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Abstract
The objective of this study was to gain insights in how social media influencers (SMIs) can present themselves to
strengthen the parasocial relationship (PSR) with their followers, which eventually can contribute to the
effectiveness and performance of influencer marketing campaigns. Results of the online questionnaire among 192
SMI-followers revealed that both authentic self-presentation (i.e. actual self-congruence) and ideal selfpresentation (i.e. ideal self-congruence) of a SMI can strengthen the PSRs with their followers. Counter to the
expectations, the effect of self-congruence on PSR strength was not moderated by materialistic values. However,
findings revealed that which self-presentation strategy is most effective in strengthening PSR depends on SMIfollowers’ age and their involvement in SMI-following. When SMI-followers are highly involved in their
following, the formation of strong PSRs can only be supported by actual self-congruent SMIs, in contrast to ideal
self-congruent SMIs. In addition, positive effect of actual self-congruence on PSR strength is stronger for younger
SMI-followers and disappears for SMI-followers above 29 years. From that age, only improving the involvement
of SMI-followers positively strengthens PSRs of already highly involved SMIs. When followers’ involvement in
SMI-following is low, both types of self-congruence can be beneficial in establishing strong PSRs and SMIfollowers’ age should be considered. If SMI-followers are less involved and aged 15-22, an authentic selfpresentation strategy seems most effective for increasing PSR strength, whereas for less involved SMI-followers
above this age an aspirational strategy is more favorable. Moreover, the present study revealed that involvement
in SMI-following plays a significant role in strengthening PSRs. Finally, findings exposed that both materialistic
values success and medicine indirectly strengthen PSRs, which helps explain why, especially younger people, are
becoming more materialistic.

Keywords: parasocial relationship, influencer marketing, self-congruence, materialistic values
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Chapter 1 Introduction
Due to the shift from the offline towards the online domain and the growth of digital and social media in terms of
usage and advertising expenditures, marketeers realize that social media is playing an important role in reaching
out to customers and building customer relationships (Teng, Khong & Goh, 2014). With almost three-fourth of
consumers relying on social media to influence their purchasing decisions, the advertising industry came up with
new innovative strategies for the online domain, such as influencer marketing (Childers, Lemon & Hoy, 2019).
Influencer marketing is defined as promoting brands through the use of key individuals, who exert influence over
potential buyers to drive brand awareness and/or purchase decisions (Brown & Hayes, 2008). The key individuals
of interest in the present study are social media influencers (SMIs), defined as those who have a large number of
followers and shape the attitude of their audience by regularly posting valuable content on social media (Freberg,
K., Graham, Mcgaughey & Freberg, L.A., 2011; Lou & Yuan, 2019).
Currently, influencer marketing is seen as the second most effective advertising strategy compared to
other media (e.g. magazine advertising) (Audrezet, Kerviler & Moulard, 2018). The use of SMIs will increase, as
the popularity of influencer marketing has been growing exponentially and marketeers are still planning to increase
their budget on influencer marketing (Lou & Yuan, 2019).
A report on social media trends shows that 94% of marketers who have used influencer marketing
experienced it as an effective practice (Ahmad, 2018). Previous research suggests that the parasocial relationship
(PSR) between the digital celebrities/SMIs and social-network-site users contributes to influencer marketing’
effectiveness in terms of purchase intention and electronic word-of-mouth intention (Hwang & Zhang, 2018; Kim,
Ko & Kim, 2015; Lou & Kim, 2019). PSR refers to an illusionary, enduring online interpersonal relationship that
individuals develop with a mediated performer – in the present context; the SMI (Bond, 2016; Dibble, Hartmann
& Rosaen, 2016). Whereas interpersonal interaction with people in real-life can result in interpersonal
relationships, parasocial interaction (PSI) with SMIs online can also lead to parasocial relationships (Chen, 2016).
PSI is an illusionary experience in which consumers interact with media personae as if they are present and
engaged in a reciprocal relationship (Labrecque, 2014). According to Perse and Rubin (1989), PSI could be even
considered as a friendship with media personae (i.e. the SMIs) in which individuals feel that they know and
understand the media personae in the same intimate way as with ‘real’ friends. In fact, repeated exposure to content
of and interaction with SMIs can lead to parasocial relationship enhancement between SMIs and their followers
(Bond, 2016; Chen, 2016; Kurtin, O’Brien, Roy, & Dam, 2018). Consequently, customer responses are influenced
by their PSRs. In fact, previous research found PSR to be positively related with materialism, brand perceptions,
electronic word-of-mouth intention and purchase intention towards endorsed products (Colliander & Dahlén,
2011; Hwang & Zhang, 2018; Kim et al., 2015; Lee & Watkins, 2016; Lou & Kim, 2019). The present study
investigates how SMIs could present themselves to strengthen the PSRs with their followers, which eventually
could improve influencer marketing’ effectiveness.
A lot of SMIs are posting ‘perfect’ content (e.g. pictures) about their ‘ideal’ life. Is this effective for strengthening
PSRs with their followers, or are they more likely to develop strong PSRs when SMIs are posting ‘real’ content?
This question can be linked to self-congruence theory, which distinguishes two type of self-images: actual self and
ideal self (Malär, Krohmer, Hoyer & Nyffenegger, 2011). The actual self relates to how someone sees his/herself
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currently and is based on the perceived reality of oneself, whereas the ideal self is the person who he/she wants to
be or aspires to become (Malär et al., 2011). Previous research applied the self-congruence theory to brand-related
concepts, in which self-congruence is achieved when there is a perceived overlap between either their actual- or
the ideal self and the brand’s personality or image (e.g. Aaker, 1999; Sirgy, 1982). In other words, when a
consumer believes that their ideal- or actual self fits the brand’s personality, they experience self-congruence,
which commonly leads to positive customer responses (e.g. Aguirre-Rodriquez, Bosnjak, & Sirgy, 2012).
For consumers who are looking for reality and authenticity in marketing messages, the actual self seems
to be growing in importance (Gilmore & Pine, 2007). Many firms seem to increasingly favour an authentic
branding approach (i.e. tailored to consumers’ actual self). Still, other companies focus on ideal beauty in their
marketing campaigns (i.e. representing consumers’ ideal self) (Malär et al., 2011). The ideal self seems to be
important, because many consumers like brands that represent an aspiration, something that they want to become
(Sirgy, 1982). An example of a brand applying authentic branding is Dove, which developed the “Campaign for
Real Beauty”, aiming to inspire woman to love themselves the way they are. Dove’s twitter post, as shown in
figure 1, was a response to the Victoria Secret’s “Perfect Body” campaign. The latter campaign represents
aspirational branding, as it is aiming to reflect consumers’ ideal image of “perfect” bodies.
Similar to brands and their personalities, SMIs could present themselves aspirational (e.g. only posting
“perfect” pictures, aiming to represent followers’ ideal self) or authentic (i.e. staying close to followers’ actual
selves, posting “real” pictures). Although influencer marketing is growing, limited research has paid attention to
how the way SMIs present themselves affects their followers’ responses. The PSR strength between SMIs and
their followers is the dependent variable in the present study, since it is found to be an important indicator of
influencer marketing’ effectiveness (Hwang & Zhang, 2018; Lou & Kim, 2019).

Figure 1 Dove's Campaign for Real Beauty and Victoria Secret’s “The Perfect Body” Campaign

Past studies show that the effects of actual- and/or ideal self-congruence on consumer responses (e.g. attitudes,
intentions, cognitions and behaviours) depends on one’s self-esteem, public-consciousness, product involvement
(Malär et al., 2011), temporal focus (Tan, Salo, Juntunen & Kumar, 2018), self-congruity motives and cognitive
components (Aguirre-Rodriguez et al., 2012). The study at hand adds to the self-congruence literature by including
materialistic values as a moderator in the relationship between self-congruence and PSR strength in the domain of
influencer marketing.
Over generations, materialism is increasing, and the antecedents and causes of materialism have become
a widespread topic among scholars (e.g. Kasser, Ryan, Couchman & Sheldon, 2004; Twenge & Kasser, 2013).
Materialism is an enduring life value system, which emphasizes the importance of possessions and ownership of
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material goods to achieve success and happiness (Richins & Dawson, 1992). Richins and Dawson (1992)
distinguish three subtypes/values of materialism: acquisition centrality, possession-defined success and acquisition
as the pursuit of happiness. First of all, acquisition centrality, which involves placing possessions and their
acquisition at the centre of life (Richins, 1994). In this subtype, possessions are a material mirth (Pieters, 2013).
Secondly, possession-defined success, which is the value that possessions have as a measure of how successful
someone is in their life (Pieters, 2013). Here, material possessions are used to socially compare oneself with others.
In the latter subtype, possessions are a material measure of success (Pieters, 2013). Finally, acquisition as the
pursuit of happiness is the value that possessions have in order to improve someone’s happiness. This subtype
involves a temporal comparison with the present and a better future, including more possessions (Pieters, 2013).
In the acquisition as the pursuit of happiness subtype, possessions are a medicine to improve someone’s happiness
(Pieters, 2013).
The materialistic values are expected to moderate the relationship between self-congruence and PSR
strength, as they can be linked to a temporal focus and a degree of self-enhancement sought component, which
both moderate the relationship between self-congruence and customer responses, as found in previous research
(Tan et al., 2018; Aguirre-Rodriquez et al., 2012). Temporal focus is the attention individuals pay to thinking about
the past, present or future (Shipp, Edward & Lambert, 2009). Tan et al. (2018) examined the link between temporal
focus and self-congruence and found that individuals who are thinking about the future (present) are more likely
to associate them with ideal self-congruence (actual self-congruence). In addition, Aguirre-Rodriquez et al. (2012)
found that the degree of self-enhancement sought moderates the relationship between self-congruence and
consumers’ attitudes, intention and behaviour. The degree of self-enhancement sought includes consistency
motives and self-enhancement motives, where consistency motives relate to consumers wanting to maintain their
actual self and self-enhancement motives relate to consumers that want to achieve their ideal self.
As the three materialistic values (mirth, success, medicine) can either by linked to a present focus or future
focus and to consistency motives or self-enhancement motives, it is expected that the three materialistic values
could moderate the relationship between actual- and ideal self-congruence and PSR strength.

Research question
The main research question is formulated as following:
What is the effect of actual self-congruence and ideal self-congruence between SMIs and their followers on the
strength of the parasocial relationship between them, and does this effect depend on the materialistic values of the
SMI-followers?

Contribution and relevance
The objective of this study is to gain insights in how SMIs could present themselves to strengthen the PSRs with
their followers. Although the use of influencer marketing is growing (Lou & Yuan, 2019), limited research has
paid attention to how the self-presentation of SMIs affects their followers’ responses. For practitioners, the present
study is relevant, as it adds new insights to an increasingly used advertising strategy by companies nowadays.
Since PSR strength contributes to the effectiveness and performance of influencer marketing (Hwang & Zhang,
2018; Lou & Kim, 2019), it is practically relevant for marketeers to see how PSR can be strengthened and whether
this has to do with the self-presentation of a SMI.
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Additionally, the present study provides some theoretical contributions. Although there is a lot of research
about self-congruence, there is a lack of research regarding self-congruence in the online domain and within the
consumer-SMI-, instead of the customer-brand relationship. Hence, the first contribution to existing literature
concerns applying the self-congruence theory in a relatively new and expanding online domain: influencer
marketing. The second contribution of the present study relates to examining self-congruence between consumers’
actual- and/or ideal selves and the self-presentation of SMIs, instead of brand-related concepts (e.g. brand’s
personality and brand image). To the best of my knowledge, to date, there is no research that applies selfcongruence to the consumer-SMI- instead of the consumer-brand relationship. Besides, previous research focused
on self-congruence in relationship to several consumer responses (e.g. emotional brand attachment; Malär et al.
2011). However, the relationship between self-congruence and PSR strength as outcome variable is not researched
before. Moreover, although previous research showed that they are a lot of moderators in the relationship between
self-congruence and consumer responses, there is no existing literature about whether materialistic values impact
this relationship. Including materialistic values as a moderator is relevant because it broadens our understanding
of how self-congruence varies across different conditions and people are becoming more materialistic over
generations (Twenge & Kasser, 2013), partly due to influencer marketing (Islam et al., 2018; Lou & Kim, 2019).
The remainder of the study at hand proceeds as follows. In the next section, the key concepts, underlying
theories and hypothesis development will be discussed. In chapter 3, there will be elaborated upon the
methodology, including the method, sample, procedure, measurement of all key concepts and research ethics. In
chapter 4, the most relevant results will be presented. Afterwards, in chapter 5, the discussion and conclusion will
be deliberated, and their will elaborated upon the implications, limitations and avenues for further research.
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Chapter 2 Literature review
Key concepts
Social Media Influencer and their followers
According to Freberg et al. (2011), SMIs represent a new type of independent party endorsers who shape the
attitude of their audience through the use of social media. Lou and Yuan (2019, p. 59) define a SMI as: “the first
and foremost a content generator: one who has a status of expertise in a specific area, who has cultivated a sizable
number of captive followers— who are of marketing value to brands—by regularly producing valuable content
via social media’’. In the present study, SMIs are defined as those who have a large number of followers and shape
the attitude of their audience by regularly posting valuable content on social media. The definition of Freberg et
al. (2011) includes the term “endorsers” to describe SMIs. However, in contrast to endorses, who are celebrities
or public figures who are well-known through traditional media, SMIs can be seen as “regular people” who have
become likeable online celebrities with high visibility by creating and posting viral content on social media (Lou
& Yuan, 2019). In fact, SMIs attract their substantial number of followers by producing valuable content and profit
from promoting sponsored content to their audience (Lou & Yuan, 2019).
Influencer marketing is defined as promoting brands through the use of key individuals - in this case SMIs
- who exert influence over potential buyers to drive brand awareness and/or purchase decisions (Brown & Hayes,
2008). Marketeers and brands select and invest in SMIs to create and/or promote their branded content to these
potential buyers, which include both SMIs’ followers and the brands’ target consumers (Yodel, 2017). In the
present study, SMI-followers are defined as individuals who follow at least one SMI. Importantly, this definition
also includes individuals who are regularly looking for content of a SMI on a social media channel (such as
Youtube, Instagram or Twitter) without actually subscribing to and/or following an account of a SMI.
According to Hund (2019), the rise of SMIs is driven by a couple of drivers: individuals wanting to be
persuasive online, advertisers who are increasing their budgets on social media where SMIs have potential for
selling products, tools of social media companies that advance these activities and marketing(-related) agencies
whose developments improve these activities (e.g. the development of online metric platforms to measure
influence).
Marketing activities oriented around SMIs include them expressing their opinions in product reviews,
offering tips on product usage and posting pictures and/or videos containing products and/or services (Audrezet et
al., 2018). Currently, SMIs constantly promote sponsored products to their audience, which can drive audience’
interests in material possessions (Lou & Kim, 2019). In fact, research revealed that social comparison with SMIs
positively relates with adolescents’ materialism, which in turn increases purchase intention (Islam et al., 2018).

Self-congruence
The self-concept – an understanding of who and what we are (Aaker, 1999) – exists of two types of self-images:
the actual self and the ideal self (Malär et al., 2011). As previously stated, the actual self relates to how someone
sees his/herself currently and is based on the perceived reality of oneself. The ideal self is the person who he/she
wants to be or aspires to become and is shaped by imagination (Malär et al., 2011). Self-congruence is achieved
when there is a perceived overlap between either individuals’ actual- or ideal self.
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Previous research focused on self-congruence with individuals’ self-images and the brand-related
concepts, such as brand’s personality, brand image and brand user- or brand usage imagery (Aaker, 1999; Liu, Li,
Mizerski & Soh, 2012; Sirgy, 1982). A brand can attribute human characteristics or traits to a brand to create a
brand personality, which can help consumers express their self-concept (Aaker, 1999; Sirgy, 1982). For instance,
using Apple products helps individuals expressing their personal identity of being creative and non-corporate.
Where brands are building humanized brand personalities, SMIs try to process their personalities into personal
brands as well (Hund, 2019). In other words, not only brands of products and/or services, but also SMIs can be
branded and perceived as brands (Hund, 2019; Keller, 2013). As individuals use brands to express their selfconcept, individuals could also use SMIs as a way to express his/her own self-concept. Hence, self-congruence
could not only be applicable to consumer-brand-, but also to consumer-SMI relationships.
In general, self-congruence leads to positive affective, attitudinal and behavioural consumer responses
Aguirre-Rodriquez et al., 2012; Tan et al., 2018), such as stronger brand loyalty (Sirgy, 1982), emotional brand
attachment (Malär et al., 2011) and greater purchase intention (Kressmann et al., 2006). In addition, prior research
suggests that both ideal self-congruence and actual self-congruence could lead to favourable customer responses,
depending on the situation (Malär et al., 2011). To illustrate this, Malär et al. (2011) showed that actual selfcongruence has the greatest positive impact on emotional brand attachment. However, when self-esteem, public
self-consciousness and product involvement were low, the impact of ideal self-congruence on emotional brand
attachment increased. The present study goes further into self-congruence research by examining whether actualand ideal self-congruence also differ in their relation to PSR strength between SMIs and their followers and
whether this depends on SMI-followers’ materialistic values.

Self-presentation
Self-presentation originated from the sociological studies of Goffman (1959), who suggested that self-presentation
is the intended and tangible component of identity. By consistently performing coherent and complementary
behaviour, individuals want to project a desired impression, which is identified as impression management
(Goffmann. 1959; Schau & Gilly, 2003). In the present study, self-presentation is defined as an individual
disclosing personal information to others (Chen, 2016). The online environment allows individuals to present
themselves using digital rather than physical referents (e.g. material objects and places, such as symbols, signs and
brands) (Schau & Gilly, 2003). Chen (2016) suggests that self-presentation in online environments is easier for
some people than self-presentation to a physically close person due to the pressure of social desirability and the
potential to interact anonymously. In line with this, online self-presentation enables the expression of latent
identities or aspects that are hard to express in real life (Chen, 2016; Schau & Gilly, 2003). Therfore, the online
domain gives both SMIs and their followers the freedom to present themselves as whatever or whoever they want
to be (Castells, 2000; Chen, 2016).
Prior research focused on the consumer-brand relationship when applying the self-congruence theory,
where the brand’s personality, brand image and brand user- or brand usage imagery was the reference point for
congruence for consumers (e.g. Aguirre-Rodriquez et al., 2012). The study at hand focuses on the customer-SMI
relationship, where the ideal- (i.e. aspirational) or actual (i.e. authentic) self-presentation of the SMI is the point
of reference for congruence for SMI-followers. Authentic branding refers to positioning a brand as means of
representing consumers’ actual self, whereas aspirational branding is related to highlighting the brand’s ability to
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reflect consumers’ ideal self (Malär et al., 2011). As previously illustrated by the example of Dove and Victoria
Secret, brands can apply authentic- or aspirational branding. Just as brands, SMIs could present themselves
authentically or aspirational, by focusing on reflecting followers’ actual self or followers’ ideal self. Likewise, the
authentic self-presentation of the SMI fits actual self-congruence, whereas the aspirational self-presentation fits
ideal self-congruence when SMI’s self-presentation fits followers’ actual- and ideal self respectively. To illustrate,
Nikkie de Jager (see figure 2), is originally a make-up artist who became popular via social media (e.g. YouTube
and Instagram). We consider her to present herself authentically, as she is not only showing “perfect” pictures and
often includes photos before and after her makeup routine. In addition, she is focusing on followers’ actual self by
reminding followers that they are good the way they are and to be their own inspiration in her captions. On the
other hand, there are a lot of SMIs who mainly posts content aiming to reflect followers’ ideal self, which fits
aspirational self-presentation (e.g. only posting photos which are edited and filtered). An example of a SMI who
presenting herself aspirational is Negin Mirsalehi, a Dutch beauty and fashion SMI with a large follower base on
Instagram (5,7mln) and YouTube. Eventually, how SMIs present themselves determines the level of actual- and/or
ideal self-congruence followers experience, which in turn affects follower responses - in the present study; their
PSR strength with SMIs.

Figure 2 Examples of Instagram posts of SMIs who present themselves authentically and aspirational respectively

Parasocial relationship
Previous self-congruence research focused on positive self-perceptions, favourable consumer attitudes, intention
and behaviour as outcome variables (Aguirre-Rodriquez et al., 2012). More specifically, earlier self-congruence
studies focused on the relationship between self-congruence and the following dependent variables: stronger brand
loyalty (Sirgy, 1982), emotional brand attachment (Malär et al., 2011), brand preferences, willingness to pay (Tan
et al., 2018) and purchase intention (Kressmann et al., 2006). The present study focuses on PSR strength as
outcome variable, because it is found to be an important indicator of influencer marketing’ effectiveness (Hwang
& Zhang, 2018; Lou & Kim, 2019). Here, PSR refers to an illusionary, enduring online interpersonal relationship
that individuals form with a media persona - the SMI, in the present study (Dibble et al., 2016; Bond, 2016).
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Whereas traditional media mainly relies on one-way communication, the online domain makes two-way
communication between individuals and media personae possible (Labreque, 2014). According to Bond (2016),
PSRs may arise from individuals’ instinctive need for social relationships, not only through real-life interactions,
but also by interacting with media personae. Individuals typically react to media personae (e.g. SMIs) as they
would to ‘real’ people, as the human brain processes media experience the same way as how it deals with real-life
experiences (Chen, 2016; Kanazawa, 2002). Indeed, just as interpersonal interaction in real-life can result in
interpersonal relationships, parasocial interaction (PSI) can also lead to parasocial relationships with SMIs (Chen,
2016). Initially, PSI has been described as the illusion of face-to-face relationships with a media performer (Horton
& Wohl, 1956). More recently, Labrecque (2014) describes PSI as an illusionary experience in which consumers
interact with media personae as if they are present and engaged in a reciprocal relationship. In fact, more frequent
and intimate PSIs reduces perceived uncertainty and increases individuals’ feelings of connectedness with that
media persona (Bond, 2016). Hence, as SMIs regularly post content and interact with their followers, followers
can develop long-term relationships with the SMIs (i.e. PSRs) (Bond, 2016; Chen, 2016; Kurtin et al., 2018). PSR
differs from PSI in a sense that the former is more enduring, and signals feelings of connectedness that individuals
have with media personae beyond temporary exposure (Bond, 2018, Dibble et al., 2016).
PSR is found to mediate the relationship between social media users’ interactions and endorser
effectiveness (Chung & Cho, 2017). Furthermore, PSR is positively related with materialism, brand perceptions,
electronic word-of-mouth intention and purchase intention towards endorsed products (Colliander & Dahlén,
2011; Hwang & Zhang, 2018; Kim et al., 2015; Lee & Watkins, 2016; Lou & Kim, 2019).

Materialistic values
There is a variety in the conceptualizing materialism, in which some scholars conceptualize materialism as a
personal trait (Belk, 1985), where others define materialism in terms of a value or values (Deckop, Jurkiewicz, &
Giacalone, 2010; Richins, 2004; Richins & Dawson, 1992). The personality trait approach describes materialism
to be determined in an early stage and to be unchanging over time, whereas Richins & Dawson (1990, 1992) argue
that materialistic values can change over time due to social conditions, environmental stimuli and age. In the
present study, materialism is seen as a value construct, as SMIs can drive audience’ interests in material
possessions (Lou & Kim, 2019), indicating that one’s materialistic values can change over time. Hence,
materialism is defined as an enduring life value system, which emphasizes the importance of possessions and
ownership of material goods to achieve success and happiness (Richins & Dawson, 1992). At the highest level of
materialism, possessions assume a central place in the persons’ life and provide the greatest source of
(dis)satisfaction (Richins & Dawson, 1992).
Three materialistic subtypes/values have been identified by Richins (1994); acquisition centrality,
possession-defined success and acquisition as the pursuit of happiness. Most research aggregated these subtypes
in their measure of overall materialism; however, the three subtypes reflect distinctive motivations for materialism
(Pieters, 2013), that are of interest here. First of all, acquisition centrality, which can be defined as the centrality
of possessions in a persons’ life (Richins, 1994). Pieters (2013) describe acquisition centrality as the value that
possessions have in a lifestyle of pleasure seeking. In this subtype, possessions are a material mirth. Secondly,
possession-defined success, which is the value that possessions have as a measure of how successful someone is
in their life (Pieters, 2013). Here, material possessions are used to socially compare the success of others and their
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selves (Richins, 1994). In this subtype, possessions are a material measure of success (Pieters, 2013). Finally,
acquisition as the pursuit of happiness. In this subtype, possessions are a medicine to improve someone’s happiness
(Pieters, 2013). Hence, it relates to the belief someone has that acquisition of possession are essential to life
satisfaction, happiness and well-being in life (Richins, 1994; Richins & Dawson, 1992). The latter subtype
involves a temporal comparison with the present and a better future, including more possessions (Pieters, 2013).
When comparing the three subtypes, both possessions defined success (success) and acquisition as pursuit
of happiness (medicine) are more extrinsically motivated in comparison to acquisition centrality (mirth), as they
both feel a higher need to compare themselves with successful others or a better future respectively (Pieters, 2013).
Rochberg-Halton (1986) makes another distinction between instrumental materialism and terminal
materialism, in which instrumental materialism refers to perceiving possessions as crucial instruments for reaching
a person’s goals and values in a societal context. The success subtype (Pieters, 2013) may be more consistent with
instrumental materialism in this definition (Deckop et al., 2010). According to Rochberg-Halton (1986),
instrumental materialism can be important in discovering personal values and goals in life and only becomes
harmful when the only goal of consumption is possession itself (i.e. terminal materialism; Rochberg-Halton, 1986).
Previous research found that materialistic values are increasing over generations (e.g. Twenge & Kasser,
2013). Not only Rochberg-Halton (1986), but also other studies address the harmful impact that materialism could
have (e.g. Burroughs & Rindfleisch, 2011; Islam et al., 2018; Kasser, 2002). In particular, concerns regarding the
impact of SMIs on adolescents’ materialism have been increasing (Dittmar, Bond, Hurst, & Kasser, 2014; Segev,
Shoham & Gavisch, 2015). A meta-analysis shows that, in most studies, there is a negative relation between high
materialistic values and personal well-being (Dittmar et al., 2014). The main explanation for this can be found in
the Self Determination Theory (SDT), suggesting that high materialistic values fail to effectively address the
following core psychological needs: autonomy, competence and relatedness (Deckop et al., 2010). In placing
possessions central, individuals with high materialistic values have difficulty fulfilling those intrinsic needs that
are essential for personal well-being (Kasser, et al., 2004).

Hypothesis development
Self-congruence and PSR strength
As aforementioned, in general, both actual- and self-congruence positively enhances affective, attitudinal and
behavioural consumer responses (Aguirre-Rodriquez et al., 2012; Kressmann et al., 2006; Malär et al., 2011; Sirgy,
1982; Tan et al., 2018). In addition, Lou and Kim (2019) found that perceived similarity to a SMI is positively
related to PSR strength. In their study, similarity captures followers’ perceived resemblance between influencers
and themselves, and is measured by multiple items, such as “He/she and I are a lot alike” and “I can easily identify
with he/she”. The conceptualization of similarity that Lou and Kim (2019) use, fits the meaning of self-congruence,
as both concepts involve a comparison of the SMI with participants’ own self-image(s). For these reasons, it is
expected that both types of self-congruence are positively related to PSR strength in the present study as well.
The expected positive relationship between actual self-congruence and PSR strength can also be
explained by the self-verification theory. This theory indicates that people use self-verification processes to
validate, verify and sustain their existing self-concepts and search for experience that confirm their understanding
of how they see themselves (i.e. their actual self) (Swann, 1983). In addition, according to this theory, people are
motivated to maintain consistency between their self-conceptions and new information (Sedikides & Strubem,
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1997). In turn, perceived self-verification results in positive evaluations of others and enables commitment and
emotional attachment to others (Burke & Stets, 1999), in this case the SMI. To illustrate this, consider Laura, a
follower of both Nikkie de Jager and Negin Mirsalehi (see figure 2) who is insecure about her facial impurities
and acne. When Laura is comparing herself with both Nikkie and Negin, it is more likely that Nikkie verifies her
own actual self-concept in comparison to Negin, who is mainly showing her perfect skin. Therefore, according to
the self-verification theory, it is likely that Laura feels more committed and emotionally attached to Nikkie de
Jager, as a result of perceived actual self-congruence.
In terms of ideal self-congruence, the expected positive relation with PSR strength can be explained by
the self-enhancement theory. This theory suggests that people are motivated to increase their feelings of personal
worth and drives people to approach their aspirations (i.e. their ideal self) (Sedikides & Strubem, 1997). Hence,
according to the self-enhancement theory, SMI-followers will be likely to build PSRs with SMIs that embody their
aspirations and represent their ideal self.
H1: Actual self-congruence positively affects the PSR strength between SMIs and their followers.
H2: Ideal self-congruence positively affects the PSR strength between SMIs and their followers.
Nonetheless, the strength of the hypothesized effects (H1 and H2) is expected to differ, which can be explained by
the construal-level theory. In general, consumers perceive their actual self as something psychologically close and
their ideal self as something psychologically more distant (Malär et al., 2011). In other words, the actual self refers
to something that is viewed in the here and now, whereas the ideal self refers to something that takes place in the
future. The construal-level theory states that the greater the psychologically distance of an event, the greater the
probability that the event is mentally represented in an abstract way (i.e. high-level construal) instead of a concrete
way (i.e. low-level construal) (Liberman & Trope, 1998). When the event is psychological distant, such as one’s
ideal self, an individual has less information about it. On the other hand, when the event occurs in the present, such
as one’s actual self, an individual has a lot of information about it and individuals think in concrete terms, as they
currently experience it (Malär et al., 2011), which results in either an abstract or a concrete mental representation
respectively (Liberman & Trope, 1998). Likewise, when the self-presentation of the SMI is close to followers’
actual-self, it is linked to a concrete (low-) level of construal and when it is close followers’ ideal-self, it is linked
to an abstract (high-) level of construal. Consequently, distances impact people’ evaluations and reduces the
affective intensity of stimuli (Williams & Bargh, 2008). Moreover, distant future events have a lower impact on
perceived emotional attachment than near future events (Williams & Bargh, 2008). For these reasons, it is expected
that actual self-congruence in general has a stronger effect on PSR strength than ideal self-congruence.
H3: Actual self-congruence has a stronger effect on PSR strength than ideal-self congruence.

Materialistic values as moderator
Previous research shows that the effect of actual and/or ideal self-congruence on consumer responses may not be
equal for all people and depends on one’s self-esteem, public-consciousness, product involvement and temporal
focus, amongst other (Malär et al., 2011; Tan et al., 2018). In addition, a meta-analysis of Aguirre-Rodriquez et
al. (2012) elaborates upon several moderators in the relationship between self-congruence and consumer
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responses, including the degree of self-enhancement sought. In the present study, the materialistic values are
expected to moderate the relationship between both types of self-congruence and PSR strength, as the three
materialistic values can be linked to a degree of self-enhancement sought (Aguirre-Rodriquez et al., 2012) and to
a temporal focus (Tan et al., 2018), which both are found to be moderators in previous self-congruence research.
The link between the materialistic values and the degree of self-enhancement sough, temporal focus and type of
self-congruence is shown in Table 1. Table 1 will be explained by first separately describing the degree of selfenhancement sought (column 2) and temporal focus (column 3). Afterwards, each materialistic value will be linked
to both columns 2, 3 and to the type of self-congruence (column 4).
Materialistic values

Degree of self-enhancement sought

Temporal focus

Type of self-congruence

Success

Self-enhancement motives

Future

Ideal self

Medicine

Self-enhancement motives

Future

Ideal self

Mirth

Consistency motives

Present

Actual self

Table 1 Materialistic values linked to temporal focus, degree of self-enhancement sought and type of self-congruence

Aguirre-Rodriquez et al. (2012) argue that the degree of self-enhancement sought moderates the relationship
between self-congruence and consumers’ attitudes, intention and behaviour. The degree of self-enhancement
sought refers to the extent of self-concept change that is motivated by the self-congruence experience, in this case
with the SMI (Aguirre-Rodriquez et al. 2012). Rephrased differently, in the influencer marketing domain, the
degree of self-enhancement sought relates to whether or not followers get motivated to change their self-concept
due to the self-congruence experience with a SMI.
The degree of self-enhancement sought ranges from consistency motives to enhancement-type motives.
Consistency motives reflect consumers wanting to maintain their actual self, whereas self-enhancement motives
relate to consumers wanting to achieve their ideal self (Aguirre-Rodriquez et al. 2012). Hence, consumers with
self-enhancement motives experience a need for change. On the other hand, consistency motives concern the
confirmation of self-conceptions (Sedikides & Strubem, 1997) and thus can be linked to self-verification. When
going back to the example of Laura, she could experience consistency motives due to an actual self-congruence
experience and would feel less motivated to change her self-concept about her facial impurities. However, Laura
could also feel a need to change and do something about her facial acne after an ideal self-congruence experience
with a SMI, which then fits the self-enhancement motives. Hence, whereas self-enhancement motives fit ideal-self
congruence, consistency motives fit actual self-congruence.
Tan et al. (2018) investigated the relationship between individuals’ temporal focus and self-congruence.
Temporal focus is the attention that individuals devote to thinking about a particular time orientation and captures
among three dimensions: present focus, future focus and past focus (Shipp et al., 2009). Firstly, present focus
refers to what is presently happening and to the current moment (Shipp et al., 2009). Secondly, future focus relates
to how people wish to feel, behave and look in the future (Markus & Nurius, 1986). Thirdly, past focus suggests
the notions of history and individuals’ memories (Karniol & Ross, 1996). People can have multiple temporal foci
in which they allocate attention to the present, future and past in varying degrees (Shipp et al., 2009).
Consequently, people can differ from each other. For instance, someone who has a low present focus, but a high
future focus is interested in future plans and outcomes but tends to overlook current actions in order to enable these
plans. This person differs from someone who has a high present and future focus, who is interested in current
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activities and is planning for the future. Finally, someone with a low future focus and high past focus will keep
thinking of the past and is unlikely to make future plans. Temporal focus is relevant as it affects how people
encompass perceptions about past experiences, current situations and future expectations into individuals’
attitudes, cognitions and behaviour and thus influences what information is relevant for individuals (Shipp et al.,
2009). Tan et al. (2018) found that people who devoted their attention to thinking about the future (i.e. future
focus) are more likely to associate themselves with ideal self-congruence, where people focusing on the present
are more likely to associate themselves with actual self-congruence. Hence, whereas future focus is linked to ideal
self-congruence, present focus is linked to actual self-congruence.
The two materialistic subtypes success and medicine are linked to self-enhancement motives, future focus
and, as a result, ideal self-congruence for the following reasons. As previously stated, the two materialistic
subtypes success and medicine are more extrinsically motivated as there is a feeling of need to compare themselves
with successful others (success) or a better future with more possessions (medicine) (Pieters, 2013). As the
materialistic subtype of success is related to comparison to other successful people, it is linked to the future focus,
because the comparison involves something they want to become in the future. It is expected that SMI-followers
with high medicine values have a future focus as well, since they are likely to compare themselves with a better
future (Pieters, 2013). Due to the fact that in both success and medicine subtypes, a comparison with successful
others or a better future play a central role (Richins, 1994; Pieters, 2013), these subtypes are also linked to the selfenhancement motives, as it involves achieving something better and a need for change (Aguirre-Rodriquez et al.,
2012). Since both future focus and self-enhancement motives fit the ideal self-congruence (Aguirre-Rodriquez et
al., 2012; Tan et al., 2018), as presented in table 1, it is expected the effect of ideal self-congruence on PSR strength
is stronger for high materialistic success and medicine values.
H4: The effect of ideal self-congruence on PSR strength is stronger for SMI-followers with high a) success and b)
medicine values.
On the other hand, it is expected that individuals with high mirth values prefer to associate themselves with an
actual-self congruent SMI, since the actual-self is viewed in here and now (i.e. present focus), and people who are
thinking about the present are more likely to associate them with the actual self-congruence (Tan et al., 2018). In
addition, the mirth subtype does not involve comparison with others or a better future, neither a need for change
(Pieters, 2013). For this reason, the mirth subtype is likely to fit the consistency motives (i.e. maintaining their
actual self) and self-verification. As previous mentioned, present focus and self-verification both fit actual selfcongruence (Swann, 1983; Tan et al., 2018). Hence, it is expected that actual-self congruence has a stronger effect
on PSR strength when SMI-followers have high materialistic mirth values.
H5: The effect of actual self-congruence on PSR strength is stronger for SMI-followers with high mirth values.
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Finally, Aguirre-Rodriquez et al. (2012) found that self-enhancement motives more strongly drive consumer
responses due to perceived self-congruence than the degree of consistency motives. For this reason, it is expected
that the effect of H4 (the effect of ideal self-congruence on PSR strength is stronger for SMI-followers with high
success and medicine values) is greater than the effect of H5 (the effect of actual self-congruence on PSR strength
is stronger for SMI-followers with high mirth values), as both materialistic values success and medicine fit the
self-enhancement motives.
H6: The effect of H4 is stronger in comparison to the effect of H5.

Conceptual model
Figure 3 shows the conceptual framework including the hypothesis.

Figure 3 Conceptual model with hypothesis
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Chapter 3 Methodology
Method
The type of research of the present study is descriptive in nature, as the goal is to obtain data that describes the
topic of interest (Sekaran & Bougie, 2016); in the present study, self-congruence in the domain of influencer
marketing. As hypothesis 1-6 are developed a priori and are derived from theory and/or results from previous
research, a deductive research approach is applied. In addition, a quantitative research method is used as the aim
of the research is to test the hypothesis empirically. Furthermore, a quantitative research method enables
formulating precise statements about a relatively small number of relationships between variables based on many
observations (Bleijenberg, 2015). To gather data, an online survey approach is appropriate for the present study,
as this allows for collection of a large amount of data from a larger population in an efficient manner. In the present
study, measurement scales from previous studies are used to measure each construct. Hence, the questions in the
online questionnaire are based on empirically valid scales, as examined in prior studies. The online questionnaire
is administrated in the online tool Qualtrics and, after the data collection, the statistical software program SPSS is
used to analyse the data.

Sample
The population is very broad and covers all individuals who use social media (i.e. social media users). Instead of
only including SMI-followers, social media users (SMUs) are included as it is interesting to see how many SMUs
do actually follow a SMI and to compare SMI-followers and non-followers. To make sure only SMUs are included
in the survey, the first question “Do you use social media?” was included. The sample consisted of respondents
gathered via e-mail and social media, because the latter gives access to a large number of SMUs as participants.
Since spreading the survey in the researcher’s own network might lead to an overrepresentation of young adults,
parents and relatives are specifically targeted and asked to share the survey in their network. Hence a convenience
sampling is recruited, relying on the snowball procedure. It is assumed that the participants will be literate in
English, therefore, this language is used in the online questionnaire.
When applying a multiple regression analysis, the minimum ratio of observations to independent variables
should never fall below 5:1, with a desired level of 15-20 observations per independent variable (Hair, Black,
Babin, & Anderson, 2014). However, when applying the stepwise procedure within the analysis, the recommended
respondents increases to 50:1. In addition, according to Hair et al. (2014), the aim should be to maintain power at
.80, and the more observations, the higher the power. For this reason, and to improve generalizability, the sample
size should be at least consisting of 100 respondents, when taking two independent variables into account (actualand ideal self-congruence) (Hair et al., 2014). No incentive is used, as it was expected that this number of
participants was feasible, since the population is very broad and easily accessible via social media. In addition,
relying on the snowball-procedure, respondents were able to share the online questionnaire with people they know,
which resulted in a larger reach. The questionnaire was distributed April 15th until April 30th. Eventually, the
sample consisted of 245 participants.
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Procedure
Before publishing the survey, the survey has been pre-tested among 10 SMUs in order to get feedback on the
questions and to ensure satisfactory data transmission from Qualtrics towards SPSS. The pre-test included all the
questions that were originally developed for the online questionnaire. In addition, in the end, the pre-test asked
participants for their critical feedback on the survey. Based on this, little adaptions have been made before
publishing the final survey to others, of which the procedure will be elaborated upon next.
Firstly, participants were introduced to the online questionnaire, in which the research goal, freedom to
withdrawn at any time, anonymity and confidentiality was emphasized. Secondly, the respondents were asked if
they use social media to make sure only SMUs were included. If participants did not use social media, they were
guided to the end of the questionnaire. Secondly, participants were asked if they follow a SMI. In order to help the
participants fulfilling this task, the introduction included a description of SMIs. If participants follow a SMI, they
were asked to report their favourite SMI, which is in line with the procedure performed by Bond (2016, 2018),
Lou and Kim (2019) and Tian and Hoffner (2010). Asking respondents to name their favourite media persona – in
this case their favourite SMI - is a common practice in studies examining PSRs, as individuals will be more likely
to enhance PSRs with SMIs that are perceived as their favourite (Bond, 2016). The name of participants’ favourite
SMI was inserted in the following questions.
Participants who indicated to not follow a SMI were asked questions regarding materialistic values and
demographic information only and thereafter guided to the end of the survey. Participants who followed a SMI
and named their favourite SMI were asked questions concerning actual- and ideal self-congruence, materialistic
values, PSR strength and some control variables.
The survey consisted of 12 questions and 40 items and it took about 5-10 minutes to complete the survey
entirely. Upon completion of the survey, the participants were thanked and informed about contact details for any
questions. All of the questions within the questionnaire, including the introduction, are included in Appendix A.

Measures
Actual- and ideal self-congruence
The independent variables of the study at hand are actual and ideal self- congruence. Just as in the study of Malär
et al. (2011), actual self-congruence is measured based on the scale of Sirgy et al. (1997) and adapted in order to
assess ideal self-congruence. This measure is operationalized using a two-step approach in which respondents first
get to name their favourite SMI. Secondly, respondents take their time to think about and elaborate on their
favourite SMI, think about their actual and ideal selves, and then indicate the extent of both actual and ideal selfcongruence experienced. For each type of self-congruence, two items are adapted to the context of the present
study and include answering options varying from “strongly disagree’’ to “strongly agree” (on a 7-point Likertscale). For actual self-congruence, the following two items are included: “[favourite SMI] is consistent with how
I see myself (my actual self)” and “[favourite SMI] is a mirror image of me (my actual self)”. For the measurement
of ideal self-congruence, the following statements are included: “[favourite SMI] is consistent with how I would
like to be (my ideal self)” and “[Favourite SMI] is a mirror image of the person I would like to be (my ideal self)”.
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PSR strength
The dependent variable in the present study is PSR strength. To measure PSR strength, 13 items are included,
which are used in prior research (Hartmann, Stuke & Daschmann, 2008; Lou & Kim, 2019, Rosaen & Dibble,
2016). The 13 items are based on the scale developed by Hartmann et al. (2008), which is originally developed as
a response to criticism to other scales (e.g. PSI-scale) which are confounding both PSI and PSR into one scale
(Rosaen & Dibble, 2016). However, as aforementioned, PSI and PSR refer to related, but different theoretical
concepts (Dibble et al., 2016). The 13-item scale is already applied in diverse contexts, such as car drivers
(Hartmann et al., 2008) and TV-characteristics (Rosaen & Dibble, 2016). Similar to what Lou and Kim (2019) did
in their study, the 13-item scale have been adapted into the context of SMIs in the present study. An example of
an item is: “I feel that I know [favourite SMI] very well”. All items to measure PSR strength include answering
options varying from “strongly disagree’’ to “strongly agree” (on a 7-point Likert-scale) and are included in
Appendix B.

Materialistic values
To measure materialism as a construct, several scales have been developed. Richins and Dawson’s (1992) scale
includes questions about respondents’ level of materialism directly, where the scale developed by Inglehart’s
(1977) ask respondents about their personal preferences for materialistic values at a social level. Grouzet et al.
(2005) developed an aspirational index which measures the relatively strength of a materialistic goal importance
in comparison to other goals. However, since we are approaching materialism as a value construct, in the present
study, materialistic values will be measured using the 15-item Richins (2004) scale. The latter scale is a reduced
version of the 18-item scale that is originally established by Richins and Dawson (1992). The reduced version is
chosen, because it has better psychometric properties, shows superior validity and results in a less complex factor
structure (Richins, 2004; Deckop et al., 2010). Moreover, the reduced scale still includes the three materialistic
values success, mirth and medicine, which are of interest in this study, and weights each subtype equally, as there
are five items to measure each value (Richins, 2004). To illustrate, an example of an item belonging to the
materialistic value success is: “I admire people who own expensive homes, cars, and clothes’’. An item that reflects
the materialistic value mirth is: “I put less emphasis on material things than most people I know”. Finally, an
example of an item belonging to the materialistic value medicine is: “My life would be better if I owned certain
things I don’t have”. All the 15 items to measure the materialistic values contain answering options varying from
“strongly disagree’’ to “strongly agree” (on a 7-point Likert-scale) and are included Appendix C.

Control variables
Exposure to participants’ favourite SMI and involvement in SMI-following are specified as variables that could
correlate with PSR strength and are therefore included as control varia bles.
Exposure to favourite SMI could potentially influence PSR strength, as Bond (2016) found that exposure
to favourite SMIs on twitter is positively related to PSR strength. To measure exposure to participants’ favourite
SMI, the same procedure as Bond (2016) will be used. Participants will be asked to report how often they were
exposed to their favourite SMI on television, in film, in magazines, or on radio (on a 7-point Likert scale), which
reflects traditional media. In addition, participants will be asked to indicate how often they check the posts of their

22

favourite SMI on social media channels. Finally, the participants will be asked to indicate how many times their
favourite SMI ever reposted or replied to their posts on social media.
Furthermore, prior studies show that involvement affect consumers’ decision making and advertising
effectiveness (Lou & Yuan, 2019). Additionally, Malär et al. (2011) found that the effect of actual- and ideal selfcongruence on emotional brand attachment is conditional for product involvement. For these reasons, involvement
in SMI-following is included as control variable. Involvement in SMI-following is measured the same as Lou and
Yuan (2019) did, by asking participants to indicate their agreement to five statements. These statements include
for example: “Following their posts/updates on social media is an important part of my life” and are based on
previous research (Choo, Sim, Lee & Kim, 2014). All the five items belonging to involvement in SMI-following
are included in Appendix D and are measured on a 7-point Likert scale.
The final questions of the online questionnaire concern the following demographic variables: age (open
question), gender (1= female, 2 = male) and educational level (ranging from 1 = less than high school to 6 =
graduate degree). These demographic variables are included, because they are crucial for classifying SMUs (Lou
& Yuan, 2019). The demographic variables are included in the end, as this reduces respondent bias if respondents
are displeased by the personal nature of the questions.

Research ethics
Participating in the online questionnaire was completely voluntary. To achieve informed consent and deception,
participants were introduced to the purpose of the research, expected duration time and procedures. Besides,
participants were informed about the rights to withdraw from the research at any given moment. The participation
was completely anonymous, and data was treated strictly confidential. In order to ensure the utmost privacy, each
participant was provided with an identification number which was used in the follow-up procedure. The number,
names and completed questionnaires will not be made available to others. Furthermore, contact details were
provided at the end of the survey, which gave participants the opportunity to ask questions if necessary. Finally,
participants were informed about how the retrieved data was used after participation.
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Chapter 4: Results and analysis
Sample
In total, 245 participants filled in the survey, of which three participants (1.22%) did not use social media.
Therefore, these three participants were omitted from further analyses. Participants who follow a SMI were asked
to name their favourite SMI. All given favourite SMIs were checked to see whether the given name is actually a
SMI. Four answers concerned a social media page, such as ‘Facebook’ and ‘National Geographic’ and are excluded
from the analysis, as these cannot be considered as SMIs, so are treated as invalid cases. As a result, 238 SMUs
were still included in the analysis, of which 192 (80.7%) participants follow a SMI (i.e. SMI-followers) and 46
(19.3%) participants do not follow a SMI (i.e. non-followers). Together these 192 SMI-followers mentioned 136
different favourite SMIs.
Noteworthy, some SMIs were mentioned more than once. The SMIs that have been mentioned multiple
times are included in table 2. Bas Smit and Monica Geuze – both Dutch SMIs – were by far the most mentioned
favourite SMIs, by 4.7% and 8.3% of the SMI-followers respectively.
Favourite SMIs
2 times (1%)

Anna Nooshin, Bram Krikke, Casey Neistat, David Dobrik, de Huismuts, Doutzen Kroes, Gary
Vaynerchuk, Jon Olsson, Lilly Singh, Maradonnie, Nina Warink, Romy Boomsa, Vivian Hoorn
Yara Michels

3 times (1.6%)

Joel Beukers, Matilda Djerf, Pewdiepie

4 times (2.1%)

Chiara Ferragni, Kaj Gorgels, Kylie Jenner

5 times (2.6%)

Rianne Meijer

>5 times

Bas Smit (9x, 4.7%), Monica Geuze (16x, 8.3%)

N = 192
Table 2 Favourite SMIs mentioned by SMI-followers

Demographics and demographical differences between SMUs, SMI-followers and non-followers
The demographic descriptive statistics of the participants are included in table 3. The SMUs are divided in SMIfollowers and non-followers. The average age of all SMUs (both SMI-followers and non-followers) is 27.49 years
(SD = 10.79), with a minimum of 15 years and a maximum of 80 years. Three age groups have been three age
groups have been computed (15-36 years, 37-58 years, 59-80 years). Most SMUs (88.7%) belong to the first group.
32.8% of the SMUs are male and 67.2% are female. The highest educational level of most SMUs is bachelor’s
degree (50.8%) followed by master’s degree (32.8%) and higher degree or equivalent (6.7%).
The average age of SMI-followers is 25.21 (SD = 6.78). Most SMI-followers (95.3%) belong to
age group of 15-37 years and are woman (71.9%). In addition, the highest educational level of most SMI-followers
is bachelor’s degree (53.1%). The average age of non-followers lies higher (M = 37, SD = 17.42). Whereas females
are overrepresented in the SMI-followers group (71.9% female vs 28.1% male), males are slightly overrepresented
in the non-followers group (47.8% female vs. 52.2% male). In addition, the educational level in the non-followers
group is slightly higher in comparison to the SMI-followers group. Still, similar to the SMI-followers group, the
highest educational level of most non-followers (41.3%) is bachelor’s degree.
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A one-way analysis of variance (ANOVA) is used to compare the means of SMI-followers and nonfollowers on age, gender and educational level. The means differences between these groups regarding age (F(1,
236) = 54.261, p <.001), gender (F(1, 236) = 10.072, p <.05) and educational level (F(1, 236) = 10.540, p <.05)
are all found to be significant. The Levene’s statistic shows that for all three demographic variables, the variance
is unequally distributed among the SMI-followers and non-followers group (all p <.05). In addition, sample sizes
are unequal (N = 192 for SMI-followers and n = 46 for non-followers). For this reason, the Welch-statistic is
requested as a robust test of equality of means. The Welch test for age (Welch(1, 48.313) = 20.338, p <.001) gender
(Welch(1, 63.274) = 8.758, p <.05) and educational level (Welch(1, 60.395) = 8.300, p <.05) are all significant,
indicating that indeed the means of the SMI-followers group and non-followers group indeed significantly differ
on these three demographics. Hence, in comparison to social media users that do not follow a SMI, SMI-followers
are on average more likely to be female, to be younger and to have a slightly lower educational level.
Frequency N (%)
Demographics
Age

Gender
Educational level

SMI-followers

Non-followers

SMUs

15-36 years

183 (95.3)

28 (60.9)

211 (88.7)

37-58 years

6 (3.1)

9 (19.6)

15 (6.3)

59-80 years

3 (1.6)

9 (19.6)

12 (5.0)

Mean

25.21

37

27.49

Male

54 (28.1)

24 (52.2)

78 (67.2)

Female

138 (71.9)

22 (47.8)

160 (32.8)

Less than high school degree

1 (0.5)

1 (2.2)

2 (0.8)

15 (7.8)

1 (2.2)

16 (6.7)

Some college, but no degree

7 (3.6)

1 (2.2)

8 (3.4)

Associate degree

3 (1.6)

Bachelor’s degree

102 (53.1)

19 (41.3)

121 (50.8)

Master’s degree

63 (32.8)

15 (32.6)

78 (32.8)

Professional degree

1 (0.5)

4 (8.7)

5 (2.1)

5 (10.9)

5 (2.1)

46 (100)

238 (100)

High

school

degree

or

equivalent

Doctorate degree
Total

192 (100)

3 (1.3)

Table 3 Descriptive statistics participants

Missing data and recoding variables
Missing data is checked for by looking and invalid answers per question and user missings. Only system missings
(e.g. non-followers are not questioned about their PSRs) and no user missings have been detected. Some of the
items of materialism were negatively phrased. For instance, “The things I own aren’t all that important to me”.
For this reason, six items - all belonging to the materialistic value constructs - were first recoded before moving
on to further analysis.

Confirmatory factor analysis
A confirmatory factor analysis is performed to see whether the items of the scales used actually measure only one
construct and are unidimensional. As an extraction method, the principal component analysis is used, as data
reduction was the primary concern for subsequent use in other multivariate analysis (Hair et al., 2014). The
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principal component analysis is run on 40 items belonging to the following constructs: actual self-congruence,
ideal self-congruence, the three materialistic values, PSR strength, involvement in SMI-following and exposure to
favourite SMI.
A priori, the suitability of the principal component analysis is assessed by two assumptions; linearity
between all variables and sampling adequacy. The linearity between variables is evaluated by the correlation
matrix. Here, the level of correlation considered worthy of an item’s inclusion is usually r >.30. All of the items
fulfilled this criterion and correlated with at least one other item above .30, except from Medicine_3 and
Exposure_3. Consequently, extra attention is paid to these two items in further analysis. To assess the sampling
adequacy, the Kaiser-Meyer-Olkin (KMO) is useful, because it measures whether the sample adequately represents
the population. KMO tells whether it is appropriate to do the principal component analysis and has a critical value
of >.50, where greater than .80 is considered to be good (Hair et al., 2014). Furthermore, Bartlett’s test of sphericity
tests the null hypothesis that variables are uncorrelated in the population and should be significant (p <.05),
indicating that the data is factorizable (Hair et al., 2014). In the initial solution, KMO was >.80 and Bartlett’s test
of sphericity was significant (p <.05). Since all criteria were met, a principal component analysis was executed.
The initial solution of the factor analysis showed ten components, based on an eigenvalue above one.
Exposure_3 was the only item loading on factor ten, so is omitted from the analysis. As a result, nine components
were retained in further analysis. Medicine_3 was a cross-loader, so is omitted from the analysis as well. Success_3
was loading on factor two, while the other four items belonging to the materialistic value success were loading on
another factor, so is also excluded. All five items belonging to involvement in SMI-following and PSR_13 loaded
on factor one, hence PSR_13 is eliminated. PSR_7 was the only item having the highest loading on factor eight,
so is omitted from the analysis. At this point, only eight components were still retained in the analysis. Finally,
Mirth_2 is excluded from the analysis, as this item had the highest loading on a PSR component instead of loading
on the same component as all the other items of the materialistic value mirth. To make sure the correct items were
omitted, another rotation method is applied as well, as different rotation methods usually ends in the same results
(Hair et al., 2014). The application of several rotation (un)orthogonal methods (Direct Oblimin and Varimax)
resulted in the same final factorial solution in which similar items are eliminated. Table 4 shows an overview of
the items which are eventually omitted, based on the principal component analysis.
Constructs

Nr. of items measured

Items deleted

Nr. of items left

Actual-self congruence

2

-

2

Ideal-self congruence

2

-

2

Materialistic value Success

5

Success_3

4

Materialistic value Mirth

5

Mirth_2

4

Materialistic value Medicine

5

Medicine_3

4

PSR strength

13

PSR_7, PSR_13

11

Involvement in SMI-following

5

-

5

Exposure to favourite SMI

5

Exposure_3

2

Table 4 Items deleted
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Final factorial solution
In the final factor solution, as presented in table 5, the KMO measure was .808, which is meritorious according to
Kaiser (1974) and Bartlett’s test of sphericity was significant (p <.05). Eventually, the principal component
analyses revealed eight components with an eigenvalue above one. Respectively, these eight components
explained 21.8%, 13.1%, 7.5%, 5.4%, 4.9%, 4.6%, 4.0% and 3.3% of the total variance. In total, the eight-factorial
solution explained 64.7% of the total variance. Initially, the oblique rotation method Direct Oblimin was employed,
as the factors were expected to be correlated (e.g. the materialistic values and both types of self-congruence). The
final rotated solution shows a ‘simple structure’ (Thurstone, 1947) and is included in Appendix E.
The interpretation of the data was consistent with how the questionnaire was designed to measure the
several constructs, with two exceptions. First of all, the items belonging to actual- and ideal self-congruence all
loaded on the same component. Secondly, the 13 PSR strength items load on two components, instead of one. The
pattern matrix (included in Appendix E) shows all factor loadings >.30. Besides, the matrix shows loadings of
PSR items on component 1, mirth items on component 2, ideal- and actual-self congruence items on component
3, involvement items on component 4, exposure items on component 5, medicine items on component 6, PSR
items on component 7 and success items on component 8. Both actual- and ideal self-congruence represent two
underlying types of self-congruence which explain that the items of both constructs load on the same component.
However, when performing a separate factor analysis for only the four items of actual- and ideal self-congruence,
the two items of actual self-congruence clearly load on one component, whereas the two items of ideal selfcongruence load on the second component, explaining together 86% of the total variance. Hence, just as Malär et
al. (2011), the constructs are allowed to correlate, but separate summated scales will be created in order to still
treat actual self-congruence and ideal self-congruence as separate independent variables in further analysis. When
looking at PSR strength, the first six items to measure PSR strength load on component 1, whereas the last five
items load on component 7. Hence, it could be that PSR strength contains two underlying dimensions. For this
reason, not only a summated scale for the two components will be created separately (PSR strength 1 and PSR
strength 2), but the components will also be merged into a summated scale as well (PSR strength 3) to see if results
in further analysis differ. To make sure the measurement of PSR strength, actual- and ideal-self congruence and
the other factors is still reliable and valid, the factor loadings, Cronbach’s Alpha, average variance extracted (AVE)
and composite reliabilities of the constructs will be discussed in the following section.

Reliability and validity of constructs
When taking the 192 SMI-followers into consideration, the factor loadings should be at least .45 to be significant
(based on N >150) (Hair et al., 2014). This is the case, as the factor loadings of all items included ranges from
.456 to .928 (see table 5). As criterion, Cronbach’s Alpha should exceed .60 (Hair et al., 2014). This criterion is
met, showing high internal consistency with all Cronbach’s Alpha values above .70. According to Hair et al.
(2014), an AVE of .50 suggests adequate convergence. However, Fornell and Larcker (1981) argue that a value of
.40 is still acceptable. Hence, the convergent validity of the measurements used in the present study seem adequate,
as it ranges from .402 to.777. In addition, the composite reliabilities of the constructs are all above .710 up to .943,
suggesting good reliability (Hair et al., 2014). Hence, the results indicate that the measurement of the study and
has sufficient internal consistency, convergent validity and composite reliability, as summarized in table 5. PSR
strength 3 shows high reliability (Cronbach’s Alpha = .876, composite reliability = .893) and sufficient validity
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(AVE = .434). In addition, multi-item measures are better for more complex constructs (Hair et al., 2014), where
PSR strength 3 covers most items to measure PSR strength, based on a scale which is validated in previous
literature (Hartmann et al., 2008; Lou & Kim, 2019, Rosaen & Dibble, 2016). For these reasons, PSR strength 3
is used as outcome variable in further analysis.
Constructs

Items

Actual-self

ACTUAL_1: He/she is consistent with how I see myself (my

congruence

actual self).

Factor

Cronbach’s

loadings

Alpha

.801

.792

.617

.943

.901

.550

.710

.787

.402

.720

.726

.435

.748

.780

.536

.821

.876

.434

.893

ACTUAL_2: He/she is a mirror image of me (my actual self).

.744

Ideal-self

IDEAL_1: He/she is consistent with how I would like to be (my

.751

congruence

ideal self).
IDEAL_2: He/she is a mirror image of how I would like to be

AVE

Composite
reliability

.732

(my ideal self).
Success

SUCCESS_1: I admire people who own expensive homes,

.456

cars, and clothes.
SUCCESS_2: Some of the most important achievements in life
include acquiring material possessions.

.617

SUCCESS_4: The things I own say a lot about how well I’m

.824

doing in life.
Mirth

SUCCES_5: I like to own things that impress people.

.579

MIRTH_1: I try to keep my life simple, as far as possessions

.614

are concerned.
MIRTH_3: Buying things gives me a lot of pleasure.

.777

MIRTH_4: I like a lot of luxury in my life.

.744

MIRTH_5: I put less emphasis on material things than most

.454

people I know.
Medicine

MEDICINE_1: I have all the things I really need to enjoy life.

.749

MEDICINE_2: My life would be better if I owned certain

.767

things I don’t have.

.450

MEDICINE_4: I’d be happier if I could afford to buy more

.763

things.
MEDICINE_5: It sometimes bothers me quite a bit that I can’t

.641

afford to buy all the things I’d like.
PSR 3

PSR_1: I think he/she is like an old friend.

.652

PSR_2: He/she makes me feel as comfortable as when I am

.683

with friends.
PSR_3: I think about when I don't see content of him/her in

.664

my social media channels.
PSR_4: I miss he/she if I do not see him/her on my social media

.575

channels for a long time.
PSR_5: I feel that I know very well.

.675

PSR_6: I try to imagine what he/she thinks about the content

.723

he/she posts online.
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PSR_8: I find him/her to be likable.

.619

PSR_9: I mostly agree with the actions of him/her.

.688

PSR_10: If there was a story about him/her in a newspaper or

.608

on TV, I would read or watch it.
PSR_11: I would like to meet him/her in person.

.651

PSR_12: I admire him/her for his/her achievements

.691

Involve-

INVOLVE_1: Following his/her posts/updates on social media

.819

ment in

is a significant part of my life.

SMI-

INVOLVE_2: I am very interested in following his/her

following

posts/updates on social media.
INVOLVE_3: Following his/her posts/updates on social

.851

.496

.826

.752

.777

.874

.567
.787

media is an important part of my life.
INVOLVE_4: I am very much involved in/with following

.777

his/her posts/updates on social media.
INVOLVE_5: I pay a lot of attention to his/her posts/updates

.609

on social media.
Exposure

EXPOSE_1: How often were you exposed to him/her on

to

television, in film, in magazines, or on radio?

favourite

EXPOSE_2: How often do you check the posts/updates of

SMI

him/her on social media channels?

.928
.832

N = 192
Table 5 Final factorial solution

Univariate analysis
Summated scales have been computed for all constructs to be used in further multivariate analysis. The mean and
standard deviation of the constructs are presented in table 6. Although normality can be assumed when the sample
size is bigger than 30 according to the central limit theorem (Anderson, 2010), the variables’ distribution has been
checked for by looking at the histogram, skewness and kurtosis. In addition, a normal probability plot is used,
which compares the cumulative distribution of the actual data values with the one of a normal distribution (Hair
et al., 2014). If a distribution is normal, the line representing the actual data closely follows the diagonal line
representing a normal distribution. This is the case for all variables included in table 6. Furthermore, all skewness
and kurtosis values are below the absolute value of 1. Hence, a normal distribution of all variables can be assumed.

Bivariate analysis
All Pearson’s correlation coefficients based on all SMI-followers (N = 192) are included in table 6. The correlation
matrix shows that indeed actual- and ideal self-congruence are significantly correlated (r = .528, p <.01). As
expected, the three materialistic values are significantly correlated as well (ranging from r =.311 until r = .524, p
<.01) Both types of actual- and ideal self-congruence are related to the measurements of PSR strength, indicating
that there is a relationship between self-congruence and PSR strength (r = .324 and r = .424, p < .01, respectively).
As expected, the control variables exposure to favourite SMI and involvement in SMI-following are related to
PSR strength (r = .591 and r = .444, p <.01, , respectively). Involvement in SMI-following is also related to both
actual- and ideal self-congruence (r = .257 and r = .332, p <.01, respectively) and the materialistic values success
(r = .229, p < .01) and medicine (r = .181, p < .05).
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Constructs

M

SD

1. Actual self-congruence

3.391

1.401

2. Ideal self-congruence

4.313

1.614 .528**

3. Materialistic value success

3.230

1.178 -.018

.130

4. Materialistic value mirth

4.043

1,015 -.021

.031

.524**

5. Materialistic value medicine

3.570

1.218 .182*

-.021

.481**

6. PSR strength 1

2.894

1.238 .266**

.296** .174*

.008

.213**

7. PSR strength 2

5.220

0.995 .301**

.472** .048

-.077

.008

.475**

8. PSR strength 3

3.951

0.975 .324**

.424** .143*

-.030

.152*

.913**

.793**

9. Involvement in SMI-following

3.549

1.196 .257**

.332** .229**

.062

.181*

.574**

.418**

.591**

4.001

1.252 .031

-.039

.000

.025

-.238**

.164*

.241**

10. Exposure to favourite SMI
N = 192, * p <.05, ** p <.01
Table 6 Correlation matrix

1

2

3

.063

4

5

6

7

8

9

.311**

Self-congruence and materialistic values differences between SMI-followers
Before testing the hypothesis, differences between SMI-followers, non-followers, age groups, educational groups
and females/males on the constructs included in table 6 have been checked for by performing several one-wayANOVA analyses. The univariate results (as summarized as the mean and standard deviation in table 6) show that
on average, SMI-followers score higher on ideal self-congruence (M = 4.312, SD = 1.614), in comparison to actual
self-congruence (M = 3.391, SD = 1.401). Table 6 also indicates that SMI-followers’ score on materialistic values
vary, with averages varying from M = 3.191 on the materialistic value success to M = 3.990 on the materialistic
value mirth. Hence, on average, SMI-followers rather value possessions in a lifestyle of pleasure seeking (mirth)
than to either use it as a measure of how successful someone is in their life (success) or to improve someone’s
happiness (medicine).
When comparing the materialistic values of the SMI-followers with the non-followers, the averages of
non-followers lie somewhat lower. Similar to SMI-followers, non-followers on average score highest on the
materialistic value mirth (M =3.764, SD = .826) followed by medicine (M = 3.32, SD = 1.241) and the lowest on
the value success (M = 2.986, SD = 1.010). Although the averages of non-followers are slightly lower, a one-wayANOVA analysis (including the SMI-followers/non-followers as factors and the materialistic variables in the
dependent list) shows the difference regarding materialistic values between SMI-followers and non-followers are
not significant (all p > .05). The Welch-statistic - as a robustness check for equality of means - supports the finding
that the differences concerning materialistic values between SMI-followers and non-followers are insignificant.
Based on another one-way ANOVA analysis (using gender as factor and the other variables in table 6 in
the dependent list) female SMI-followers score on average (M = 4.183, S = 1.021) significantly higher than male
SMI-followers (M = 3.685, S = 1.046 ) on the materialistic value mirth F(1, 190) = 9.098, p <.05). Although
females are overrepresented, equal variances on the materialistic value mirth between males and females can be
assumed as Levene’s test is insignificant (Levene Statistic (1, 190 = .008, p > .05). In addition, the significant
welch-statistic (Welch (1, 94.765) = 8.904, p <.01) supports the difference on the materialistic value mirth. No
other significant differences between females and males can be found. In addition, there are no significant
differences when including SMI-followers’ educational level as factor in the one-way ANOVA analysis.
To see if there are significant differences between age groups, the three age groups (15-36 years, 37-58
years, 59-80 years) are included a factor in the one-way ANOVA analysis. Equal variances among these age groups

30

.444**

can be assumed as Levene’s test is insignificant for all dependent variables. Significant differences have been
found for actual self-congruence (F(2, 189) = 4.516, p <.05), the materialistic value success (F(2, 189) = 3.433, p
<.05.) and the materialistic value medicine (F(2, 189) = 3.815 p <.05). The means and standard deviations of these
constructs per age group are included in table 7. Table 7 shows that SMI-followers with a lower age (15-36) are
on average more likely to have higher materialistic success and medicine values than older SMI-followers (37-80
years). Hence, on average, younger SMI-followers are more likely to compare themselves with others or a better
future than older SMI-followers. Furthermore, on average, younger SMI-followers score lower on actual selfcongruence than older SMI-followers. Thus, in comparison to younger SMI-followers, older SMI-followers are
more likely to follow a SMI that is a mirror image of him/her or that is consistent with how he/she sees his/herself.
Age group

Actual self-congruence

Materialistic value Success

Materialistic value Medicine

15-36 years

M = 3.325

S = 1.375

M = 3.255

S = 1.206

M = 3.618

S = 1.192

37-58 years

M = 4.583

S = 1.068

M = 3.375

S = 1.358

M = 2.958

S = 1.345

59-80 years

M = 5.000

S = 2.000

M = 2.000

S = 1.000

M = 1.917

S =.804

N = 192
Table 7 Mean differences age groups on actual self-congruence and materialistic values success and medicine

In sum, SMUs (both SMI-followers and non-followers) on average score highest on the materialistic value mirth,
followed by medicine lowest on the value success. In addition, female SMI-followers on average score
significantly higher than male followers on the materialistic value mirth. In general, SMI-followers are more likely
to follow a SMI that is like their ideal self, as they on average score higher on ideal self-congruence in comparison
to actual self-congruence. Younger SMI-follower, on average, score lower on actual self-congruence and higher
on the materialistic values success and medicine in comparison to older SMI-followers.

Hypothesis testing
To assess whether there is an effect of self-congruence on PSR, and to test hypothesis 1, 2 and 3, both a simple
and multiple regression analyses have been performed. A simple regression is used to test the effect of actual selfcongruence on PSR strength, the effect of ideal self-congruence on PSR strength and to get insights into the
direction and magnitude of both effects. A sequential multiple regression is performed, as this allows to control
for involvement in SMI-following and exposure to favourite SMI (i.e. the covariates) and to see the unique
contribution of the two types of self-congruence in explaining PSR strength. The regression analyses are
applicable, as there are two independent variables (actual- and ideal self-congruence) and one dependent variable
(PSR strength) which are all measured on an interval scale (7-point Likert scale). In addition, the sample size of
192 SMI-followers is big enough to do both analyses (Hair et al., 2014).
To perform regression analyses, some assumptions have to be met (Hair et al., 2014). First of all, the
independence of observations (i.e. independence of residuals) have been checked for by looking at the DurbinWatson statistics. There is independence of residuals, as the Durbin-Watson statistic ranged from 1.861 to .1936.
In addition, the standardized predicted values from the residual statistics all have a mean of zero and a standard
deviation of one, supporting the independence of residuals. Secondly, there should be a linear relationship between
the independent variables and the dependent variable and there should be homoscedasticity of residuals (i.e. equal
error variances). The scatterplot of the residuals (figure 2) does not show a pattern (i.e. the points of the plot are
constantly spread) and forms a horizontal band. Hence, a visual inspection of the residual plot shows that there is
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homoscedasticity and that linearity can be assumed. In addition, there should be no multicollinearity. To check for
multicollinearity between the independent variables, the tolerance values and variance inflation factor (VIF) have
been calculated. The tolerance values were all above .10, with all VIF-values below 10 (ranging from 1.082 and
1.419), meaning that there is no multicollinearity between the independent variables (Hair et al., 2014). Finally,
the standardized residual plot (figure 2) shows no drastic deviations; hence a normal distribution of the residuals
can be assumed.

Figure 2 Standardized residual- and scatterplot

Simple linear regression analysis
To test hypothesis 1: actual self-congruence positively affects the PSR strength between SMIs and their followers,
the effect of actual-self congruence on PSR-strength is examined. Actual self-congruence accounted for 10.5% of
the variation in PSR strength with adjusted R2 = 10.0%, resulting in a small to medium effect according to Cohen
(Cohen’s f2 = .12) (1988). In addition, actual self-congruence significantly predicts PSR strength (F(1, 90) = 22.32,
p <.001). The (un)standardized coefficients of actual self-congruence (see table 8) on PSR strength are both
positive, indicating that actual self-congruence positively impacts PSR strength, supporting hypothesis 1.
Ideal self-congruence, on the other hand, accounts for 18.0% of the variation in PSR strength, with an
adjusted of R2 = 17.5%. According to Cohen (1988), this effect size is medium to large (Cohen’s f2 = .22). Hence,
not only actual self-congruence, but also ideal self-congruence significantly predicts PSR strength (F(1, 90) =
41.60, p <.001. The (un)standardized coefficients of ideal self-congruence are both positive as well, supporting
hypothesis 2: ideal self-congruence positively affects the PSR strength between SMIs and their followers.
In comparison to actual self-congruence, ideal self-congruence explains more variation in PSR strength.
More importantly, the (un)standardized coefficients and Cohen’s f2 (as indicator of effect size) of ideal selfcongruence (b = .256, b = .424, p <.001) has a greater absolute value than those of actual self-congruence (b =
.226, b = .324, p <.001). As a consequence, hypothesis 3: actual self-congruence has a stronger effect on PSR
strength than ideal-self congruence, is rejected.
Direct effects

Actual self-congruence à PSR strength

Ideal self-congruence à PSR strength

Unstandardized (b)

.226**

.256**

Standardized (b)

.324**

.424**

R2

.105

.180

.100

.175

.12

.22

2

Adjusted R
2

Cohen’s f

N = 192, * p <.05, ** p <.01
Table 8 Simple linear regression coefficients
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Sequential multiple regression analysis
A sequential multiple regression analysis was run to see whether the effects of actual- and ideal self-congruence
on PSR strength hold, when controlling for exposure to favourite SMI and involvement in SMI-following (i.e. the
covariates). See table 9 for full details on each regression model.
The covariates, as included in model 1, together explain 35% of the total variance of PSR strength 3.
Model 1, including the covariates, is statistically significant (R2 = .349, F(1, 190) = 102.001, p <.001; adjusted R2
= .346). When adding actual-self congruence to the covariates (model 2), model 2 significantly explains 38.1% of
the total variance in PSR strength (R2 = .381, F(2, 189) = 58.207, p <.001; adjusted R2 =.375). Hence, the addition
of actual self-congruence to model 1 significantly explains another 3.2% of PSR strength (R2 = .032, F(1, 189) =
9.727, p <.05).
The addition of ideal-self congruence to the covariates in model 3, significantly increases R2 with 5.8%
(R2 = .058, F(1, 189) = 18.537, p <.001). Model 3, including exposure to favourite SMI, involvement in SMIfollowing and ideal self-congruence to predict PSR strength is statistically significant and explains 40.7% of the
total variance of PSR strength (R2 = .407, F(2, 189) = 64.976, p <.001; adjusted R2 = .401).
Model 1
b

Model 2
b

Model 3
b

Constructs

b

Constant

2.241**

Exposure

-.021

-.027

-.005

-.006

.005

.006

Involvement

.482**

.591**

.443**

.544**

.413**

.506**

.129**

.185**
.154**

.256**

b
1.942**

Actual self-congruence

1.821**

Ideal self-congruence
2

R

2

Adjusted R

b

.349

.381

.407

.346

.375

.401

Note, outcome variable = PSR strength, N = 192, * p <.05, ** p <.01
Table 9 Multiple linear regression coefficients

As expected, the coefficients of involvement in SMI-following are significant in all models, with
unstandardized beta-coefficients ranging from b = .413, t = 8.524, p <.001 to b = .482, t = 10.100, p <.001,
indicating that involvement in SMI-following is a great predictor of PSR strength. At the same time, exposure to
favourite SMI is insignificant in every model (p <.05). Hence, exposure to SMI’s does not impact the PSR strength
between SMI-followers and SMI’s and is excluded from further analysis.
When looking at model 2, the coefficients of actual-self congruence are still significant (b = .129, b =
.184, t = 3.119, p <.001) when controlling for the covariates, showing additional support to hypothesis 1. However,
the coefficients of actual self-congruence have decreased in comparison to the first analysis (see table 8, b = .226,
b = .324). When looking at model 3, the coefficients of ideal self-congruence are also still significant (b = .154, b

= .256, t = 4.305, p <.001), indicating support for hypothesis 2, but have decreased as well in comparison to the
simple linear regression (see table 8, b = .256, b = .424). Hence, hypothesis 1, 2 and 3 are still supported, however,
the impact of both types of self-congruence on PSR strength decreases when controlling for involvement in SMIfollowing.
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Materialistic values as moderator
To examine whether the materialistic values moderate the relationship between both types of self-congruence and
PSR strength, a moderator analysis is performed in PROCESS version 3.5 by Andrew f. Hayes. PROCESS is used,
as results show both interaction effects and mediation effects, when applying the correct model number (model 1
and 4, respectively). In addition, PROCESS corrects for possible heteroscedasticity in the model, by applying
Davidson-Mackinnon heteroscedasticity-consistent inference. Furthermore, the program gives the option to
automatically mean-centre all metric variables, which improves the interpretability of the output.
To test hypothesis 4, 5 and 6, six models were run in model number 1, which all included involvement in
SMI-following as a covariate. The first three models (model 1, 2 and 3 in table 10) included actual self-congruence
as independent variable, PSR strength as dependent variable and the three materialistic values as moderator
alternately. The effect of actual self-congruence on PSR strength is not conditional for materialistic values, as the
interaction terms of the materialistic values success (b = -.008, t = -.196, p > .05), mirth (b = .048, t = 1.168, p >
.05) and medicine (b = .013, t = .342 p > .05) are not significant. For this reason, hypothesis 5: the effect of actual
self-congruence on PSR strength is stronger for SMI-followers with high mirth values, is rejected.
The latter three models (model 4, 5 and 6 in table 10) included ideal self-congruence as independent
variable, PSR strength as dependent variable and the three materialistic values as moderator alternately. Again, all
interaction effects (as presented in table 10) are non-significant (p > .05). More specifically, the interaction terms
of success (b = -.001, t = -.023, p > .05) and medicine (b = .002, t = .076, p > .05) are not significant. For this
reason, hypothesis 4: the effect of ideal self-congruence on PSR strength is stronger for SMI-followers with higher
a) success and b) medicine values, is rejected.
Apparently, there is no significant difference between the regression scores from both types of selfcongruence on PSR strength for categories of the three materialistic values. The main effects of both types of selfcongruence on PSR strength are still significant in all six models (varying from b = .130 – b = .158, p <.05), when
controlling for the covariate involvement in SMI-following and when including the materialistic values as
moderators alternately. Please note, the main effects in table 10 should be interpreted as the effect if the other
variables included in the model are equal to their mean, so can differ from table 9. In sum, the main effects of
actual and ideal self-congruence on PSR strength are still significant, but these effects are not conditional for the
three materialistic values. Nevertheless, hypothesis 4, hypothesis 5 and hypothesis 6: the effect of H4 is stronger
in comparison to the effect of H5, should be rejected. Full details regarding the three materialistic values as
moderator in the relationship between self-congruence and PSR strength to test hypothesis 4, 5 and 6 are included
in Appendix F.
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Moderators
Materialistic value Success

Materialistic value Mirth

Materialistic value Medicine

Models

Model 1

Model 2

Model 3

Main effect actual

.130*

.133*

.146**

Main effect moderator

.018

-.059

.077

Interaction effect

-.008

.048

.013

Involvement

.438**

.449**

.423**

.382

.390

.390

Model 3

Model 4

Model 6

Main effect ideal

.155**

.154**

.158**

Main effect moderator

-.006

-.062

.055

Interaction effect

-.001

-.022

.002

Involvement

.414**

.413**

.401**

.408

.414

.412

2

R

2

R

Note, outcome variable = PSR strength, actual = actual self-congruence, ideal = ideal self-congruence
N = 192, * p <.05, ** p <.01
Table 10 Moderator analysis materialistic values in the relationship between self-congruence and PSR strength

Additional analysis – conditional effects
Demographics as moderator
To see whether the effects of both types of self-congruence on PSR strength are conditional for gender, age and
educational level, several interaction models were run in PROCESS. These models included actual- and ideal selfcongruence as independent variables alternately, PSR strength as dependent variable and gender, educational level
and age as moderators alternately. The interaction effects of actual self-congruence with gender (b = -.094, t = .897, p > .05) and educational level (b = -.011, t = .382, p > .05) are insignificant. However, the interaction effect
of actual self-congruence and age is significant (b = -.012, t = -2.119, p <.05), indicating that relationship between
actual self-congruence and PSR strength differs for SMI-followers’ age. An overview of the effects is included in
table 11 and full details regarding the results are included in Appendix G. Only for the SMI-followers whose age
is 1 standard deviation below (b = .219, t = 3.922, p <.001) or equal to the average age, (b = .139, t = 3.552, p
<.05) the effect of actual self-congruence on PSR strength is significant and positive. The Johnson-Neyman
technique shows a cut-off point for the interaction effect at 4.245 (see Appendix G, table G4). Because the
construct age is mean-centered, the average age of 25.21 for SMI-followers should be summed up, resulting in the
critical age of » 29 years. Below the age of 29 years, the effect of actual self-congruence on PSR strength is
significant, whereas above this age, the effect becomes insignificant. The effect sizes of the interaction effect show
that the lower SMI-followers’ age, the higher the positive effect of actual self-congruence on PSR strength (varying
from b = .236, t = 3.821, p <.05 for the age of » 19, until b = 089, t = 1.973, p = 0.5 for the age of » 29). In fact,
the Johnson-Neyman values revealed that the effect size of actual self-congruence on PSR strength is stronger for
SMI-followers with an age below » 22 years (b = .181, t = 4.025, p <.001) than the overall effect of ideal selfcongruence on PSR strength (b = .154, t = 4.305, p <.001).
Hence, the effect of actual self-congruence on PSR strength is conditional for SMI-followers’ age, where
this effect decreases as the SMI-followers’ become older, until the age of 29 years, where this effect even becomes
insignificant. While the multiple regression analysis revealed that, in general, the effect of ideal self-congruence
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on PSR strength is stronger, the effect of actual-self congruence on PSR strength is greater for younger SMIfollowers until the age of 22 years. The effect of ideal self-congruence on PSR strength is not moderated by the
following demographics, as all interaction effects are insignificant: age (b = -.003, t = -.241, p > .05), gender (b =
-.094, t = -1.292, p > .05) and educational level (b =.-.022, t = 1.301, p > .05).
Moderators
Models

Age

Involvement in SMI-following

Main effect actual self-congruence

.139**

.129*

Main effect moderator

.009

.444**

Interaction effect

-.012*

-.017

R

.400

.382

Main effect ideal self-congruence

.156**

.149**

Main effect moderator

-.003

.412**

Interaction effect

-.003

-.049*

R2

.410

.416

2

Note, outcome variable = PSR strength, N = 192, * p <.05, ** p <.01
Table 11 Moderator analysis involvement in SMI-following in the relationship between self-congruence and PSR strength

Involvement in SMI-following as moderator
As the correlation matrix (table 6) shows, involvement in SMI-following is highly correlated with actual- and ideal
self-congruence. In addition, regression analyses show that involvement is a great predictor of PSR strength and
that part of the original effect of both types of self-congruence on PSR strength disappears when controlling for
involvement in SMI-following. To see how both types of self-congruence analysis are related to involvement in
SMI-following, the latter construct is included as moderator and as mediator in the several models in PROCESS.
As a result, insights concerning possible conditional or indirect effects of both types of self-congruence on PSR
strengths are generated, when taking involvement in SMI-following into consideration.
Firstly, actual- and ideal self-congruence are alternately chosen as independent variable, PSR strength as
dependent variable and involvement in SMI-following as moderator. Table 11 shows that the effect for actual selfcongruence on PSR strength is unconditional for involvement in SMI-following, as the interaction effect is
insignificant (b = -.017, t = -.462, p > .05). This is in contrast to ideal self-congruence, where the interaction effect
of involvement in SMI-following is statistically significant (b = -.049, t = -2.0195, p <.05), indicating that
relationship between ideal self-congruence and PSR strength differs for the level of involvement in SMI-following.
Full details regarding the results of the moderator analysis are included in Appendix H.
For SMI-followers who score 1 standard deviation below the average (b = .208, t = 4.702, p <.001), the
average (b = .149, t = 4.446, p <.001) or 1 standard deviation above the average (b = .090, t = 2.018, p <.05) on
involvement in SMI-following, the effect of ideal self-congruence on PSR strength is significant and positive (see
Appendix H, table H3. For these SMI-followers, the more ideal self-congruence they experience, the higher their
PSR strength with SMIs. The effect sizes of the interaction effect show that the lower the involvement in SMIfollowing, the higher the positive effect of ideal self-congruence on PSR strength. The Johnson-Neyman technique
shows a cut-off point for the interaction effect at the score of 1.22 on involvement in SMI-following (on a 7-point
Likert scale) (see Appendix H, table H4). The mean score of 3.55 on involvement in SMI-following (see table 6)
should be added, due to mean-centering issues, resulting in a critical point of 4.77. Below this score on involvement
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in SMI-following, the interaction effect is significant (p <.05), whereas above this value, the interaction effect
becomes insignificant (p > .05). In other words, the effect of ideal self-congruence on PSR strength is not
significant anymore when SMI-followers score 4.77 or higher on involvement in SMI following.
In sum, the impact of actual self-congruence on PSR strength is not conditional for involvement in SMIfollowing. Contrary, the positive impact of ideal self-congruence on PSR strength is moderated by involvement in
SMI-following. The latter effect is only significant for the SMI-followers who score below 4.77 on involvement
in SMI-following (which are 81.77% of all 192 participants in our sample). Above a score of 4.77 on involvement
in SMI-following, the effect of ideal self-congruence on PSR strength becomes insignificant.

Additional analysis – indirect effects
Involvement in SMI-following as mediator
To determine if there are significant indirect effects of both types of self-congruence on PSR strength via
involvement in SMI-following, the observed significance (p) of the indirect effect should be less than .05 or the
observed 95% confidence interval for the effect should not include zero. An overview of the effects is presented
in table 12 and full results of the mediation effect of actual- and ideal self-congruence and involvement in SMIfollowing on PSR strength are included in Appendix I and J, respectively. The indirect effect and effect size tests
are performed based on a bootstrap procedure in PROCESS. Both actual- and ideal self-congruence directly effect
involvement in SMI-following (b = .219, t = 3.678, p <.001, R2 = .066; b = .246, t = 5.016, p <.001, R2 = .066,
respectively). The confidence interval (CI) for the indirect effect does not include zero for both actual selfcongruence (b = .097, BCa CI [.044 - .152]) and ideal self-congruence (b = .102, BCa CI [.057 - .156]). As a result,
there is an indirect effect of both actual- and ideal self-congruence on PSR strength through involvement in SMIfollowing. The confidence interval for the completely standardized indirect effect (CSIE), the parameter
representing the effect size, does not include zero and is therefore significant for both actual self-congruence (CSIE
= .140, BCa CI [.044 - .153]) and ideal self-congruence (CSIE = .168, BCa CI [.057 - .165]). Although the indirect
effect for ideal self-congruence is slightly higher in comparison to actual self-congruence, both effect sizes are
considered to be weak to medium (.10 = weak, .30 = medium).
Total effect X on M
Models
X: Actual self-congruence

Indirect effect X on Y

Direct effect X on Y

b

b

CSIE

b

.219**

.097*

.140*

.129*

.246**

.102

.168*

.154**

Y: PSR strength
M: Involvement to SMI
X: Ideal self-congruence
Y: PSR strength
M: Involvement to SMI
Note, X = independent variable, Y = dependent variable, M = mediator
N = 192, * p <.05, ** p <.01
Table 12 Involvement in SMI-following as mediator in the relation between self-congruence and PSR strength

Since both indirect effects are significant, it makes sense to consider how the direct effect in the mediation
model differs from the direct effect in the original simple regression model, as presented in table 8. The simple
linear regression showed that actual self-congruence had an original effect on PSR strength of b = .226 (p <. 001;
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see table 8). The direct effect of actual self-congruence on PSR strength under control of involvement in SMIfollowing is b = .129 (p <.05; see table 12). The differences between those effects is .097, which is a significantly
43.12% decrease of the original effect of actual self-congruence on PSR strength due to involvement in SMIfollowing as mediator.
Initially, the total effect of ideal self-congruence on PSR strength is b = .256 (p <.001; see table 8). The
direct effect of ideal self-congruence on PSR strength under control for involvement in SMI-following is .154 (t =
4.605, p <.001; see table 12). The difference between those effects is .168, which is a significantly decrease of
39.67% of the original effect of ideal self-congruence on PSR strength, due to including involvement in SMIfollowing as mediator.
In summary, the effects of both types of self-congruence on PSR strength are partially mediated by
involvement in SMI-following. Both indirect effects are weak to medium and more than halve of the original effect
of actual- and ideal self-congruence remains after the addition of involvement in SMI-following as mediator.

Materialistic values and involvement in SMI-following as mediator
To explore whether there is anything going on between the materialistic subtypes, involvement in SMI-following
or PSR strength, several mediation analyses were run in PROCESS. Full details regarding the mediation analyses
are included in Appendix K, L and M. The results indicate that there is an indirect effect of the materialistic values
success and medicine on PSR strength, which is fully mediated by involvement in SMI-following.
Toal efect X on M
Models
X: materialistic value success

Indirect effect X on Y

Direct effect X on Y

b

b

CSIE

b

.226**

.109*

.135*

.006

.070

.034

.037

-.062

.180*

.085*

.106*

.037

Y: PSR strength
M: Involvement to SMI
X: materialistic value mirth
Y: PSR strength
M: Involvement to SMI
X: materialistic value medicine
Y: PSR strength
M: Involvement to SMI
Note, X = independent variable, Y = dependent variable, M = mediator
N = 192, * p <.05, ** p <.01
Table 13 Mediation analysis of materialistic values and involvement in SMI-following on PSR strength

The direct effects of all materialistic values on PSR strength are insignificant (see table 13, direct effects X on Y,
all p > .05). At the same time, success and medicine positively affect involvement in SMI-following (b = .226, t =
3.162, p <.05, R2 = .053; b = .180, t = 2.427, p <.05, R2 = .033, respectively), which is found to be a great predictor
of PSR strength in prior analyses. The confidence interval (CI) for the indirect effect does not include zero for
both materialistic value success (b = .109, BCa CI [.042 - .175]) and materialistic value medicine (b = .085, BCa
CI [.016 - .161]). Hence, the indirect effects of the materialistic values success and medicine on PSR strength via
involvement in SMI-following are significant. Since the direct effects of the materialistic values on PSR strength
are insignificant, the effects of the materialistic values success and medicine on PSR strength are fully mediated
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by involvement in SMI-following. The confidence interval for the completely standardized indirect effect (CSIE)
is significant for success (CSIE = .135, BCa CI [.052 - .215]) and medicine (CSIE = .106, BCa CI [.020 - .193]).
Although the indirect effect for medicine is slightly higher in comparison success, both effect sizes are considered
to be weak.
In sum, involvement in SMI-following not only partially mediates the effect of actual- and ideal selfcongruence on PSR strength, but also fully mediates the effect of the materialistic values success and medicine on
PSR strength.
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Chapter 5 Discussion and Conclusion
General discussion
While the use of SMIs is increasing, research examining how the self-presentation of SMIs affect their followers’
responses is sparse. As PSR strength contributes to the effectiveness and performance of influencer marketing
(Hwang & Zhang, 2018; Lou & Kim, 2019), the objective of this study was to gain insights in how SMIs can
present themselves to strengthen their PSRs with their followers.
The present study advanced the existing literature by identifying both actual- and ideal self-congruence
as predictors of PSR strength. The findings of the present study revealed that, as hypothesized (H1 and H2), both
actual- and ideal self-congruence strengthen the PSR between SMI-followers and SMIs. This is in line with prior
research, which showed that, self-congruence positively affects affective, attitudinal and behavioural consumer
responses (e.g. Aguirre-Rodriquez et al., 2012; Kressmann et al., 2006; Malär et al., 2011; Tan et al., 2018).
The positive impact of actual- and ideal self-congruence on PSR strength can be explained by two
underlying mechanisms; respectively, self-verification (i.e. validating, verifying and sustaining existing selfconcepts and searching for confirmation of their actual self) and self-enhancement processes (i.e. feeling motivated
to increase feelings of personal worth and approach their aspirations) (Sedikides & Strubem, 1997; Swann, 1983).
Based on the construal level theory it was hypothesized (H3) that actual self-congruence has a stronger
impact on PSR strength, as the actual self is experienced psychologically closer than the ideal self (Malär et al.,
2011; William & Bargh, 2008). However, counter to the expectations based on existing literature, the impact of
ideal self-congruence on PSR strength was generally stronger in comparison to actual self-congruence. Hence, in
general, self-verification processes might be less crucial than self-enhancement processes for SMI-followers when
forming PSRs with SMIs. The stronger impact of ideal self-congruence on PSR strength in comparison to actual
self-congruence might have to do with the belief that online self-presentation is easier than self-presentation to a
close person, due to the pressure of social desirability and the potential to interact anonymously (Chen, 2016;
Fullwood, James & Chen-Wilson, 2016; Schau & Gilly, 2003) Therefore, the online domain enables the expression
of identities or aspects that are hard to express physically, due to social boundaries in real-life (Schau & Gilly,
2003). As a result, the online domain allows open self-expressions and gives both SMIs and their followers the
flexibility present themselves as whatever or whoever they want to be (i.e. as their ideal self) (Castells, 2000;
Chen, 2016; Fullwood, et al., 2016; Schau & Gilly, 2003). Hence, it is easier and safer for individuals to express
themselves as what they aspire to become and ideal values may be more clearly revealed online than in real life
(Chen, 2016; Schau & Gilly, 2003). For these reasons, SMI-followers might feel more connected to SMIs that
represent their ideal self-image online, which help explain the generally stronger impact of ideal self-congruence
on PSR strength. In addition, the latter could also explain why SMI-followers in the present study, on average,
score higher on ideal self-congruence in comparison to actual self-congruence and thus are more likely to follow
a SMI that is like their ideal self.
Furthermore, the study at hand adds to the literature by including the three materialistic values success,
mirth and medicine as moderator in the relationship between actual- and ideal self-congruence and PSR strength.
Based on the line of reasoning that these materialistic values reflect distinctive motivations for materialism
(Pieters, 2013), the values were linked to two components; degree of self-enhancement sought and temporal focus.
Prior research revealed that these two components moderate the effect of self-congruence on consumer responses

40

(Aguirre-Rodriquez et al., 2012; Tan et al., 2018). Specifically, the effect of actual-self congruence on PSR
strength was expected to be stronger for high materialistic value mirth (H4), as this value was linked to consistency
motives and present focus (Aguirre-Rodriquez et al., 2012; Tan et al., 2018). In addition, the effect of ideal-self
congruence on PSR strength was hypothesized to be stronger for high success and medicine values (H5), as these
were linked to self-enhancement motives and future focus. Nevertheless, counter to the expectations (H4, H5 and
H6), the results showed that the positive effects of both types of self-congruence on PSR strength were not
moderated by the materialistic values success, mirth and medicine. One clarification could be that the distinctive
materialistic values are not or only marginally related to both self-enhancement motives/consistency motives and
present/future focus, which could explain the insignificant conditional effects. The present study, however, did not
include items and/or manipulations to measure the degree to self-enhancement sought and participants’ temporal
focus. Future research could investigate the relationship between the distinctive materialistic values and both the
degree of self-enhancement sought and temporal focus component in order to validate this explanation.
Whereas the effect of actual self-congruence on PSR strength is not moderated by materialistic values,
an additional analysis revealed a conditional effect of actual self-congruence on PSR strength for SMI-followers’
age. The present findings exposed that the younger the SMI-follower, the stronger the effect of actual selfcongruence on PSR strength. In fact, the effect size of actual self-congruence on PSR strength is stronger for SMIfollowers aged below 22 years than the overall effect of ideal self-congruence on PSR strength. In other words,
while generally the effect of ideal self-congruence on PSR strength is stronger, the effect of actual-self congruence
on PSR strength is greater for younger SMI-followers aged 15-22 years. Results revealed that from 22-29 years,
the effect of actual self-congruence on PSR strength declines but stays positive. However, ideal-self congruence
is more effective for those SMI-followers (22-29 years) in strengthening PSRs. From 29 years on, the effect of
actual self-congruence on PSR strength even no longer exists. An explanation could be that adolescence and young
adulthood are crucial stages in the development of individuals’ self-concept. During this period, individuals are
trying and testing various potential selves, particularly in the online environment (Baumeister, Shapiro & Tice,
1985; Fullwood et al., 2016; Swann, 1983). Hence, younger SMI-followers might be still developing their selfconcept and might be mostly looking for self-verification processes, which could clarify why actual selfcongruence has the strongest effect on PSR strength for the youngest group of SMI-followers. Another explanation
is that younger SMI-followers are more public self-conscious, as they more aware of the impressions they make
to others and constantly think about how others see them (Fenigstein, 1987; Swann, 1983). On its turn, public selfconsciousness strengthens the relationship between actual self-congruence and customer responses (Malär et al.,
2011), because public self-conscious individuals are more concerned about expressing themselves in an accurate
(i.e. actual self-congruent) way. Therefore, public self-conscious individuals are better in recognizing the authentic
self-expression potential (Malär et al., 2011), through fostering strong PSRs with actually self-congruent SMIs,
which could explain the stronger effect of actual self-congruence on PSR strength for younger SMI-followers. At
the same time, older SMI-followers might be less public conscious and therefore care less about expressing
themselves in an accurate way (Fenigstein, 1987), clarifying the insignificant effect of actual self-congruence on
PSR strength for older SMI-followers (> 29 years). Yet, these speculations need to be validated by further research,
in which there should be controlled for other age group categories, as the selected age group categories might
influence the present results.
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Whereas the effect of ideal self-congruence on PSR strength is also not conditional for materialistic
values, an additional analysis exposed that involvement in SMI-following moderates this particular relationship.
More specifically, the effect of ideal self-congruence on PSR strength becomes insignificant when SMI-followers
are highly involved. The moderating effect of involvement in self-congruence research is examined before by
Malär et al. (2011), who investigated the effect of self-congruence on emotional brand attachment. They argue
that only when involvement is low, ideal self-congruence positively impacts emotional brand attachment. In line
with this, present findings revealed that only when the involvement is low, ideal self-congruence positively effects
PSR strength. Besides, the lower the involvement, the stronger the effect of ideal self-congruence on PSR strength.
In other words, only when involvement is low, consumers are willing to engage with self-enhancing (i.e. ideal
self-congruent) brands and/or SMI. The latter could be explained by the belief that self-enhancement processes
are more likely to occur when cognitive capacity is limited (Swann, Hixon, Stein-Seroussi & Gilbert, 1990), which
might be the case when involvement in SMI-following is low. In line with this, Tesser (1988) argues that when
relevance is high, individuals are likely to engage in an upward comparison to ideal others (i.e. ideal self-congruent
SMIs). When this happens, this (ideal) SMI could be perceived as a threat, because he/she is perceived to be better
than his/herself. As a consequence, when individuals become aware that they have not achieved their ideal,
negative emotions can arise and individuals can create a distance between him/herself and the ideal other (Tesser,
1988). In the present context, aspirational (i.e. ideal-self congruent) self-presentation of an SMI can be threatening
to highly involved followers, which arises negative emotions towards the SMI and might cause the effect of ideal
self-congruence on PSR strength to become insignificant.
Another major finding pertains the role of involvement in SMI-following in the formation of a strong
PSR between SMIs and their followers, which adds to the literature on predictors of PSR strength. Involvement in
SMI-following explains almost 35% (R2 = .349) of the variance in PSR strength. Additional analyses revealed that
involvement in SMI-following not only 1) moderates the relationship between ideal self-congruence and PSR
strength, but also 2) partially mediates the relationship between both types of self-congruence and PSR strength
and 3) fully mediates the relationship between materialistic values and PSR strength, as visually presented in the
revised conceptual model (see figure 3). The latter two findings will be discussed next.

N = 192, * p <.05, ** p <.01
Figure 3 Revised conceptual model
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First of all, the present findings revealed that involvement in SMI-following partially mediates the
relationship between both actual- and ideal self-congruence and PSR strength. Both indirect effects are weak to
medium, as more than halve of the original direct effect of actual- and ideal self-congruence on PSR strength
remains after the addition of involvement in SMI-following as mediator. It can be explained that, in general, selfcongruence leads to positive emotions (Malär et al., 2011), which might cause SMI-followers to be more willing
to engage in following their favourite SMIs.
Secondly, although the effects of both types of self-congruence on PSR strength are not moderated by the
materialistic values, the materialistic values success and medicine do indirectly reinforce PSR strength via
involvement in SMI-following. Possession-defined success is the value that belongings have as a measure of how
successful someone is in their life and in the medicine subtype, possessions are acquired to improve someone’s
happiness (Pieters, 2013). Hence, the materialistic success and medicine values have in common that they are more
extrinsically motivated in comparison to the mirth value, as with the former two, individuals more likely to
compare themselves with someone else or a better future respectively (Richins, 1994; Pieters, 2013). In addition,
Pieters (2013) found that only the materialistic values success and medicine increased loneliness, whereas mirth
even decreased loneliness. According to Hwang and Park (2007), lonely individuals may use social media to foster
PSRs in order to compensate for their social isolation or to seek belonginess and be socially accepted. In line with
this, Escalas & Bettman (2017) found that a need to belong drives PSRs. Hence, it could be that SMI-followers
with high materialistic medicine and mirth values are more likely to be involved in their following as they either
consider it important to compare themselves with SMIs and/or want to compensate their loneliness and need to
belong, which indirectly strengthen their PSRs. The present findings showed that especially younger SMI-follower
score high on the materialistic values success and medicine, which is in line with past studies who argue that
younger individuals tend to be more materialistic (Dittmar, 2005; Kasser, 2002; Myers, 2000). Prior studies also
suggest that adolescents are the most influenced by advertising (Twenge & Kasser, 2013), are more prone to
compulsive buying, are less likely to resist advertising stimuli and lack control over their spending behaviour
(Dittmar, 2005), which could explain why especially younger SMI-followers have higher materialistic values.
Moreover, past research also suggests that PSRs directly cultivate materialistic views (Lou & Kim, 2019) and that
social comparison can drive materialistic views among adolescents (Islam et al., 2018). As the present findings
revealed that materialistic values, in particular success and medicine, indirectly strengthen PSR via involvement
in SMI-following, and PSR strength on its turn reinforces materialistic values, it could be that there is a reinforcing
loop going on. In fact, a materialistic reinforcing loop is already known among scholars, who termed it the “the
material trap”, “the vicious cycle of materialism” and/or “the materialistic treadmill” (Burroughs & Rindfleisch,
2011; Kasser, 2002). Especially for younger SMIs, the indirect effect of materialistic values on PSR strength via
involvement in SMI-following becomes larger, as younger SMI-followers score higher on both materialistic
values. By providing support for a materialistic loop between PSRs and materialistic values, the present study
contributes to explaining why especially younger people tend to be more materialistic. In placing possessions
central, individuals with high materialistic values have difficulty fulfilling intrinsic needs, which eventually leads
to lower personal well-being, amongst other (e.g. Deckop et al., 2010; Dittmar et al., 2014; Kasser et al., 2004).
Therefore, future research about how to break the materialistic trap is recommended, as materialism and its
consequences is a widespread topic among scholars and concerns about the harmful impact of materialism,
especially among adolescents, is increasing (Dittmar et al., 2014; Kasser, 2002; Segev et al., 2015).
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Conclusion
Although influencer marketing is growing, research about how SMIs present themselves can strengthen their PSRs
with their followers is limited, while PSR strength can improve influencer marketing’ effectiveness. Specifically,
the present study aimed to answer the following central question: What is the effect of actual self-congruence and
ideal self-congruence between SMIs and their followers on the strength of the parasocial relationship between
them, and does this effect depend on the materialistic values of the SMI-followers?
The findings of the study at hand revealed that both authentic self-presentation (i.e. actual self-congruent)
and ideal self-presentation (i.e. ideal self-congruent) strengthen the formation of the online illusionary relationship
between SMIs and their followers. Hence, the findings support the belief that self-congruence can increase PSR
strength, however, both the type of self-congruence (actual vs. ideal) and the consumer-related variables and
characteristics (age and involvement in SMI-following) should be taken into consideration.
In general, the effect of ideal self-congruence on PSR strength is stronger than the effect of actual selfcongruence. Hence, in general, self-enhancement processes seem more important than self-verification processes
in fostering strong PSRs with SMIs, because the online domain makes it easier and safer for SMIs and their
followers to express their ideal self.
When SMI-followers are highly involved, the formation of strong PSRs can only be supported by actual
self-congruent SMIs, as an ideal-self congruent SMIs can be perceived as threatening to highly involved SMIfollowers. The positive effect of actual self-congruence on PSR strength is stronger for younger SMI-followers
and disappears for SMI-followers above 29 years, as self-verification processes are more important to the selfconcept development of younger SMI-followers, who are more public-conscious. The younger the SMI-follower,
the stronger the effect of actual self-congruence on fostering strong PSRs. From 29 years on, only improving the
involvement of SMI-followers positively strengthens PSRs for highly involved SMIs.
When the involvement is low, both types of self-congruence can be beneficial and SMI-followers’ age
should be considered. If SMI-followers are less involved and aged 15-22, an authentic self-presentation strategy
seems most effective, whereas for less involved SMI-followers above this age an aspirational strategy is more
beneficial in fostering strong PSRs.
In addition, counter to the expectations, the effects of both types of self-congruence on PSR strength are
not moderated by materialistic values. However, both materialistic values medicine and success do indirectly
impact PSR strength, via involvement in SMI-following. The present study showed that younger SMI-followers
are more likely to score higher on these materialistic values, which leads to higher involvement in their following
and stronger PSRs. In its turn, PSRs reinforce materialistic values, which can contribute to explaining why
especially younger individuals are becoming more materialistic. Finally, the present study revealed involvement
in SMI-following to be a great predictor of PSR strength.

Theoretical implications
Despite the large amount of research concerning self-congruence, there is a lack of self-congruence research within
the online domain. Previous research showed that, in general, self-congruence leads to positive consumer
responses, such as stronger brand loyalty (Sirgy, 1982), emotional brand attachment (Malär et al., 2011) and
greater purchase intention (Kressmann et al., 2006). Additionally, scholars mainly investigated the consumer-
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brand relationship, by focusing on self-congruence in relation to brand-related concepts, such as brand’s
personality, brand image, brand user imagery or brand usage imagery (Aaker, 1999; Liu et al., 2012; Sirgy, 1982).
Therefore, the first academic contribution of the study at hand is indicating that self-congruence not only impacts
the brand-consumer relationship – as found in previous research -, but also the brand-SMI relationship, by focusing
on PSR strength as outcome variable. The findings revealed that both actual- and ideal self-congruence positively
affect PSR strength, indicating that consumers do not only use brands, but also SMIs to express their self-concept.
Secondly, whereas previous research mainly focused on content influence, source influence and parental
influence to explain PSR strength (Lou & Kim, 2019), the current study shows that both actual- and ideal selfcongruence, the materialistic values success and medicine and especially involvement in SMI-following are
predictors of PSR strength. In addition, the present study supports the idea of a reinforcing materialistic loop and
provides additional insights into the explanation of why especially young people become more materialistic,
indicating involvement in SMI-following and PSR strength as potential causes.
Moreover, although previous research showed that there are several moderators (e.g. one’s self-esteem,
public-consciousness, product involvement, temporal focus, degree of self-enhancement sough) in the relationship
between self-congruence and consumer responses (Aguirre-Rodriquez et al., 2012; Malär et al., 2011; Tan et al.,
2018), there is no literature about whether materialistic values impact this relationship. Counter to the expectations,
the findings showed that the positive impact of both actual- and ideal self-congruence on PSR strength is not
moderated by the materialistic values (Richins & Dawson, 1992).
Even though not hypothesized, findings did reveal that the effect of actual self-congruence on PSR
strength is moderated by age, whereas the effect of ideal self-congruence on PSR strength is moderated by
involvement in SMI-following. Hence, by applying the materialistic values, involvement in SMI-following and
demographics as moderators and/or mediators, the present study broadens the understanding of how selfcongruence between the self-presentation of SMIs and SMI-followers’ actual- and ideal selves can impact the
PSRs between them and how this varies across different conditions in the context of influencer marketing. More
specifically, the present study shows how SMIs can present themselves to build strong relationships with their
followers, provides theoretical explanations concerning what processes SMI-followers go through when being
exposed to the self-presentation of SMIs, shows how important involvement in SMI following is in strengthening
PSRs and indicates how PSR on its turn contributes to increased materialistic values, especially among youth.

Managerial implications
As influencer marketing is the second most effective advertising strategy compared to other media (Audrezet et
al., 2018) and influencer marketing is growing (Lou & Yuan, 2019), marketeers are increasingly interested in
effectively using SMIs to promote brands and/or products. Findings of the present study support the idea that
influencer marketing is growing, by showing that 80.7% of the SMUs follow a SMI and only 19.3% were
categorized as non-followers. Hence, this indicates that lots of people are exposed to and/or build PSRs with SMIs.
The present study provides SMIs with a better understanding about whether and when they should present
themselves as aspirational (i.e. tailored to the SMI-followers’ ideal self) or authentic (i.e. tailored to the SMIfollowers’ actual self) to generate strong PSRs. Firstly, the findings revealed that to strengthen the PSR between
SMIs and SMI-followers, SMIs should adopt a perspective in which they take the selves of their targeted customers
into account. As a result, SMI-followers could perceive more congruence between the SMI and their selves, which
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positively impacts PSR strength both directly and indirectly via involvement in SMI-following. In order to do so,
the present study provides insights into the most effective self-presentation strategy for SMIs, based on the age
and level of involvement of SMI-followers, as presented in table 14.
Age of SMI-followers
Level of involvement

15-22 years

22-29 years

High involvement

Actual self-congruence

Actual self-congruence

Low involvement

Actual self-congruence

Ideal self-congruence

>29 years

SMI-followers
-

Ideal self-congruence

Table 14 Most effective self-presentation strategy for SMIs to foster strong PSRs, based on SMI-followers’ age and their level
of involvement in SMI-following

Practically, SMIs are advised to rely on authentic self-presentation (i.e. actual self-congruence) to foster
strong PSR with followers if they have a younger target group (below 22 years). Besides, when SMI-followers are
highly involved, authentic self-presentation is still most effective in strengthening PSR, until the age of 29.
Specifically, SMIs can emphasize aspects they have in common with followers to increase perceived relevance,
awake self-verification processes and eventually strengthen their relationships with followers.
If the target group’s age is above 22 years and not very involved into their following, aspirational selfpresentation seems the most effectives strategy for establishing strong PSRs. However, when the target group’s
age is above 29 years and they are highly involved, no self-presentation strategy seems to strengthen PSR.
Besides, SMIs are advised to always try to increase the involvement levels of their followers, as the
present study revealed that involvement in SMI-following is a great predictor of PSR strength. Future work could
explore what strategies SMIs can use to improve the involvement of their followers.
Not only SMIs, but practitioners can use these insights as well to improve their influencer marketing
campaign’ effectiveness. In general, self-congruence strengthen the PSRs, which in its turn improves influencer
marketing campaign’ effectiveness in terms of brand perceptions, online word-of-mouth intention and purchase
intention towards endorsed products (Hwang & Zhang, 2018; Kim et al., 2015; Lee & Watkins, 2016; Lou & Kim,
2019). Hence, it is important that marketers ensure perceived self-congruence between their target group and the
SMIs they use in their influencer marketing campaign, as this eventually leads to better performance. To do so,
the current insights can be used by practitioners as an extra criterion for selecting the most appropriate SMIs to
work with, based on the self-presentation strategy of the SMI, the target group’s age and the level of involvement
of followers. In other words, if the self-presentation strategy of SMIs fit the target group’s age and the level of
involvement, as presented in table 14, it is most likely that SMI-followers build strong PSRs with SMIs and they
are more likely to purchase their endorsed products/brands (Hwang & Zhang, 2018; Kim et al., 2015; Lee &
Watkins, 2016; Lou & Kim, 2019). For instance, Nikkie de Jager, a Dutch SMI who authentically presents herself
and has mainly high involved followers, is most likely to build strong PSRs with SMI-followers who are 15-29
years. Marketeers can use these insights to fit their target group to SMIs were they are most likely to build strong
PSRs with, which emphasizes the importance of adequate customer data and a customer-focused marketing
approach among practitioners.
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Limitations and recommendations for further research
The study at hand also bears its limitations and provides some avenues for further research. Firstly, the
generalizability of the results in the present study might be questionable, as the questionnaire is taken online and
snowball- and convenience sampling methods are used. As a consequence, the demographical and geographical
differences within the current sample might be limited, which could lead to biased results. For instance, most
respondents in the present study belonged to the age group of 15-36 years (n = 211, 88.7%). Additionally, the fact
that there were unequal groups when performing ANOVA-analyses is also a limitation. If the groups were more
equal, the outcome of the ANOVA-analysis could be different. To prevent different outcomes, a robustness check
is performed, when the variance was unequally distributed among groups, using the Welch-statistic. Still, more
equal groups would have resulted in more reliable and valid results. Hence, a replication study is recommended,
particularly among older SMUs (> 37 years), with a low educational level, since these SMUs were
underrepresented in the current sample. In addition, a replication study among SMUs younger than 15 years could
be interesting, as this was the minimum age in the current sample. Furthermore, a replication study in which
different age groups are used is recommended to see whether the results differ if dissimilar categories are applied.
Secondly, the constructs included in the present study did not explain all the variance in every construct.
Hence, there are other constructs that could be relevant, which are not included in the current analysis. Future work
could explore if the current results hold when taking other control variables into consideration to provide more
reliable results and increase the generalizability of the findings. For instance, future work could take cultural
differences or geographical areas into account, as these might impact the effect of actual- and ideal self-congruence
on the formation of PSRs between SMIs and their followers.
Thirdly, the principal component analysis showed that, even after performing several rotations- and
extraction methods, the items to measure PSR strength load on two items instead of one. Although the
measurement of PSR strength shows high reliability and sufficient validity in the present study, and no further
evidence of multiple dimensions underlying this particular construct, this could reduce the construct validity of
the items (Hair et al., 2014). Despite the fact that the used measurement scale of PSR is validated in previous
research, it could be that PSR strength includes two underlying dimensions. Hence, future research could explore
what dimensions belong to PSR strength and whether the same results hold when measuring PSR strength
differently. For instance, Tukachinsky’s (2010) Multiple-PSR Scales could be used, which include 23 items and
tap into para-friendship and para-love as two distinct facets of PSR.
Fourthly, the present study found that involvement in SMI-following is an important predictor of PSR
strength. Future work could explore how SMIs can improve the involvement of their followers, as previous
research mainly focused on customer engagement and involvement to brands’ online pages instead of involvement
in SMI-following (e.g. Tsai & Men, 2013, Yilmaz & Enginkaya, 2015).
Finally, in the past, most research aggerated the materialistic subtypes of Richins & Dawson (1992) to
measure overall materialism. The present study showed that the materialistic subtypes success and medicine
directly impact involvement in SMI-following and indirectly effect PSR strength. Hence, valuing material
possessions as a measure of success and as a medicine for happiness is associated with a higher involvement in
SMI-following and stronger PSRs. As previous research showed that PSR strength in its turn increases
materialistic values (Lou & Kim, 2019), this jointly forms a perpetuating vicious cycle. Contrary, valuing
possessions as a source of material mirth in life does neither significantly affect involvement in SMI-following
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nor PSR strength. These findings are in line with Pieters (2013), who showed that only the materialistic values
success and medicine increased loneliness, whereas mirth even decreased loneliness. Treating materialism as an
aggregate phenomenon could have led to different and less valuable insights, emphasizing the importance of
treating the materialistic values distinctly. Hence, when including materialism as a key construct in future work,
it is recommended to treat these values separately, as the three subtypes reflect distinctive motivations for
materialism (Pieters, 2013). In particular, it would be interesting to use the distinctive materialistic subtypes in
research concerning the consequences of materialism other than loneliness, in order to get insights in the
motivations behind individuals’ materialistic views. Lastly, future work could explore how to break the trap of the
materialistic circle, which is fostered by the formation of strong PSRs between SMIs and their followers.
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Appendices
Appendix A: The online questionnaire

Introduction
Dear participant,
Thank you for your time and cooperation in the survey. The purpose of this survey is to gain insight in how the
way social media influencers (SMIs) present themselves impacts the relationship that social media users have with
these SMIs.
The survey will take approximately 5-10 minutes is completely anonymous. Your response will be kept strictly
confidential and only members of the research team will have access to the information you give. Please be aware
of the possibility to withdraw from the survey anytime you want. Results of the survey will be analyzed by a
research team of the Radboud University Nijmegen and used for a master’s thesis in Marketing. Please firstly read
a short description about social media influencers before continuing with the questions.
Social media influencers (SMIs) are those who have a large number of followers and shape the attitude of their
audience by regularly posting valuable content on social media. SMIs have substantial number of followers on one
or more social media channel (e.g. Instagram, Twitter, YouTube, Snapchat) and profit from promoting sponsored
content to their audience.
Questions
Q1: Do you use social media (such as Instagram, Twitter, YouTube, Facebook)? (1 = yes, 2 = no)
Route:
Participants who use social media à to question 2
Participants who do not use social media à to block 3 & 4
Q2: Do you follow a social media influencer(s) on social media channel(s)?
Please note, this also includes regularly looking for content of a SMI on a social media channel without actually
subscribing to an account. (1=yes, 2=no)
Route:
Participants who do not follow a SMI à to block 3 & 4
Participants who follow a SMI à to block 1
Block 1:
Q3: Please name your favourite SMI. Please indicate only one individual name, rather than groups. (open question)
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Block 2
Q4: Take a moment to think about [favourite SMI]. Now, think about how you see yourself (your ideal self). What
kind of person are you? How would you describe yourself? Once you have done this, indicate your agreement to
the following statements:
II: [favourite SMI] is consistent with how I see myself (my ideal self).
I2: [favourite SMI] is a mirror image of me (my ideal self).
(Answering options I1 – I2 are varying from “strongly disagree’’ to “strongly agree” on a 7-point Likert-scale)
Q5: Take another moment to think about [favourite SMI]. Now, think about how you like to see yourself (your
ideal self). What kind of person are you? What kind of person would you like to be? Once you have done this,
indicate your agreement to the following statements:
I3: [favourite SMI] is consistent with how I would like to be.
I4: [favourite SMI] is a mirror image of how I would like to be.
(Answering options I3 – I4 are varying from “strongly disagree’’ to “strongly agree” on a 7-point Likert-scale)
Q6: Please indicate your level of agreement to the following statements:
I5: Following [favourite SMI]’s posts/updates on social media is a significant part of my life.
I6: I am very interested in following [favourite SMI]’s posts/updates on social media.
I7: Following [favourite SMI]’s posts/updates on social media is an important part of my life.
I8: I am very much involved in/with following [favourite SMI]’s posts/updates on social media.
I9: I pay a lot of attention to [favourite SMI]’s posts/updates on social media.
(Answering options I5 – I9 are varying from “strongly disagree’’ to “strongly agree” on a 7-point Likert-scale)
Q7: Please indicate your level of agreement to the following statements:
I10: I think [favourite SMI] is like an old friend.
I11: [favourite SMI] makes me feel as comfortable as when I am with friends.
I12: I think about [favourite SMI] when I don't see content of him/her on my social media channels.
I13: I miss [favourite SMI] if I do not see him/her on my social media channels for a long time.
I14: I feel that I know [favourite SMI] very well.
I15: I try to imagine what [favourite SMI] thinks about the content he/she posts online.
I16: The social media account of [favourite SMI] shows me what he/she is like.
I17: I find [favourite SMI] to be likable.
I18: I mostly agree with the actions of [favourite SMI].
I19: If there were a story about [favourite SMI] in a newspaper or on TV, I would read or watch it.
I20: I would like to meet [favourite SMI] in person.
I21: I admire [favourite SMI] for his/her achievements.
I22: I look forward to receiving new content of [favourite SMI].
(Answering options I10 – I22 are varying from “strongly disagree’’ to “strongly agree” on a 7-point Likert-scale)
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Q8: Please indicate your level of agreement to the following statements:
I23: How often were you exposed to [favourite SMI] on television, in film, in magazines, or on radio.
I24: Indicate how often you check the posts of [favourite SMI] on social media channels.
I25: Indicate how many times [favourite SMI] ever reposted or replied to your posts on social media.
(Answering options I23 – I25 are varying from “never” to “always” on a 7-point Likert-scale)
Block 3:
Q9: Please indicate your level of agreement to the following statements:
I26: I admire people who own expensive homes, cars, and clothes.
I27: Some of the most important achievements in life include acquiring material possessions.
I28: I don’t place much emphasis on the amount of material objects people own as a sign of success.
I29: The things I own say a lot about how well I’m doing in life.
I30: I like to own things that impress people.
I31: I try to keep my life simple, as far as possessions are concerned.
I32: The things I own aren’t all that important to me.
I33: Buying things gives me a lot of pleasure.
I34: I like a lot of luxury in my life.
I35: I put less emphasis on material things than most people I know.
I36: I have all the things I really need to enjoy life.
I37: My life would be better if I owned certain things I don’t have.
I38: I wouldn’t be any happier if I owned nicer things.
I39: I’d be happier if I could afford to buy more things.
I40: It sometimes bothers me quite a bit that I can’t afford to buy all the things I’d like.
(Answering options I26 – I40 are varying from “strongly disagree’’ to “strongly agree” on a 7-point Likert-scale)
Block 4:
Q10: What is your gender? (1 = female, 2 = male, 3 = others (specify))
Q11: What is your age? (open question)
Q12: What is your highest educational level? (ranging from 1 = less than high school to 8 = doctorate degree)
End
This is the end of the survey.
Thank you for participating.
If you have any questions, please send an e-mail to: r.vaneerde@student.ru.nl
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Appendix B: PSR strength items
1.

I think [favourite SMI] is like an old friend.

2.

[favourite SMI] makes me feel as comfortable as when I am with friends.

3.

I think about [favourite SMI] when I don't see content of him/her on my social media channels.

4.

I miss [favourite SMI] if I do not see him/her on my social media channels for a long time.

5.

I feel that I know [favourite SMI] very well.

6.

I try to imagine what [favourite SMI] thinks about the content he/she posts online.

7.

The social media account of [favourite SMI] shows me what he/she is like.

8.

I find [favourite SMI] to be likable.

9.

I mostly agree with the actions of [favourite SMI].

10.

If there were a story about [favourite SMI] in a newspaper or on TV, I would read or watch it.

11.

I would like to meet [favourite SMI] in person.

12.

I admire [favourite SMI] for his/her achievements.

13.

I look forward to receiving new content of [favourite SMI].
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Appendix C: Materialistic values items
Success
1.

I admire people who own expensive homes, cars, and clothes.

2.

Some of the most important achievements in life include acquiring material possessions.

3.

I don’t place much emphasis on the amount of material objects people own as a sign of success.

4.

The things I own say a lot about how well I’m doing in life.

5.

I like to own things that impress people.

Mirth
6.

I try to keep my life simple, as far as possessions are concerned.

7.

The things I own aren’t all that important to me.

8.

Buying things gives me a lot of pleasure.

9.

I like a lot of luxury in my life.

10. I put less emphasis on material things than most people I know.
Medicine
11. I have all the things I really need to enjoy life.
12. My life would be better if I owned certain things I don’t have.
13. I wouldn’t be any happier if I owned nicer things.
14. I’d be happier if I could afford to buy more things.
15. It sometimes bothers me quite a bit that I can’t afford to buy all the things I’d like.
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Appendix D: Involvement items
1.

Following [favourite SMI]’s posts/updates on social media is a significant part of my life.

2.

I am very interested in following [favourite SMI]’s posts/updates on social media.

3.

Following [favourite SMI]’s posts/updates on social media is an important part of my life.

4.

I am very much involved in/with following [favourite SMI]’s posts/updates on social media.

5.

I pay a lot of attention to [favourite SMI]’s posts/updates on social media.
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Appendix E: Pattern matrix
Component

Items
1

PSR_6: I try to imagine what he/she thinks about the content
he/she posts online.
PSR_2: He/she makes me feel as comfortable as when I am
with friends.
PSR_5: I feel that I know him/her very well.
PSR_3: I think about him/her when I don't see content of
him/her in my social media channels.
PSR_1: I think he/she is like an old friend.
PSR_4: I miss him/her if I do not see him/her on my social
media channels for a long time.
MIRTH_3: Buying things gives me a lot of pleasure.
MIRTH_4: I like a lot of luxury in my life.
MIRTH_1: I try to keep my life simple, as far as possessions are
concerned.
MIRTH_5: I put less emphasis on material things than most
people I know.
ACTUAL_1: he/she is a mirror image of me (my actual self)
ACTUAL_2: He/she is a mirror image of me (my actual self).
IDEAL_1: He/she is a mirror image of how I would like to be
(my ideal self)
IDEAL _2: He/she is consistent with how I would like to be
(my ideal self).
INVOLVE_1: Following his/her posts/updates on social media
is a significant part of my life.
INVOLVE_3: Following his/her posts/updates on social media
is an important part of my life.
INVOLVE_4: I am very much involved in/with following
his/her posts/updates on social media.
INVOLVE_5: I pay a lot of attention to his/her posts/updates
on social media.
INVOLVE_2: I am very interested in following his/her
posts/updates on social media.
EXPOSE_1: How often were you exposed to him/her on
television, in film, in magazines, or on radio?
EXPOSE_2: How often do you check the posts/updates of on
social media channels?
MEDICINE_2: My life would be better if I owned certain
things I don’t have.
MEDICINE_4: I’d be happier if I could afford to buy more
things.
MEDICINE_1: I have all the things I really need to enjoy life.
MEDICINE_5: It sometimes bothers me quite a bit that I can’t
afford to buy all the things I’d like.
PSR_12: I admire him/her for his/her achievements.

2

3

4

5

6

7

8

.723

.683

.675
.664

.652
.575

.311

.777
.744
.614

.454

.801
.770
.751

.732

.819

.787

.777

.609

.567

.371

.928

.832

.767

.763

.749
.641

.691
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PSR_9: I mostly agree with the actions of him/her.

.688

PSR_11: I would like to meet him/her in person.
PSR_8: I find to him/her to be likable.

.651
.338

.619

PSR_10: If there were a story about him/her in a newspaper or

.608

on TV, I would read or watch it.
SUCCESS_4: The things I own say a lot about how well I’m

.828

doing in life.
SUCCESS_2: Some of the most important achievements in life

.617

include acquiring material possessions.
SUCCES_5: I like to own things that impress people.

.357

.579

SUCCESS_1: I admire people who own expensive homes, cars,

.456

and clothes.

Table E1 Pattern matrix
Note, All factor loadings >.30 are included in the pattern matrix and the highest factor loading per item is bold
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Appendix F: Materialistic values as moderator in the relationship between self-congruence and
PSR strength to test hypothesis 4,5 and 6
Introduction
To test hypothesis 4 (both 4a and 4b), 5 and 6, several moderator analyses were run. The most important results
are presented for each hypothesis in the present appendix.
Hypothesis 4a: the effect of ideal self-congruence on PSR strength is stronger for SMI-followers with higher
a) success values.
Model details
Model number in Process

1

Dependent variable

PSR strength

Independent variable

Ideal self-congruence

Moderator

Materialistic value success

Covariate

Involvement in SMI following

Number of bootstrap samples

5000

Sample

N = 192

Table F1 Model details interaction effect ideal self-congruence and materialisitc value success

Effect

b

t

p

BootLLCI

BootULCI

Constant

2.4836

13.0177

.0000

2.1064

2.8588

Ideal self-congruence

.2546

4.5445

.0000

.0875

.2217

Materialistic value success

-.0056

-.1157

.9080

-.1002

.0891

Interaction effect ideal-self congruence*materialistic value

-.0006

.0230

.9817

-.0539

.0527

.4139

7.8687

.0000

.3101

.5176

mirth
Involvement in SMI-following
2

R = .4075
Table F2 Model summary including interaction effect ideal self-congruence and materialistic value success
Note, outcome variable is PSR strength

Interpretation
Since the interaction effect of ideal self-congruence*materialistic value success is insignificant (b = -.001, t = .023, p >.05), hypothesis 4a is rejected.
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Hypothesis 4b: the effect of ideal self-congruence on PSR strength is stronger for SMI-followers with
higher medicine values.
Model details
Model number in Process

1

Dependent variable

PSR strength

Independent variable

Ideal self-congruence

Moderator

Materialistic value medicine

Covariate

Involvement in SMI following

Number of bootstrap samples

5000

Sample

N = 192

Table F3 Model details interaction effect ideal self-congruence and materialistic value medicine

Effect

b

t

p

BootLLCI

BootULCI

Constant

2.5290

13.1708

.0000

2.1502

2.9078

Ideal self-congruence

.1584

4.6999

.0000

.0919

.2249

Materialistic value medicine

.0546

1.1220

.2633

-.0414

.1506

Interaction effect ideal-self congruence*materialistic value

.0019

.0760

.9395

-.0482

.0520

.4008

7.5455

.0000

.2960

.5056

medicine
Involvement in SMI-following
R2 = .4119
Table F4 Model summary including interaction effect ideal self-congruence and materialistic value success
Note, outcome variable is PSR strength

Interpretation
As the interaction effect of ideal self-congruence*materialistic value medicine is insignificant (b = .002, t = .076,
p >.05), hypothesis 4b is rejected.
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Hypothesis 5: the effect of actual self-congruence on PSR strength is stronger for SMI-followers with high
mirth values.
Model details
Model number in Process

1

Dependent variable

PSR strength

Independent variable

Actual self-congruence

Moderator

Materialistic value mirth

Covariate

Involvement in SMI following

Number of bootstrap samples

5000

Sample

N = 192

Table F5 Model details interaction effect actual self-congruence and materialistic value mirth

Effect

b

t

p

BootLLCI

BootULCI

Constant

2.3570

12.6645

.0000

1.9898

2.7241

Actual self-congruence

.1331

3.1525

.0019

.0498

.2164

Materialistic value mirth

-.0588

-1.0677

.2870

-.1676

.0499

Interaction effect actual-self congruence*materialistic

.0476

1.1681

.2443

-.0328

.1280

.4488

8.8828

.0000

.3491

.5485

value mirth
Involvement in SMI-following
2

R = .3913
Table F6 Model summary including interaction effect actual self-congruence and materialistic value mirth
Note, outcome variable is PSR strength

Interpretation
As the interaction effect of actual self-congruence*materialistic value mirth is insignificant (b = .048, t = 1.168, p
>.05), hypothesis 4b is rejected.
Hypothesis 6: The effect of H4 is stronger in comparison to the effect of H5
As the effects of hypothesis 4 and hypothesis 5 are insignificant, hypothesis 6 is rejected as well.
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Appendix G: The interaction effect of actual self-congruence and age on PSR strength
Model details
Model number in Process

1

Dependent variable

PSR strength

Independent variable

Actual self-congruence

Moderator

Age

Covariate

Involvement in SMI following

Number of bootstrap samples

5000

Sample

N = 192

Table G1 Model details interaction effect actual self-cogruence and age

Effect

b

t

p

BootLLCI

BootULCI

Constant

2.3894

12.7989

.0000

2.0211

2.7576

Actual self-congruence

.1393

3.5224

.0005

.0612

.2171

Age

.0089

.6295

.5298

-.0189

.0367

Interaction effect actual-self congruence*age

-.0118

-2.1193

.0354

-.0228

-.0008

Involvement in SMI-following

.4460

8.6199

.0000

.3439

.5481

2

R = .4001
Table G2 Model summary including interaction effect actual self-congruence and age
Note, outcome variable is PSR strength

Conditional effects

Age

+ M age

b

t

p

LLCI

LLCI

-1 SD

-6.7822

18.427

.2193

3.9127

.0001

.1090

.3296

Average

.0000

25.210

.1392

3.5224

.0005

.0612

.2171

+1 SD

6.7822

31.992

.0590

1.1049

.2706

-.0460

.1644

Table G3 Conditional effects interactio effect actual self-congruence and age
Note, the age variable is mean-centered

Moderator value defining

Value

+ M age

% below

% above

4.245

29.454

91.667

8.333

Johnson-Neyman significance region
Age

Table G4 Johson-Neyman value for interaction effect actual self-congruence and age
Note, the age variable is mean-centered
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Appendix H: The interaction effect of ideal self-congruence and involvement in SMI-following
on PSR strength
Model details
Model number in Process

1

Dependent variable

PSR strength

Independent variable

Ideal self-congruence

Moderator

Involvement in SMI-following

Number of bootstrap samples

5000

Sample

N = 192

Table H1 Model details interaction effect ideal self-congruence and involvement in SMI-following

Effect

b

t

p

BootLLCI

BootULCI

Constant

3.9827

68.3316

.0000

3.8678

4.0977

Ideal self-congruence

.1488

4.4660

.0000

.0831

.2145

Involvement in SMI-following

.4199

8.4816

.0000

.3222

.5175

Interaction effect actual-self congruence*involvement in

-.0494

-2.0195

.0449

-.0977

-.0011

SMI-following
R2 = .4163
Table H2 Model summary including interaction effect ideall self-congruence and involvement in SMI-following
Note, outcome variable is PSR strength

Conditional effects

Involvement in

+ M involvement

b

t

p

LLCI

LLCI

SMI-following

in SMI-following

-1 SD

-1.1957

2.353

.2079

4.7015

.0000

.1207

.2951

Average

.0000

3.549

.1488

4.4660

.0000

.0831

.2145

+1 SD

1.1957

4.745

.0897

2.0178

.0450

.0020

.1774

Table H3 Conditional effects interactio effect ideal self-congruence and involvement in SMI-following
Note, the involvement in SMI-following variable is mean-centered

Moderator value defining

Value

Johnson-Neyman significance region
Involvement in SMI-following

+ M involvement in

% below

% above

81.771

18.229

SMI-following
1.223

4.772

Table H4 Johson-Neyman value for interaction effect ideal self-congruence and involvement in SMI-following
Note, the the involvement in SMI-following variable is mean-centered
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Appendix I: The mediation effect of actual self-congruence and involvement in SMI-following on
PSR strength
Actual self-congruence à involvement in SMI-following à PSR strength
Model details
Model number Process

4

Dependent variable

PSR strength

Independent variable

Actual self-congruence

Mediator

Involvement in SMI-following

Number of bootstrap samples

5000

Sample

N = 192

Table I1 Model details mediation effect actual self-congruence and involvement in SMI-following
Effect

b

t

p

BootLLCI

BootULCI

R2

Path a: Actual self-congruence à Involvement in SMI-

.2192

3.7670

.0002

2.3873

3.2243

.0660

Path b: Involvement in SMI-following à PSR strength

.4433

8.7848

.0000

.0447

.2124

Path c: Total effect actual self-congruence à PSR strength

.2257

4.5107

.0000

.1270

.3244

Path c’: Direct effect actual self-congruence à PSR

.1285

3.0233

.0028

.0447

.2124

following
.1051

strength
Indirect effect actual self-congruence à PSR strength

.0972

.0461

.1510

Partially standardized indirect effect actual self-congruence

.0997

.0493

.1508

.1396

.0480

.2118

à PSR strength
Completely standardized indirect effect actual selfcongruence à PSR strength
Table I2 Total effect, direct effect and indirect effects of actual self-congruence and involvement in SMI following on PSR
strength

Involvement
in SMI-following
b = .443**

a = .219**

Actual self-congruence

c’ = .129*

PSR strength

c = .226**
N = 192, * p <.05, ** p <.01
Figure I1 Visual presentation of the interaction effect of actual self-congruence and involvement in SMI-following on PSR
strength
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Appendix J: The mediation effect of ideal self-congruence and involvement in SMI-following on
PSR strength
Ideal self-congruence à involvement in SMI-following à PSR strength
Model details
Model number Process

4

Dependent variable

PSR strength

Independent variable

Ideal self-congruence

Mediator

Involvement in SMI-following

Number of bootstrap samples

5000

Sample

N = 192

Table J1 Model details mediation effect ideal self-congruence and involvement in SMI-following

Effect

b

t

p

BootLLCI

BootULCI

R2

Path a: Ideal self-congruence à Involvement in SMI-

.2463

11.1957

.0000

.1492

.3431

.1105

Path b: Involvement in SMI-following à PSR strength

.4127

8.0694

.0000

.3118

.5135

Path c: Total effect ideal self-congruence à PSR strength

.2561

7.3530

.0000

.1874

.3248

Path c’: Direct effect ideal self-congruence à PSR strength

.1544

4.6051

.0000

.0883

.2206

Indirect effect Actual self-congruence à PSR strength

.1016

.0567

.1539

Partially standardized indirect effect Actual self-congruence

.01042

.0606

.1525

.1682

.0975

.2449

following
.1796

à PSR strength
Completely standardized indirect effect Actual selfcongruence à PSR strength
Table J2 Total effect, direct effect and indirect effects of idel self-congruence and involvement in SMI following on PSR
strength

Involvement
in SMI-following
b = .413**

a = .246**

Ideal self-congruence

c’ = .154**

PSR strength

c = .256**
N = 192, * p <.05, ** p <.01
Figure J1 Visual presentation of the interaction effect of ideal self-congruence and involvement in SMI-following on PSR
strength
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Appendix K: The mediation effect of the materialistic value success and involvement in SMIfollowing on PSR strength
Materialistic value success à involvement in SMI-following à PSR strength
Model details
Model number Process

4

Dependent variable

PSR strength

Independent variable

Materialistic value success

Mediator

Involvement in SMI-following

Number of bootstrap samples

5000

Sample

N = 192

Table K1 Model details mediation effect materialistic value success and involvement in SMI-following

Total effect, direct effect and indirect effects
Effect

b

t

p

BootLLCI

BootULCI

R2

Path a: Materialistic value success à Involvement in SMI-

.2261

11.7820

.0000

.0019

.0848

.0525

Path b: Involvement in SMI-following à PSR strength

.4805

9.3464

.0000

.3779

.5831

Path c: Total effect materialistic value success à PSR

.1148

2.1006

.0370

.0070

.2227

.0062

1.296

.8079

-.0979

.1003

following
.0204

strength
Path c’: Direct effect materialistic value success à PSR
strength
Indirect effect materialistic value success à PSR strength

.1086

.0415

.1750

Partially standardized indirect effect materialistic value

.1114

.0433

.1763

.1351

.0516

.2146

success à PSR strength
Completely standardized indirect effect materialistic value
success à PSR strength
Table K2 Total effect, direct effect and indirect effects of materialistic value success and involvement in SMI following on
PSR strength

Involvement
in SMI-following
b = .481**

a = .226**

Materialistic value success

c’ = .006

PSR strength

c = .115*
N = 192, * p <.05, ** p <.01
Figure K1 Visual presentation of the interaction effect materialistic value success and involvement in SMI-following on PSR
strength
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Appendix L: The mediation effect of the materialistic value mirth and involvement in SMIfollowing on PSR strength
Materialistic value mirth à involvement in SMI-following à PSR strength
Model details
Model number Process

4

Dependent variable

PSR strength

Independent variable

Materialistic value mirth

Mediator

Involvement in SMI-following

Number of bootstrap samples

5000

Sample

N = 192

Table L1 Model details mediation effect materialistic value mirth and involvement in SMI-following

Effect

b

t

p

BootLLCI

BootULCI

R2

Path a: Materialistic value mirth à Involvement in SMI-

.0702

.8013

.4240

-.1026

.2430

.0038

Path b: Involvement in SMI-following à PSR strength

.4853

9.8131

.0000

.3877

.5828

Path c: Total effect materialistic value mirth à PSR

-.0279

-.4454

.6565

-.1514

.0956

-.0620

-1.1502

.2515

-.1682

.0443

following
.0009

strength
Path c’: Direct effect materialistic value mirth à PSR
strength
Indirect effect materialistic value mirth à PSR strength

.0341

-.0506

.1261

Partially standardized indirect effect materialistic value

.0349

-.0515

.1189

.0367

-.0533

.1235

mirth à PSR strength
Completely standardized indirect effect materialistic
value mirth à PSR strength
Table L2 Total effect, direct effect and indirect effects of materialistic value mirth and involvement in SMI following on PSR
strength

Involvement
in SMI-following
b = .485**

a = .070

Materialistic value mirth

c’ = -.062

PSR strength

c = -.028
N = 192, * p <.05, ** p <.01
Figure L1 Visual presentation of the interaction effect materialistic value mirth and involvement in SMI-following on PSR
strength
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Appendix M: The mediation effect of the materialistic value medicine and involvement in SMIfollowing on PSR strength
Materialistic value medicine à involvement in SMI-following à PSR strength
Model details
Model number Process

4

Dependent variable

PSR strength

Independent variable

Materialistic value medicine

Mediator

Involvement in SMI-following

Number of bootstrap samples

5000

Sample

N = 192

Table M1 Model details mediation effect materialistic value medicine and involvement in SMI-following

Effect

b

t

p

BootLLCI

BootULCI

R2

Path a: Materialistic value medicine à Involvement in

.1790

2.4266

.0162

.0335

.3245

.0328

Path b: Involvement in SMI-following à PSR strength

.4751

9.0825

.0000

.3719

.5783

Path c: Total effect materialistic value medicine à PSR

.1222

2.2766

.0239

.0163

.2282

.0372

.7373

.4579

-.0637

.1381

.0851

.0162

.1608

.0872

.0169

.1613

.1056

.0204

.1925

SMI-following
.0230

strength
Path c’: Direct effect materialistic value medicine à PSR
strength
Indirect effect materialistic value medicine à PSR
strength
Partially standardized indirect effect materialistic value
medicine à PSR strength
Completely standardized indirect effect materialistic value
medicine à PSR strength
Table M2 Total effect, direct effect and indirect effects of materialistic value medicine and involvement in SMI following on
PSR strength

Involvement
in SMI-following
b = .475**

a = .179*

Materialistic value
medicine

c’ = .037

PSR strength

c = .122*

N = 192, * p <.05, ** p <.01
Figure M1 Visual presentation of the interaction effect materialistic value mirth and involvement in SMI-following on PSR
strength
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