CHAPTER V

CONCLUSIONS, LIMITATIONS, AND SUGGESTIONS

51 Conclusions

Based on the research findings, self-congruity and intimate self-disclosure
fundamentally shape parasocial interactions that influence purchase intention for
Somethinc products. Self-congruity enables audiences to connect with beauty
influencers through similar values, lifestyles, or aspirations. This alignment
strengthens emotional connections and builds influencer credibility, encouraging
deeper parasocial interactions. Higher self-congruity levels increase audience
feelings of closeness to influencers despite the one-way relationship. This suggests
that congruity between audience self-image and influencer image serves as a key

factor in building loyalty and sustained engagement.

Intimate self-disclosure strengthens parasocial interactions by creating
authenticity and openness. When influencers share personal experiences, audiences
feel valued and emotionally connected, increasing engagement. Trust formed
through this openness deepens parasocial interaction and strengthens emotional
bonds. Frequent sharing of stories relevant to audience experiences amplifies
perceptions of both the influencer and recommended products. Thus, intimate self-
disclosure functions as a crucial element in building meaningful audience

relationships rather than merely serving as a communication strategy.

Strong parasocial interactions directly influence purchase intention,

particularly in the beauty industry where trust and user experience are paramount.
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Established emotional closeness makes audiences more receptive to influencer
recommendations as credible information sources. Beauty products, which
typically require high purchase confidence, become more acceptable when
promoted by someone with whom the audience shares a parasocial relationship.
Consequently, more intense parasocial interactions increase the likelihood of

purchases based on influencer recommendations.

5.2 Limitations

Every research study has certain limitations that open avenues for future
exploration. This study is no exception, as there are aspects that require further
examination and refinement. Some of these limitations demand more in-depth
analysis to enhance the overall understanding of the topic. Given that no study is
entirely flawless, researchers should take these limitations into account when
interpreting the findings. Addressing these constraints could lead to more
comprehensive insights and improvements in future research. Ultimately, these
limitations offer opportunities for deeper investigation and development within the
scope of this study. Some key limitations of this study include:

1. This study examines only four variables: self-congruity, intimate self-
disclosure, parasocial interaction, and purchase intention. While these variables
provide meaningful insights, they do not fully capture the complexity of
consumer decision-making in the beauty industry. Future research should
consider additional factors such as brand trust, product quality, influencer

credibility, or social proof to develop a more comprehensive framework.
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2. The study is limited to the beauty industry, specifically focusing on Somethinc
products. While this provides industry-specific insights, the findings may not
be generalizable to other sectors with different consumer behaviors, marketing
dynamics, and brand-influencer relationships. Future studies should explore
whether similar patterns apply to industries such as fashion, technology, or
health and wellness.

3. Data collection was conducted through an online survey, which, while efficient
In reaching a large sample, may introduce response bias and limit the depth of
insights into consumer psychology. Self-reported data can be influenced by
social desirability bias, leading respondents to provide answers they perceive
as favorable rather than entirely truthful. Additionally, surveys may not fully
capture the emotional and psychological nuances of parasocial relationships.
Future research could benefit from a mixed-methods approach, incorporating
qualitative techniques such as in-depth interviews or observational studies to

gain a deeper understanding of consumer experiences.

5.3 Suggestions
This study offers recommendations and insights that may serve as inspiration
and a useful reference for future researchers, the community, and businesses. The
suggestions are as follows:
1. For future researchers
Future studies should expand their scope by examining additional variables
such as brand trust, product quality, or social proof to develop a more

comprehensive understanding of consumer behavior. Comparative research



59

across different industries, including fashion, technology, and food, could
provide valuable insights into whether similar patterns exist beyond the
beauty sector. Future research can conduct interviews with respondents who
have completed the survey to gain deeper insights into the psychological
mechanisms driving purchase intention through parasocial interaction.
Combining quantitative and qualitative methods could yield a more nuanced
understanding of the psychological and behavioral factors driving consumer
choices.

For the company

Somethinc should collaborate with influencers who can effectively cultivate
parasocial interaction with their audience through spontaneous rather than
scripted content. These influencers should frequently engage with their
audience by responding to comments and acknowledging user experiences
related to Somethinc products. Interactive live streaming sessions, such as
discussions on dermatological topics or question-and-answer forums can
foster stronger connections between influencers and consumers. Somethinc
should encourage influencers to implement engaging content formats,
including polls or storytelling techniques that facilitate audience
participation. To ensure efficacy, the company should establish
comprehensive guidelines for influencers regarding interactive and
personable communication methodologies. The strengthening of these
parasocial interactions will enhance consumer trust in the brand. Ultimately,

this strategy will contribute to increased purchase intentions for Somethinc.
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