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In harnessing social media, for the follower to keep following recommendations from the influencer, the concerns are primarily
focused on the influencer side only. However, the follower’s experience, in fact, is equally crucial as, at the end of the day, that is
the follower who decides to continue following or not the recommendation from the influencer over all the influences. Therefore,
this paper examines the follower experience determining the follower to keep following the influencer’s recommendation. In
particular, the psychological aspects imbued by the experience that promotes well-being and inspiration affect the follower’s
intention to continue to follow. A total of 292 screened respondents were gathered and analysed. The findings reveal that the
psychological factors: emotional design, functionalities, and hedonism perceived by the follower enhance well-being and inspire
them to continue following the influencer’s recommendation. Theoretically, this research demonstrates how well-being and
inspiration are the determinants and sheds more light on how the follower experience contributes to understanding the
continuance intention to follow the influencer’s recommendation. Practically, this research informs the influencer and the
brand that understanding the follower experiences is also crucial for more effective influence. The limitation and future
research directions are also discussed.

1. Introduction

Today, social media is used as a platform for users to con-
nect, communicate, and interact with each other through
the internet. One of the most prominent ones with many
users (more than 1 billion users and 500 million daily
active users) is Instagram [1]. It is used as the most effec-
tive media marketing with a vast percentage (90%) among
5000 marketing agencies, brands, and other industry pro-
fessionals [2]. In fact, in 2020 alone, 80% of them believe
that Instagram is the most popular influencer marketing.
In addition, Instagram, in particular, is the most popular
social media channel for this type of marketing strategy
as its highest engagement rate is 68% compared to other
platforms [2]. Instagram’s users who follow other users

are called followers. The user being followed is called a
social media influencer (SMI) or opinion leader (hereafter
referred to as an influencer), a user who can influence the
followers. The follower-influencer interaction allows the
followers to see all Instagram’s activities regularly with
the influencer and interact.

Consequently, the influencer can post and share content
to influence the followers’ opinions and behaviours [3]. The
followers who follow an influencer are because they associate
themselves with the influencer [4]; for instance, a follower
follows a certain product or criteria the influencer endorse
through the Instagram post to catch the followers’ interest.
Moreover, for the followers to be influenced by the post,
the influencer’s personal brand is crucial [5]. It determines
the trust and credibility of the influencer [6]. Once the
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followers perceive these factors, they are satisfied, which
leads them to follow the advice from the influencer [7], for
instance, in purchase intention and healthy lifestyle [8, 9].

Notwithstanding these, while initial following the advice
is a fundamental step towards realizing the influencer’s suc-
cess, the long-term viability of this and its eventual success
depend on the continued follow rather than the first-time
follow [10]. A considerable amount of literature has exam-
ined the follower-influencer experience that motivates the
follower to keep following the advice from the influencer
[11–13]. However, most of them are focused only on paraso-
cial interaction, which is a one-way interaction and influence
from the influencer, for instance, an influencer with many
followers determines the effectiveness of the brand market-
ing, uniqueness of the product endorsed by the influencer,
personal brand of the influencer per se, etc., [9, 14, 15]. Very
little is known about the experience from the follower’s side
that drives them to continue following the advice from the
influencer. Understanding this is crucial as, at the end of
the day, that is the follower who decides to keep following
advice from the influencer.

The psychological aspects of the decision need to be well
understood [16, 17], particularly the ones that mediate the
intention of followers to keep following the advice from
the influencer. Chuah [16], for instance, posited that psycho-
logical aspects of inspiration and well-being could signifi-
cantly mediate the continuance intention to use of
smartwatch. In similar veins, well-being is also demon-
strated to significantly affect the continuance intention to
an online dating application [18] and social network Face-
book [19]. Both inspiration and well-being, in fact, are
highly correlated [20], that inspiration affects and enhances
significantly well-being [16]. In other words, inspiration
and well-being can be the mechanisms to mediate the inten-
tion to continue following the recommendation from the
influencer, as shown by Chuah [16], in the context of wear-
able technology in the Malaysian context.

However, the followers’ well-being status that inspires
them to keep following recommendations reminds unclear.
Therefore, it needs to be well understood. For the followers,
inspiration is driven by, for instance, the post that is emo-
tionally designed by the influencer [21]. Rietveld et al. [22]
revealed that emotionally designed posts and informative
appeals encoded in brand-generated content significantly
influence followers. For instance, as shown here [22, 23],
the ecstatic and emotional appeals manifested in the social
media context can impact the follower’s intention to con-
tinue following the influencer. This is because emotion is
contagious through social media posts [24]. Humans process
visual information faster than verbal information, and pic-
tures are more emotionally evocative than words [22, 25].
Thus, the positive emotion through the design perceived
by followers inspires their well-being. Furthermore, the
experience of enjoyment and functionality perceived by the
followers through the posted content also determines their
positive emotions [11].

This research aims to understand how the follower-
influencer experiences affect the intention to continue fol-
lowing the recommendation of the influencer. This experi-

ence as the antecedent will be mediated by the inspiration
and well-being for the continuance intention. Inspiration
and well-being, as earlier described, are the factors accrued
because of the feelings that are evoked from the contents
posted by the influencer. The content that is emotionally
designed, useful and rises joy and happiness perceived by
the followers will be the factors underlying the inspiration
and well-being.

The article is structured as follows: the second section
describes works underpinning this research. Section 3
draws the conceptual model and the hypotheses develop-
ments. Section 4 discusses the methodology subsequently,
the data analysis is described in the next section. Sections
6 discusses the theoretical and practical contributions of
the research and the limitations and future research direc-
tions, respectively.

2. Theoretical Background

2.1. Follower-Influencer Experience. The interaction between
follower and influencer creates a follower-influencer expe-
rience [26]. This relation becomes a factor that underlies
the behavioural change of the followers [2]. While the ini-
tial follow is essential in this experience of the follower-
influencer relationship, the paper aims to address whether
a follower will continue following the influencer’s advice.
For the brand and influencer, maintaining their followers
to be loyal is crucial for economic purposes and business
sustainability. For the followers per se, it improves their
well-being and inspires them to have a better life [16].
Among the factors that determine this is represented by
phycological aspects of the follower: the content that is
emotionally designed, the functionality, and joy and happi-
ness perceived by the follower.

A growing body of literature recognises the importance
of emotional design that influence a follower’s experience
[27]. In product design, emotional design is a relatively
new school of thought that contends that the design output
may elicit emotional reactions from consumers, such as feel-
ings of happiness or frustration, as well as feelings of irrita-
tion, excitement, or frustration [28]. It has been widely
adopted by many researchers in various fields, for instance,
in e-commerce [29], multimedia learning [30], game [27],
tourism [28]. Emotional design in this context is highly
related to the way information is presented, and interactions
are structured using a number of design features by the
designer [31]. Their intention to create a product that corpo-
rates the emotional aspect is with the aim to not only foster
its acceptance but also to increase its continuance usage. The
aspects of emotional design such as colour, human-like fea-
tures/shape [27, 32] or cultural adaptivity [23], are employed
in the design process to evoke users’ emotions, such as
happy, upset, enthusiastic, frustration, are used to increase
engagement rate of the social media sites effectively [30, 33].

In our context, these experiences are expressed by
hedonic and functional experiences, respectively. These
experiences are perceived by followers based on the posts
of the influencer. While hedonic experience represents the
feeling of pleasure and joy perceived by the follower during
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the follower-influencer relation [34], the functional experi-
ence focuses on whether the product posted by the influen-
cer might benefit the follower rationally [17]. In other
words, both experiences are related. On the one hand,
whether the posts sufficiently generate a feeling of happiness
in the followers, and on the other hand, they also offer use-
fulness perceived by the followers. Both these values signifi-
cantly determine followers’ satisfaction with social media. In
the follower-influence experience, the hedonic and func-
tional experiences are stimulated by the interaction between
the followers and their social media use.

2.2. Inspiration. Inspiration is the art of inspiring people
[35]. It is defined as “a customer’s temporary motivational
state that facilitates the transition from the reception of a
marketing-induced idea to the intrinsic pursuit of
consumption-related goals” ([36], p. 116). It is acknowledged
that someone is inspired when insights or ideas imbue a task
with a sense of necessity and excitement. An individual does
not feel to be inspired all of a sudden. Instead it is evoked
from the external sources, the stimulus objects [37], for
instance, from a piece of art, a role model, a creative idea
or design which motivates individuals in order to focus on
something more substantial than the trivial matters that usu-
ally consume our thoughts. According to Thrash & Elliot
[35], inspiration implies motivation and is characterized by
three main qualities: evocation, transcendence, and
approach motivation. Evocation refers to the fact that inspi-
ration is elicited impulsively without intention. Transcen-
dence is expressed by the feeling of positivity, clarity, and
self-enhancement. Approach motivation involves the energi-
sation and activation of behavioural systems in propelling
individuals to actualize new ideas or visions [36].

Put differently, a follower is inspired by the content
posted on Instagram by the influencer, which evokes the
motivation of the follower to keep following them. Insta-
gram, as a particular social media platform, with all the
unique characteristics as earlier explained facilitate this.
As the followers intentionally follow the influencer, this
means that the followers are expected to get insight from
the typical posts of the influencers they follow (or the
posts of the influencer imbue the followers). The inspira-
tion energises and directs the behaviour of the follower
shared by the influencers intentionally or not [20], which,
in our context, leads the follower to continue to follow the
advice from the influencer.

2.3. Well-Being. Ryan and Deci [38] posit that well-being is
the optimal psychological functioning and experience. This
concept generally departs from two relatively distinct yet
overlapping perspectives and paradigms: hedonism, which
is focused on happiness, defines well-being in terms of plea-
sure attainment and pain avoidance; and eudaimonism,
which is focused on meaning and self-realization, defines
well-being in terms of the degree to which a person is fully
functioning. These understandings clearly inform us that
well-being is more than just the absence of illness and dis-
ease [16]. It is also not only about pleasure versus displea-
sure [38]. Instead, it is about life satisfaction, emotional

experience, positive and negative effect, and fulfilling one’s
life [20, 39].

Extensive research has shown that there appears to be a
strong link between well-being and high relatedness to the
social network ([39]. As social media have unique features,
their users for each social media will have different views
and impacts on subjective well-being [39]. In other words,
those who have greater intimacy and higher-quality relation-
ships also have higher well-being. That the interactions
towards the social media posts between strangers and friends
have a different impact. This implies that the interactions
between both categories are also different from one another
[40]. Therefore, understanding factors that affect well-being
might improve our understanding of the intention to keep
following the recommendation as it is associated with desir-
able psychological and social outcomes, such as increasing
self-esteem, decreasing loneliness and depression, and main-
taining closer connections with friends [16].

2.4. Continuance Intention to Follow Recommendation. Con-
tinuance usage intention refers to the post-adoption or a
continuance usage of an individual in a certain period of a
technology product or service. Bhattacherjee [10] posits that
turning an adoption into continued use requires three fac-
tors: initial decision, initial user experience, and post-use
experience. Bhattacherjee [10] then developed an Expecta-
tion Confirmation Model (ECM), describing that an inten-
tion to continue using a particular service or product of IT
is highly related to the satisfaction and the perceived useful-
ness of the technology/service per se by its users. Once a user
is satisfied with the adopted IT product/service and perceives
that it is relevant and addresses the user’s needs, the user is
most likely to keep using the product or service The satisfac-
tion itself is determined by the perceived usefulness, and the
confirmation of expectations users have experienced during
their prior IT usage. This model has successfully explained
the continuance usage intention of various technology prod-
ucts/services [41–43]. As such, in this research, ECM is
employed as a foundation to examine the user’s intention
to continue using social media, particularly Instagram.

3. Conceptual Model and
Hypothesis Development

Our proposed research model is drawn in Figure 1. As in the
figure, the follower-influencer experiences mediated by
inspiration and well-being affect the continuance intention
to follow recommendation of the influencer. The hypothe-
sises developments are elaborated in the following sections.

3.1. The Relationships between Emotional Design, and
Inspiration and Well-Being. Although the central value of
technological development is to enhance well-being and
therefore motivate or inspire individuals, very few studies
in the design literature focus on this [44]. In the context of
follower-influencer relationship, emotion, as a matter of fact,
is a prominent factor in it that needs to be well represented
and understood [45]. Emotion should be able to be materia-
lised in the design of the Information System (IS) artefact
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that allows it to be understood by the users. In this research,
that is the content that is generated and designed emotion-
ally by the influencer, and it can be successfully understood
by the follower. In Mobile Augmented Reality (MAR) appli-
cation, for instance, emotion is a determinant factor in the
designing process that needs to be well comprehended and
expressed in a way that it can be fully understood by its users
[28]. This is simply because emotion manifested in User
Interface (UI) is heavily related to the perspective of User
Experience (UX). Those who are users of the MAR applica-
tion should understand the emotion represented by it to
respond accordingly and increase the engagement rate
between them.

Ruitenberg and Desmet [46] argue that a product or
service that is emotionally designed enables people to
engage in meaningful activities that contribute to life satis-
faction. That people digest visual information faster than
textual information, pictures or videos are more emotion-
ally evocative than words [22]. This is because the design
itself can contribute to promoting well-being by way of
either taking away the source of unhappiness or introduc-
ing the source of happiness. Thus, the messages materia-
lised in created creative content that is emotionally
designed can both trigger the inspiration for the user to
follow the content and promote the happiness experience
to those who follow. These can facilitate the users to keep
following the content that is produced by the influencer.
Withstanding these, we hypothesise that:

H1: Emotional design significantly affects the inspiration
of the follower.

H2: Emotional design significantly affects the well-being
of the follower.

3.2. The Relationships between Hedonic Experience and Well-
Being and Inspiration. Essentially, there are tightly relation-
ships between hedonic, well-being, and inspiration [47]. In

fact, they are inseparable concepts as they are overlapping
perspectives and paradigms [38]. Well-being itself is derived
from hedonic values [48]. Interaction between followers and
their influencer provides joy and happiness as it fulfills their
needs and enhances their well-being [44]. Moreover, the
hedonic experience is also related to inspiration. As earlier
explained, inspiration results from a reaction to a stimulus
encountered in the external environment or that arise from
an intrapsychic source (e.g., memory, unconscious pro-
cesses) [48]. The consequence is that an inspired individual
feels driven to materialises the inspiration into fruition.

Put simply, inspiration reflects a combination of two-
component processes [35], inspired by, that involves the
appreciation of and accommodation to the perceived intrin-
sic value of the evocative object (e.g., beauty of a landscape,
elegance of creative insight, or virtue in a human action),
and inspired to, which involves motivation to transmit
(e.g., express, actualize, or imitate) the qualities exemplified
in the evocative object, which is characterised by the
approach motivation [20]. It is not an overly assumption
that followers that are inspired by content posted by the
influencer they follow are inspired to actualise that particular
inspiration. In here [49], for instance, the authors show that
embracing social media brings joy and happiness to the
users that inspire them to increase their purchase intention.
In a similar vein, in [50], the authors reveal that the per-
ceived enjoyment in using social media tagging tools, the
users are inspired to keep utilising so as to collect and orga-
nise information easier from it to be further used. The
hedonic experience motivates and inspires the user to keep
using it as they perceive joy and happiness to use it. With-
standing these, we then hypothesise that:

H3: Hedonic experience significantly influences inspira-
tion of the follower.

H4: Hedonic experience significantly influences well-
being of the follower.

H1

Emotional design

Hedonic experience

Follower-influencer experience

Functional experience

Inspiration

Well-being

Continuance intention to
follow recommendation

H4

H7

H5

H2

H3

H6

H8

Figure 1: Proposed research model.
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3.3. The Relationships between Functional Experience and
Well-Being and Inspiration. Functional experience per-
ceived by the followers results from the interaction
between the follower and the influencer. It is about func-
tionalities they perceive inherently featured by social
media [51]. According to Kietzmann et al. [51], these
functionalities can be categorised into a honeycomb frame-
work of seven building blocks: presence, sharing, conversa-
tion, identity, reputation, group, and relationship. They
might generate satisfaction, leading to well-being and
inspiration from the follower-influencer experience. For
instance, as the social media per se facilitates conversation
or sharing between the influencer and its followers, their
messages and post can be heard and positively impact
one another. This particular relationship affects their emo-
tion [24] which might influence their well-being and inspi-
ration as their messages are delivered effectively [51]. And
as inspired by and inspired to, as earlier described, mean
that through the interaction between the influencer and
the followers, they are inspired by the interaction. There-
fore, they are also inspired to embody the inspiration they
perceive [49]. As such, the functionality experience of the
influencer-follower relationship influences the well-being
and inspiration. Thus, we hypothesise that:

H5: Functional experience affects well-being of the
follower.

H6: Functional experience affects inspiration of the
follower.

3.4. The Relationship between Well-Being and Inspiration,
and Continuance Intention. As earlier described, the first
time following a particular social media is important; how-
ever, its continued use is more crucial to ensure more bene-
fits out of the follower-influencer interaction [10]. In this
research, instead of examining the continuance intention of
a social media [11, 12, 42, 43], we deepen our understanding
to the follower-influencer experience that encourages the
follower to keep following the recommendation of the influ-
encer through the content posted on the Instagram. In par-
ticular, the psychological constructs behind the
continuance follow intention need to be well understood to
ensure mutual benefit between the influencer and the fol-
lower. As earlier described, well-being and inspiration are
the highest value other values can be subsumed, and a moti-
vational state that is inspired by stimulus and therefore is
inspired to materialise it, respectively [36, 44]. Both con-
structs have been shown successfully to be the phycological
factors that drive individuals to continue using social media
[8, 36], smartwatches [16], etc. Thus, this is not an overly
assumption that both psychological factors can also be
adopted to determine the continued following of the recom-
mendation of the influencer. They both are the mediator fac-
tors of the follower-influencer experience that controls the
continuance intention to keep following the influencer’s rec-
ommendation. Therefore, we hypothesise that:

H7: Inspiration affects follower’s intention to continued
follow recommendation of the influencer.

H8: Well-being affects follower’s intention to continued
follow recommendation of the influencer.

4. Research Methodology

4.1. Research Instrument. The sample for this research was
gathered using a questionnaire with a focus on the users of
the social media Instagram. We developed the questionnaire
using google form with the aim to submit it online to the tar-
get respondents efficiently. It is also part of the concern of a
prevention measure during the condition of pandemic
Covid-19. In addition, to be able to reach more potential
respondents geographically, this online questionnaire will
be efficient. The developed questionnaire is composed of
three parts. The developed questionnaire is composed of
three parts. The first part is related to the validation ques-
tions, which is a set of questions to ensure that the respon-
dents have relevant and required criteria for this research:
whether (1) they are Instagram active users (2) they follow
at least an influencer on the Instagram and (3) they at least
once follow advice or recommendation from the influencer.
This is a control question to be asked first to ensure whether
a respondent needs to complete the questionnaire. The sec-
ond part is related to acquiring social-demographics charac-
teristic of the respondents and the third one is about the
measurement indicators. The developed online research
instrument has been reviewed and approved by Engineering
Faculty Universitas Papua.

The responses from the respondents are measured using
a 5-point of Liker scale by which 1 (one) to 5 (five) represent
completely disagree, disagree, neutral, agree, and completely
agree, respectively, except for well-being factor-related ques-
tions. For this variable, we provide a combination of differ-
ent responses ranging from: completely enjoyed/completely
satisfied/completely useful to not at all/completely dissatis-
fied/completely not useful, representing the scale of 1 and
5, respectively. Prior to submitting the questionnaire to the
respondents, it was piloted by all authors, four bachelor stu-
dents, a professor, and two senior lecturers of the Informa-
tion System department to increase its readability and
improve its ambiguities.

It is important that the measurement items chosen for
the scales accurately reflect the notion for which general-
isations are to be drawn (content validity). Consequently,
we adopted and adapted indicators from Kourouthanassis
et al. [28] and Huang et al. [17] to assess the follower-
influencer experiences: emotional design, hedonic and
functional experiences. We then adapted the measurement
indicators to measure inspiration, well-being and continu-
ance intention to follow recommendation of the influencer
from Chuah [16]. The items were adapted such that they
would be useful in a social-media setting.

Once the questionnaire was ready, we submitted it
through social media channels such as Line, Instagram,
Twitter, and WhatsApp. In this research, we employed
purposive sampling technique [52]. Initially, we obtained
a total of 414 respondents that responded to our question-
naire. We then selected them based on the criteria as ear-
lier prescribed. First, we removed 8 respondents as they
are not IG active users. Subsequently, we excluded 65
and 49 respondents as they are not following any influen-
cer and have never followed at least a recommendation of
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the influencer, respectively. Thus, a total of 292 respon-
dents are processed to the analysis stage as they meet all
the criteria. The responses from the followers revealed that
the influencers they follow vary, and not all of them are
entertainers; for instance, dr. Tirta (@dr.tirta, a medical
doctor, and Arief Muhammad (@ariefmuhammad, social
media activist). Of top ten influencers and the number
of the followers in this study are: @rachelvennya (57),
@ariefmuhammad (25), @tasyafarasha (22), @awkarin
(11), @dwihandaanda (9), @keanuagl (8), @nazlaalifa (8),
@ayladimitri (7), @abellyc_ (6), @dr.tirta, @maudyayunda,
and @vinnagracia (5).

4.2. Demography Respondent. The majority of the respon-
dents live in five geographic areas of the Jakarta Metropo-
lis area (Jabodetabek). But there are 51 respondents,
17,5%, are from outside Jabodetabek. In terms of age, the
majority of respondents is 16-25 years old, accounting
for 76% and those who are <16, 26-35, 36-45 and>45
years old comprising 6%, 6%, 7% and 4%, respectively.
In the gender category, a little less than three-fourths of
the respondents are female. Most of them are associated
with a bachelor’s degree or at least at the university as a
student (92%) by the time they responded questionnaire.
As we asked how long they have been following at least
an influencer, most of them (71%) responded to have been
following an influencer between 6 months – 3 years (60%)
and more than three years (11%), respectively; only 29%

responded less than six months. The detail of the socio-
demographic respondents is drawn in Table 1.

5. Data Analysis and Result

5.1. Measurement Model Evaluation. The measurement
model evaluation is the first of two stages in the data analy-
sis. It is aimed to ensure that the measurement items com-
posing the proposed model describing the latent constructs
are valid and reliable [53]. In this evaluation, the first to
observe is Factor Loading (FL). This is as shown in
Table 2. An FL is generally accepted if the value is greater
than 0.7 [54]. Therefore, all the measurement items with
the LFs that are lower than the threshold will be excluded
for further analysis, they are ED1, ED2, EF1, and EF2. The
model evaluation can proceed once all the FLs meet the
specified criteria. In the measurement model evaluation,
the first criterion to be measured is the internal consistency
reliability of the constructs. Both Cronbach’s Alpha (CA)
and Composite Reliability (CR) values are used for this mea-
surement. All the CA and CR values representing the inter-
nal consistency reliability are higher than 0.7, which are
considered to have high reliability. However, the value
between 0.5-0.7 is also considered to have moderate reliabil-
ity [55]. The next criterion to be measured is convergent
validity [56]. This validation is assessed by the Average Var-
iance Extracted (AVE). The acceptable threshold for AVE is
0.5 or higher [57].

Table 1: Social demographic respondents.

Variable Category Frequency %

Age

<16 17 6%

16-25 223 76%

26-35 18 6%

36-45 21 7%

>45 13 4%

Gender
Female 216 74%

Male 76 26%

Occupation

Student 226 77%

Employee 37 13%

Entrepreneurs 7 2%

Others 22 8%

Education

Bachelor 242 83%

Senior high school 36 12%

Diploma 8 3%

Postgraduate 6 2%

Domicile
Jabodetabek 241 83%

Outside Jabodetabek 51 17%

How long the influencer(s) has been followed?

<6 months 84 29%

6months -1 year 118 40%

>1 year and<=3 years 58 20%

>3 years 32 11%
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The next is performing discriminant validity evaluation.
This is aimed to show to what extent a construct correlates
with other constructs and how distinctly the indicators rep-
resent only this single construct [57]. In other words, the
discriminant validity is aimed to measure that each of the
constructs is unique, and therefore each of them is used to
represent a phenomenon that other constructs do not.
Table 3 exhibits discriminant validity in the model as the
value of each variable is greaten then the correlations with
other variable.

In addition, we also calculated the descriptive statistics
(mean and standard deviation) and correlation between the
study variables. This is as shown in Table 4. It shows, we
can expect from the data that the intention to continue fol-
lowing the advice from the influencer will increase once
the dependent variables increase. These correlation values
are in line with the developed hypotheses in which all the
variables will be positively correlated. Regarding the inten-

tion to follow the influencer recommendation, we found
no difference on age: F(4,287) =1.713, p= .147, domicile:
F(1,290) = .448, p = .504 and domicile F(3,288) =1.678,
p = .172. The only difference to the intention to keep follow-
ing the advice of the influencer is based on gender (male and
female): F(1,290) =7.057, p= .008, however, the η2 = 2.4%,

Table 2: Values of Factors Loading, Cronbach Alpha, Composite Reliability and Average Variance Extracted of the constructs and the
measurement items.

Variable
(adapted from)

Code Measurement item FL CA CR AVE

Emotional
Design [28]

ED1 I feel pleased after looking at the content of Instagram influencer 0.691

0.583 0.587 0.705
ED2 I feel bored after looking at the content of Instagram influencer 0.304

ED3 I feel guided after looking at the content of Instagram influencer 0.752

ED4 I feel influenced after looking at the content of Instagram influencer 0.782

Hedonic Experience
[17]

HE1 When looking at the content of Instagram influencer I feel happy 0.886

0.855 0.858 0.774HE2 When looking at the content of Instagram influencer I feel satisfied 0.874

HE3 When looking at the content of Instagram influencer I feel pleased 0.880

Functional
Experience [17]

FE1
I look at the content of the Instagram influencer I follow based on

its graphical design and aesthetics
0.434

0.699 0.704 0.768
FE2

I feel that the content of the Instagram influencer I is simple
and easy to follow

0.633

FE3
I feel that the content of the Instagram influencer I follow gives me

good experience as a follower
0.857

FE4
Generally, when looking at the content of the Instagram influencer

I follow, I feel the message of it can be well understood
0.802

Inspiration [16]
INS1

Looking at the content of the Instagram influencer I follow, inspires me to
achieve my personal goal

0.927
0.852 0.860 0.871

INS2
Looking at the content of the Instagram influencer I follow motivates me to

achieve my personal goal
0.939

Well-being [16]

WB1 How much have you enjoyed life after following the influencer I follow? 0.766

0.784 0.787 0.608

WB2
To what extent are you satisfied with yourself after following

the influencer I follow?
0.844

WB3
To what extent are you satisfied with how you look after following

the influencer I follow?
0.731

WB4
To what extent do you feel that your life is meaningful after following

the influencer I follow?
0.772

Continuance
Intention [16]

CI1
I intend to continue following the recommendation from the

influencer I follow
0.846

0.829 0.832 0.745CI2
I frequently follow the recommendation from the influencer

I follow in my daily life
0.874

CI3
I will frequently follow the recommendation from the influencer

I follow in the future
0.869

Table 3: Discriminant validity of the construct level.

CI ED FE HE INS WB

CI 0.863

ED 0.531 0.840

FE 0.444 0.485 0.876

DE 0.544 0.410 0.455 0.880

INS 0.39 0.509 0.421 0.337 0.933

WB 0.614 0.428 0.425 0.525 0.391 0.780
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very small. As gender only has two groups, we do not pro-
ceed to post-hoc test.

5.2. Structural Model Evaluation. The examination of the
structural model is the next phase. However, we must first
evaluate the structural model’s possible collinearity. This is
done to check that there is no significant association between
the proposed model’s components [58]. Using the Variance
Inflation Factor (VIF), the collinearity problem is assessed. A
related-constructs value with the VIF that is equal to or
more than 5 and/or less than 0.2 indicates that there is no
collinearity concern. In this study, the VIF values of the
associated constructs fall within the permissible range of
1.18 to 1.457. Therefore, the structural model examination
may continue. The assessment of the structural model is
shown in Table 5. Seven of the Eight established hypotheses
are acceptable. H3 is rejected because its significance level is
below the threshold, its p-value is more than 5%, and/or its
t-statistic value is less than 1.96 [58]. The model of the eval-
uated hypotheses is finally presented in Figure 2.

The analysis also informs us of the coefficient of determi-
nation (R2) of the dependent variables. As in Figure 2, R2 of
continuance intention, inspiration, and well-being are in a
row of 0.404, 0.306, and 0.347. This means that all these
three dependent constructs are considered to have a moder-
ate predictive power for each of the independent constructs
directly related to them, respectively. In other words, the
continuance intention to follow the recommendation can
be explained by 40.4% of inspiration and well-being con-
structs. In a similar vein, while emotional design, hedonic
experience, and functional experience constructs can explain
moderately the well-being by 34.7%, emotional design and
functional experience can moderately predict by 30.6% the
inspiration construct as the hedonic experience has no sig-
nificant effect statistically on it.

6. Research Implications, Limitations and
Future Research Directions

6.1. Theoretical Implications. This research indeed sheds
more light on our understanding theoretically of the psycho-
logical aspect affecting the follower to continue following the
recommendation of the influencer. In particular, the results
confirm that emotion is contagious, as defined here [44]
and substantially echoed here [45]. Emotion is embodied
in the design that propagates through interaction between
the follower and influencer. What is expressed in social

media basically describes the emotion we feel in real life,
although the emotion levels of the two worlds might be dif-
ferent [45]. We contribute to social media marketing by
demonstrating that psychological aspects significantly medi-
ate the follower’s intention to continue following the recom-
mendation of the influencer. Notably, we examined that
although well-being and inspiration have the potential to
change the strategies that marketing managers use to
increase demand, exploration behaviour, and customer loy-
alty, they both are understudied constructs [36]. As such,
this research contributes to this by improving our under-
standing of these constructs in improving the loyalty of the
follower to continue following the advice from the
influencer.

However, it is worth noting that out of these three ante-
cedents, the hedonic experience perceived by the follower
has no significant influence statistically on the inspiration.
While it enhances well-being, feeling joy and happiness from
the interaction does not inspire the follower to continue fol-
lowing the recommendation from the influencer. This does
not support the idea presented here [36] that inspiration is
a consequence (evoked by) that mediates the emotion of
joy and happiness, which leads to satisfaction and loyalty
in the context of following the advice of the influencer.
One possible explanation is that in this study, the marketing
domain is based on social media (social media marketing),
whereas, in Böttger et al. [36] the domain under study is tra-
ditional media marketing.

On the other hand, well-being mediates all antecedents
that positively affect the follower’s intention to continue fol-
lowing the recommendation from the follower. In other
words, these antecedents significantly improve the well-
being perceived by the follower, which positively affects their
loyalty to continue the influencer’s recommendation. This is
in line with the result of Chuah [16] in the context of the
effect of perceived of hedonic and functionality on inspira-
tion and well-being. In Chuah [16], perceived of benefits
and functionalities recognised by the individuals signifi-
cantly inspire them and improve their well-being, which lead
them to continue use the wearable smartwatch. Although the
domain under study of Chuah [16] is difference from ours,
however our intention to refer to that particular research is
with the aim to show that psychological aspects, inspiration
and well-being, significantly mediate the hedonic and func-
tionality experiences perceived by individuals. In our con-
text, both hedonic and functionality experiences
acknowledged by the follower from the interaction with
the social media post of the influencer significantly affect
the intention to continue following the recommendation of
the influencer.

In a similar vein, the brand-generated content that has
informative appeal and is designed emotionally also signifi-
cantly inspires and improves the well-being of the follower
to continue following the influencer’s advice. This is for
instance as shown here [22] that the social media post that
is visualised emotionally can significantly increases the fol-
lower engagement. In other words, visually appealing imag-
ery, for instance, in the form of art, engenders positive
contagion effects for brands and products [59]. In turn, these

Table 4: Pearson correlation between study variables.

Variables Mean SD ED HE FE INS WB CI

ED 3.31 .48 1

HE 3.65 .73 .434∗∗ 1

FE 4.08 .53 .427∗∗ .421∗∗ 1

INS 3.68 .83 .414∗∗ .337∗∗ .405∗∗ 1

WB 3.52 .58 .405∗∗ .513∗∗ .407∗∗ .383∗∗ 1

CI 3.37 .78 .475∗∗ .542∗∗ .408∗∗ .390∗∗ .605∗∗ 1
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responses drive customer engagement as consumers exam-
ine their feelings during the evaluation of the content [60].
So, exposure to emotionally designed content may transfer
strong positive feelings that subsequently guide engagement
behaviour. Therefore, these findings suggest that social
media’s content that is emotionally designed and aimed to
provide functionalities and bring joy and happiness to the
followers might be better perceived by them, increasing their
probability of being followed by the followers.

It is worth noting that the findings inform us once again
that not all influencers are those who are already famous from
the traditional media. In fact, this study shows that out of the
top ten influencers, only one: @maudyayunda, is the only
entertainer in this category. In other words, those who have
been with traditional media (e.g., television) as famous per-
sons will not automatically be influencers once they embrace
social media, in this context, Instagram (IG). The nature of
the two worlds is different. Simply put, the feelings of joy
and pleasure perceived by the follower from traditional media
do not propagate directly to IG. Therefore, these feelings do
not inspire the influencer to continue to follow the recommen-
dation from the influencer. The result demonstrates that the
hedonic experience perceived by the follower from the rela-

tionship with the influencer has no significant effect statisti-
cally on inspiration (H3: hedonic experience ➔ inspiration,
t-statistic=1.441<1.96, p=0.150>0.05). This study, once again,
echoes the previous ones [3, 61, 62] that social media facilitates
ordinary people, e.g., our friends, neighbour, to be opinion
leaders.

On the other hand, the study’s results demonstrate that
the other top nine influencers are those who have no enter-
tainment background from traditional media, such as
singers, TV actors/actresses, etc. They are the opinion
leaders who share the contents that are conceived as applica-
ble and improve well-being to their targeted audiences. In
fact, @dr.tirta, for instance, is a medical professional who
shares his voice regarding mitigation/prevention measures
during the COVID-19 pandemic through IG.

6.2. Practical Implications. This study also provides practical
implications to the brand and the influencer to be more
effective in influencing the followers. For both the influencer
and the brand, the follower experience is equally important
as that of the influencer. Thus, it is important to understand
the follower experience from the interaction. For the brand,
for its product or service that is promoted through an

Table 5: Structural model evaluation.

Hypotheses T-statistics P-values Results

H1 Emotional design ➔ inspiration 5.567 0.001∗ Accepted
H2 Emotional design ➔ well-being 3.282 0.001∗ Accepted

H3 Hedonic experience ➔ inspiration 1.441 0.150 Rejected

H4 Hedonic experience ➔ well-being 6.174 0.001∗ Accepted

H5 Functional experience ➔ inspiration 3.034 0.002∗ Accepted

H6 Functional experience ➔ well-being 2.496 0.013∗∗ Accepted

H7 Inspiration ➔ continuance intention 3.208 0.001∗ Accepted

H8 Well-being ➔ continuance intention 10.711 0.001∗ Accepted

Emotional design 

Hedonic experience

Functional experience

Inspiration
R

2=0.306

Well-being
R

2=0.347

Continuance intention
to follow recommendation

R
2=0.404H4: 6.174⁎

H1: 5.567⁎

H7: 3.208⁎

H5: 3.034⁎

H2: 3.282⁎

H3: 1.441

H6: 2.496⁎⁎

H8: 10.711⁎

⁎
p<0.01
⁎⁎
p<0.05

Figure 2: Proposed model evaluated.
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influencer to be easily recognised and consumed by the fol-
lower, it is important to ensure that the influencer, acting
as a content creator of the product, accentuates its function-
alities. The finding also shows that the content that is emo-
tionally designed positively influences the psychological
aspects of the follower as the emotion itself is contagious.

Therefore, for the content creator, including the influen-
cer who promotes the product or service, sustaining the loy-
alty of the follower can be pursued by ensuring that the
content is emotionally created and needs to emphasise the
functionalities and happiness. Both functionality experience
and emotional design perceived by the follower are shown to
have a significant impact on inspiring the follower to keep
following the recommendation of the influencer. Together
with the feeling of joy and happiness, emotional design
and functionality experience significantly affect promoting
the well-being of the follower. As well-being and inspiration
positively affect the continuance intention to follow the rec-
ommendation of the influencer, the content needs to be
crafted to influence both factors. This, for instance, can be
pursued through adopting and adapting the cultural adap-
tivity approach that demonstrates practicability and positive
feeling to the follower, as elaborated here [22, 23].

In their research, Reinecke & Bernstein [23] demon-
strated that adjusting the User Interface (UI) by personalis-
ing cultural background significantly improves the User
Experience (UX) in an interaction between users and the
technology. This is driven by the fact that there is a strong
connection between emotion and users’ preferences [46].
And user interaction with a positive attitude to the system
successfully increases the satisfaction of the user to use it.
In a similar vein, in their study, Rietveld et al. [22] revealed
that aesthetic, emotional, and factual appeals contained in
brand-generated content increase followers’ loyalties to it.
This results from the interaction between the influencer
and follower.

Thus, putting this into the context of our study is that
the content that is emotionally designed, for instance, by
personalising it into the cultural background of the targeted
followers, is expected to inspire and increase their well-being
which leads them to continue following it. On the other
hand, although the feeling of joy and happiness perceived
by the follower through the follower experience does not
inspire the follower, together with emotional design and
functional experience, they enhance the status of well-
being significantly, which leads to an increase in the motive
of the follower to keep following the advice of the influencer.
Practically, the content that is emotionally designed, for
instance, as earlier described, and full of joy and happiness
plus promotes functionalities will affect the followers to con-
tinue following it.

6.3. Limitations and Future Research Directions. This study
is without limitation. First, most of the respondents live in
Jakarta and its surrounding cities, which does not represent
the Instagram users in Indonesia. Thus, to generalise this
research for Indonesia as a whole, further validation is
sought. Second, the findings imply that to be able to keep
following the influencer’s recommendation, the follower also

automatically keeps following the influencer (otherwise, the
follower cannot be able to see posts of the influencer regu-
larly). However, this does not necessarily mean that the
effect of the follower experience to continue following the
advice from the influencer is the same for the follower to
keep following only the influencer.

In other words, the follower requires following the influ-
encer to be able to keep following its recommendation.
However, the effect of the follower experience to continue
following the influencer is not the same as following its
advice. Most research has investigated factors that determine
the followers to keep following an influencer [11, 12, 63].
Nonetheless, the continuance to follows the recommenda-
tion of an influencer is driven by the psychological aspect
of inspiration, and well-being is still lacking. Third, this
research employs only Instagram as a case study. To be able
to understand better the follower-influencer experience to
continue following the recommendation of the influencer,
applying this research to other social media that are used
as second and third most influencer marketing media: Tik-
Tok and Facebook [2] will be broadening our understanding
of social media marketing.

Fourth, this research is about examining factors that
affect the follower’s intention. If all the relationships are sig-
nificant then the followers are most likely having the inten-
tion to follow the influencer’s recommendation. This,
however, does not mean they would have already followed
it. Individuals’ perspectives evolve as they accumulate life
experience [64]. Thus, understating this particular psycho-
logical functioning of “follow recommendation” definitely
will be enthralling for the future research direction. The Uni-
fied Theory of Acceptance and use of Technology (UTAUT)
of Venkatesh [64, 65] or the Theory of Planned Behaviour of
[66] are among other perspectives that can be utilised to por-
tray this issue.

Data Availability

The data supporting the study’s findings are available from
the corresponding author upon a reasonable request.

Conflicts of Interest

On behalf of all authors, the corresponding author states
that there is no conflict of interest.

Acknowledgments

This work is supported by the Penelitian Kompetitif
Nasional Pasca Doktor from the Ministry of Research, Tech-
nology and Higher Education of the Republic of Indonesia,
grant number: NKB-227/UN2.RST/HKP.05.00/2021.

References

[1] M. Iqbal, “Instagram Revenue and Usage Statistics (2021),”
2021, https://www.businessofapps.com/data/instagram-
statistics/ (January 2021).

[2] Influencer Marketing Hub, “The State of Influencer Marketing
2 0 2 1 : B e n c h m a r k R e p o r t , ” 2 0 2 1 , h t t p s : / /

10 Human Behavior and Emerging Technologies

https://www.businessofapps.com/data/instagram-statistics/
https://www.businessofapps.com/data/instagram-statistics/
https://influencermarketinghub.com/influencer-marketing-benchmark-report-2021/


influencermarketinghub.com/influencer-marketing-
benchmark-report-2021/ (March 2021).

[3] L. V. Casaló, C. Flavián, and S. Ibáñez-Sánchez, “Influencers
on Instagram: Antecedents and consequences of opinion lead-
ership,” Journal of Business Research, vol. 117, pp. 510–519,
2020.

[4] S. V. Jin, A. Muqaddam, and E. Ryu, “Instafamous and social
media influencer marketing,” Marketing Intelligence & Plan-
ning, vol. 37, no. 5, pp. 567–579, 2019.

[5] M. De Veirman, V. Cauberghe, and L. Hudders, “Marketing
through Instagram influencers: the impact of number of fol-
lowers and product divergence on brand attitude,” Interna-
tional Journal of Advertising, vol. 36, no. 5, pp. 798–828,
2017.

[6] G. S. Dhanesh and G. Duthler, “Relationship management
through social media influencers: Effects of followers’ aware-
ness of paid endorsement,” Public Relations Review, vol. 45,
no. 3, article 101765, 2019.

[7] A. P. Schouten, L. Janssen, and M. Verspaget, “Celebrity vs.
influencer endorsements in advertising: the role of identifica-
tion, credibility, and product-endorser fit,” International Jour-
nal of Advertising, vol. 39, no. 2, pp. 258–281, 2020.

[8] M. Raggatt, C. J. C. Wright, E. Carrotte et al., ““I aspire to look
and feel healthy like the posts convey”: engagement with fit-
ness inspiration on social media and perceptions of its influ-
ence on health and wellbeing,” BMC Public Health, vol. 18,
no. 1, pp. 2–11, 2018.

[9] K. Sokolova and H. Kefi, “Instagram and YouTube bloggers
promote it, why should I buy? How credibility and parasocial
interaction influence purchase intentions,” Journal of Retailing
and Consumer Services, vol. 53, no. 2020, article 101742, 2020.

[10] A. Bhattacherjee, “Understanding information systems con-
tinuance: an expectation-confirmation model,”MIS Quarterly,
vol. 25, no. 3, pp. 351–370, 2001.

[11] R. U. Ashraf, F. Hou, and W. Ahmad, “Understanding contin-
uance intention to use social Media in China: the roles of per-
sonality drivers, hedonic value, and utilitarian value,”
International Journal of Human–Computer Interaction,
vol. 35, no. 13, pp. 1216–1228, 2019.

[12] H. S. Hwang and J. Cho, “Why Instagram? Intention to con-
tinue using Instagram among Korean college students,” Social
Behavior and Personality: An International Journal, vol. 46,
no. 8, pp. 1305–1315, 2018.

[13] D. Jiménez-Castillo and R. Sánchez-Fernández, “The role of
digital influencers in brand recommendation: Examining their
impact on engagement, expected value and purchase inten-
tion,” International Journal of Information Management,
vol. 49, no. 2019, pp. 366–376, 2019.

[14] D. Belanche, M. Flavián, and S. Ibáñez-Sánchez, “Followers’
reactions to influencers’ Instagram posts,” Spanish Journal of
Marketing-ESIC, vol. 24, no. 1, pp. 37–54, 2020.

[15] L. Reinecke, P. Vorderer, and K. Knop, “Entertainment 2.0?
The role of intrinsic and extrinsic need satisfaction for the
enjoyment of Facebook use,” Journal of Communication,
vol. 64, no. 3, pp. 417–438, 2014.

[16] S. H.-W. Chuah, “You inspire me and make my life better:
Investigating a multiple sequential mediation model of smart-
watch continuance intention,” Telematics and Informatics,
vol. 43, no. 2019, article 101245, 2019.

[17] M. Huang, R. Ali, and J. Liao, “The effect of user experience in
online games on word of mouth: A pleasure- arousal-

dominance (PAD) model perspective,” Computers in Human
Behavior, vol. 75, no. 2017, pp. 329–338, 2017.

[18] F. Azzahro, A. N. Hidayanto, R. M. Maulida, Y.-Q. Zhu, and
P. I. Sandhaduhita, “Exploring the influential factors in contin-
uance usage of online dating apps: gratification, subjective
well-being and self-disclosure,” in Paper Presented at the
Twenty-Second Pacific Asia Conference on Information Sys-
tems PACIS2018, Japan, 2018.

[19] H.-Y. Huang, “Examining the beneficial effects of individual’s
self-disclosure on the social network site,” Computers in
Human Behavior, vol. 57, no. 2016, pp. 122–132, 2016.

[20] T. M. Thrash, A. J. Elliot, L. A. Maruskin, and S. E. Cassidy,
“Inspiration and the promotion of well-being: tests of causality
and mediation,” Journal of Personality and Social Psychology,
vol. 98, no. 3, pp. 488–506, 2010.

[21] E. R. Um, J. L. Plass, E. O. Hayward, and B. D. Homer, “Emo-
tional Design in Multimedia Learning,” Journal of Educational
Psychology, vol. 104, no. 2, pp. 485–498, 2012.

[22] R. Rietveld, W. van Dolen, M. Mazloom, and M. Worring,
“What you feel, is what you like influence of message appeals
on customer engagement on Instagram,” Journal of Interactive
Marketing, vol. 49, no. 1, pp. 20–53, 2020.

[23] K. Reinecke and A. Bernstein, “Knowing what a user likes: a
design science approach to interfaces that automatically
adapt to culture,” MIS Quarterly, vol. 37, no. 2, pp. 427–
453, 2013.

[24] E. Ferrara and Z. Yang, “Measuring emotional contagion in
social media,” PLoS One, vol. 10, no. 11, article e0142390,
2015.

[25] E. A. Holmes and A. Mathews, “Mental imagery and emotion:
a special relationship?,” Emotion, vol. 5, no. 4, pp. 489–497,
2005.

[26] C. Abidin and M. Ots, “The Influencer’s dilemma: the shaping
of new brand professions between credibility and commerce,”
in Paper Presented at the AEJMC 2015, Annual Conference,
pp. 6–9, San Fransisco, CA, August, 2015.

[27] J. L. Plass, B. D. Homer, A. MacNamara et al., “Emotional
design for digital games for learning: The effect of expression,
color, shape, and dimensionality on the affective quality of
game characters,” Learning and Instruction, vol. 70, no. 2020,
p. 101194, 2020.

[28] P. Kourouthanassis, C. Boletsis, C. Bardaki, and
D. Chasanidou, “Tourists responses to mobile augmented real-
ity travel guides: The role of emotions on adoption behavior,”
Pervasive and Mobile Computing, vol. 18, pp. 71–87, 2015.

[29] S. Pengnate and R. Sarathy, “An experimental investigation of
the influence of website emotional design features on trust in
unfamiliar online vendors,” Computers in Human Behavior,
vol. 67, pp. 49–60, 2017.

[30] R. M. Wong and O. O. Adesope, “Meta-analysis of emotional
designs in multimedia learning: a replication and extension
study,” Educational Psychology Review, vol. 33, no. 2,
pp. 357–385, 2021.

[31] J. L. Plass and U. Kaplan, “Emotional Design in Digital Media
for learning,” in emotions, technology, design, and learning,
pp. 131–161, Academic Press, 2016.

[32] R. E. Mayer and G. Estrella, “Benefits of emotional design in
multimedia instruction,” Learning and Instruction, vol. 33,
no. 2014, pp. 12–18, 2014.

[33] C. Brom, T. Stárková, and S. K. D’Mello, “How effective is emo-
tional design? A meta-analysis on facial anthropomorphisms

11Human Behavior and Emerging Technologies

https://influencermarketinghub.com/influencer-marketing-benchmark-report-2021/
https://influencermarketinghub.com/influencer-marketing-benchmark-report-2021/


and pleasant colors during multimedia learning,” Educational
Research Review, vol. 25, no. 2018, pp. 100–119, 2018.

[34] V. Vieira, F. O. Santini, and C. F. Araujo, “A meta-analytic
review of hedonic and utilitarian shopping values,” Journal of
Consumer Marketing, vol. 35, no. 4, pp. 426–437, 2018.

[35] T. M. Thrash and A. J. Elliot, “Inspiration as a psychological
construct,” Journal of Personality and Social Psychology,
vol. 84, no. 4, pp. 871–889, 2003.

[36] T. Böttger, T. Rudolph, H. Evanschitzky, and T. Pfrang, “Cus-
tomer inspiration: conceptualization, scale development, and
validation,” Journal of Marketing, vol. 81, no. 6, pp. 116–131,
2017.

[37] V. C. Oleynick, T. M. Thrash, M. C. LeFew, E. G. Moldovan,
and P. D. Kieffaber, “The scientific study of inspiration in the
creative process: challenges and opportunities,” Frontiers in
Human Neuroscience, vol. 8, p. 436, 2014.

[38] R. M. Ryan and E. L. Deci, “On happiness and human poten-
tials: a review of research on hedonic and Eudaimonic well-
being,” Annual Review of Psychology, vol. 52, no. 1, pp. 141–
166, 2001.

[39] P. Best, R. Manktelow, and B. Taylor, “Online communication,
social media and adolescent wellbeing: A systematic narrative
review,” Children and Youth Services Review, vol. 41,
no. 2014, pp. 27–36, 2014.

[40] K. Lup, L. Trub, and L. Rosenthal, “Instagram #Instasad?:
exploring associations among Instagram use, depressive symp-
toms, negative social comparison, and strangers followed,”
Cyberpsychology, Behavior and Social Networking, vol. 18,
no. 5, pp. 247–252, 2015.

[41] D. I. Inan, A. N. Hidayanto, R. Juita et al., “Service quality and
self-determination theory towards continuance usage inten-
tion of Mobile banking,” Journal of Science and Technology
Policy Management, 2021.

[42] H.-C. Ko and D.-H. Yu, “Understanding continuance inten-
tion to view Instagram stories: a perspective of uses and grati-
fications theory,” in Proceedings of the 2nd International
Conference on Control and Computer Vision-ICCCV 2019,
pp. 127–132, Jeju, Republic of Korea, 2019.

[43] H. Li, L. Li, C. Gan, Y. Liu, C.-W. Tan, and Z. Deng, “Disentan-
gling the factors driving users’ continuance intention towards
social media: A configurational perspective,” Computers in
Human Behavior, vol. 85, no. 2018, pp. 175–182, 2018.

[44] P. Brey, “Design for the Value of human well-being,” inHand-
book of Ethics, Values, and Technological Design, J. Hoven, P.
Vermaas, and I. Poel, Eds., Springer, Dordrecht, 2015.

[45] G. T. Panger, Emotion in Social Media, University of Califor-
nia, Berkeley, 2017.

[46] H. P. Ruitenberg and P. M. A. Desmet, “Design thinking in
positive psychology: the development of a product-service
combination that stimulates happiness-enhancing activities,”
in Proceedings of the 8th International Conference on Design
and Emotion, Central Saint Martins College of Art & Design,
pp. 1–10, London, United Kingdom, 2012.

[47] N. Bhullar, N. S. Schutte, and J. M. Malouff, “The nature of
well-being: the roles of hedonic and Eudaimonic processes
and trait emotional intelligence,” The Journal of Psychology,
vol. 147, no. 1, pp. 1–16, 2013.

[48] W. C. M. Belzak, T. M. Thrash, Y. Y. Sim, and L. M. Wads-
worth, “Beyond hedonic and Eudaimonic well-being: inspira-
tion and the self-transcendence tradition,” in The Happy

Mind: Cognitive Contributions to Well-Being, M. Robinson
and M. Eid, Eds., pp. 117–138, Springer, Cham, 2017.

[49] K. C. Anderson, D. K. Knight, S. Pookulangara, and B. Josiam,
“Influence of hedonic and utilitarian motivations on retailer
loyalty and purchase intention: a facebook perspective,” Jour-
nal of Retailing and Consumer Services, vol. 21, no. 5,
pp. 773–779, 2014.

[50] H. Allam, M. Bliemel, L. Spiteri, J. Blustein, and H. Ali-Hassan,
“Applying a multi-dimensional hedonic concept of intrinsic
motivation on social tagging tools: A theoretical model and
empirical validation,” International Journal of Information
Management, vol. 45, no. 11, pp. 211–222, 2019.

[51] J. H. Kietzmann, K. Hermkens, I. P. McCarthy, and B. S. Sil-
vestre, “Social media? Get serious! Understanding the func-
tional building blocks of social media,” Business Horizons,
vol. 54, no. 3, pp. 241–251, 2011.

[52] I. Etikan, S. A. Musa, and R. S. Alkassim, “Comparison of con-
venience sampling and purposive sampling,” American Jour-
nal of Theoretical and Applied Statistics, vol. 5, no. 1, pp. 1–4,
2016.

[53] M. W. Gallagher and T. A. Brown, “Introduction to confirma-
tory factor analysis and structural equation modeling,” in
handbook of quantitative methods for educational research,
pp. 289–314, SensePublishers, Rotterdam, 2013.

[54] J. F. Hair, W. C. Black, B. J. Babin, and R. E. Anderson,Multi-
variate Data Analysis, Pearson Education Limited, 7th Edition
edition, 2014.

[55] P. R. Hinton, I. McMurray, and C. Brownlow, Spss Explained,
Routledge: Taylor & Francis, 7 Church Road, Hove, East Sus-
sex BN3 2FA, 2014.

[56] M. Sarstedt, C. M. Ringle, and J. F. Hair, “Partial Least Squares
Structural Equation Modeling,” in Handbook of Market
Research, C. Homburg, M. Klarmann, and A. Vomberg, Eds.,
Springer, Cham, 2017.

[57] C. B. Astrachan, V. K. Patel, and G. Wanzenried, “A compar-
ative study of Cb-Sem and Pls-Sem for theory development in
family firm research,” Journal of Family Business Strategy,
vol. 5, no. 1, pp. 116–128, 2014.

[58] J. F. Hair, G. T. M. Hult, C. M. Ringle, and M. Sarstedt, A
Primer on Partial Least Squares Structural Equation Modeling
(Pls-Sem) - Second Edition, SAGE Publications. Inc, Thousand
Oaks California, 2017.

[59] H. Hagtvedt and V. M. Patrick, “Art infusion: the influence of
visual art on the perception and evaluation of consumer prod-
ucts,” Journal of Marketing Research (JMR), vol. 45, no. 3,
pp. 379–389, 2008.

[60] M. T. Pham, M. Geuens, and P. De Pelsmacker, “The influence
of ad-evoked feelings on brand evaluations: Empirical general-
izations from consumer responses to more than 1000 TV com-
mercials,” International Journal of Research in Marketing,
vol. 30, no. 4, pp. 383–394, 2013.

[61] I. R. Marques, B. Casais, and M. A. Camilleri, “The Effect of
Macrocelebrity and Microinfluencer Endorsements on Con-
sumer–Brand Engagement in Instagram,” in Strategic Corpo-
rate Communication in the Digital Age, M. A. Camilleri, Ed.,
pp. 131–143, Emerald Publishing Limited, 2021.

[62] A. Marwick, “Microcelebrity, self-branding, and the internet,”
in the Blackwell encyclopedia of sociology, pp. 1–3, 2017.

[63] J. Hepola, M. Leppäniemi, and H. Karjaluoto, “Is it all about
consumer engagement? Explaining continuance intention for
utilitarian and hedonic service consumption,” Journal of

12 Human Behavior and Emerging Technologies



Retailing and Consumer Services, vol. 57, no. 2020, article
102232, 2020.

[64] V. Venkatesh, J. Y. L. Thong, and X. Xu, “Consumer accep-
tance and use of information technology: extending the unified
theory of acceptance and use of technology,” MIS Quarterly,
vol. 36, no. 1, pp. 157–178, 2012.

[65] V. Venkatesh, M. G. Morris, G. B. Davis, and F. D. Davis,
“User acceptance of information technology: toward a unified
view,” MIS Quarterly, vol. 27, no. 3, pp. 425–478, 2003.

[66] I. Ajzen, “The theory of planned behavior,” Organizational
Behavior and Human Decision Processes, vol. 50, no. 2,
pp. 179–211, 1991.

13Human Behavior and Emerging Technologies


	Because Follower Experience Matters: The Continuance Intention to Follow Recommendation of the Influencer
	1. Introduction
	2. Theoretical Background
	2.1. Follower-Influencer Experience
	2.2. Inspiration
	2.3. Well-Being
	2.4. Continuance Intention to Follow Recommendation

	3. Conceptual Model and Hypothesis Development
	3.1. The Relationships between Emotional Design, and Inspiration and Well-Being
	3.2. The Relationships between Hedonic Experience and Well-Being and Inspiration
	3.3. The Relationships between Functional Experience and Well-Being and Inspiration
	3.4. The Relationship between Well-Being and Inspiration, and Continuance Intention

	4. Research Methodology
	4.1. Research Instrument
	4.2. Demography Respondent

	5. Data Analysis and Result
	5.1. Measurement Model Evaluation
	5.2. Structural Model Evaluation

	6. Research Implications, Limitations and Future Research Directions
	6.1. Theoretical Implications
	6.2. Practical Implications
	6.3. Limitations and Future Research Directions

	Data Availability
	Conflicts of Interest
	Acknowledgments



