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MARKETING | RESEARCH ARTICLE

Does digital influencer endorsement contribute 
to building consumers’ attitude toward digital 
advertising during COVID-19 pandemic? 
mediating role of brand attitude
Ignatius Enda Panggati1*,   Sasmoko1, Boto Simatupang1 and Sri Bramantoro Abdinagoro1

Abstract:  The COVID-19 pandemic is changing consumer behaviour, where con
sumers are shifting their activities toward digital activities. One of the popular 
advertising media among digital natives during the COVID-19 pandemic is digital 
influencers. Brands and marketers should use digital advertising and digital influ
encer in their digital advertising strategy to adapt to consumer behaviour changes 
during the COVID-19 pandemic. This study fills the gap in the advertising literature 
by proposing trust in digital influencers as a predictor for consumers’ attitudes 
toward digital advertising and evaluating brand attitude as mediating variable 
between consumers’ attitudes toward digital advertising and purchase intention. 
The data was collected through an online survey, and there were 461 respondents 
in Indonesia. Smart Partial Least Square was used to analyze, test, and validate the 
collected data. The result showed that trust in digital influencers, entertainment, 
information, and personalization directly influence consumers’ attitude toward 
digital advertising, and brand attitude has a positive and significant influence as 
a mediating variable between consumers’ attitude toward digital advertising and 
purchase intention. This study also discusses theoretical and managerial implica
tions on how brands, marketers, and agencies can effectively use digital advertising 
and influencers.

Subjects: Advertising; Consumer Behaviour; Internet / Digital Marketing / e-Marketing 

Keywords: trust in digital influencer; digital influencer; entertainment; informative; 
personalization; digital advertising

1. Introduction
In early 2020, the world faced the COVID-19 pandemic (Uğur & Akbıyık, 2020). The COVID-19 
pandemic shocked the world like no other, mainly due to the new strains of the virus, which are 
highly infectious, and the viruses mutate quickly (Lim, 2021). Many governments put emergency 
measures to control and maintain massive infection by requiring their people to maintain in their 
homes and restricting their activities outside to control the COVID-19 pandemic. Thus, the COVID- 
19 pandemic devastates the economy and businesses, besides the health systems. There are many 
businesses bankruptcy cases and unemployment cases due to the COVID-19 pandemic. The fear of 
risk of contracting COVID-19 during the COVID-19 pandemic, government restrictions on social 
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mobility and irrational buying intention led consumers to swiftly adopt online shopping on a large 
scale (Birtus & Lăzăroiu, 2021; Rydell & Šuleř, 2021). In the midst of the COVID-19 pandemic, 
consumers are compelled to use the internet and information technology in their daily lives; 
consumers have shifted their shopping toward e-commerce, consumers have begun to remote 
work from home, and their preference in entertainment shifted from cinema to streaming online 
(Kohli et al., 2020). The change in consumers buying behaviour patterns are becoming an 
entangled part of their daily lives during the COVID-19 pandemic, and it will be unlikely that 
these buying behaviour habits will last and it will be unlikely to return to normal in the near future 
(Karamchandani et al., 2021). During the COVID-19 pandemic, the advertising budget of many 
brands has shrunk, while consumers’ consumption of online media has increased by several folds. 
The change in consumers’ purchase behaviour patterns online during the COVID-19 pandemic 
became a potential strategy for brands to use digital advertising during the COVID-19 pandemic 
(Falcão & Isaías, 2020). Therefore, it is crucial for brands and marketers to understand consumers’ 
responses toward digital advertising and analyze factors that influence their attitudes toward it 
during the COVID-19 pandemic. This research explores the digital advertising capabilities that 
contribute to building consumer’s positive attitudes toward digital advertising. A prior study by 
Lim et al. (2021) explains that the entertainment and personalization capability of digital advertis
ing contributes to building positive attitude toward digital advertising of native digital generations. 
Previous empirical studies revealed that consumers responded positively to the entertainment, 
informativeness and personalization aspect of digital advertising (M. M. Tsang, S. C. Ho, et al., 2004; 
Xu, 2006; Y. C. Lee, 2018). This study proposes entertainment and informativeness as antecedents 
of consumer attitudes toward digital advertising.

Nowadays, consumers expect brands to interact with them, not just sell their products to them. Thus, 
the brand became actively pursue building relationships with its consumers through consumer engage
ment marketing (Lim & Rasul, 2022). Influencer marketing is one of the effective digital marketing 
approaches that enables brands to engage with their consumers in the digital and social media (Lim 
et al., 2022; Tafesse & Wood, 2021). In the last decade, influencer marketing has grown rapidly to become 
a popular trend among consumers and has been adopted by many advertisers and marketers in their 
marketing strategy (C. Childers & Boatwright, 2021). According to a report by Influencer Marketing Hub, 
the influencer marketing industry is growing to reach approximately $16.4 billion in 2022, and the 
influencer marketing industry is still a growing and popular marketing media despite the impact of the 
COVID-19 pandemic upon the world (Geyser, 2022). The digital influencer has become a popular trend 
among consumers, especially among the generations that have grown up with the digital device and the 
internet, which are usually called digital natives generations (Smith, 2019). Advertisers and marketers 
occasionally use to endorse digital influencers to advertise their products or service in digital media and 
social media (Donthu et al., 2022). Prior studies on digital influencers usually address several relevant 
issues on digital influencers on consumers’ behaviour as electronic word of mouth (Chetioui et al., 2020; 
Hsu et al., 2013; Jiménez-Castillo & Sánchez-Fernández, 2019), digital influencers as endorsement media 
(Belanche et al., 2020; S. Lee & Kim, 2020). Research on digital influencers is still in a nascent state; there 
are several issues that remain unexplored in the digital influencer field (Tafesse & Wood, 2021). Although 
digital influencer is a popular advertising medium for brands and advertisers, relatively few studies have 
sought to explore digital influencer as one of the digital advertising media that contribute to building 
consumers’ positive attitude toward digital advertising. This study adapted the digital influencer into 
a trust in digital influencer based on a study by Hsu et al. (2013). This study fills the literature gap in 
advertising research by proposing trust in digital influencers as one of the predictors of consumers’ 
attitudes toward digital advertising. This study aimed to investigate the influence of trust in digital 
influencers and digital advertising capabilities on consumers’ attitudes toward digital advertising during 
the COVID-19 pandemic.

Consumers can purchase more when they already have a good brand attitude (Wardhani & Alif,  
2019). The COVID-19 pandemic has brought changes in consumer behaviour towards online beha
viour that will last in the long term, and digital advertising has become a strategic marketing medium 
for brands and marketers (Birtus & Lăzăroiu, 2021; Rydell & Šuleř, 2021). Branding and persuading 
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consumers are the main goals of advertising; it is important for brands to understand their con
sumer’s attitudes toward brand during the COVID-19 pandemic (Alalwan, 2018; Karamchandani 
et al., 2021). Therefore, it is imperative to study the relationship between consumers’ attitudes toward 
digital advertising—brand attitudes—purchase intention during the COVID-19 pandemic. However, 
there are still few empirical studies in advertising that explore the relationship of brand attitude as 
mediating variable between attitude toward digital advertising and purchase intention. This high
lights the importance of examining brand attitude as a mediating variable of the relationship 
between attitude toward digital advertising and purchase intention.

Overall, the present study aims to examine the influence of trust in digital influencers and digital 
advertising capabilities (entertainment, personalization, informativeness) in building consumers’ 
attitudes toward digital advertising and evaluate brand attitude as a mediating variable of the 
relationship between attitude toward digital advertising and purchase intention. To answer the 
main purpose, this study draws on several research questions.

RQ1 - Do consumers’ attitudes toward digital advertising and brand attitude have an influence on 
purchase intention?

RQ2 - Do trust in digital influencer has a positive impact as an antecedent on consumers’ 
attitudes toward digital advertising?

RQ3 - Do digital advertising capabilities (entertainment, informativeness, and personalization) 
have a positive influence in building consumers’ attitudes toward digital advertising?

RQ4- Does brand attitude has a mediating impact on the relationship between consumers’ 
attitude toward digital advertising and purchase intention?

This paper consists as follows, first, the introduction, and second, the theoretical background and 
hypothesis are developed. Thereafter, the research methodology used in this study, then data 
analysis and results. Finally, the discussion and conclusion.

2. Literature review

2.1. Theory of reasoned action
The theory of reasoned action (TRA) is a psychological theory that predicts consumers’ individual 
behaviours. The theory of reasoned action is a popular theory that is used in many marketing and 
consumer behaviour research. TRA was used and adapted in many empirical studies in advertising 
(Fatima & Abbas, 2016; M. M. Tsang, S. C. Ho, et al., 2004; Wolin et al., 2002). TRA stated that 
consumers’ attitude influences their behaviour through intention (Fishbein & Ajzen, 1975). 
Consumer attitude is an essential variable in advertising research. Fishbein and Ajzen defined 
attitude as a learned predisposition of a human being (Fishbein & Ajzen, 1975). Kotler defined 
attitude as a person’s enduring favourable or unfavourable evaluations, emotional feelings, and 
action tendencies toward some object or idea (Kotler, 2022; Kotler & Armstrong, 2016). This study 
defined consumer attitude as consumers enduring favourable or not, positive or negative emo
tional feelings as evaluation toward their interaction with digital advertising.

Prior empirical studies in advertising found that consumers’ attitude positively influences their 
intention (Ho Nguyen et al., 2022; Lim et al., 2021; Souiden et al., 2019). Thus, this study proposes that.

H1: Consumers’ attitude toward digital advertising positively influences their purchase intention.
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2.2. Entertainment
Consumer enjoyment from advertising plays an essential role in generating their attitude toward 
advertising (Saadeghvaziri et al., 2013). Digital advertising, with its creativity and multimedia 
capability, can be added value to the advertised brand (Wolin et al., 2002). Entertainment of 
digital advertising refers to consumers’ feelings of enjoyment and delight, which are obtained 
from their interaction with digital advertising (Karamchandani et al., 2021). Entertaining digital 
advertising will lead consumers to have better purchase intention and be more loyal to the 
advertised brand (Gaber et al., 2019). This study defined entertainment as the level at which 
consumers perceive enjoyment and involvement during their interaction with digital advertising 
that will influence their positive affect and mood.

Enjoyable, interactive presentations of digital advertising influence consumer buying behaviour. 
A prior study stated that entertainment positively influences consumers’ attitudes toward adver
tising (Gaber et al., 2019; Popovic, 2019; Souiden et al., 2019). Based on the finding from prior 
studies, this study proposes.

H2: Entertainment positively impacts consumers’ attitudes toward digital advertising.

2.3. Informativeness
The main function of advertising is as media to provide information for consumers (Fennis & 
Stroebe, 2010; Wolin et al., 2002). The brand will generate awareness of its product among its 
customers and consumers through the role of advertising (Saadeghvaziri et al., 2013). One of 
the main reasons for consumers’ positive response to advertising is the advertising’s ability to 
deliver information to consumers (Karamchandani et al., 2021). The informativeness of digital 
advertising refers to the consumer’s extent that consumers realize and feel that the informa
tion contained in digital advertising regarding products or services is being advertised (Ho 
Nguyen et al., 2022). The informativeness capability of digital advertising is one of the crucial 
factors in persuading consumers and a predictor for consumers to gain value from interacting 
with digital advertising (Shareef et al., 2019). Informativeness for digital advertising was then 
developed by Wolin et al. (2002).

Previous empirical studies in advertising proved that the informativeness of digital advertising is 
important in building consumers’ attitudes toward advertising (Gaber et al., 2019; Ho Nguyen et al.,  
2022; Martins et al., 2019; Y. C. Lee, 2018). Based on the prior study’s findings, thus this study 
proposes the following hypotheses.

H3: Informativeness has a positive impact on consumers’ attitudes toward digital advertising.

2.4. Personalization
Consumer buying decisions are influenced by their characteristics and the marketing strategy (Xu 
et al., 2008). Information technology enables digital advertising to be delivered personalized based 
on the consumer’s characteristics. Personalization refers to the ability of the business to under
stand and treat its customers as an individual through personal messaging (Le & Wang, 2021). The 
digital advertising content which personalized according to customer preference can help custo
mers to decrease their cognitive load, saving their time and decrease their fatigue while making 
choices (Chandra et al., 2022). The future of digital advertising lies in personalized communication 
based on precise data on consumers (H. Lee & Cho, 2020). Several empirical studies proved that 
digital advertisement personalization leads to positive consumers attitudes toward digital adver
tisement (Fatima & Abbas, 2016; Gaber et al., 2019; Ho Nguyen et al., 2022; Le & Wang, 2021; Lim 
et al., 2021). Based on the prior findings, this study proposes the following hypotheses.
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H4: Personalization of digital advertising leads to positive consumer attitudes toward digital 
advertising.

2.5. Trust in digital influencers
Influencer marketing is a digital marketing strategy that enables the brand to forge a deeper 
connection with its consumers in digital media (Tafesse & Wood, 2021). Influencers, through 
sharing their personal content with their followers create and leverage deeper bonds with them, 
which usually revolves around lifestyles, interests, and opinions (Ladhari et al., 2020). Influencer 
marketing forge and leverage trust and connection with their followers to expand their impact, 
reputation and reach of brands in social media (C. C. Childers et al., 2019). According to Hsu et al. 
(2013), the formation of consumer trust in digital influencers is classified as knowledge-based 
trust; where trust is formed through repeated interaction experiences between consumers as 
readers and viewers of digital influencers’ content then trust is formed (Hsu et al., 2013). Based 
on prior research by Hsu et al. (2013), the definition of trust in digital influencers is the degree to 
which consumers as digital influencer readers believe in digital influencers and the information 
posted on the digital influencer can be trusted.

Trust is one of the predictors of purchase intention, and prior studies found that trust positively 
influences consumer attitudes (Balaji et al., 2019; Chawla & Joshi, 2019; Fan et al., 2018). Based on 
prior findings and arguments, this study suggests these hypotheses.

H5: Trust in digital influencer positively and significantly influence consumer attitude toward 
digital advertising.

2.6. Brand attitude
Brand attitude is defined as consumers’ eagerness to interact repeatedly with a particular brand 
and show a positive or negative reaction to a particular brand (Salehzadeh & Pool, 2017). 
Consumers’ attitudes toward a brand are created through their engagement and experience 
with that brand, which is resistance to change (Yim et al., 2014). Even though sales and branding 
are the goal of advertising, prior research on digital advertising has emphasized the influence of 
attitude toward digital advertising on purchase intention (Falcão & Isaías, 2020; Gaber et al., 2019). 
There is still little research on advertising that emphasizes the influence of brand attitude on 
purchase intention (E. B. Lee et al., 2017). Furthermore, this study proposes to evaluate the 
influence of brand attitude as mediating variable between consumers’ attitudes toward digital 
advertising and purchase intention.

H6. Brand attitude has a positive and significant influence as mediating variable between custo
mers attitude toward advertising and purchase intention. The research model of this study can be 
seen in Figure 1 above.

3. Research methodology

3.1. Data collection
This study is a cross-sectional study. The population from this research is Indonesian digital 
advertising consumers that already interact with digital advertising. The study collected the data 
through an online survey that was conducted using Google Forms to collect data. The snowball 
method is used in this study, which this method is considered relevant in studies such as electronic 
word of mouth and advertising research (Bakr et al., 2019; Falcão & Isaías, 2020; Kudeshia & 
Kumar, 2017). Four hundred and seventy responses from Indonesian consumers were received 
after removing the incomplete and missing data, leaving us with 461 respondents’ data. The final 
sample consists of 53 per cent women and 37 per cent men, 63 per cent of 15–20 years of age, 
19 per cent 21–26 years of age, 9 per cent 27–32 years of age, and 9 per cent 33–38 years of age.
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3.2. Measurements
All the construct items that were used in this research were adapted from prior empirical research 
literature and measured using a five-point Likert-type scale. The scale for entertainment and 
informativeness was adopted from Tsang et al. (2004) and Falcão & Isaías (2020). (Falcão & 
Isaías, 2020; M. M. Tsang, S. Ho, et al., 2004). The scale for personalization of digital advertising 
was obtained from prior research by Xu (2006) and Zhang et al. (2021) (Xu, 2006; Zhang et al.,  
2021). The scale for consumer’s attitudes toward digital advertising and consumer purchase 
intention was adapted from Zhang et al. (2021) and Tsang et al. (2004) (M. M. Tsang, S. Ho, 
et al., 2004; Zhang et al., 2021). The items that were used to measure trust in digital influencer 
was adapted from Hsu et al (Hsu et al., 2013). The scale used to measure brand attitude was 
adopted from Spears et al. and Chin et al (Chin et al., 2020; Spears & Singh, 2004).

3.3. Data analysis
This study uses Structural Equation Modelling—Partial Least Square (SEM-PLS) to evaluate and test 
the research model and data. SEM-PLs were deemed suitable because the data used are not 
normally distributed, and the nature of this research is exploratory research (Hair et al., 2017).

4. Results

4.1. Measurement model
The measurement model of PLS-SEM is based on the latent variables’ reliability, convergent 
validity, discriminant validity, and the validity of each item (35). Items on each latent variable in 
Table 1 have loading factors above 0.700, suggesting that each of the latent variables or con
structs in the research model has a good validity. The result in Table 1 also showed that items in 
each of the latent variables have VIF or variance inflation factors below 3.3 which indicate that the 
model can be considered free from common method bias (Kock, 2015). The result (Table 1) shows 
that the composite reliability or CR value from each latent variable was higher than 0.7 thresholds, 
suggesting that all the latent variables have good reliability. The evaluation of convergent validity 
measurement was assessed using average variance extracted or AVE from each latent variable. 
The calculation shows AVE values for each latent variable (Table 1) were greater than 0.5 thresh
olds, suggesting that all the latent variables have good convergent validity (Hair et al., 2019).

Figure 1. Research model.
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The next phase is to evaluate the discriminant validity. The square root of the AVE values from 
each latent variable should be greater than its correlation with another latent variable to have 
good discriminant validity.

The calculation result of discriminant validity is presented in Table 2. The result in Table 2 
revealed that the correlation score among latent variables has the highest score than the correla
tion with another latent variable, which implies that each of the latent variables is empirically 
different from the others.

4.2. Structural model
After the measurement model, the next step is the structural model assessment. The structural 
model is assessed by estimating the path coefficient and the coefficient of determination. The 
coefficient of determination of R2 estimates the change of items in the dependent variables that 
can be explained by the independent variables (Hair et al., 2019). The result of R2 is shown in 
Table 3. The coefficient of determination of consumers’ attitude toward digital ads is 0.584, which 
means about 58.4% of the variation in the consumer’s attitude toward digital ads can be 
accounted for by the trust in a digital influencers, entertainment, informativeness and personali
zation. The result also showed that the coefficient of determination of purchase intention is 0.676, 
which implies that 67.6% of the variation in the purchase intention can be accounted by brand 
attitude and consumers attitude toward digital ads.

Bootstrapping techniques with 5,000 resamples were used to test the path coefficient from each 
hypothesis in this research. The result (Table 4) shows that consumers’ attitude toward digital 
advertising positively influences purchase intention, which supports H1. The result in Table 4 also 
found that entertainment, information, trust in digital influencers, and personalization have 
a positive and significant impact on building positive attitudes toward digital advertising, providing 
support for H2, H3, H4, and H5. The result also revealed that consumers’ attitude toward digital 
advertising has a positive impact on brand attitude; furthermore, brand attitude has a positive 
influence on purchase intention.

The mediating effect evaluation was tested using bootstrapping with 5,000 resamples, and the 
result is in Table 5.

Table 2. Discriminant validity result
Atdid Atdbr Ent Inf Psn Pi Trdi

Atdid 0.827

Atdbr 0.576 0.875

Ent 0.719 0.527 0.814

Inf 0.662 0.511 0.729 0.836

Psn 0.598 0.615 0.604 0.690 0.883

Pi 0.693 0.761 0.600 0.638 0.701 0.870

Trdi 0.461 0.506 0.412 0.447 0.542 0.535 0.838

Notes: Atdid: Consumers attitude toward digital advertising, Ent: Entertainment, Inf: Informativeness, Pi: Purchase 
intention, Psn: Personalization, Trudi: Trust in digital influencer, Atdbr: Brand attitude 

Table 3. Coefficient of the determination result
Variables R2

ATTITUDE TOWARD DIGITAL ADVERTISING 0.584

BRAND ATTITUDE 0.332

PURCHASE INTENTION OF ADVERTISED PRODUCT 0.676
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The results in Table 5 show the significant result from the indirect effect of brand attitude on 
attitude toward digital advertising and purchase intention. Table 5 also shows the positive and 
significant results from the total effect and direct effect between consumer’s attitudes toward 
digital advertising and purchase intention. Due to the result of direct effect, total effect, and 
indirect effect being significant, we can conclude that brand attitude partially mediates the 
relationship between consumers’ attitudes toward digital advertising and purchase intention.

5. Discussion
The COVID-19 pandemic has had an impact on changing consumer behaviour. Quarantine and 
lockdowns carried out by the government have made consumers switch to online activities in their 
daily activities. Increased online activity during the COVID-19 pandemic is an opportunity for the 
digital advertising industry to develop. This research found that the positive attitude of consumers 
towards digital advertising had a significant effect on their purchase intention during the COVID-19 
pandemic. This result is in line with prior study (Herrando & Martín De Hoyos, 2022; Ho Nguyen 
et al., 2022; Le & Wang, 2021). These findings confirm that digital advertising is an effective 
promotional medium during the COVID-19 pandemic. This research was also conducted to under
stand what digital advertising factors can deliver a positive attitude from consumers towards 
digital advertising during the COVID-19 pandemic. The result showed that the entertainment, 
informativeness and personalization capabilities of digital advertising have a positive impact on 
consumers attitude toward digital advertising during the COVID-19 pandemic. The results of this 
study are in accordance with the results of previous studies from Martins et al. (2019), Souiden 
et al. (2019), and Aramendia-Muneta and Olarte-Pascual (2019), which in conclusion state that 
entertainment and informativeness are factors that have a significant impact in shaping consumer 
attitudes towards digital advertising. However, this previous research was conducted before the 
COVID-19 pandemic, while this research was conducted during the COVID-19 pandemic. In addi
tion, the results of this study also show that consumers are happy when they feel entertained and 
get up-to-date information when interacting with digital advertisements during the COVID-19 
pandemic. Brand managers, marketers and advertising agencies should use various multimedia 
features of digital advertising that differentiate them from other media advertisements effectively 
to be able to attract consumer interest during the COVID-19 pandemic, such as using animation, 
quality videos, and interesting storylines. The results of this study also allude that consumers are 
using digital advertising as a medium of information during the COVID-19 pandemic. Brand 
managers and marketers should use digital advertising to communicate about offers, promotions, 
product launches and all the latest information about their brands through digital advertising 

Table 5. Mediating effect model result
Relationship t-statistic p-value Notes
Total Effect
ATTITUDE TOWARD 
DIGITAL ADVERTISING → 
PURCHASE INTENTION OF 
ADVERTISED PRODUCT

26.260 0.000 Accepted

Direct Effect
ATTITUDE TOWARD 
DIGITAL ADVERTISING → 
PURCHASE INTENTION OF 
ADVERTISED PRODUCT

10.920 0.000 Accepted

Specific Indirect Effect
ATTITUDE TOWARD 
DIGITAL ADVERTISING → 
PURCHASE INTENTION OF 
ADVERTISED PRODUCT

12.837 0.000 Accepted
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during the COVID-19 pandemic. The results of this study also show personalization as one of the 
influential factors in shaping consumer attitudes towards digital advertising. These results are in 
accordance with previous studies which prove the importance of the influence of personalization in 
shaping consumer attitudes towards digital advertising (Falcão & Isaías, 2020; Gaber et al., 2019; 
Jingjun Xu, 2006). Then, this research revealed that consumers like digital advertising content that 
is relevant to their preferences when they interact with digital advertisements during the COVID- 
19 pandemic. Marketers and brand managers must consider using personalization technology, 
such as programmatic advertising, to place their digital advertisements so that they are liked by 
consumers during the COVID-19 pandemic. Brand managers and marketers must also use digital 
platforms with good personalization technology when they want to place digital advertisements, 
such as social media platforms.

This study also aimed to fill the gap in the digital advertising literature by investigating the effect of 
trust in digital influencers in developing consumers’ positive attitudes toward digital advertising during 
the COVID-19 pandemic. The results of this study show that consumer trust in digital influencers 
contributes significantly to shaping positive consumer attitudes towards digital advertising. This result 
is consistent with several prior studies which examine the influence of digital influencers on consumers 
attitudes (De Veirman et al., 2017; Hsu et al., 2013; Singh & Banerjee, 2018). It is just that previous 
research did not examine the influence of digital influencers on consumer attitudes in the context of 
digital advertising. At the same time, this study provides empirical evidence regarding the significant 
influence of trust in digital influencers on consumer attitudes towards digital advertising. The results of 
this hypothesis test can be caused because the population of this study is mostly a population that grew 
up in the internet era and is included in the digital native’s category, where digital influencers are popular 
and have become a trend among digital natives. Digital native consumer’s during the COVID-19 
pandemic believed in the truth and were open to digital influencer content so that when the digital 
influencer created content about a brand or product, it was easier for consumers to like digital adver
tisements for that product or brand. This shows the important role of digital influencers in digital 
advertising during the COVID-19 pandemic; thus, brand managers, marketers and advertising agencies 
need to use digital influencers in their digital advertising campaign strategy during the COVID-19 
pandemic to reach their consumers, especially digital natives consumers. Brand managers, marketers 
and advertising agencies, when endorsing digital influencers, need to pay attention to how their content 
is, how engaged their followers are with their content, and whether the information from their content 
can be trusted and relied upon by their followers so that the results are more effective.

Another objective of this research is to analyze the effect of brand attitude as a mediating 
variable between consumer attitudes towards digital advertising and purchase intentions. This 
study found that brand attitude partially mediates the relationship between consumer attitudes 
towards digital advertising and purchase intentions. These results revealed that when consumers 
like a digital advertisement during the COVID-19 pandemic, it will increase their purchase intention 
for the product or brand in the digital advertisement, and also affect their positive attitude towards 
the brand in the digital advertisement, where their positive attitude towards the brand also 
contributes to building their purchase intention for the product or brand in the digital advertise
ment. So, it is important for brand managers, marketers and advertising agencies to design digital 
advertisements that can be well received by consumers because, apart from increasing their 
purchase intention, it also has an impact on their positive response to the brand.

6. Conclusions

6.1. Theoretical contributions
This study makes several theoretical contributions to the current digital advertising literature. First, 
this study advances digital advertising literature, especially in consumers attitude toward digital 
advertising. In the body of knowledge of advertising literature, consumers attitude toward digital 
advertising is one of the nine leading advertising topics in the advertising journals between 2000 
and 2020 (Donthu et al., 2022). This study advances digital advertising literature by investigating 
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the role of trust in digital influencers as one of the predictors of positive consumer attitudes 
toward digital advertising during the COVID-19 pandemic. Most of the prior studies in digital 
advertising have investigated various antecedents, such as entertainment, informativeness, cred
ibility, personalization, and motivation. However, little attention has been put on the role of trust in 
digital influencers as antecedents of consumers’ attitudes toward digital advertising during the 
COVID-19 pandemic. This study is one of the study that attempts to empirically investigate and 
prove that trust in digital influencer positively influence consumers’ attitude toward digital adver
tising. Second, this study also fills the gap in the digital advertising literature by evaluating the role 
of brand attitude as mediating variable in the formation of consumers’ attitudes digital advertis
ing-purchase intention relationship. There are several studies that examine the relationship 
between consumers’ attitude toward advertising and their attitude toward brand; however, there 
are still few that explain brand attitude as mediating variable between attitude toward advertising 
and purchase intention. This study is one of the few that analyzed and empirically prove that brand 
attitude act as mediating variable between consumers’ attitude toward digital advertising and 
purchase intention.

6.2. Managerial implications
The findings in our study have managerial implications, especially for the brand, marketer, and 
digital advertising agencies. One of the purposes of digital advertising is to build consumers’ 
purchase intention. Marketers and digital advertising agencies should know the importance of 
consumers’ attitudes toward digital advertising influence on purchase intention. They also realize 
that it is a challenging task to build positive consumer responses to digital advertising. Through 
this study, digital advertising agencies, marketers, and brand owners can understand and build an 
excellent digital advertising strategy which will gain positive consumer responses t during the 
COVID-19 pandemic. The result showed that entertainment has the highest significance in building 
a positive response toward digital advertising, among other variables, during the COVID-19 pan
demic. Brands, marketers, and agencies should focus on the entertainment aspect of digital 
advertising to enhance consumers’ attitudes toward digital advertising by creating entertaining, 
fun, and enjoyable digital advertising. The result also reveals that trust in digital influencers 
positively influences consumers’ attitudes toward digital advertising during the COVID-19 pan
demic. This finding suggests that brands, marketers, and agencies should use digital influencer 
endorsement and digital advertising in their digital marketing campaigns. Brands and marketers 
should carefully select digital influencers to endorse; they should choose digital influencers that 
are trustworthy and have good credibility.

6.3. Limitations and future research
This study comes with several limitations. First, this research was conducted in a single country 
(Indonesia). Further research could apply the research model and findings to other countries 
and settings. Second, this study considers four antecedents of consumers’ attitudes toward 
digital advertising. Future studies should investigate the influence of other antecedents on 
consumers’ attitudes toward digital advertising. Third, this study investigated the research 
model in the COVID-19 pandemic setting. Future research could test the model in the post- 
COVID-19 pandemic setting.
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