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Abstract:

The present aims to investigate the Effect of Influencer Marketing on
Followers Repurchase Intentions on Social Media Platforms. A Sample of
(384individuals was recruited, resulting in 331 were valid, A Response Rate of
86.19%. The Findings Revealed A Significant Correlation between Influencer
Marketing and Repurchase Intentions. Additionally, The Trustworthiness of
Influencers emerged As A Significant Predictor of Repurchase Intentions, while
Attractiveness and Experience Did Not exhibit A Significant Impact.

Furthermore, The study demonstrated that both The Attractiveness and
Trustworthiness of Influencers significantly influenced Purchase Intentions.
However, The Experience of Influencers had No Significant Effect on Purchase
Intentions. The Attractiveness of Influencers was found to have No significant
Impact on Purchase Frequency Among Followers. Moreover, Neither

Attractiveness Nor Experience Significantly influenced Repetitive Purchase.
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Interestingly, The Experience and Trustworthiness of Influencers
were Significantly Associated with The General Consumer Tendency,
while Attractiveness had No discernible Effect on Repurchase Intentions
or General Consumer Tendency.

Keywords: Influencer Marketing, Repurchase Intentions.
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