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Abstract

With the rise of social media, influencers have become key players in brand marketing,
leveraging their visibility and online reach. Firms actively collaborate with them to expand brand
exposure and influence consumer behavior. This study investigates the formation of para-social
interaction (PSI) between fans and influencers, and its effects on advertising effectiveness and
purchase intention. Based on 283 valid responses from users who follow influencers, results
show that Expertise is the most influential trait, significantly enhancing advertising
persuasiveness. Additionally, highly attractive influencers are more likely to evoke fan
identification and perceived Homophily. Subgroup analysis reveals differences in perceived
endorser-product fit, suggesting that audience characteristics may shape endorsement
evaluation. Compared to traditional celebrities, Influencers should strengthen their
Trustworthiness and endorse products within their area of Expertise to build a positive
advertising image and drive Purchase Intention. This study offers practical guidance for firms
to enhance trust-based and interactive communication with fans through more effective
Influencer marketing. This study provides practical insights for firms to foster trust-based
communication with fans and contributes theoretically by showing that emotional bonds

influence purchase intention indirectly through attitudinal mediation, enhancing understanding




of affective—cognitive dynamics in persuasion.
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