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1. introduction
With the rapid growth of the Internet, the notion

of word-of-mouth marketing is becoming
increasingly important. Firms do not observe or
validate the success of Influencer marketing since
it is simply another method to brand-generated
content rather than user-generated content. As a
result, brands and enterprises' ways of thinking
have had a significant impact on the degree of
creditability and authenticity.

The exposure of personal life frequently shows
the real features and point of view of public
characters, which may feel relevant and favorable
to a particular segment of audiences who share the
same personality traits. This sense of favor and
fondness of ordinary folks has been termed as
"parasocial contact" or "parasocial connection"
with public figures. However, there is currently
little study being undertaken on the formation and
consequences of parasocial interactions on WOM

power and consumer behavior, as well as its
practical use in marketing.

2. literature review
H1: Source relevance impacts Authenticity of

Influencer’s content positively
H2: Source expertise impacts Authenticity of

Influencer’s content positively
H3: Source trustworthiness impacts

Authenticity of Influencer’s content positively
H4: Source frequency impacts Authenticity of

Influencer’s content positively
3. research methodology 
The preliminary investigation was carried out.

The distribution of the initial questionnaire is the
goal of this time frame. The sample size used for
the data collection was 54. For testing the model of
measurement constructs, authors collect 450
samples under 45 years old. That has a relevance to
research topic, since young people spend more
time on social media than older ones. In order to
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alter the reliability of the scale, the first phase of
initial analysis is to assess the credibility coefficient
Cronbach's Alpha, after which the final
questionnaire is created. The goal of the last
research is to reevaluate the model's suggested
elements using the methods of Cronbach's Alpha
coefficient analysis, exploratory factor analysis
(EFA), correlation coefficient analysis, regression
analysis, and analysis of variance (ANOVA).
Utilizing the program SPSS 20.0, data was
processed.

Additionally, this study expands the model with
scales of variables, which is considerably relevant
for academics and Vietnamese influencer
marketing applications. The authors emphasize the
critical necessity of influencer’s source of
characteristic in light of research on the impacts of
authenticity of influencer’s content. Creating
strong content and matching the right influencer to
the right product also helps influencer marketing.
Furthermore, study findings imply that brands,
agencies should understand the influences and
consequences of source characteristics on
influencer content in order to develop content
strategies that match consuming trust and
successfully utilize influencer marketing.
Furthermore, growing influencer marketing can
assist save more advertising and promotion
expenditures than traditional marketing activities,
hence increasing corporate profits and brand love,
also credibility.

4. findings
4.1. Reliability coefficient Cronbach’s Alpha

analysis
The results of the Cronbach's Alpha reliability

coefficient analysis are displayed below.

The scale used in the study is quite reliable.
According to the table above, the source relevance
scale has a Cronbach's alpha reliability coefficient
of 0.766 and item-total correlation coefficients of
the observable variable that are more than 0.3.
Cronbach's alpha reliability coefficient is 0.853 on
the source of trustworthiness scale, and item-total
correlation coefficients of the observable variable
are more than 0.3. On the scale of Relationship
between authenticity and source expertise, the
reliability coefficient Cronbach's alpha is 0.720,
and the item-total correlation coefficients of the
observable variable are more than 0.3.

The reliability coefficient Cronbach's alpha for
the scale of source frequency participation is 0.773,
and the item-total correlation coefficients of the
observable variable are more than 0.3, with the
least value being 0.501. Cronbach's alpha
reliability coefficient is 0.770, and item-total
correlation coefficients of the observable variable
are more than 0.3, with a minimum value of 0.531.
As a result, the authors used the modified scale to
analyze variables.

4.2. Exploratory factor analysis EFA
The findings of exploratory factor analysis EFA

classify groupings of distinct criteria, with
comparable requirements grouped together.
Criteria with factor loadings higher than or equal to
0.5 are included or otherwise excluded in the table
below. As a result, there are 17 criteria grouped
into four groups.

Factor loadings of observable variables in each
scale all grow and are suitable to method
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requirements (factor loading > 0.5).
Because the EFA analysis indicates
no variation in the 17 original
independent variables, the authors
continue to employ them in the
following analytical phase.

4.3. Regression analysis 
Results of multiple regression

analysis are shown as follows: 
The results of multiple linear

regression analysis show that R is
0.784 and adjusted R square is 0.630.
The relevance of the model is 0.630,
which means that the four
independent variables RELEV,
TRUST, EXPER, and FREQU
explain 63% of the variation in
authenticity of influencer’s content.
The remaining 37% is explained by
factors not included in the research.

The Durbin-Watson test
demonstrates that the model is
compatible with various regression
methods. Durbin-Watson 1.898 is
between 0 and 4, suggesting that the
model lacks first-order serial
correlation. The model's generality
must be tested in the next step.

The low level of significance of
four variables is represented in Table
4.4 RELEV, TRUST, EXPER, and
FREQU. RELEV, TRUST, EXPER,
and FREQU have sig coefficient
values of 1.136, 1.009, 1.018, and
1.064, respectively, and are all less
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than 5%. As a result, all independent factors have
an effect on the dependent variable.

5. discussion
Source relevance: Regression research reveals

a favorable relationship between source relevance
and authenticity of influencer’s content. The
regression coefficient of 0.435 indicates that if
source relevance increased by one unit while
nothing else changed, authenticity of influencer’s
content would rise by 0.435. Furthermore,
according to the highest value of the regression
coefficient among independent variables,
influencer credibility has the greatest impact on
authenticity. This means if the influencer has the
connection of their passion point and firm industry,
it will help their content more natural.

Source trustworthiness: According to the
findings of the regression analysis, there is a
favorable relationship between source
trustworthiness and authenticity of influencer’s
content. With the second-highest regression
coefficient value of 0.392, assuming nothing else
changes, a one-unit improvement in source
trustworthiness raises level of authenticity by
0.392. 

Source expertise: According to the findings of
the regression study, the source expertise has a
favorable association with authenticity of
influencer’s content. The regression coefficient of
0.274 indicates that if nothing else changes, a one-
unit increase in the source expertise will raise
authenticity by 0.274. In other words, the source
expertise has a significant impact on authenticity,
following the impacts of influencer expertise and
experience. The reason for this inference is that
choosing a relevant influencer who is compatible
with and have knowledge about businesses,

products, and services is critical in influencer
content strategy.

Source frequency: The regression analysis
results show a favorable association between
source frequency and authenticity of influencer’s
content. With a regression coefficient of 0.225,
assuming nothing else changes, increasing
authenticity by one unit improves customer
intention by 0.225. This suggests that influencer
who are frequently involved in posting and active
on social media would build trust to their content.
However, of the four constructs, this factor's
influential level has the least impact on
authenticity.

6. conclusion
In terms of research methodology, this paper

contributes to a model that studies the effects of
source characteristics on Authenticity of
influencer’s content in HCM City using four
components: source relevance, source
trustworthiness, source expertise and source of
frequency. Furthermore, this study adds variable
scales to the model, making it substantially more
relevant for researchers and usage in content
marketing in Vietnam. The authors emphasize the
significance of source relevance based on their
results on the effects of influencer content’s
authenticity. 

Furthermore, study findings show that brands,
agencies, and marketers should get insights into the
influences and authenticity of influencer’s content
in order to develop content strategies that match
influencer passion point and firm’s industry.
Furthermore, growing influencer marketing can
assist save more money on advertising and
promotion than traditional marketing operations,
hence increasing corporate revenues n
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AûNh höôûNg cuûA cAÙc 
ñAËc ñieåM NguOàN ñOái VôÙi TíNh chAâN ThAäT 

cuûA NOäi duNg dO Ngöôøi cOÙ söÙc AûNh huôûNg TAïO NeâN

l ThS. TrAàn ÑoAn Phöông
Giaûng vieân, Tröôøng Cao ñaúng FPT Polytechnic TP. Hoà Chí Minh     

TOÙM TAÉT:
Söï phaùt trieån cuûa theá giôùi kyõ thuaät soá luoân coù caû nhöõng taùc ñoäng tích cöïc vaø taùc ñoäng tieâu

cöïc ñoái vôùi xaõ hoäi. Moät vaøi ví duï ñoù laø söï traøn lan cuûa thoâng tin khoâng chính xaùc, tin töùc kích
ñoäng, noäi dung khuyeán khích haønh vi khoâng laønh maïnh vaø khoâng trung thöïc. Phaàn lôùn moïi
ngöôøi coøn thieáu caùc kyõ naêng caàn thieát ñeå xaùc ñònh noäi dung ñöôïc vieát toát hoaëc chaát löôïng cao.
Nhöõng yeâu caàu naøy raát quan troïng vì ngaøy nay moïi ngöôøi caàn phaûi thoâng thaïo trong khi vieát,
cuõng nhö ñaûm baûo noäi dung truyeàn taûi khoâng vi phaïm nhöõng vaán ñeà veà ñaïo ñöùc. Baøi vieát naøy
phaân tích söï aûnh höôûng cuûa caùc ñaëc ñieåm nguoàn ñoái vôùi tính chaân thaät cuûa noäi dung do ngöôøi coù
söùc aûnh höôûng taïo neân. 

Töø khoùa: ngöôøi coù söùc aûnh höôûng, noäi dung chaân thaät, truyeàn thoâng xaõ hoäi, noäi dung tieáp
thò, chieán löôïc noäi dung.


