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INTRODUCTION 

The phenomenon of increasing enthusiasm for religious tourism to Mecca cannot be 
separated from the rapid development of digital communication, particularly the role of social 
media in shaping religious consumption practices (Caber et al., 2021; Hassan et al., 2024; Qurashi, 
2017; Zaid et al., 2022; Hussain & Wang, 2024). By November 2025, the hashtag #umrah had been 
used 3.8 million times on Instagram and 1.8 million times on TikTok, indicating the massive 
visibility of Umrah-related content in digital spaces. Reports that Indonesia has 221.6 million 
internet users, representing 79.5% of the population, with 62.5% dominated by Millennials and 
Generation Z (Hu, 2026).  

In addition, DataReportal (2025) notes that more than 143 million Indonesians actively 
use social media, and 73% of consumers state that their purchasing decisions are influenced by 
digital content such as reviews, recommendations, and influencer content. This condition creates 
an ideal digital ecosystem in which Umrah travel information is largely mediated through social 
media influencers and user-generated content (UGC), including pilgrims’ experiences, 
testimonials, and online reviews. In this environment, Umrah is no longer positioned merely as a 
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Abstract. This study aims to examine the influence of social media influencer source credibility 
and homophily-based user-generated content on Umrah pilgrims’ purchase decisions in the 
digital environment. The research adopts a quantitative approach using a survey method, with 
data collected from 316 respondents across Indonesia who have experience or interest in Umrah 
travel. Data were analyzed using Partial Least Squares-Structural Equation Modeling to 
evaluate both the measurement and structural models. The results indicate that influencer 
expertise has a positive and significant effect on purchase decisions, while trustworthiness and 
attractiveness do not show a significant direct influence. In addition, homophily-based user-
generated content demonstrates a strong and significant effect, highlighting the importance of 
perceived similarity in shaping consumer confidence and reducing perceived risk. These findings 
suggest that Umrah pilgrims prioritize informational value, experiential relevance, and 
perceived similarity over visual appeal or assumed trust when making high-risk religious travel 
decisions. In conclusion, this study emphasizes the strategic role of expert-driven influencer 
credibility and authentic, homophilic user-generated content in digital marketing 
communication for Umrah travel services, contributing to the understanding of digital consumer 
behavior in high-risk and religious service contexts. 
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religious obligation, but also as part of a symbolic lifestyle of the religious middle class (Husna, 
2025; Madyan et al., 2025; Ishak et al., 2025; Bashir, 2024).  

The visual documentation of Umrah activities shared by influencers, such as worship 
practices and travel narratives, constructs Umrah not only as a spiritual journey but also as a form 
of social identity and status representation in the digital sphere (Husna & Sariyanti, 2025; Kahfi 
et al., 2025; Lücking, 2023). However, despite the growing visibility of Umrah-related digital 
content, little is known about how different types of digital sources particularly influencers and 
peer-based UGC are comparatively evaluated by consumers when making high-risk religious 
service decisions. 

UGC is considered a credible and influential source of information in tourist decisions 
(Ghaly, 2023; Hadrian & Ratnasari, 2025; Chung et al., 2015; Ranga et al., 2023), while influencers 
with high credibility are also found to significantly shape consumer purchasing behavior 
(Dhamayanty & Nokialita, 2023). Although existing studies consistently confirm the positive role 
of both influencers and UGC in digital marketing contexts, most of this evidence is derived from 
general tourism, retail products, or commercial services (Sujatmiko et al., 2025; Zhang et al., 
2021; Cheung et al., 2022; Nasution et al., 2025). As a result, it remains theoretically unclear which 
digital source plays a more dominant role in high-risk and high-involvement religious services 
such as Umrah whether consumers rely more on influencer credibility dimensions (expertise, 
trustworthiness, and attractiveness) or on homophily-based UGC from fellow pilgrims.  

The majority of research on user-generated content (UGC) and social media influencers 
has focused on retail products, the fashion industry, and general tourist destinations (Lu & 
Stepchenkova, 2015; Singh & Chakrabarti, 2020). Very limited empirical attention has been given 
to religious travel services, where purchasing decisions involve not only financial risk but also 
emotional and spiritual consequences. Consequently, prior studies have not sufficiently 
addressed how digital communication mechanisms operate within high-risk religious 
consumption contexts, nor have they systematically compared the relative influence of influencer 
credibility dimensions and homophily-based UGC in shaping consumer trust and purchase 
decisions.  

This study aims to contribute towards understanding how UGC and SMI elements 
influence Umrah pilgrims’ purchasing decisions from the perspective of communication and 
consumer digital behavior (Wijaya et al., 2025; Ali et al., 2025; Asyraff et al., 2024; Zarkada et al., 
2025). The increasingly integrated and borderless digital era has brought with the rapid flow of 
information, providing consumers with easy access to various sources of information, including 
those related to aspects considered very important in their lives, particularly religious aspects. 
Therefore, it is increasingly crucial to understand the role of UGC and SMI in forming consumer 
attitudes, values, perceptions, and behaviors, especially in the context of choosing umrah travel 
services. This research is particularly important because social media is not only a space for 
sharing experiences, but also the main arena where purchasing decisions are made through the 
process of searching for information, assessing risks, comparing services, and establishing digital 
trust.  

LITERATURE REVIEW 

Digital Consumer Behaviour 

Regarding Umrah travel, UGC and SMI content that often influences purchasing decisions 
includes reviews of Umrah travel packages and testimonials. In a study by Muslim et al. (2020), 
prospective Umrah pilgrims heavily rely on social media reviews, Umrah travel ratings, 
testimonials, and UGC to minimize the risk of fraud and travel failures. This can be explained by 
social proof theory (Naeem, 2021; Sukarnoto, T., & Cahyono, 2025; Alshurideh et al., 2025; 
Supriyanto et al., 2024), which states that when consumers face uncertainty, high risk, or lack of 
information, they tend to follow the decisions and experiences of others as a guide. Thus, when 
deciding on a purchase, they will search for social proof from other customers. 
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UGC and SMI hold an important position in the context of digital communication studies 
because they are changing the way humans communicate in the modern era. Both are 
transforming the way messages are produced, delivered, understood, and negotiated in the 
virtual world. The media and communication perspective suggests that algorithms and content 
formats such as short videos, live streaming, and vlogs influence audience focus and how they 
respond to messages, as platform algorithms choose, filter, and display content based on user 
preferences (Yin, 2024; Poleac & Ghergut-Babii, 2024). As explained by Jenkins (2006), the digital 
media environment is participatory, allowing audiences not only to consume but also to produce 
and distribute messages through UGC. 

Digital Communication Field 

This topic grows in significance as digital consumers become co-creators of value. 
Consumers not only receive marketing messages but also actively build brand reputation through 
the content, reviews, and social interactions of their own. According to Mursid & Wu (2022), 
consumers in the digital ecosystem are involved in the value co-creation process through their 
contributions of information, recommendations, and shared experiences, thus directly 
influencing the perceptions, trust, and decisions of other users. In the context of persuasive 
communication, influencers and UGC serve as stimuli that influence audiences through source 
credibility, social authority, and emotional storytelling, as explained by (Ohanian, 1990; Djafarova 
& Rushworth, 2017) regarding the importance of perceptions of expertise, trust, endorser 
attractiveness, and emotional narratives in influencing user decisions. 

In the context of Umrah travel, consumers not only share their travel experiences but also 
share religious values, social status, and spiritual meaning through symbols, visual narratives, 
and culturally meaningful sharing practices, consistent with Bozkurt & Tu (2016), viewpoint that 
digital platforms are spaces where individuals construct and display their identities and negotiate 
their social positions through interactions within interconnected networks. UGC and influencers 
in Digital Communication Studies are at the intersection of message production, media power 
dynamics, interpersonal persuasive effects, and social meaning negotiation. This is also aligned 
with how communication in the umrah travel industry has changed. Previously, it relied on 
partners or agents and offline marketing through influential figures such as ustadz (religious 
teachers). Now, it has changed to unlimited digital communication where communication is no 
longer restricted. Travel branding now relies less on offline figures and more on digital 
communication through popular platforms such as Instagram and TikTok. 

Source Credibility Theory of Social Media Influencer 

The Effect of Social Media Influencer Expertise on Purchase Decision 

Source Credibility Theory proposes that message effectiveness is strongly influenced by 
the perceived expertise of the source, as audiences are more likely to accept and follow 
information delivered by individuals who demonstrate superior knowledge, competence and 
authority (Hovland et al., 1953; Ohanian, 1990). In the context of social media influencers, 
expertise is reflected in their experience, domain knowledge, and ability to provide accurate and 
insightful explanations about products or services (Muda & Hamzah, 2021). For high-risk services 
such as Umrah travel, consumers rely heavily on expert sources to reduce uncertainty and 
perceived risk when making purchase decisions (Rezky et al., 2024). Empirical studies 
consistently support the positive role of expertise in influencing consumer behavior. Lou & Yuan 
(2019) found that influencers perceived as highly knowledgeable significantly enhance consumer 
trust and purchase intention toward branded content on social media. Similarly, Al-Emadi & 
Yahia (2020) and Weismueller et al. (2020) demonstrated that influencer expertise strengthens 
message credibility and persuasion, even in sponsored content contexts. In the Umrah travel 
sector, Dhamayanty & Nokialita (2023) showed that endorser expertise significantly influences 
purchase decisions through enhanced perceptions of service quality and confidence. Therefore, 
the higher the perceived expertise of a social media influencer, the more likely consumers are to 
rely on their recommendations when making Umrah travel purchase decisions. 
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H1: Social Media Influencer expertise has a positive effect on purchase decisions 

The Effect of Social Media Influencer Trustworthiness on Purchase Decision 

Within Source Credibility Theory, trustworthiness refers to the extent to which a message 
source is perceived as honest, reliable, and having benevolent intentions toward the audience 
(Hovland et al., 1953; Ohanian, 1990). Tseng & Fogg (1999) emphasize that trust is a core 
component of credibility, as it determines whether audiences accept or reject persuasive 
messages. In the marketing of high-risk services such as Umrah travel, trust becomes particularly 
critical because consumers must commit substantial financial resources and depend on service 
providers for the successful completion of a religious journey. Prior research confirms the 
significant role of trustworthiness in shaping purchase behavior. Lou & Yuan (2019) reported 
that influencer trustworthiness enhances consumer trust in branded content and leads to 
stronger purchase intention. Weismueller et al. (2020) further found that consumers respond 
more positively to influencer messages when the influencer is perceived as trustworthy, 
regardless of sponsorship disclosures. In the Umrah context, Husna & Sariyanti (2025) observed 
that pilgrims increasingly rely on trusted influencers to evaluate the credibility of travel agencies. 
These findings suggest that trustworthiness serves as a key psychological mechanism linking 
digital content exposure to purchase decisions in Umra travel services. 

H2: Social Media Influencer trustworthiness has a positive effect on purchase decision 

The Effect of Social Media Influencer Attractiveness on Purchase Decision 

The attractiveness dimension of Source Credibility Theory refers to the physical and non-
physical appeal of the message source, which can enhance message acceptance through affective 
responses and favorable first impressions (Erdogan, 1999). Attractive communicators are 
generally perceived as more persuasive, likable, and influential than less attractive sources 
(Joseph, 1982; Ohanian, 1990). In social media environments, visual appeal often serves as an 
initial attention trigger that draws audiences toward influencer-generated content. Empirical 
evidence suggests that influencer attractiveness positively affects consumer attitudes and 
behavioral outcomes. Erdogan (1999) and Friedman & Friedman (1979) demonstrated that 
attractive endorsers generate more favorable brand attitudes and stronger persuasive effects. 
More recently, Sari et al. (2021) found that influencer attractiveness significantly influences 
consumer purchase decisions in digital marketing contexts. Although rational considerations 
such as trust and expertise are dominant in Umrah travel decisions, influencer attractiveness may 
still shape initial perceptions and emotional engagement, thereby contributing to consumers’ 
willingness to follow recommendations and select a particular Umrah travel provider. 

H3: Social Media Influencer attractiveness has a positive effect on purchase decision 

Homophily Concept of User Generated Content 

Technological developments in Web 2.0 have created various UGC platforms that facilitate 
interaction and information exchange between social media users (Geng & Chen, 2021). User-
Generated Content (UGC) refers to all forms of text, photos, videos, reviews, and other digital 
content created and published voluntarily by users through online platforms, including 
purchasing experiences shared by users on websites or applications. UGC is regarded as an 
independent form of information that arises from consumers experiences in the form of 
testimonials, reviews, and visual content, rather than from producers, so that they are often 
considered more authentic, objective, credible, and relevant in helping consumers make more 
informed purchasing decisions (Geng & Chen, 2021; Amaliyatul et al., 2024). 

UGC considered genuine and similar to consumers provides information that affects 
consumer purchasing decisions. The concept of similarity and commonality between personas 
seen in social media UGC content and viewers' self-concept can be explained through perceived 
homophily. Homophily is a phenomenon of similarity described through demographic attributes, 
lifestyle choices, and personal interests (Shoenberger & Kim, 2023).  The concept of homophily 
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involves four different dimensions, such as attitude, background, values, and appearance, which 
are shared between the persona seen on social media and the audience's compatibility and 
similarities (Bu et al., 2022). These dimensions were developed from four dimensions of research 
(Ahmed, Islam, Ghaffar, 2024), the first dimension is attitude, a tendency toward cognitive and 
behavioral similarity toward personas and UGC content. The second dimension is background, 
where there is similarity between the socioeconomic conditions of the persona and the content 
of the UGC and those who consume the content. The third dimension is values, which includes 
similarities between individuals who view the content and the values and social standards 
displayed by the persona and the content of the UGC. The last dimension is appearance, where 
there are similarities in visual attributes between individuals seen in the UGC content. 

The UGC theory is highly suitable to be used in the study of modern digital consumer 
behavior because today's consumers depend on information from their surroundings to assess 
the quality of products and services. UGC has a significant effect on Gen Z's purchasing decisions 
because it is considered to help minimize risk and provide a realistic overview before making a 
purchase. Ma et al. (2017) found that UGC has a major role in minimizing risk in tourism; while 
Johnson & Reingen (1987) showed that homophily strengthens trust among consumers. Previous 
studies conclude that UGC also functions as diagnostic information, which is the evaluation and 
assessment of information conducted by consumers based on real evidence that helps them 
evaluate services with high uncertainty. 

H4: User-Generated Content homophily has a positive effect on purchase decision 

METHODS 

Data Collection Technique 

This study uses an online survey with a quantitative approach to analyze the influence of 
Source Credibility Theory of Social Media Influencer and Perceived Homophily of User-Generated 
Content on the purchasing decisions of Umrah travelers. A quantitative approach was chosen 
because it produces structured, standardized information that can be systematically comparing 
across respondents. The survey method makes it possible for researchers to collect large amounts 
of data efficiently and measure the relation between variables objectively through a 
systematically designed questionnaire instrument. Online surveys are also relevant to modern 
consumer behavior, as consumers actively seek information through digital platforms. 
Consumers often rely on online reviews and content to assess the credibility of information 
before making purchasing decisions. Quantitative research by Filieri (2015) proves that eWOM 
in a digital environment can be effectively understood through surveys because consumers tend 
to respond structurally and rationally to online information. The use of online surveys is an 
appropriate and up-to-date approach to understanding the influence of UGC and influencers in 
the decision-making process for Umrah travel services. 

 

 

 

 

 

 

 

 

 

Figure1. Research Variables 
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Research Population and Sample 

This study used non-probability sampling with convenience sampling, where 
respondents were selected on the basis of ease and willingness to participate in the study. This 
technique was used because the size and sampling design of the study population were not yet 
known, and the distribution of respondents was broad and widespread. The data collection was 
conducted online through various digital platforms such as WhatsApp, Instagram, and Telegram. 
Convenience sampling is a technique commonly used in social and marketing research when the 
population is difficult to identify and researchers have limitations in accessing respondents 
directly. This approach is also considered relevant for online survey-based research that aims to 
efficiently collect data from respondents who fulfill the research criteria. In this study, the 
population size is unspecified, considering that this is an exploratory study, so the sample size 
was based on the rule of thumb in PLS-SEM, rather than using a probabilistic formula. PLS-SEM 
is suitable to be used in a study with a small to medium sample size, with a minimum sample size 
of 100–200 respondents, which is considered suitable for model estimation and hypothesis 
testing. Therefore, a sample size of 316 respondents can be considered suitable for model 
estimation and hypothesis testing in this study. 

Data Analysis 

Data analysis was performed using the Partial Least Squares (PLS) method within the 
Structural Equation Modeling (SEM) framework. The SEM approach was chosen for its ability to 
estimate relationships between variables simultaneously. The analysis process was carried out 
using SmartPLS 4 software. The SEM testing process consisted of two parts, namely measurement 
model testing (outer model) and structural model testing (inner model). The outer model was 
used to assess the validity and reliability of the research instruments, while the inner model was 
used to test the causal relationships between variables through path analysis. 

RESULTS AND DISCUSSION 

Descriptive Statistic 

The results of the study present the demographic profile of the respondents. These 
characteristics are analyzed to show the composition of respondents involved in this study based 
on several relevant criteria (table 1). 

Table 1. Respondent Characteristics 

No Characteristics Category N % 

1 Age 

18-25 years 24 8 
26-35 years 156 49 
36-44 years 124 49 
45-54 years 12 4 

2 Gender 
Male 8 3 

Female 308 97 

3 
Employment 

Status 

Homemakers 128 40 
Job Seeker 4 1 

Employees (Private, State-
Owned, and Public Sectors) 128 

41 

Students 8 3 
Education and Professional 

Occupations 12 
4 

Entrepreneurs, Freelancers, 
and Content Creators 36 

11 

4 
Daily Social 

Media Usage 

< 1 hours 0 0 
1 - 2 hours 100 32 
2 - 4 hours 104 33 
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4 - 6 hours 88 28 
> 6 hours 24 7 

5 
Umrah 

Experience 

once 208 66 
twice 64 20 

three times 24 8 
more than three times 20 6 

Source: Primary Data (2026) 

The study involved 315 respondents, predominantly female, with most participants aged 
between 26-44 years. The sample is largely composed of homemakers and employees, followed 
by entrepreneurs and freelancers indicating diverse employment backgrounds. Most 
respondents report moderate to high daily social media usage, ranging from one to fours per day. 
In terms of Umrah experience, the majoriy have performed Umrah once, while a smaller 
proportion haveundertaken Umrah multiple times, reflecting a mix of first-time and repeat 
pilgrims. 

Measurement Model. 

Table 2. Convergent Validity 

Variable Indicator Loading Factor AVE Description 

Homophily UGC 

HU1 0,772 

0,631 

Valid 
HU2 0,765 Valid 
HU3 0,720 Valid 
HU4 0,867 Valid 
HU5 0,729 Valid 
HU6 0,852 Valid 
HU7 0,841 Valid 
HU8 0,726 Valid 
HU9 0,838 Valid 

HU10 0,811 Valid 
HU11 0,833 Valid 
HU12 0,864 Valid 
HU13 0,814 Valid 
HU14 0,794 Valid 
HU15 0,773 Valid 
HU16 0,673 Valid 

Expertise 

EX1 0,920 

0,866 

Valid 
EX2 0,927 Valid 
EX3 0,916 Valid 
EX4 0,959 Valid 

Trustworthiness 

TW1 0,685 

0,552 

Valid 
TW2 0,696 Valid 
TW3 0,948 Valid 
TW4 0,767 Valid 

Attractiveness 

AV1 0,841 

0,803 

Valid 
AV2 0,935 Valid 
AV3 0,928 Valid 
AV4 0,878 Valid 

Purchase Decision 

PR 0,695 

0,643 

Valid 
PR1 0,512 Valid 
PR2 0,877 Valid 
PR3 0,918 Valid 

IS 0,861 Valid 
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IS1 0,865 Valid 
IS2 0,852 Valid 
EA 0,842 Valid 

EA1 0,815 Valid 
EA2 0,829 Valid 
EA3 0,625 Valid 
PI 0,799 Valid 

PI1 0,936 Valid 
PI2 0,898 Valid 

Source: Primary Data Processed (2026) 

Based on the assessment of convergent validity, all constructs in the measurement model 
satisfy the recommended criteria proposed. The Homophily UGC construct demonstrates 
adequate convergent validity, with all indicators loading above 0.60 and an AVE of 0.631, 
indicating substantial variance explained by the construct. The Expertise and Attractiveness 
constructs exhibit excellent convergent validity, reflected by very high factor loadings and AVE 
values of 0.866 and 0.803, respectively. The Trustworthiness construct also meets convergent 
validity requirements, as its AVE exceeds the minimun threshold despite a small number of 
indicators loading slightly below 0.70. The Purchase Decision construct shows acceptable 
indicator loadings and an AVE of 0.643, supporting satisfactory convergent validity. Overall, these 
findings confirm that all constructs reliably capture their underlying theoretical concepts and are 
suitable for subsequent structural model analysis. 

Table 3. Discriminant Validity 

 HU SC PD PR IS EA PI 
HU        

SC 0,642       

PD 0,693 0,871      

PR 0,447 0,235 0,583     

IS 0,559 0,429 0,693 0,642    

EA 0,453 0,195 0,358 0,595 0,832   

PI 0,476 0,399 0,034 0,310 0,872 0,764  

Source: Primary Data Processed (2026) 

The discriminant validity assessment based on HTMT criteria indicates that all constructs 
in the model are conceptually distinct. The HTMT values between Homophily UGC and other 
constructs range from 0.447 to 0.693 remaining well below the conservative threshold of 0.85. 
Source Credibility also demonstrates adequate discriminant validity, with HTMT values ranging 
from 0.195 to 0.871, although the value with Purchase Decision is relatively high (0.871), it 
remains acceptable under the liberal threshold of 0.90. Furthermore, the HTMT values among the 
Purchase Decision dimensions (PR, IS, EA and PI) are within acceptable limits, with the highest 
values observed between IS and PI (0.872) and IS and EA (0.832), indicating related yet distint 
dimensions. Overall, in accordance with the criteria proposed by Henseler et al. (2015) all HTMT 
values fall below the recommended thresholds, confirming that the measurement model satisfies 
discriminant validity and is suitable for subsequent structural model analysis. 

Table 4. Construct Reliability 

 Cronbach's alpha Composite reliability 
HU 0,961 0,964 
EX 0,949 0,963 
TW 0,850 0,824 
AV 0,921 0,942 
PD 0,812 0,877 
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PR 0,696 0,826 
IS 0,645 0,849 
EA 0,799 0,863 
PI 0,814 0,914 

Source: Primary Data Processed (2026) 

The reliability assessment indicates that all constructs exhibit satisfactory to excellent 
internal consistency. The Homophily UGC construct shows exceptionally high reliability, with 
Cronbach’s alpha of 0.961 and Composite Reliability of 0.964, followed by Expertise construct 
with values of 0.949 and 0.963. The Trustworthiness construct also meets reliability criteria, with 
Cronbach’s alpha of 0.850 and Composite Reliability of 0.824, both exceeding the recommended 
threshold of 0.70. Likewise, the Attractiveness construct demonstrates very strong reliability, 
indicated by Cronbach’s alpha of 0.921 and Composite Relibility of 0.924. Finally, the Purchase 
Decision construct show good reliability, with Cronbach’s alpha of 0.812 and Composite 
Reliability of 0.877. Overall, in line with the criteria all constructs in the research model are 
considered reliable for subsequent structural model analysis. 

Structural Model 

Table 5. Coefficient of Determination and Predictive Relevance 

 R-square R-square adjusted Q²predict 
PD 0,315 0,306 0,28 

Source: Primary Data Processed (2026) 

The structural model assessment shows that the Purchase Decision construct has an R-
square of 0.306, indicating that the exogenous variables explain approximately 31.5% of the 
variance in purchase decision. Based on the criteria proposed by Hair et al. this explanatory 
power can be classified as weak to moderate, suggesting that the model may also play a role. The 
small difference between the R-square values indicates good model stability and generazability. 
Furthermore, the Q²predict value of 0.28 exceeds zero, confirming predictive relevance, and 
reflects a moderate level of predictive capability according to the benchmarks of 0.02 (small), 
0.15 (medium), and 0.35 (large) suggested by Hair. 

Table 6. Hypothesis Testing Results 

 Path Coefficient T statistics P values 
AV -> PD -0,192 1,686 0,092 

ET -> PD 0,187 2,219 0,027 

HU -> PD 0,566 9,021 0,000 

TW -> PD 0,068 0,995 0,320 

Source: Primary Data Processed (2026) 

 The hypothesis testing results indicate that Homophily UGC (HU) has the strongest and 
most significant influence on Purchase Decision, as evidenced bu a high path coefficient (β = 
0.566), a T-statistic of 9.021, and a highly significant p-value (p < 0.001). Expertise (ET) also 
shows a positive and statistically significant effect on Purchase Decision (β = 0.187; t = 2.219; p = 
0.027), although its influence is considerably weaker than that of Homophily UGC. In contrast, 
Attractiveness (AV), exhibits a negative but statistically insignificant effect on Purchase Decision 
(β = –0.192; t = 1.686; p = 0.092), indicating that visual appeal does not meaningfully drive 
purchase decisions in this model. Similarly, Trustworthiness (TW) shows a small and non-
significant effect β = 0.068; t = 0.995; p = 0.320). Overall, these findings suggest that perceived 
similarity between content creators and audiences is the most influential factor in shaping 
purchase decisions, followed by expertise. At the same time, attractiveness and trustworthiness 
do not exert a significant impact in this study. 
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The Effect of Social Media Influencer Expertise on Purchase Decisions 

 The results of the structural model analysis indicate that social media influencer expertise 
has a positive and statistically significant effect on Umrah’s pilgrims purchase decisions. This 
findings confirms that influencers’ perceived knowledge, experience, and competence play an 
important role in shaping consumer confidence and encouraging purchase decisions in the 
context of Umrah travel. Consistent with Source Credibility Theory (Hovland et al., 1953), 
expertise emerges as a key persuasive cue that enhances message acceptance, particulary in high 
involvement decision contexts. Umrah travel requires pilgrims to carefully evaluate service 
reliability, procedural clarity, and religious compliance, making expertise-based information 
especially salient in reducing perceived risk, as prior research shows that influencer source 
credibility, particularly expertise, significantly enhances effectiveness and purchase intention in 
high risk decision contexts (Weismueller et al., 2020). 

This finding is further supported by the demographic profile of the respondents, the 
majority of whom are aged between 26 and 44 years, an economically productive and cognitively 
mature group that tends to enagage in ration, information-intensive decision-making. Individuals 
within this age range are more likely to prioritize functional value, procedural certainty, and 
service quality when selecting Umrah packages. As such, influencers who demonstrate detailed 
experiential knowledge, logistical insights and practical guidance are perceived as more credible 
and influential. This result aligns with prior studies showing that expertise enhances persuasive 
effectiveness and risk reduction in service-related decisions (Lou & Yuan, 2019; Weismueller et 
al., 2020; Muda & Hamzah, 2021). 

The Effect of Social Media Influencer Trustworthiness on Purchase Decisions 

In contrast to expertise, the results indicate that trustworthiness does not have a 
statistically significant direct effect on purchase decisions. Although trustworthiness is 
theoretically considered a core dimension of source credibility, this finding suggests that 
perceived honesty and integrity of influencers do not independently drive Umrah pilgrims’ 
purchase decisions when compared to more influential factors such as expertise and perceived 
similarity (Hovland et al., 1953). This result supports the view that not all credibility dimensions 
exert equal influence across different consumption contexts, as empirical influencer-marketing 
research demonstrates that the relative importance of expertise, trustworthiness and 
attractiveness varies across influencer types, platforms, and consumption settings, resulting in 
non-uniform effects on consumer decisions (Djafarova & Rushworth, 2017; Weismueller et al., 
2020).  

One possible explanation is that trustworthiness functions as a baseline expectation 
rather than a differentiating factor in Umrah-related content. In a religious and faith-based 
service context, pilgrims may assume that Umrah influencers inherently adhere to moral and 
ethical standards. At the same time, pilgrims may also be increasingly aware that influencer 
content is often sponsored by Umrah travel agencies, positioning such content as soft-selling 
advertisements rather than purely authentic personal narratives. As a result, variations in 
perceived trustworthiness may have limited incremental impact on purchase decisions in high-
involvement service settings, where consumers prioritize expertise-based information and 
experiential relevance over generalized trust cues (Lou & Yuan, 2019). 

The Effect of Social Media Influencer Attractiveness on Purchase Decisions 

The findings further reveal that influencer attractiveness does not have a significant effect 
on purchase decisions. Although attractiveness is often influential in lifestyle, fashion, or hedonic 
consumption contexts, its non-significant role in this study suggests that visual appeal and 
physical presentation are not decisive factors in Umrah travel decision-making. This pattern is 
consistent with evidence that attractiveness effects are contingent on the consumption setting 
and product category, such that aesthetic appeal may be more influential in hedonic domains but 
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less central in contexts where credibility-based evaluation dominates (Djafarova & Rushworth, 
2017; Volkmer & Meißner, 2025). 

This outcome can be explained by the nature of Umrah as a high-involvement, high-cost, 
and spiritually driven service that entails religious obligations, financial sacrifice and strong 
emotional significance; consequently, unlike discretionary consumption, pilgrims tend to rely 
more heavily on functional, cognitive, and informational cues to reduce perceived risk and 
uncertainty, rather than on affective or aesthetic appeals when evaluation intangible service 
performance (Jun, 2020; Tran et al., 2024). 

The Effect of User-Generated Content Homophily on Purchase Decision 

The results demonstrate that Homophily User-Generated Content exerts the strongest 
and most significant influence on purchase decisions. This indicates that perceived similarity 
between content creators and pilgrims, such as shared values, backgrounds, experiences, and 
lifestyles, plays a dominant role in shaping Umrah travel decisions. Relatable UGC strengthens 
confidence and reduces uncertainty by providing diagnostic cues grounded in lived experiences 
that audiences perceive as “people like me”, thereby increasing acceptance and reliance on the 
information; in service contexts where consumers cannot fully verify quality before purchase 
such similarity-based cues become particularly influential as they help individuals interpret 
intangible service performance through social comparison and experiential relevance (Leonhardt 
et al., 2020; Bu et al., 2022; McPherson et al., 2001). 

Conceptually, this finding aligns with social network theory and perceived homophily 
theory, which posit that individuals are more likely to trust and adopt information from sources 
that perceive as similar to themselves (McPherson et al., 2001; Shoenberger & Kim, 2023). In 
digital environments, homophilic UGC is reinforced through repeated exposure and persuasive 
influence, such that compared to influencer attractiveness and generalized trust cues, homophily-
based UGC supported by credible peer information emerges as a key determinant of Umrah 
pilgrims’ purchase decisions by enhancing information reliance and reducing perceived 
uncertainty (Leonhardt et al., 2020; Bu et al., 2022; Ngo et al., 2024) 

CONCLUSION 

This study concludes that Umrah pilgrims’ purchase decisions in the digital environment 
are primarily influenced by influencer expertise and homophily-based user-generated content, 
while trustworthiness and attractiveness do not exert a significant direct effect. The findings 
indicate that pilgrims place greater emphasis on influencers who demonstrate authentic 
experience, deep knowledge, and practical competence, as well as on UGC that reflects 
experiential similarity, shared values, and relatable life contexts. The dominance of female 
respondents, many of whom act as key information seekers and decision-makers for family 
religious activities, further explains why perceived similarity between content creators and 
audiences becomes a critical determinant of trust, emotional engagement, and purchase 
decisions. Conversely, trustworthiness appears to function as a baseline expectation rather than 
a differentiating factor, and visual attractiveness is less relevant in the context of a high-
involvement and faith-based service such as Umrah travel. From a theoretical perspective, this 
study contributes to the literature on digital consumer behavior and source credibility by 
demonstrating that the influence of credibility dimensions is context-dependent, with expertise 
and perceived similarity outweighing generalized trust and aesthetic appeal in religious and high-
risk service contexts. Practically, these findings suggest that Umrah travel agencies should 
prioritize collaborations with social media influencers who possess strong expertise and 
authentic Umrah experience, as expert-driven credibility plays a decisive role in shaping 
purchase decisions. In addition, agencies are encouraged to actively facilitate and manage 
homophily-based UGC by promoting genuine reviews and testimonials from pilgrims with 
diverse yet related backgrounds, thereby reducing perceived risk, strengthening trust, and 
enhancing the effectiveness of digital communication strategies. 
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SUGGESTION 

 Future research should address several limitations of this study while expanding its 
explanatory scope. First, the sample is dominated by female respondents aged 26-44 years, which 
may limit generalizability across genders and generations; therefore, future studies should apply 
more balanced sampling to examine differences across age groups and between male and female 
pilgrims. Second, as this study relies on self-reported data within a single research setting, future 
research is encouraged to adopt cross-platform and longitudinal approaches to explore how 
credibility cues and homophily-based UGC function across different social media platforms and 
over time. To strengthen theoretical development, future research should incorporate additional 
mediating and moderating mechanisms that can more comprehensively explain the influence 
process, such as electronic word of mouth (eWOM) and customer engagement. 

REFERENCES  

Al-Emadi, F. A., & Ben Yahia, I. (2020). Ordinary celebrities related criteria to harvest fame and 
influence on social media. Journal of Research in Interactive Marketing, 14(2), 195-213. 
https://doi.org/10.1108/JRIM-02-2018-0031 

Ali, S. A. U., SM, A. M. I., & Bahri, S. (2025). Digital Trends in Religious Advertising: 
Commodification of Umrah Hadiths on Instagram in the Context of Hajj and Umrah 
Marketing. Ulumuna, 29(1), 575-602. https://doi.org/10.20414/ujis.v29i1.1306 

Alshurideh, M., Musallam, F., Alkarad, H., & Alnobani, L. (2025). A systematic literature Review of 
Panic Buying During Unknown Risks: The Covid-19 Pandemic as an 
Example. International Journal of Management and Marketing Intelligence, 2(4), 13-24. 
https://doi.org/10.64251/ijmmi.99 

Amaliyatul, M., Hermawan, A., & Nuryadin, A. (2024). Pengaruh social media marketing dan user 
generated content (UGC) terhadap purchase decision produk Luxcrime pada Generasi Z 
di TikTok. Journal of Information Systems Management and Digital Business, 2(1), 40-49. 
https://doi.org/10.70248/jismdb.v2i1.1184  

Asyraff, M. A., Hanafiah, M. H., Zain, N. A. M., & Hariani, D. (2024). Unboxing the paradox of social 
media user-generated content (UGC) information qualities and tourist behaviour: 
moderating effect of perceived travel risk. Journal of Hospitality and Tourism 
Insights, 7(4), 1809-1830. https://doi.org/10.1108/JHTI-02-2023-0072 

Bashir, H. (2024). Elucidating the role of contributors enriching spiritual and religious 
inspirations for the Muslims to perform holy umrah pilgrimage in Saudi Arabia. A 
prospective study: Umrah a spritual journey. International Journal of Innovation and 
Business Strategy (IJIBS), 19(1), 36-47. https://doi.org/10.11113/ijibs.v19.150 

Bozkurt, A., & Tu, C. H. (2016). Digital identity formation: Socially being real and present on digital 
networks. Educational Media International, 53(3), 153-167. 
https://doi.org/10.1080/09523987.2016.1236885 

Bu, Y., Parkinson, J., & Thaichon, P. (2022). Digital content marketing as a catalyst for consumer 
engagement: The role of homophily and perceived similarity. Journal of Strategic 
Marketing, 30(3), 213–231. https://doi.org/10.1080/0965254X.2020.1843632 

Caber, M., Drori, N., Albayrak, T., & Herstein, R. (2021). Social media usage behaviours of religious 
tourists: The cases of the Vatican, Mecca, and Jerusalem. International Journal of Tourism 
Research, 23(5), 816-831. https://doi.org/10.1002/jtr.2444 

Cheung, M. L., Leung, W. K., Cheah, J. H., & Ting, H. (2022). Exploring the effectiveness of emotional 
and rational user-generated contents in digital tourism platforms. Journal of Vacation 
Marketing, 28(2), 152-170. https://doi.org/10.1177/13567667211030675 

https://doi.org/10.1108/JRIM-02-2018-0031
https://doi.org/10.20414/ujis.v29i1.1306
https://doi.org/10.64251/ijmmi.99
https://doi.org/10.70248/jismdb.v2i1.1184
https://doi.org/10.1108/JHTI-02-2023-0072
https://doi.org/10.11113/ijibs.v19.150
https://doi.org/10.1080/09523987.2016.1236885
https://doi.org/10.1080/0965254X.2020.1843632
https://doi.org/10.1002/jtr.2444
https://doi.org/10.1177/13567667211030675


ISSN 2776-1266 (print), 2776-1266 (online)  
Copyright © 2026, Journal of Public Representative and Society Provision 
Under the license CC BY-SA 4.0   | 413  
 

Chung, N., Han, H., & Koo, C. (2015). Adoption of travel information in user-generated content on 
social media: the moderating effect of social presence. Behaviour & information 
technology, 34(9), 902-919. https://doi.org/10.1080/0144929X.2015.1039060 

Dhamayanty, S., & Nokialita, F. (2023). The Influence of Celebrity Endorser and Product Quality 
on Purchase Decision Through Brand Image Package PT Aminareka Perdana. Journal of 
Event, Travel and Tour Management, 19-23. https://doi.org/10.34013/jett.v3i2.1354 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities' Instagram 
profiles in influencing the purchase decisions of young female users. Computers in 
human behavior, 68, 1-7. https://doi.org/10.1016/j.chb.2016.11.009 

Erdogan, B. Z. (1999). Celebrity endorsement: A literature review. Journal of marketing 
management, 15(4), 291-314. https://doi.org/10.1362/026725799784870379 

Filieri, R. (2015). What makes online reviews helpful? A diagnosticity-adoption framework to 
explain informational and normative influences in e-WOM. Journal of business 
research, 68(6), 1261-1270. https://doi.org/10.1016/j.jbusres.2014.11.006 

Friedman, H. H., & Friedman, L. (1979). Endorser effectiveness by product type. Journal of 
advertising research, 19(5), 63-71. https://doi.org/10.1080/00218499.1979.12518848 

Geng, R., & Chen, J. (2021). The influencing mechanism of interaction quality of UGC on 
consumers’ purchase intention: An empirical analysis. Frontiers in Psychology, 12, 
697382. https://doi.org/10.3389/fpsyg.2021.697382 

Ghaly, M. I. (2023). The influence of user-generated content and social media travel influencers 
credibility on the visit intention of Generation Z. Journal of Association of Arab 
Universities for Tourism and Hospitality, 24(2), 367-382. 

Hadrian, M. C., & Ratnasari, N. G. (2025). The influence of information quality in user-generated 
content (UGC) behavioral intention to revisit: The mediating role of destination image 
(a study on Lampung as a tourism object). Interaction, Community Engagement, and 
Social Environment, 3(1), 1-17. https://doi.org/10.61511/icese.v3i1.2025.2041 

Hassan, T., Carvache-Franco, M., Carvache-Franco, W., & Carvache-Franco, O. (2024). Motivations 
as predictors of religious tourism: the Muslim pilgrimage to the city of Mecca. Journal of 
Cultural Heritage Management and Sustainable Development, 14(3), 419-435. 
https://doi.org/10.1108/JCHMSD-01-2022-0005 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity 
in variance-based structural equation modeling. Journal of the academy of marketing 
science, 43(1), 115-135. https://doi.org/10.1007/s11747-014-0403-8 

Hovland, C. I., Janis, I. L., & Kelley, H. H. (1953). Communication and persuasion. Yale University 
Press 

Hu, S. (2026). Pengaruh social media marketing, e-word of mouth, dan persepsi harga terhadap 
keputusan pembelian iPhone di platform shopee (Doctoral dissertation, Universitas 
Katolik Musi Charitas). 

Husna, F., & Sariyanti, L. (2025). Umrah Trends in Society: Influencer, Media and the Way to 
Construct Between Worship and Religious Tourism. Abrahamic Religions: Jurnal Studi 
Agama-Agama, 5(1), 84-97. https://dx.doi.org/10.22373/arj.v5i1.30023 

Hussain, T., & Wang, D. (2024). Social media and the spiritual journey: The place of digital 
technology in enriching the experience. Religions, 15(5), 616. 
https://doi.org/10.3390/rel15050616 

Ishak, M. I., Harun, A., Muslim, A. K., Muslim, M. A., & Ahmad, N. (2025). Exploring Key Umrah 
Attributes for Customer Satisfaction: Insights from the Malaysian Umrah 

https://doi.org/10.1080/0144929X.2015.1039060
https://doi.org/10.34013/jett.v3i2.1354
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1362/026725799784870379
https://doi.org/10.1016/j.jbusres.2014.11.006
https://doi.org/10.1080/00218499.1979.12518848
https://doi.org/10.3389/fpsyg.2021.697382
https://doi.org/10.61511/icese.v3i1.2025.2041
https://doi.org/10.1108/JCHMSD-01-2022-0005
https://doi.org/10.1007/s11747-014-0403-8
https://dx.doi.org/10.22373/arj.v5i1.30023
https://doi.org/10.3390/rel15050616


ISSN 2776-1266 (print), 2776-1266 (online)  
Copyright © 2026, Journal of Public Representative and Society Provision 
Under the license CC BY-SA 4.0   | 414  
 

Industry. Journal of Technology Management and Technopreneurship (JTMT), 13(2). 
https://doi.org/10.54554/jtmt.2025.13.02.002 

Jenkins, H. (2006). Convergence culture: Where old and new media collide. New York: University 
Press. 

Joseph, W. B. (1982). The credibility of physically attractive communicators: A review. Journal of 
advertising, 11(3), 15-24. https://doi.org/10.1080/00913367.1982.10672807 

Jun, S.-H. (2020). The effects of perceived risk, brand credibility and past experience on purchase 
intention in the Airbnb context. Sustainability, 12(12), 
5212. https://doi.org/10.3390/su12125212 

Kahfi, A., Dewi, E. P., & Mohamoud, M. E. (2025). The Backpacker Umrah Phenomenon In The 
Digital Era: Impact On Pilgrims'spirituality And The Travel Industry. Multazam: Jurnal 
Manajemen Haji dan Umrah, 5(1), 62-78. 
https://doi.org/10.32332/multazam.v5i1.10129 

Leonhardt, J. M., Keller, L. R., & Pezzuti, T. (2020). We’re not so different: Collectivism increases 
perceived homophily, which increases trust and consumers’ reliance on user-generated 
product information. Journal of Business Research, 112, 562–571. 
https://doi.org/10.1016/j.jbusres.2019.11.015 

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility affect 
consumer trust of branded content on social media. Journal of interactive 
advertising, 19(1), 58-73. https://doi.org/10.1080/15252019.2018.1533501 

Lu, W., & Stepchenkova, S. (2015). User-generated content as a research mode in tourism and 
hospitality applications: Topics, methods, and software. Journal of Hospitality Marketing 
& Management, 24(2), 119-154. https://doi.org/10.1080/19368623.2014.907758 

Lücking, M. (2023). Cosmopolitan Imagery: Prestigious Connections to the World in 
Contemporary Muslim and Christian Indonesian Pilgrimage Pictures. International 
Journal of Islam in Asia, 2(2), 203-231.  

Madyan, S., Abyad, H., & Karimullah, I. W. (2025). The Modern Pilgrimage of Umrah: The 
Convergence of Spiritual Devotion and Pop-Consumer Culture in 
Indonesia. International Journal of Religious Tourism and Pilgrimage, 13(2), 3. 
https://doi.org/10.21427/q4d8-q466  

McPherson, M., Smith-Lovin, L., & Cook, J. M. (2001). Birds of a feather: Homophily in social 
networks. Annual Review of Sociology, 27, 415–
444. https://doi.org/10.1146/annurev.soc.27.1.415 

Muda, M., & Hamzah, M. I. (2021). Should I suggest this YouTube clip? The impact of UGC source 
credibility on eWOM and purchase intention. Journal of Research in Interactive 
Marketing, 15(3), 441-459. https://doi.org/10.1108/JRIM-04-2020-0072 

Mursid, A., & Wu, C. H. J. (2022). Customer participation, value co-creation and customer loyalty: 
evidence from Umrah travel agencies in Indonesia. Journal of Islamic Marketing, 13(3), 
628-648. https://doi.org/10.1108/JIMA-06-2020-0190 

Muslim, A., Harun, A., Ismael, D., & Othman, B. (2020). Social media experience, attitude and 
behavioral intention towards umrah package among generation X and Y. Management 
Science Letters, 10(1), 1-12.  

Naeem, M. (2021). The role of social media to generate social proof as engaged society for 
stockpiling behaviour of customers during Covid-19 pandemic. Qualitative Market 
Research: An International Journal, 24(3), 281-301. https://doi.org/10.1108/QMR-04-
2020-0050  

https://doi.org/10.54554/jtmt.2025.13.02.002
https://doi.org/10.1080/00913367.1982.10672807
https://doi.org/10.3390/su12125212
https://doi.org/10.32332/multazam.v5i1.10129
https://doi.org/10.1016/j.jbusres.2019.11.015
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1080/19368623.2014.907758
https://doi.org/10.21427/q4d8-q466
https://doi.org/10.1146/annurev.soc.27.1.415
https://doi.org/10.1108/JRIM-04-2020-0072
https://doi.org/10.1108/JIMA-06-2020-0190
https://doi.org/10.1108/QMR-04-2020-0050
https://doi.org/10.1108/QMR-04-2020-0050


ISSN 2776-1266 (print), 2776-1266 (online)  
Copyright © 2026, Journal of Public Representative and Society Provision 
Under the license CC BY-SA 4.0   | 415  
 

Nasution, N. S. P., Yunita, N., & Sabrina, H. (2025). The Influence of UGC and Influencer Marketing 
on Consumer Buying Interest: A Case Study of Warunk Juragan. Journal of Management 
and Business Innovations, 7(01), 1-8. http://dx.doi.org/10.30829/jombi.v7i01.23549 

Ngo, T. T. A., Nguyen, B., Pham, Q. T., & Nguyen, H. M. (2024). Electronic word-of-mouth on social 
networking sites: Information credibility, usefulness, adoption, and online purchase 
intention. Heliyon, 10(3), e25134. https://doi.org/10.1016/j.heliyon.2024.e25134 

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers' 
perceived expertise, trustworthiness, and attractiveness. Journal of advertising, 19(3), 
39-52. https://doi.org/10.1080/00913367.1990.10673191 

Poleac, G., & Ghergut-Babii, A. N. (2024). How social media algorithms influence the way users 
decide-perspectives of social media users and practitioners. Technium Soc. Sci. J., 57, 69.  

Qurashi, J. (2017). Commodification of Islamic religious tourism: From spiritual to touristic 
experience. International Journal of Religious Tourism and Pilgrimage, 5(1), 89-104.  

Ranga, I., Singh, R., & Ranga, B. (2023). Which user-generated content is considered useful by 
tourists? An investigation into the role of information types shared in online discourse 
in online travel communities. International Journal of Human–Computer 
Interaction, 39(15), 3114-3126. https://doi.org/10.1080/10447318.2022.2093447 

Rezky, W. M., Suhud, U., & Febrilia, I. (2024). From Trust to Travel: Factors Influencing Purchase 
Intentions in Selecting Umrah Travel Agents. In International Student Conference on 
Business, Education, Economics, Accounting, and Management (ISC-BEAM) (Vol. 3, No. 1, 
pp. 2058-2072). https://doi.org/10.21009/ISC-BEAM.013.153 

Sari, Y. M., Hayu, R. S., & Salim, M. (2021). The effect of trustworthiness, attractiveness, expertise, 
and popularity of celebrity endorsement. Jurnal Manajemen dan Kewirausahaan, 9(2), 
163-172.  

Shoenberger, H., & Kim, E. (2023). Perceived homophily and source credibility in social media 
influencer communication. Journal of Interactive Advertising, 23(1), 1–
15. https://doi.org/10.1080/15252019.2022.2143176 

Singh, H., & Chakrabarti, S. (2020). Defining the relationship between consumers and retailers 
through user-generated content: insights from the research literature. International 
Journal of Retail & Distribution Management, 49(1), 41-60. 
https://doi.org/10.1108/IJRDM-03-2020-0080 

Sujatmiko, S., Ar, D. P., Hamdat, A., & Salam, K. N. (2025). User-Generated Content (UGC) and Its 
Impact on Tourism Marketing: A Systematic Literature Review. Golden Ratio of Mapping 
Idea and Literature Format, 5(2), 97-105. https://doi.org/10.52970/grmilf.v5i2.1491 

Sukarnoto, T., & Cahyono, H. (2025). The Role of Social Proof in The Decision-Making of The Rural 
Community Of Cirebon to Become Customers of Sharia Microfinance 
Institutions. Ecopreneur: Jurnal Ekonomi dan Bisnis Islam, 6(2). 
https://doi.org/10.47453/ecopreneur.v6i2.3578 

Supriyanto, S., Ady, S. U., & Sayidah, N. (2024). Analysis of Marketing Psychology: Understanding 
Consumer Behavior and its Implications for Business Strategy. International Journal of 
Economics, Management and Accounting (IJEMA), 2(5), 561-570. 
https://doi.org/10.47353/ijema.v2i5.215 

Tran, H.-A., Farrell, A., Evanschitzky, H., Nguyen, B., & Ackfeldt, A.-L. (2024). Using affective 
content to promote high-involvement services on social media. Journal of Business 
Research, 179, 114676. https://doi.org/10.1016/j.jbusres.2024.114676 

Tseng, S., & Fogg, B. J. (1999). Credibility and computing technology. Communications of the 
ACM, 42(5), 39-44.  

http://dx.doi.org/10.30829/jombi.v7i01.23549
https://doi.org/10.1016/j.heliyon.2024.e25134
https://doi.org/10.1080/00913367.1990.10673191
https://doi.org/10.1080/10447318.2022.2093447
https://doi.org/10.21009/ISC-BEAM.013.153
https://doi.org/10.1080/15252019.2022.2143176
https://doi.org/10.1108/IJRDM-03-2020-0080
https://doi.org/10.52970/grmilf.v5i2.1491
https://doi.org/10.47453/ecopreneur.v6i2.3578
https://doi.org/10.47353/ijema.v2i5.215
https://doi.org/10.1016/j.jbusres.2024.114676


ISSN 2776-1266 (print), 2776-1266 (online)  
Copyright © 2026, Journal of Public Representative and Society Provision 
Under the license CC BY-SA 4.0   | 416  
 

Volkmer, S. A., & Meißner, M. (2025). Delight my brain and my eyes: Credibility and aesthetic 
judgments of endorsers. Journal of Retailing and Consumer Services, 84, 
104217. https://doi.org/10.1016/j.jretconser.2024.10421  

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer endorsements: How 
advertising disclosure and source credibility affect consumer purchase intention on 
social media. Australasian marketing journal, 28(4), 160-170. 
https://doi.org/10.1016/j.ausmj.2020.03.002 

Wijaya, C. O., Wijaya, S., & Jaolis, F. (2025). The influence of social media content on attitude, 
destination image and intention of female Muslim travelers to visit halal destinations: 
comparison between UGC and FGC. Journal of Islamic Marketing, 16(2), 402-427. 
https://doi.org/10.1108/JIMA-08-2023-0235 

Yin, H. (2024). From Virality to Engagement: Examining the Transformative Impact of Social 
Media, Short Video Platforms, and Live Streaming on Information Dissemination and 
Audience Behavior in the Digital Age. Advances in Social Behavior Research, 14, 10-14. 
https://doi.org/10.54254/2753-7102/2024.18644 

Zaid, B., Fedtke, J., Shin, D. D., El Kadoussi, A., & Ibahrine, M. (2022). Digital Islam and Muslim 
millennials: How social media influencers reimagine religious authority and Islamic 
practices. Religions, 13(4), 335. https://doi.org/10.3390/rel13040335 

Zarkada, A. K., Kashif, M., & Zainab. (2025). The structure and content of the religious tourism 
destination image construct: an exploratory netnography of travelers’ reviews of 
Makkah and Medina. Journal of Islamic Marketing, 16(3), 689-712. 
https://doi.org/10.1108/JIMA-06-2024-0229 

Zhang, Y., Gao, J., Cole, S., & Ricci, P. (2021). the spread of user-generated contents (UGC) shapes 
international tourism distribution: Using agent-based modeling to inform strategic UGC 
marketing. Journal of Travel How Research, 60(7), 1469-1491. 
https://doi.org/10.1177/0047287520951639 

  

https://doi.org/10.1016/j.jretconser.2024.10421
https://doi.org/10.1016/j.ausmj.2020.03.002
https://doi.org/10.1108/JIMA-08-2023-0235
https://doi.org/10.54254/2753-7102/2024.18644
https://doi.org/10.3390/rel13040335
https://doi.org/10.1108/JIMA-06-2024-0229
https://doi.org/10.1177/0047287520951639

