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Abstract

Social media influencers, as opposed to celebrities or public figures who are well-known through traditional media,
are "ordinary individuals" who have become "online celebrities" through creating and posting content on social media.
They frequently have some understanding of specific topics, including lifestyle, healthy living, travel, food, and
fashion. This study attempts to provide "a clearer understanding of what drives the effectiveness of influencer
marketing" in terms of their capacity to affect consumer brand attitudes, in accordance with past research. To
accomplish the aforementioned, this study experimentally assesses a conceptual model examining how SMI power
can influence consumer perceptions of the marketed brands. This research study is quantitative. For this study,
researcher gathered the data from the populations of two twin cities Rawalpindi and Islamabad. As of 2022, the current
population of Rawalpindi and Islamabad is 2,327,000 and 1,198.000. The main focus of this study is on the individuals
who are directly or indirectly involve in the purchase of ready-to-wear clothes recommended by Social Media
Influencers to see how Social Media Influencers (SMI) affect the brand experience of customer. Researchers collected
the data by using the survey method through personal visits to respondents and used a Convenience sampling because
in convenience sampling samples are easy to collect. Before collecting data, it enables to refine your questionnaire
through reliability of instrument. Cronbach’s alpha is used in the present study. Based on research results, Social
Media Influencers have a greater effect on the perceived satisfaction of customers in the purchase of ready-to-wear
clothing. Managers of Ready-to-wear clothing brands should pay attention to improving their expertise and
authenticity especially if they intend to establish their business in ready-to-wear clothing. This research implies that
SMiIs performing high levels of expertise and authenticity are considered to have high perceived satisfaction.
Comparatively, those with a low level of expertise and authenticity are considered to have low perceived satisfaction.
Key Words: Consumer Satisfaction, Social Media Influencers, Perceived trustworthiness, Perceived SMI,
Communication Skills, Perceived SMI satisfaction

1. Introduction

A social media influencer has hundreds of thousands or millions of followers. In addition to sharing their daily lives
with customers and interacting with a great variety of media assets (films, photographs, audio, etc.), influencers can
also add to customer feedback and comments on online social networks. Because of their knowledge with and
following on social networks, they have a lot of influence. In the context of digital media, influencers have a
tremendous impact on consumer decision-making and purchasing behaviour. The best illustration of the influence of
influencers is the American teen icon Kylie Jenner, a teen influencer with 100 million Instagram followers and 25
million Twitter followers. Many companies have used social media influencers as part of their marketing plans in
recent years to boost customer empathy and promote consumer engagement. Millennials, the first generation to
exclusively use digital technology, like to communicate via mobile SMS and SNS channels, and the use of social
media influencers as a marketing tactic has increased substantially. With the expansion of social media, the concept
of "influencers" has become a modern phenomenon. A person who interacts with a sizable, unfamiliar audience is an
influencer. This audience's direct acquisition as opposed to institutional intermediaries like the entertainment or sports
sectors. Millions of people follow the most popular influencers on social media platforms like Facebook, YouTube,
and Instagram, making them comparable to well-known athletes or celebrities from the entertainment or sports
industries (Grave, 2017). Consumer choices are impacted by By social media influencers or their friends, who may
advise them and talk about the newest fashion trends in the area, especially for young consumers. The most efficient
way to reach the largest possible audience and increase corporate profitability, Mangold & Faulds (2009) is through
a social media platform like Instagram or Facebook that provides details and information about the products and
services. Historically, Instagram has been used mostly for posting eye-catching photographs and comments. But social
media platforms like Instagram have evolved into a venue that companies use to promote and market their wares. This
is done to bring the viewers' attention to the images rather than the words (Hanson, 2018).

Because of the useful and original content posted on social media platforms, they have attracted consumers' attention
to their lifestyle, attitude, and personal traits displayed in influencers' profiles on websites like blogs, YouTube,
Facebook, and Instagram. Instagram users are encouraged to follow social media influencers by "power middle
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influences" who have a following of between 100,000 and 200,000 thanks to their success (Chen, 2016). A social
media influencer's growth in popularity is shown by an increase in followers.

1.1. Background of the Study
Purchase intention is defined as a person's conscious decision to buy a particular Brand and a plan to purchase
particular items or services (Spears & Singh, 2004). Goyal (2014) A person's decision to buy things will be influenced
by the effects of marketing aspects (Hausman & Siekpe, 2009). Consumers will analyse the information after
compiling their prior experience, preferences, and referrals from others. Customers will then assess their options
before choosing whether or not to make a purchase (Chi et al., 2011). Purchase intention is used to study customer
behaviour as it serves as a predictor of actual purchases (Kim et al., 2008; Lee et al., 2015; Pavlou, 2003). Lisichkova
& Othman (2017) assert that a consumer's real purchasing intention is significantly influenced by their intention to
buy.
For increasing sales of goods and services and generating profits, businesses now recognise how crucial consumer
intent is (Hosein, 2012). Rebelo (2017) asserts that it is crucial to examine how consumers view SMI's trustworthiness
when SMI trustworthiness will affect consumers' purchase intentions and the advertisers' main objective is to influence
consumers to form purchase intentions to buy the Products that are promoted by marketing influencers. In the virtual
world of social media, for instance, honesty has evolved as a crucial personality quality of a SMI.
In a straightforward setting, we can define satisfaction as an indicator of how well a company's goods and services
live up to client expectations. However, the focus of our study is on how social media influencers affect and please
the customers of ready-to-wear clothing brands. After reviewing the literature, the writers have determined the six
most crucial aspects that can affect perceived satisfaction. In this study, we will examine how social media influencers'
perceived satisfaction with Ready-to-Wear clothing brands are influenced by their credibility, knowledge,
communication skills, influence, and authenticity.
To investigate how perceived Satisfaction with the role of Social Media influencers in ready-to-wear clothing brands
is affected by factors including trustworthiness, expertise, influence, authenticity, and communication skills.

1.2. Significance of the Study
Hootsuite estimates that by 2020, the platform has over 112.5 million active users (up 5.4% from 2019), and that
number will expand to at least 117.2 million in 2021 in only the United States (Hootsuite, 2019). Therefore, it should
not be surprising that influencers on social media have become increasingly well-likedSocial media influencers (SMI)
are third-party proponents who attempt to influence consumers' opinions of a brand (Freberg et al., 2011).

1.3 Scope of the Study
This study's goal is to establish the difference between the dependent and independent factors. The dependent variables
in this study are influence, communication skills, trustworthiness, knowledge, and authenticity. These social media
influencer variables in the context of ready-to-wear clothing brands have never been studied before.

1.4 Structure of the Study
In the 2" section of the study, literature review is written and after that methodology is explained. After this data was
analysed and results discussed according to the hypothesis. Then study concluded and submitted suggestions.

2. Literature Review
The study is based on two interconnected theories. It includes the “theory of consumer socialization” (Moschis &
Churchill, 1978), and the “theory of market signaling” are all included (Spence, 1973). These have been put up as
explanations for how Social Media Influencer power affects consumer perceptions of the brand. The influence of SMI
power on customer brand perceptions is defined as “the influencer's ability to raise the probability that a consumer
will buy a product that has received their support”. The theoretical literature is reviewed and these theories are
discussed in detail in the following subsections concerning marketing. (Nafees et al., 2021).

2.1. Consumer Socialization Theory
According to the notion of consumer socialization, a SMI can be viewed as a medium of communication that reaches
customers and spreads values, opinions, motives, and actions. Moschis & Churchill (1978) As a result, through three
connected processes—"modeling, reinforcement, and social interaction”—consumers learn from the socialization
agent the concepts and actions that they later apply to their own lives. A SMI is supposed to function as an agent of
computer-mediated socialisation.Therefore, customers that adhere to a SMI are more likely to take on its values,
opinions, motives, and behaviours. As they learn more about the product and how to use it from the SMI, customers
frequently adopt the SMI’s behaviour and attitude and are encouraged to act in ways associated with the SMI being
followed .Customers are urged to perform in ways that are consistent with the SMI they are following and commonly
adopt the SMI's actions and attitudes. (Nafees et al., 2021).

2.2. Market Signaling Theory
The first discussion of signalling theory was made by (Spence, 1973). When there is inadequate information sharing
between sender and receiver, such as when buyers and sellers have different levels of product expertise, the theory is
relevant. while purchasers have a relative less knowledge. During the experience or credence goods purchasing
process, information asymmetry is likely involved. For instance, buyers of experience goods find it challenging to
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evaluate a product’s quality at deciding before making a buy. Venues, theatres, and cafés are a few examples. The
reputation and trustworthiness of the signaler contribute significantly to establishing the success of a marketing signal
(Herbig & Milewicz, 1996). The impact of the marketing signal is increased by a signaler who is credible and
reputable. Herbig and Milewicz (1996) claim that a Buyers may perceive the promoted goods as being of higher
quality if the signaler has a decent image (Nafees et al., 2021).

2.3. Defining Social Media Influencers
Influencers on social media can influence public opinion and serve in marketing for businesses (Freberg et al., 2011).
SMis have the potential to influence the audience in favour of the company being advertised. Liu et al., (2012) Social
media influencers are those who have self-cultivated a large audience on social media by successful self-presentation.
The concept of social media influencers is not new and dates back to the mid-2000s during the blogosphere era
(Borchers, 2019). Additionally, influencer marketing helps in business development because SMIs are constantly
viewed as role models and have an impact on their audience, claim (Sudha and Sheena, 2017).

2.4. Perceived SMI Trustworthiness
As stated,"the level of trust in the communicator's intent to convey the statements as most genuine"is how they defined
trustworthiness. Trustworthiness had a greater influence than expertise (McGinnies and Ward 1980). Based on
previous research, this finding implies that perceptions of SMI trustworthiness will buffer the relationship between
SMI power and customer attitudes toward the brand. This connection may be explained by the rise in SMI strength
that results from sustained viewers interaction, which inspires customers' faith in the SMI's dependability. The
audience in this process will probably presume the SMI's dependability to the brand they are supporting, representing
the SMI's positive feelings about the product.(Nafees et al., 2021)
The words "the ratifier's believability, honesty, and integrity" characterise trustworthiness. Trustworthiness is a
component of source credibility, and influencers must possess it in order to sway their audience Kim et al., (2018). If
customers trust SMI's suggested products, they are more likely to buy them (Liu etal., 2015). Rebelo's (2017) research,
the trustworthy influencer was more compelling.

2.5. Perceived SMI Satisfaction
The authenticity and quality of the information that SMI shares have a strong influence on the impact of SMI, as has
been identified (Magno & Cassia, 2018; Hollowell et al., 2019; Popescu & Ciurlau, 2019). The influence of perceived
relevance on consumers’ responses to advertising has usually been examined in new media contexts such as online
and mobile ads. The same pattern of results has been found. In online context, personal relevance generates a favorable
attitude toward the repetitive online ad, the product and the website that the ad is implemented in (Campbell & Wright,
2008).

2.6 Perceived SMI Communication Skills
Influencers are important for oral communication channels in a digital context. As a result, effective communication
skills are a crucial requirement for influencers who want to engage with customers. It is more than just that you
communicate well; it also implies that you share knowledge and information with customers and express your views
and feelings in a way that they can trust. Influencers’ communication abilities are becoming increasingly crucial in
especially because they have recently advertised and sold things via live video broadcasting. Because real-time
communication between consumers and influencers offers the greatest benefits, this commerce is taking place now.
Therefore, in order to convince today's customer are exposed to a range of communications and are sceptical of the
disclosure of personal information—influencers must communicate with them through their communication abilities.
That is, it is crucial to grasp what customers actually want through interaction and to empathise with them through
interaction rather than pressuring them to listen to information they do not want (Ryu & Han, 2021).

2.6. Perceived SMI Influence
The influence of influencers is not evaluated according to any particular standard. As a result, it is challenging to
evaluate an influencer’s influence or impact based solely on their followers or other actions. However, with SNS,
influencer content may quickly reach and spread to possibly millions of people. Therefore, consumers’ attitudes and
actions are impacted by an Sponsor's Justification, suggestions, or unfavorable judgements of a specific goods or
brand. According to this view, influencers who can evoke empathy, familiarity, and credibility can exert more of an
influence than conventional mass media. This is another reason why many businesses incorporate influencer
marketing into their marketing plans. Influencers’ influence is particularly expanding as the marketing environment
changes quickly, threatening to current online shopping malls, and it is considered that influencers’ influence will
continue to grow as they become new distribution channels. (Ryu & Han, 2021).

2.7. Perceived SMI Authenticity
Authenticity has recently taken centre stage across a large range of industries (e.g., social science, marketing, etc). It
is difficult to define authenticity because so many aspects, including moral behavior,Perception, internal processes,
and interpersonal or social situations influence it.

2.8. The authenticity of Social Media Influencers
Balancing an authentic voice with brand promotion methods is important for a SMI’s success (Balaban & Mustatea,
2019). Audrezet et al., (2020) have developed a four-path paradigm to conceptualise how influencers might manage

73



Faisal et al...

authenticity while exploring SMIs as brand endorsers. They discovered that SMIs intentionally employ two methods
to control the conflicts they experience when interacting with business possibilities. The strategies of passionate
authenticity and transparent authenticity. When producing interesting and purely enjoyable digital content, SMIs apply
the passionate authenticity strategy. On the other hand, they use the transparent authenticity technique when they are
delivering fact based knowledge on a good or service (Audrezet et al., 2020). Transparent authenticity can also take
the shape of publishing uncut material or revealing knowledge about a collaboration among the Influencer and a brand.
Porous authenticity is a word Abidin (2018) used to explain the outcomes of publishing unedited content. By giving
them the information they seek, influencers encourage direct consumer participation. Consumers trust and rely on the
knowledge and opinions offered by SMI who communicate with them on the network, and they do not reject or have
a negative perception of it. Knowledge is interpreted as if friends told you about it personally, and
influencers’Experiences from actual life are considered to be genuine material.Customers subscribe to influencer
content at all because influencers are more real than celebrities. Bloggers seem to be actually using the products and
brands they advertise, and they appear to be giving consumers their genuine analyses and thoughts. Customers relate
to influencers as a consequence, view them as reliable, and believe that their acts are real. Recently, well-known
TikTok influencers posted a “anti-Trump” video without any sponsored commercials.

2.9. The Authenticity Model of (Mass-Oriented) Computer-Mediated Communication and its Relevance

for Social Media Influencers

Lee (2020) has proposed an integrative theoretical approach to study computer-mediated communication that uses
authenticity as its central unifying element. Lee defined three subcomponents: authenticity of the provider, authenticity
of the content, and authenticity of engagement. Whether a communicator is truly who they say they are is a question
that is addressed by authenticity of source. The individual who (allegedly) created a message is represented by the
authenticity of the source in this framework. According to Lee, an observer’s expectations are framed by stereotypes
about social categories when a communication source is unknown. Furthermore, the credibility, reliability, and
expertise of the source are related to its authenticity. As a result, the source credibility of SMIs is connected to this
sub-component of authenticity. A message is truthfully representing its object is measured by the authenticity of
message, which is the second subcomponent in Lee’s (2020) model. This object may be a person, including the source,
an occasion, or a problem.The issue of whether or not an interaction is real is at the centre of the third subcomponent

Trustworthiness

Expertise

Communication Skills Satisfaction

Authenticity

Influence

Figure 1: Theoretical Framework
of authenticity in Lee’s (2020) model. It also considers how closely individuals believe they are engaging in a real
interaction. The perceived authenticity of connection can be boosted via reciprocity and spontaneity. The three
subcomponents that pertain to authenticity listed above are linked and dependent on one another, and they can heighten
the perceived level of authenticity.

3. Methodology

3.1. Research Design
A research design is a plan, structure, or investigational approach that is conceptualized to achieve the answer to
research questions or problems. In a simple context, we can define satisfaction as a measure of how well a company's
products and services meet the expectations of customers. But our study focuses on the perceived satisfaction of
customers with the role of Social Media Influencers (SMI) in ready-to-wear clothing brands. We analyzed how Social
Media Influencers influence and satisfy the consumers of ready-to-wear clothing brands. For this purpose, the
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author reviewed the literature and determined the five most crucial factors that affect the perceived satisfaction of
consumers with the role of Social Media Influencers (SMI). These crucial factors are trustworthiness, expertise,
communication skills, influence, and authenticity. In our research, we will investigate the effect of these factors on
the perceived satisfaction of customers with the role of Social Media Influencers (SMI).
This research study is quantitative. Quantitative research is a deductive and objective approach to solve problems in
Positivism Theory. Research can be based on several theories such as Positivism, Realism, Interpretivism, and
Pragmatism. It includes experimentation, survey, case study, etc. But we conducted our research by using the survey
method. A survey is a research method used to gather data from a predetermined group of respondents to study and
gain information.

3.2. Population Study
The population can be defined as a group of individuals or objects which the researcher tends to study or investigate.
We chose Generation Y and Z as our target population. Generation Y are Millennials who born between 1980 and
1994. While, Generation Z includes digital Natives who born between 1995 and 2010. This is the reason, we targeted
these two generations for our research.
According to the Pakistan Bureau of Statistics, the current estimated population of Pakistan is 229,230,939. For this
study, researcher gathered the data from the populations of two twin cities Rawalpindi and Islamabad. As of 2022, the
current population of Rawalpindi and Islamabad is 2,327,000 and 1,198.000. The main focus of our study is on the
individuals who are directly or indirectly involve in the purchase of ready-to-wear clothes recommended by Social
Media Influencers to see how Social Media Influencers (SMI) affect the brand experience of customer. We collected
the data by using the survey method through personal visits to respondents.

3.3. Sampling Techniques
A sample can be defined as a group of individuals or objects which is drawn from a larger population for study or
investigation. While sampling refers to the method used to choose a sample from entire population. There are two
types of sampling techniques Probability and Non-probability. In Probability sampling, a researcher uses a tool based
on probability theory to draw a sample from a larger population. A person must be chosen randomly in probability
sampling.
Non-probability sampling is defined as a sampling technique in which the selection of a sample is based on the
researcher's subjective judgment. As compared to probability sampling, in non-probability sampling every member of
the target population has an equal possibility of being chosen. In our study, we chose non-probability sampling. This
is so because non-probability sampling is a comparatively simple technique and the results are largely dependent on
the researcher's expertise. We used a Convenience sampling because because in convenience sampling samples are
easy to collect.
In research, it is very crucial to test the sample that will represent the entire target population. But, in some conditions
where the population is way too large then the researcher might not be able to conduct a test for the entire population.
This is the reason why researchers emphasize convenience sampling. Non-probability sampling technique is also a
cost-efficient and time-saving method.

3.4. Sample Size
The sample size is determined by the size of the population. A larger sample size is typically expected to generate
more accurate results. Different researchers have different perspectives regarding the accuracy of the sample size. 400
to 600 respondents is the estimated sample size to generate reliable and accurate results from the collected data. The
acceptable sample size is a minimum 30 and maximum 500 respondents (Hossain, 2011). Based on several studies,
the ideal sample size is 200 to 500 respondents for conducting multiple regressions and covariance analysis.
For our study, we took a sample size of 200 respondents, and the data of respondents is analyzed by using the SPSS
(Statistical Package for Social Sciences) software. SPSS tool is used to test the reliability and accuracy of data.

3.5. Instrument of Data Collection
Data on the perceived satisfaction of customers and other independent variables with the role of SMI was gathered by
conducting a survey. There were three sections of the questionnaire. The respondent must complete section A of the
survey, which requests demographic information including age, gender, education level, etc. While section B includes
details about the Social Media Influencer (SMI) that the respondent trust and follows. In section C, questions about
the independent and dependent variables were asked. The survey consisted of closed-ended questions measured on a
5-point Likert scale. Respondents were given a choice of five options, numbered from 1 to 5, where 1 indicates strongly
disagree, 2 indicates disagree, 3 indicates Neutral, 4 indicates agree, and 5 indicates strongly agree.

3.6. Data Collection Process
Data on the perceived satisfaction of customers and other independent variables with the role of SMI was gathered by
conducting a survey. A questionnaire was distributed in a hard form to the individuals that lie under the generation Y
and Z. Additionally, we created a Google questionnaire and sent the link to several social media users that lie under
the generation Y and Z through whatsapp so they could respond to the survey at any time and anywhere they want.
For data analysis, SPSS software is used. Before collecting data, it enable to refine your questionnaire through
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reliability of instrument. Cronbach’s alpha is used in the present study.The value of Cronbach’s is acceptable if value
is near to 1 and less than 0.50 is not acceptable

3.7. Data Analysis Techniques
We used SPSS software (Statistical Package for Social Sciences) to analyze the data. Structural equation model (SEM)
is method of survey-based research which is used for the optimization of variance of dependent variable. The most
recent method we used is based on factor analysis and multiple regressions. We used Multiple regression because it
seems appropriate for the current study.

4. Analysis and Findings
This chapter covers all the results of the study with the help of tables. Data on the perceived satisfaction of customers
and other independent variables with the role of SMI was gathered by conducting a survey. A questionnaire was
distributed in a hard form to the individuals that lie under the generation Y and Z. Additionally, we created a Google
questionnaire and sent the link to several social media users that lie under the generation Y and Z so they could respond
to the survey at any time and anywhere they want. For our research, we gathered the data from the populations of two
twin cities Rawalpindi and Islamabad. Almost 200 questionnaires were distributed out of which 100 were filled
through personal visits to respondents and the rest 100 questionnaires were filled through a Google questionnaire link
which was shared on WhatsApp groups. Out of 200 questionnaires, 177 were complete and 23 were incomplete which
we excluded, For data analysis, SPSS software is used.
Considering the research objectives results are presented accordingly. To discover and analyze the relationship of
variables different statistical techniques have been applied. Results are summarized as follows:

4.1. Results and Discussions
In the current study, we have investigated the effect of trustworthiness, expertise, communication skills, influence,
and authenticity on the perceived satisfaction of customers with the role of SMI in ready-to-wear clothing brands. To
analyze the demographic characteristics of the respondent, a frequency distribution test have been applied.

4.2. Data Analysis
Following are some tests that are applied on data:

4.2.1. Descriptive Data Analysis

Descriptive analysis is used to analyze and explain the main characteristics of collected data in quantitative form. All
items of dependent and independent variables are measured on a 5-point Likert scale. To increase the visibility, results
are presented in tables:

Table 1: Reliability Statistics

Serial no. Variables name No. of items Cronbach’s Alpha
1 Trustworthiness 9 0.856
2 Expertise 9 0.900
3 Communication skills 8 0.866
4 Influence 10 0.914
5 Authenticity 7 0.926
6 Satisfaction 4 0.799

In the current study, we used Cronbach’s alpha as a reliability statistics. Cronbach's alpha is used to measure the
internal consistency and relaibility of scales used in the intrument. Mainly, it is used to measure the reliability of a
scale. The value of Cronbach’s alpha is acceptable if it is near to 1. If the value of Cronbach’s alpha is less than 0.70
then it will be unacceptable.
The above table shows the reliability of all independent variables i.e. trustworthiness, expertise, communication skills,
influence, authenticity, and dependent variable i.e. Satisfaction. The value of Cronbach’s alpha for all variables
including dependent and independent is greater than 0.70 which means all scales are reliable.

4.2.2. Inferential Statistics
The regression results in table show the impact of trustworthiness, expertise, communication skills, influence, and
authenticity on the perceived satisfaction of customers with the role of Social Media Influencers in ready-to-wear
clothing brands.
Table 2 shows that all independent variables are significant except authenticity. It also shows the beta coefficient value
of expertise is negative. It means out of 5 hypotheses 3 have been approved and the other 2 are rejected. The criteria
for the hypothesis to be accepted is that the significance level must be less than 0.05 and the t-value should be above
1.96.
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Table 2: Hypothesis Testing

Hypothesis Relationship Beta t-values  Hypothesis
Coefficient Accepted
H1 Trustworthiness — Satisfaction with the 0.519*** 5.509 Yes
role of SMI
H2 Expertise — Satisfaction with the role of -0.211* -2.005 No
SMI
H3 Communication skills — Satisfaction with  0.319** 2.593 Yes
the role of SMI
H4 Influence — Satisfaction with the role of 0.361** 2.873 Yes
SMI
H5 Authenticity — Satisfaction with the role of 0.006 0.69 No
SMI

R?=0.491, F = 32.945***, *p<(0.05, **p<0.01, ***p<0.0005

49.1% variation in perceived satisfaction of customers with the role of Social Media Influencers in ready-to-wear
clothing brands is caused by trustworthiness, expertise, communication skills, influence, and authenticity while the
rest of 59.1% variation is caused by other variables which have not been explained by the current model.

Table 3
Hypothesis Relationship Beta Coefficient t-values Hypothesis
Accepted
H1 Trustworthiness — Satisfaction with the  0.447*** 5.140 Yes
role of SMI
H2 Communication Skills — Satisfaction 0.273* 2.307 Yes
with the role of SMI
H3 Influence — Satisfaction with the role of  0.274** 2.599 Yes
SMI
R?2=0.479, F =52.947, *p<0.05, **p<0.01, ***p<0.0005
Table 4
Hypothesis  Relationship Beta Coefficient t-values Hypothesis
Accepted
H1 Expertise —SWSIM 0.390*** 4.295 Yes
H2 Authenticity -SWSIM 0.244** 3.075 Yes

R2=0.276, f =33.180, *p<0.05, **p<0.01, ***p<0.0005

There is a moderate correlation between Authenticity and Influence as well as between expertise and communication
skills. The error has occurred due to this strong correlation between independent variables. Therefore, we removed
expertise and authenticity from our model because these two scales are overlapping with the scales of communication
skills and influence due to high similarities between them. As a result, the distance between R2 and Adjusted R2
decreased and the value of f improved. The significant value of F shows that the current model significantly predict
the dependent variable.

5. Discussion and Conclusion

5.1. Practical Implications
Based on research results, Social Media Influencers have a greater effect on the perceived satisfaction of customers in
the purchase of ready-to-wear clothing. Managers of Ready-to-wear clothing brands should pay attention to improving
their expertise and authenticity especially if they intend to establish their business in ready-to-wear clothing. This
research implies that SMIs performing high levels of expertise and authenticity are considered to have high perceived
satisfaction. Comparatively, those with a low level of expertise and authenticity are considered to have low perceived
satisfaction. Expertise and Authenticity of Social Media Influencers also influence the purchase intention of customers
to a greater extent. Therefore, management needs to pay special attention to these two variables. Furthermore, the
trustworthiness, Communication skills, and Influence of SMI also demand equal attention in satisfying the consumers
of ready-to-wear clothing brands. Followers mostly prefer SMI who is trustworthy, an expert in his or her skills, and
communicate more often with their followers to keep them up-to-date with the latest information about ready-to-wear
clothing brands. It can be also really helpful for managers in improving their image. SMIs must keep themselves
relevant by consistently working on their expertise, trustworthiness, authenticity, communication skills, and influence.
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5.2. Theoretical Implications
For the first time, perceived satisfaction from the perspective of clothing brands has been researched. Our research
focuses on how social media influencers influence and please the users of ready-to-wear clothing manufacturers. The
researcher identified the six most important factors that can influence perceived pleasure after reviewing the articles.
In the present study, we looked at how social media Influencers affect consumers' perceptions of brand satisfaction
for ready-to-wear garments. We have looked at how factors like credibility, knowledge, influence, and authenticity
affect how well customers perceive the role of SMI. This study looked at connections with social networking sites,
which have become the main channel for Influencer marketing. One of the earliest studies to examine these linkages
in social media is this one. Furthermore, only brands of ready-to-wear clothes were included in this investigation.
Whether knowledge and authenticity are relevant when evaluated independently or not, the effect of perceived
satisfaction with trustworthiness, influence, and communication abilities is considerable.

5.3. Suggestions for Future Research
This study looked at interactions regarding social networking sites, which have become the main channel for influencer
marketing. This study is among the first to examine these connections within social media networks. Additionally,
only brands of ready-to-wear clothes were included in this investigation. Other significant aspects weren't included in
the new proposal. Future studies should take into account additional variables (additional dependent, independent,
moderating, or mediating variables) that could affect the choice of ready-to-wear clothing labels. Additionally, we can
research the relationship between future satisfaction and other factors like attractiveness, goodwill, credibility, etc.
We gathered information from the twin cities of Rawalpindi and Islamabad, but in the future, other researchers could
be able to gather information from other Pakistani cities. Although there are different sample methods available, we
chose convenience sampling for the data collection in this study. Although our sample size was limited (around 177
samples), we can collect vast amounts of data in the future. Consumers will consider an Influencer’s reputation more
since businesses are more concerned with social value and sustainability in a time when relationships are seen as vital.
From this vantage point, we anticipate that the findings of this study will further academic and applied research on
Influencer marketing communications.

5.4. Limitations
This research has several limitations. First, there is a lack of experience. We are not expert researchers but we have
tried our best to cover all the aspects relating to this research. We didn’t have much time to thoroughly study the
previous work of researchers relating to. The sample size we draw from the entire population of Rawalpindi and
Islamabad is comparatively very small because the estimated population of Rawalpindi and Islamabad is 2,327,000
and 1,198.000 and the sample size we took is 200. The sampling technique we used is Convenience sampling which
is a non-probability sampling technique. In non-probability sampling, every member of the target population has an
equal possibility of being chosen. Non-probability sampling has some drawbacks, including the difficulty to generalize
survey results to the population, there is a possibility of under- or over-representation of the population, and inaccurate
results because of the reasons why some individuals decided to participate and others do not. If we had time we would
have chosen random sampling because, in random sampling, it is comparatively easy to generalize survey results. It
is a simpler sampling technique and there are fewer chances of biased results.
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Appendix A
Table Al
Model Summary
Model R R Square Adjusted R Square | Std. Error of the Estimate
1 5252 276 .268 .74585
a. Predictors: (Constant), Authenticity, Expertise
Table A2
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 36.916 2 18.458 33.180 .000°
Residual 96.796 174 .556
Total 133.712 176

a. Dependent Variable: Satisfaction
b. Predictors: (Constant), Authenticity, Expertise

Table A3
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

1 (Constant) .870 .286 3.040 .003
Expertise .390 .091 .342 4.295 .000
Authenticity 244 .079 .245 3.075 .002

a. Dependent Variable: Satisfaction
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