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ABSTRACT

This study explores how authenticity in brand messaging and influencer endorsements
impacts consumer behavior, particularly in the context of skincare products sold online.
By analyzing data from users of cosmetic brand, the research investigates the
relationship between authenticity, influencer-brand congruence, chatbot accessibility,
and repatronage intention using quantitative methods. The findings suggest that
maintaining authenticity in brand messaging and ensuring alignment with influencer
endorsements positively affects consumer repatronage intention. Additionally,
incorporating chatbot technology into customer service evaluation is beneficial, though
temporary skepticism can influence its effectiveness. The study highlights the
importance of these factors for marketers aiming to enhance brand-consumer
interactions and offers practical recommendations for utilizing social media endorsement
techniques effectively in digital marketing. Future research could further explore
additional moderators and factors influencing consumer behavior in this domain.

Key Words: Authenticity dilemma, endorse, Organic Traveler, Chabot’s, influencer-brand
congruence, temporary state of skepticism, repatronage intention, endorsement
techniques.

Introduction

In today’s evolving digital era, the dynamics of consumer behavior are changing
significantly. Consumers are subjected to an unprecedented stream of brand messages,
product recommendations, and endorsements as a result of the development of social
media and the emergence of influencers marketing. Furthermore, consumers are
becoming more sophisticated in this era of information overload, and they are also
looking for concept authenticity (influencers and brands) as a guiding factor in their
repurchasing decisions. (Pulizzi & Joe, 2013). On the other hand, the firms are
continuously experimenting with new technologies such as chatbot Al to develop the
need of having human alike service agents to satisfy and engaged more customers
(Arshad et al., 2025).

As a result, marketers and researchers alike are focusing more on the idea of
concept authenticity since they understand how important it is for fostering customer
loyalty and overall service evaluation of the brand. The concept of authenticity that
comprises both influencer authenticity and brand authenticity (Grayson & Martinec,
2004). As described by Grayson, consumer’s attitude towards brand is a significant
aspect as it demonstrates the efficacy of the advertisement. For this, brand authenticity
is very significant as it describes the brand’s realness, truthfulness and authenticity (Gul
etal., 2019).

Consumers can use progressive coherence by enhancing the credibility of the
brands, providing a sense of continuity in constantly shifting complex environments
(Fritz et al., 2017) or making consumers more receptive to brand messages (Audrezet et
al., 2020). Moreover, the authenticity of influencers also influences consumer
repatronage intention, which, in turn, affects service evaluation—a critical factor for any
brand (Maringe et al,2020). As consumers gain confidence in a brand, they are more likely
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to continue using it. (Keller et al,1993). The research of Keller suggested that how
consumer attitude contributed towards the brand equity. It is stated that influencer
authenticity is strongly linked to brand authenticity due to the natural image transfer that
occurs (Khan et al., 2021).

Perceptions of an influencer authenticity can be transferred to brands through
endorsements from these influencers. In recent times, the usage of chatbot has surged,
accompanied by various claims (ul Hassan et al., 2023)

As businesses increasingly integrate chatbot technology into their customer
service platforms, consumers encounter these Al-driven agents more frequently during
their purchasing journeys (ul Hassan et al., 2020). The ease of access to chatbot
fundamentally alters consumer brand interactions, presenting both opportunities and
challenges for marketers. Understanding how the availability of chatbot influences
consumer perceptions and behaviors is essential for optimizing brand-customer
engagements in the digital age (Liang et al, 2019). Consumers find themselves
deliberating whether to make a purchase and whether the encounter will influence
future brand usage (Irshad et al., 2024).

The purpose of this study is to unravel the intricate interactions between the
independent variables of authenticity and access to chatbot and their profound impact
on the crucial dependent variable of brand service evaluation, because the combined
analysis of variables between authenticity and access to chatbot on service evaluation is
a less explored research area. This research will touch upon these areas separately.
However, the mystery deepens as this study uncover the role of moderators such as
"influencer-brand congruence' and "temporary state of skepticism.

Temporary state of skepticism embodies the transient hesitations and doubts that
consumers may experience during their interactions with brands, products or services
(Obermiller & Spangenberg 1998). These fleeting moments of uncertainty can arise from
various factors including conflicting information, perceived inconsistencies, or
unfamiliarity with the brand. Exploring how temporary state of skepticism impact
consumer decision-making processes and repatronage intention offers valuable insights
into the mechanisms underlying brand loyalty and trust building efforts. By dissecting the
nuances of skepticism within the consumer mindset, marketers can devise strategies to
mitigate doubts and enhance brand credibility, thereby fostering long-term relationships
with their target audience.

Literature Review

Mediating role of Repatronage Intention between Authenticity and Service Evaluation
Repatronage has been defined as the possibility of repeating a purchase behavior bu
consumer in future (Liu & Lee, 2016). The willingness of consumers for purchasing from
specific service provider depends on its perception. The consumer commitment towards
the service provider is derived by the valuable repatronage intention. The factors that
could serve in shaping consumer behavior are the quality, status and overall experience.
Evaluating the customers experience along with the service provided could contribute in
repatronage intention. The optimistic behavior towards a brand could be appealing that
would give way to repatronage intention (Yan et al., 2018). When people feel that the
service provider is not providing enough for satisfaction of consumers, they deviate to
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another place. Behaviors like unfair treatment and not fulfilling the promises by brands
reduces re-patronage intention (Karabas et al., 2019). Consumers who are not satisfied
from the service provider are taken into action to convert them into condition of
satisfaction. On the other hand, the attractive offerings by the service provider induce
high repatronage intention among consumers (Rana et al., 2024). Image has a huge
impact on consumer behavior towards a service provider which is managed by brands to
attract potential consumers (ul Hassan et al., 2025).

The concept of authenticity is the truthfulness of the service provider that
motivates the customers to acknowledge the brand (Kumar & Kaushal 2021).
Authenticity elevates the repatronage intention of consumers that contribute to
attracting more consumers (Atif et al., 2024).

Reputable characteristics are important for a brand to provide an exclusive image
in consumer‘s mind. Therefore, brand authenticity reflects the sincerity towards its
consumers by aligning its image with the offerings. The higher the authenticity of the
brands, the higher is the repatronage intention of consumers (Saputra et al., 2021).
Hence, authenticity has a crucial role in formulation of repatronage intention among
consumers which helps in evaluation of service provided. Thus, it is hypothesized that;

H:: Repatronage intention mediates the relationship between authenticity and service
evaluation.

Mediating Role Of Repatronage Intention Between Access To Chatbot And Service
Evaluation

The terms "chatbot," "virtual assistant," and "conversational agent" may sound quite
similar to us, but it's possible that we don't know the difference between them. In recent
years, a number of different names have been coined to describe the same thing—a
robot that can converse with humans—so situations like this one are not unusual. This
misunderstanding is explained by Dale (2016), who says, "The basic concepts are the
same: achieve some result by communicating with a machine in a dialog fashion, using
natural language, whether you call these things chatbot, digital assistants, or
conversational interfaces." (Dale, 2016). First, chatbot are presented as a substitute for
human agents in order to offer clients round-the-clock, real-time online support (Xu et al.,
2020). Consumers who believe chatbot are simple to use are more likely to interact with
them, which results in positive service evaluations. Still, favourable service evaluations
are not assured by the mere presence of chatbot. Customer‘s perceptions of the worth
and responsiveness of chatbot services are heavily influenced by factors like perceived
usefulness, accuracy of responses (Gul et al., 2024).

The probability that a customer will return to activity of patronizing a facility is
known as customer repatronage intention (Baker and Cromption, 2000). According to
(Mustak et al, 2013) repatronage intention is a significant value outcome for service
providers and may be influenced by patron commitment in the social exchange
relationship. Customers are anticipated to be more willing to return favorably to the
same service providers as long as they feel trusted by them and engage in co-creation
activities (Liu and Lee, 2016). According to a prior study, customers who engaged in co-
creation activities intended repatronage intentions more favorably than those who did
not (Vazquez-Casielles et al., 2017). One of the most important markers of consumer
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loyalty and sustained brand engagement is the intention to return favour. Several
research works, such as those conducted by (Chen et al. 2020), have demonstrated a
robust correlation between favourable service experiences, the intention to return, and
eventually, customer loyalty (Kakakhel et al., 2016).

Consumers are more likely to use the platform or company again if they believe
the services including chatbot interactions as worthwhile. Therefore, it is hypothesized
that;

H.: Repatronage intention mediates the relationship between access to chatbot and service
evaluation.

Moderating Role Of Influencer-Brand Congruence Between Authenticity And
Repatronage Intention

Authenticity means genuine, real, this factor comprises all those activities which make a
person, brand real or authentic (Gul et al., 2021). Authenticity in influencers marketing
means all those ethical practices or ethical ways in which an influencer represents a
certain brand. Many studies have been suggested that authenticity should be applicable
on the context of branding (Dwivedi & McDonald, 2018). Authenticity comprises the
concept in which a specific brand could be characterize as genuine, real and true
(Beverand & Farelly, 2010). In this era, the authenticity factor in marketing has been
considered to be the most important factor in comprising the repatronage intention of
consumers, above mentioned researchers have also focused on the element of
authenticity and mentioned it as a most important factor, because there are so many
brands and influencers which have been growing rapidly to prove that their endorsed
product are authentic, as (McCracken,1989) suggested that influencer authenticity is
strongly related to brand authenticity due to an significant image that has been
transferred into the minds of consumers. In accordance with the findings of (Chung &
Cho, 2017) suggests that authenticity and trustworthiness of influencer and brand
increases the repatronage intention of an advertised brand. This means that authentic
content and transparency of any person can increase the effectiveness of any brand.
When analyzing influencer-brand congruence, the better brand-fit positively affects the
repatronage intention (Bickart et al, 2015). Thus, it is being said that, influencer-brand
congruence can effect on repatronage intention while maintaining authenticity in their
content (Khan et al., 2020).

Not only influencers should maintain authenticity but brands should also adopt
this factor to ethically develop authenticity practices in their leading roles of business.
Influencer-brand congruence plays an important role in impacting repatronage intention
of the consumers (Zullaihah & Sityawatie, 2021). It means brand congruence can have a
significant effect on repatronage intention, a recent study has been conducted by
(Agnihotri et al, 2022) that influencer authenticity has a significant impact on repatronage
intention. In contrast, if the influencer’s perceived value is consider being
understandable valid or authentic than it can significantly impact on consumer’s
repatronage intention (Singh et al, 2020) Therefore, it has been hypothesized as;

Hs: Influencer-brand congruence moderates the relationship between authenticity and
repatronage intention.
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Moderating Role Of Temporary State Of Skepticism Between Access To Chatbot And
Repatronage Intention

Skepticism has been widely studied in the context of marketing and advertising
(Leonidou et al., 2017). In advertising, skepticism is defined as a tendency toward
disbelief of an advertising claim (Mumtaz et al., 2025).

In fact, studies have shown that a high level of skepticism leads consumers to
detach from ad messages; once detached, consumers fail to engage in message
elaboration (the extent to which one carefully considers an ad message), which results in
less persuasion (Friestad & Wright 1994). Research has proved that high level of
skepticism can change their behavior towards advertising. Between human-bot
interactions, performance quality such as competence, accuracy and reliability, could
significantly determine access to chatbot and trust in it (Yagoda and Gillan,2012. If
thoroughly trained, the access to chatbot can welcome a potential customer to the
website, guide through the catalog or product and finally help to complete the
transaction, which would make the outcome of a marketing promotion successful (Hanif
et al,, 2023). The fuel for training and designing the chatbot is data. The more the
historical data, the better is the access to chatbot and its training which provide a better
experience to customers. The presence of skepticism influences how the access to the
chatbot affects their likelihood of returning. Although consumers are increasingly reliant
on digital service encounters, they do not always readily accept technological service
providers; thus, the use of such technologies can evoke skepticism and trigger negative
feelings (Holthdwer & van Doorn, 2022). Conversational agents are generally categorized
as highly driven by artificial intelligence while chat bots could be more or less
sophisticated in their ability to drive the natural conversation with end-users or to help
customers in achieving their goals. Nevertheless, in literature chatbots and
conversational agents are often used as synonyms (Lee et al., 2017). Consequently,
marketers must navigate these complexities by developing strategies to mitigate
temporary state of skepticism and enhance consumer trust in both traditional advertising
and emerging Al technologies. Thus, it is hypothesized as;

H4: Temporary state of skepticism moderates the relationship between access to chatbot
and Repatronage intention.
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Figure 1: Conceptual Framework

Research Methodology

The research uses quantitative methodology with a descriptive-explanatory approach to
examine hypothesis. Survey questionnaires were designed on a 6-point Likert scale to
record the responses anchored at 1=strongly disagree and 5=strongly agree. Then, they
were used to gather the data of variables, and a cross-sectional strategy was used. The
primary goal of this study is to examine the effect of authenticity on service evaluation
through repatronage intention along with the moderating role of influencer-brand
congruence also how access to chatbot can have a significant impact on service
evaluation through repatronage intention with the moderating role of temporary state
of skepticism. Consumers who rate highly with these factors will have highly favorable
attitudes and intentions toward repatronage intention. Individuals using products of
Organic Traveller were the target audience for this research. The study setting is non-
contrived, correlational, and cross-sectional, conducted within a natural environment to
explore the impact of authenticity and chatbots. Purposive sampling technique was used
which targets Organic Travelers users. The assessment procedure was started by getting
consent from Organic Traveller users, distributing user-friendly questionnaires via Google
Forms, and guaranteeing confidentiality and ethical conduct throughout data collection
in order to maintain research integrity. Including all the ethical and legal processes that
were checked is authoritative. A sample size of 310 respondents is determined based on
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the item scale theory. The data was collected from a questionnaire and primary data
collection means via survey from users of Organic Traveller. The instrument for collecting
the data for research is self-administrated questionnaire, through which we can easily
collect data from the users. SMART PLS version 4 and PLS SEM approach will be used as
statistical technique to test the hypothesized statements.

Measurement and Scales

Influencer authenticity utilizes a 6-item scale by Moulard et al. (2015) and Moulard et al.
(2016), gauging perceptions of influencer credibility and authenticity. Scale items are
anchored on a 6point Likert, ranging from 1 strongly disagree to 5 representing strongly
agree. Sample items include: The influencers do their best to share their experience?

Brand authenticity is assessed through an 8-item scale by Bruhn et al. (2012),
measuring consumer perceptions of brand authenticity. Scale items are anchored on a 6-
point Likert, ranging from 1 strongly disagree to 5 representing strongly agree. Sample
items include: | think the brands stay true to themselves.

Influencer-brand congruence utilizes a 4-item scale by Choi and Rifons (2012),
exploring the alignment between influencers and endorsed brands. Scale items are
anchored on a 6-point Likert, ranging from 1 strongly disagree to 5 representing strongly
agree. Sample items include: I think the influencers are compatible with the brands

Access to chatbot is assessed via a 3-item scale by Simone et al. (2021), examining
the ease and availability of chatbot interactions. Scale items are anchored on a 6-point
Likert, ranging from 1 strongly disagree to 5 representing strongly agree. Sample items
include: The Chatbot was easy to access.

Service evaluation utilizes a 3-item scale by Zierau et al. (2023), measuring
satisfaction and perception of services offered. Scale items are anchored on a 6-point
Likert, ranging from 1 strongly disagree to 5 representing strongly agree. Sample items
include: Overall, | am satisfied with the platform online experience.

Temporary state of skepticism is assessed through a 3-item scale by Obermiller
and Spangenberg (1998), exploring temporary doubt or uncertainty. Scale items are
anchored on a 6- point Likert, ranging from 1 strongly disagree to 5 representing strongly
agree. Sample items include: Are you skeptical about the truth of chabot‘s claims?

Repatronage intention utilizes a 4-item scale by Choi and Hwang (2019), gauging
intentions to revisit or reuse services. Scale items are anchored on a 6-point Likert,
ranging from 1 strongly disagree to 5 representing strongly agree. Sample items include:
| have a strong intention to visit the service provider again.

Access  Authenticity Influencer-  Repatronage Service Temporary
to (Brand Brand Intention Evaluation State of
Chatbot Authenticity, Congruence (RPI) (SE) Skepticism
(AC) Influencer (1BC) (TS)
Authenticity)
(BA&IA)
AC1  0.874
AC2  0.837
AC3 0.7932
BA1 0.694
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BA2 0.758

BA3 0.706

BA4 0.691

BA5 0.498

BA6 0.675

BA7 0.727

BAS8 0.69

[A1 0.003

A2 0.446

A3 0.408

|1A4 0.554

A5 0.614

IA6 0.705

IBC1 0.511

IBC2 0.651

IBC3 0.723

IBC4 0.764

RPI1 0.748

RPI2 0.789

RPI3 0.854

RPI4 0.815

SE1 0.785

SE2 0.775

SE3 0.806

TS1 0.898
TS2 0.936
TS3 0.900

Results and Analysis

For results and interpretations of the data, SMART PLS 4 has been adopted to check the
factor loading, MultiCollinearity VIF, reliability and validity and structural equation
modeling SEM analysis.

Factor Loadings

Factor loading refer to the extent to which each of the items in the correlation matrix
correlates with the principal component. Factor loading can range from -1.0 to +1.0, with
higher absolute values indicating a higher correlation with the underlying factor, All the
items are more than the significant range of .50 as recommended by (Hair et al., 2017).
Indicator MultiCollinearity VIF

Variance inflation factor (VIF) is used to access the MultiCollinearity in the indicators (Hair
et al,2017), the values of VIF as mentioned below in the table is below 5, so there is no
MultiCollinearity issues in the data.

Variance Inflation Factor

AC 1.599
AC2 2.003
AC3 1.684
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BAt1 3.146
BA2 13.951
BA3 11.611
BA4 2.168
BAs 1.858
BA6 2.726
BA7 2.233
BAS 1.965
1A1 1.25
1A2 1.729
1A3 1.475
1A4 2.506
1A5 3.201
1A6 3.315
IBC1 1.149
IBC2 1.393
IBC3 1.459
IBC4 1.118
RPI1 1.511
RPI2 1.774
RPI3 2.365
RPI4 1.971
SE1 1.604
SE2 1.488
SE3 1.245
TSt 3.17
TS2 3.407
TS3 2.341

* AC=Access to chatbot, BA=Brand authenticity, IA=Influencer authenticity,
IBC=Influencer-brand congruence,RPI=Repatronage Intention, SE=Service Evaluation,
TS=Temporary state of skepticism.

Reliability and Validity

Reliability is referred as the consistency of the instrument being used for the
measurement of any variable (Hair et al., 2016). The Cronbach alpha values range from
0.611t0 0.9, as 0.611 is slightly below than 0.7 which is not acceptable but it is not a major
issue in this. While, the composite reliability values ranger from 0.76 to 0.936 which state
that are the values are reliable because they come under the acceptable range. Hence,
construct reliability is established.

Cronbach'’s alpha Composite reliability (rho_c)
Access to Chatbot 0.792 0.874
Authenticity 0.862 0.885
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Influencer-Brand 0.611 0.76
Congruence

Repatronage Intention 0.815 0.878
Service Evaluation 0.705 0.831
Temporary State 0.9 0.936

of Skepticism

Path Coefficients (SEM)

Path coefficients exhibit strength and direction of the data. H1: Authenticity, repatronage
intention and service evaluation show their relationship as statistically significant having
low p values (0.00). The coefficient of overall mediation hypothesis is slightly lower
(0.179) than other relations but it is statistically significant. T-statistics help assess the
significance of the coefficients relative to the variability in the data. The relationships
indicate higher significance because their T values are greater than 1.96. H2: Access to
chatbot to repatronage intention, repatronage intention to service evaluation and
overall relationship of access to chatbot to repatronage to service evaluation exhibit
statistically significant coefficients as indicated by the extremely low p-values (0.00). H3:
Authenticity to repatronage intention, influencer-brand congruence to repatronage
intention and influencer-brand congruence to authenticity to repatronage intention
show statistically significant coefficients as indicated by the low p-values (0.002). In H4:
The relationship from temporary state of skepticism to access to chatbot to repatronage
intention exhibit statistically significant coefficients as shows by the lower p-value

(0.003).

Path Coefficients Original Sample Standard T Statistics P
sample(0O) mean(M) deviation(STD) (O/STDEV) values
AC->RPI->SE 0.094 0.096 0.033 2.817 0.002
AU->RPI->SE 0.103 0.116 0.036 2.872 0.002
IBC ->RPI->SE 0.15 0.117 0.035 3.32 0]
TOS->RPI->SE 0.017 0.018 0.031 0.546 0.293
IBC X AU 0.081 0.075 0.035 2.319 0.01
->RPI->SE
TOS X AC 0.055 0.056 0.025 2.212 0.014
->RPI->SE

*AU: Authenticity, AC: Access to Chabot, RPI: Repatronage intention, SE: Service
Evaluation, TOS: Temporary state of skepticism, IBC: Influencer-brand congruence.
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Figure 2: Complete Model Analysis
Discussion
Consumers nowadays are more towards a certain brand, especially in beauty industry.
The main target of this study is to analyze how beauty industries can perceive
authenticity in their product or in their content. Consumers are in state of skepticism
which ultimately make them more confused and in doubt about a certain product in the
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market. Even though there are influencers who positively impacts on their repatronage
intention, they still think what to purchase and who to listen (Rese et al., 2020). These
decision phases are highly important for the brands in order to escalate their customer
base and increase sales.

The use of chatbots has been increasing in past few years which could bring a
shift in consumer‘s evaluations. Brands need to focus on consumer‘s temporary state of
skepticism (Leonidou & Skarmeas, 2017) and design its customer‘s relations to attract
enough consumers. The study focuses on the intervention of authenticity and chatbots
with repatronage intention to provide better service evaluation for brands. These factors
are thus influenced by moderating variables influencer-brand congruence and temporary
state of skepticism. When the satisfaction of consumers is concerned brand shall focus
on the quality of their offerings. The analysis has showed that authenticity and service
evaluation is mediated by third variable: repatronage intention. (Chen et al. 2020)
conducted additional research on the role that repatronage intention played as a
mediator in the relationship between access to chatbot and service evaluation.
Repatronage intention is the intervening module which affects the service evaluation of
brands. Consumers repeated purchases are hence shaped on the basis of authenticity
and the endorsements by chatbot as flair from technological advancements. The
moderation of influencer-brand congruence is statistically significant and supported as
the influencers perceived value is consider to be understandable valid or authentic than it
can significantly impact on consumers repatronage intention (Singh et al, 2020). The
temporary state of skepticism can often affect the repatronage intention of brands.
Consumers confused when making a decision which induces brand hoping. However,
brands could use such marketing tactics which could help them retain enough consumers.
Conclusion and Implications
In conclusion, the analysis has suggested that how important is for the brands to be
authentic in their content and endorsements, because in the present age of chatbot,
consumers are still in state of skepticism that can effect on their repatronage intention.
Authenticity can significantly impact on consumer‘s repatronage intention that can lead
to better service evaluation of the brands but the temporary state of skepticism still
moderated on repatronage intention. This Research has also proposed the practical
justifications as well as the recommendations for the future researchers in the relevant
field.

Companies should focus on building genuine, trustworthy relationships with
customers to enhance their overall service experience, ultimately leading to higher
service evaluations (Riaz et al., 2021; Bilal et al., 2021; Bilgihan et al., 2020; Shahid et al.,
2024). Providing easy access to chatbots can enhance customer‘s intention to return
which in turn positively affects their evaluation of the service quality. Implementing user
friendly chatbots interfaces and ensuring they are readily accessible can improve
customer satisfaction and loyalty (Wang et al., 2021). Leveraging influencer marketing
can amplify the impact of authenticity on customer‘s intentions to revisit. Brands should
collaborate with influencers, whose values align with their own, ensuring congruence
between the influencer's image and the brand's authenticity, thereby strengthening
customer‘s intentions to re-engage with the brand (Shen, 2020). Acknowledging and
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addressing customer temporary states of skepticism when interacting with chatbots is

crucial for fostering repeat patronage. Companies should implement strategies such as

providing transparent information about the chatbots capabilities and limitations,
offering human assistance when necessary and continuously improving chatbot

performance to alleviate skepticism and encourage repeat interactions (Gao et al., 2021).

Future researchers can examine the relationship between trait-based skepticism and

consumers behaviors, that how can these both factors can influence, it will help the

marketers and brands to examine the complete analysis that why consumers are in
doubt and what their needs and wants from the brand.
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