches. The inception of Influencer marketing is already creating wonders with 
content development, content management [91] and also making a space for income 
generation [92]. It is an enterprising avenue for brands, influencers as well as consumers. 
It is very crucial to understand the self-expectation from the adoption of influencer 
marketing. Additionally, the indirect influence of normative beliefs and awareness of 
consequences on the behavioral intention via personal norms was also supported by 
Zhang et al. (2017) [83] and Thogersen (2006) [93]. Therefore, it can be proposed: 

Proposition 6 (Pr.6: P6): Personal Norm is positively affecting the Behavioral Intention 
towards Influencer Marketing 

3.2.5 The effect of Consumer Attitude on the Behavioral intention to Adopt 
Influencer Marketing 

The attitudes that people hold regarding the behaviors they like or dislike are defined as 
such by the theory of planned behavior. The more intent a person has to engage in a 
behavior, the more positive their attitude about it will be [17]. Asadi et al. (2015) examined 
the choice to adopt green information technology using an integrated model of the TPB 
[84]. Their study's findings demonstrate a direct and advantageous association between 
behavioral intention to utilize green IT and attitude toward green IT. Previous studies in 
several marketing adoption has shown positive impact of consumer attitude on the 
intention to adopt. The intention to adopt Internet banking [94], m-wallet [95], e-shopping 
[96], electric vehicle [97] has evident impact of consumer’s favorableness (attitude). 
Additionally, according to Zhang et al., attitude strongly moderated the association 
between behavioral intention for environmental complaint and normative belief as well as 
the effect between awareness of consequences and intention [83]. Therefore, it can be 
said: 

Proposition 7 (Pr.7: P7): Consumer Attitude for Influencer Marketing is positively 
influencing the Intention to adopt Influencer Marketing practices 

Proposition 8 (Pr.8: P2-P7): Consumer Attitude towards IM mediates the relation 
between normative beliefs and intention to adopt IM. 

Proposition 9 (Pr.9: P4-P7): Consumer Attitude towards IM mediates the relation 
between Awareness of consequences and Intention to adopt IM. 

3.2.6 The Moderating Effect of Social Media Awareness in the relationship between 
Intention to adopt Influencer marketing and its Adoption 

Social media and its awareness among the consumers is the pre-requisite for the growth 
and popularization of Influencer Marketing. The social media platforms like FB, Instagram, 
Twitter, LinkedIn, Pinterest, Youtube works as the marketing platform for the brands and 
the influencers. New forms of communication are being made possible by the 
development and use of new technology, which is profoundly altering society. The 
expansion of numerous social networks, including Instagram, YouTube, and Twitter, has 
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been made possible by this advancement. Influential people, also known as influencers, 
have emerged as a result of the growth of these social networks, particularly Instagram. 
Virtual rooms' increased social presence fosters influencers' reliability and expands 
options for interaction with target audiences [98]. Influencers have transformed from 
unprofessional online personas seeking acceptance from the general public to a 
commercialized and established profession as a result of partnerships between 
"Instafamous" people and marketers [98]. Moreover, there are also some unethical side 
of the social media promoted influencer marketing as it has been seen that there are 
some evidences of unsustainable consumption and emotional labor [98]. So, it can be 
proposed that: 

Proposition 10 (Pr.10: P8): Social media awareness moderates the relation between the 
intention to adopt IM and its behavioral adoption 

3.2.7 The effect of Behavioral Intention on the Adoption of Influencer Marketing 

A crucial component of the concept of planned behavior is intention to adopt a specific 
action, and the stronger the intention, the more likely an individual will perform accordingly 
[99]. The people's willingness and tenacity determines their behavior. A person's 
subjective probability that they will carry out a particular behavior is referred to as 
behavioral intention [16]. According to the TPB, conduct is primarily determined by the 
intention to accomplish a task, making intention the primary predictor of behavior. 
Numerous researchers have established this connection [100]. Ali Abbasi et.al [101] has 
illustrated the importance of intention of consumers in adoption of social media marketing. 
According to Dalvi Esfahani et.al, the relevance of the intention to adopt green IS 
compared to other factors influencing adoption behavior has the most significant 
importance [102]. According to Bamberg and Möser, the influence of attitude, PBC, and 
moral norm on pro-environmental conduct is moderated by pro-environmental behavioral 
intention [64]. Keeping an eye on the above results, it can be proposed that: 

Proposition 11 (Pr.11: P9): Intention to adopt IM will positively influence the behavioral 
adoption of the phenomenon 

Proposition 12 (Pr.12: P6-P9): Intention acts as a mediating variable in the relation 
between Personal Norms regarding IM and the behavioral adoption of the phenomenon 

Proposition 13 (Pr.13: P7-P9): Intention mediates the relation between Consumer 
attitude towards IM and its behavioral adoption. 

3.2.8 The Mediation Effect of Influencing factors in the relationship between 
Behavioral Intention to Adoption of Influencer Marketing 

The role of influencer’s factor on the purchase intention of the consumers has been 
studied immensely and they are scattered in different texts from different countries 
throughout various industries. Factors like Uniqueness [103], trustworthiness [104], 
Perceived Credibility [105], Expertise [27], Physical attractiveness [27], Homophily [27] 
have immense impact on developing a behavior towards IM adoption. The interaction by 
Influencers are judged on various parameters where the influencing factors are important 
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to be considered. It is evident that people tends share more knowledge as they interact 
more and thus the interaction promotes knowledge acquisition [106] which can mediate 
between intention to adoption. The adoption of water quality techniques, disease control 
measures, and feed input procedures were all favorably predicted by interactions with 
extension services and input retailers, according to a study by Joffre et al. on the adoption 
of aquaculture technology and practices. Additionally, it has been determined that the 
frequency of interactions with extension services is a mediator that can explain the link 
between clustering and the adoption of water quality management methods [107]. It can 
be noted that the relevance of interaction and its frequency is very crucial for influencers 
to persuade the followers who are in turn the consumers of various brands [108]. 
Following the above, we propose that: 

Proposition 14 (Pr.14: P11): Influencing factors are positively influencing the behavioral 
adoption of IM. 

Proposition 15 (Pr.15: P10-P11): Influencing factors mediates the relation in between 
intention to adopt IM and the behavioral adoption of IM.  
 
4. CONCLUSION 

To fully comprehend the underlying elements that will motivate the consumers to embrace 
Influencer Marketing, a thorough understanding of the theory-based approach is required. 
The study will help to understand the sustainability of the Influencer Marketing as a new 
marketing ecosystem powered by social media. The gig economy is a great promoter of 
talent execution, expert content development and generating lucrative income for the 
individuals as well as cost efficient for brands in comparison to the traditional marketing 
forms. To match up the intention of supply side, the demand (consumer) side should also 
be supervised and understood critically. In order to better understand consumers' 
adoption of IM, we proposed numerous proposals in this research based on an integrated 
model of the TPB and NAT with the mediating role of Influencing Factors and the 
moderating effect of social media awareness in the intention-behavior relation. The 
"intention-behavior gap" is the term used to describe the discrepancy between what some 
people plan to do and what they actually do to improve their behavior. This study focused 
on building blocks that can assist decision-makers (marketers, strategic policy makers, 
influencers) in bridging the gap between consumers' intentions and actual behavior and 
turning those intentions into sustainable actions. According to our hypothesis, people with 
high levels of "awareness of consequences," "normative beliefs," and "personal norms" 
will also have high levels of "personal norms," as well as a positive "attitude toward IM." 
While strong "personal norms" will encourage an "intention to adopt IM," along with a 
positive "attitude toward IM" and "perceived behavioral control." Then, this desire may 
encourage them to take direct action or to do so by engaging with more people in their 
network which will work as e-WOM, and they may start developing relevant behaviors. 
The final claim asserts that the link between a consumer's intention and IM adoption is 
better the higher their adherence to the influencing factors. A hypothesis will result from 
several propositions and then be objectively evaluated in subsequent studies. 
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