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Abstract: 

Instagram advertisements place product discovery, seller evaluation and purchase cues within the same 

digital environment. This paper examines whether previous Instagram purchase experience is associated 

with differences in perceived advertisement trustworthiness and purchase intention. Primary data were 

obtained from 305 eligible respondents in Jaipur; 137 had previous Instagram purchase experience and 

168 had no such experience. Trustworthiness and purchase intention were each measured through five 

statements on a five-point Likert scale. Both constructs showed good internal consistency (Cronbach’s 

alpha = 0.831 and 0.847, respectively). Independent-samples t-tests indicated that respondents with 

previous purchase experience recorded higher trustworthiness scores (M = 3.444, SD = 0.846) than those 

without such experience (M = 2.995, SD = 0.932), t(303) = 4.355, p < .001, d = 0.501. Purchase intention 

was also higher among respondents with previous purchase experience (M = 3.416, SD = 0.861) than 

among those without it (M = 2.861, SD = 0.922), t(303) = 5.389, p < .001, d = 0.620. The findings show 

moderate differences between the two groups. For someone considering a first Instagram purchase, the 

ability to check the seller, the product information and the terms of the transaction may be especially 

important. 
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INTRODUCTION 

Seeing a product on Instagram is only the beginning of its evaluation. The advertisement sits beside 

photographs, comments, endorsements and whatever information the seller has chosen to disclose. Some 

of these details may reassure a prospective buyer, while others may leave basic questions unanswered. 

The concern examined here is whether the message appears believable and the seller behind it seems 

dependable. 

Online buyers faced questions of familiarity and trust before shopping through social media became 

common. Gefen (2000) noted that familiarity can help consumers understand a vendor and the procedures 

surrounding a transaction. Pavlou (2003) brought perceived risk into the same discussion when examining 
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consumers’ acceptance of electronic commerce. Instagram adds a practical complication: there is no single 

route from viewing an advertisement to completing an order. One buyer may contact the seller directly, 

another may inspect the profile first, and someone else may be redirected to an external website. 

Evidence from Instagram suggests that consumers do not rely on one credibility cue alone. Yang (2020), 

for example, connected trust in branded posts with their popularity and the quality of the arguments 

presented. A different aspect emerged in the work of Djafarova and Rushworth (2017), where young users’ 

purchase decisions reflected how credible they considered Instagram personalities. Instagram-based 

research shows that credibility may come from different parts of a promotional message. Yang (2020) 

drew attention to post popularity and the quality of the arguments presented. Djafarova and Rushworth 

(2017) approached the issue through Instagram personalities, finding that perceived credibility had a place 

in young users’ purchase decisions. Belanche et al. (2021) demonstrated that influencer credibility affects 

followers’ attitudes and behavioural responses. The perceived trustworthiness of an advertisement is thus 

likely to depend on both the content presented and the consumer’s capacity to judge its commercial source. 

Previous purchase experience may provide an additional basis for such judgement. A completed 

transaction exposes consumers to product delivery, seller responsiveness and the correspondence between 

promotional claims and actual outcomes. Positive or manageable experience can reduce ambiguity, 

whereas the absence of purchase experience leaves evaluations more dependent on visible cues. The 

present paper therefore compares trustworthiness and purchase-intention scores between respondents with 

and without previous Instagram purchase experience in Jaipur. 

The study does not claim that experience causes either trustworthiness or purchase intention. Its cross-

sectional group comparison identifies differences in the responses collected from eligible Instagram users 

in Jaipur. 

 

REVIEW OF LITERATURE 

Gefen (2000) examined familiarity and trust in electronic commerce and reported that familiarity with a 

vendor and its procedures can support trust. The study is relevant to Instagram purchasing because prior 

transactional exposure may give consumers a practical basis for judging seller reliability. However, 

familiarity with a platform is not identical to experience of purchasing through an advertisement, which 

makes transaction-specific comparison useful. 

Pavlou (2003) integrated trust and perceived risk into the technology acceptance perspective and 

demonstrated their importance for online transaction intention. The work established that consumers’ 

willingness to transact cannot be understood only through usefulness or ease of use. In social advertising 

contexts, trustworthiness can similarly reduce the uncertainty attached to product claims and seller 

identity. 

Djafarova and Rushworth (2017) explored the credibility of online celebrities’ Instagram profiles among 

young female users. Participants distinguished between traditional celebrities and online personalities, and 

perceived credibility influenced purchase decisions. Their findings show that Instagram purchase 

responses are connected to the way users judge the communicator behind promotional content. 

Evans et al. (2017) tested advertising disclosures in Instagram influencer advertising. Disclosure language 

affected advertising recognition, attitudes and behavioural intent, indicating that transparent identification 

of sponsored content can change how users process an Instagram message. This evidence links disclosure 

practice with the wider problem of advertisement credibility. 
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Lou and Yuan (2019) found that message value and influencer credibility shaped consumers’ trust in 

branded social-media content, which in turn related to brand awareness and purchase intention. Their 

model is useful for the present paper because it places trust between message evaluation and consumer 

response. 

Yang (2020) identified popularity and argument-quality cues in Instagram posts as antecedents of 

consumer trust and positive responses towards branded products. The findings suggest that consumers use 

accessible signals when direct knowledge about a seller or product is limited. Previous purchasers may 

interpret these signals differently because they can compare current claims with earlier transaction 

outcomes. 

Belanche et al. (2021) examined how congruence among an influencer, product and consumer contributes 

to influencer credibility and subsequent behavioural responses. The study reinforces the view that 

credibility is relational rather than a property of the message alone. An advertisement may be judged 

differently depending on a consumer’s prior interaction with the account or commercial setting. 

Herzallah et al. (2022) analysed drivers of purchase intention in Instagram commerce and found that trust, 

attitude, perceived usefulness and evaluation processes contributed to purchase intention, with some 

relationships varying by demographic and experience-related conditions. Their work confirms the value 

of examining consumer experience when interpreting purchase intention on Instagram.  
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RESEARCH GAP 

Existing studies have established that source credibility, message quality, disclosure and trust influence 

responses to Instagram promotions. Much of this literature models relationships among constructs or 

focuses on influencers, while fewer studies make a direct, two-group comparison between consumers who 

have purchased through Instagram advertisements and those who have not. Evidence centred on Jaipur is 

also limited. The present study addresses this gap by comparing trustworthiness and purchase-intention 

scores across previous-purchase categories among eligible respondents in Jaipur. 

 

RESEARCH METHODOLOGY 

Research Objective 

To examine whether consumers with and without previous Instagram purchase experience differ in their 

perceptions of Instagram advertisement trustworthiness and purchase intention. 

Research Design 

The paper adopts a quantitative, cross-sectional comparative design. Construct scores are described and 

compared across two independent previous-purchase categories. The design is aligned with the objective 

because it assesses mean differences without asserting a causal effect of purchase experience. 

Study Setting, Eligible Population and Analytical Cases 

The study was conducted in Jaipur among adult Instagram users who had viewed product or service 

advertisements on the platform. The analysis included primary responses from 305 eligible participants. 

Of these, 137 had previously purchased through an Instagram advertisement and 168 had no such purchase 

experience. 

Research Variables 

Previous Instagram purchase experience is the binary grouping variable (Yes/No). Perceived 

advertisement trustworthiness and purchase intention are the two outcome variables. Each construct score 

is the arithmetic mean of its five items, so a higher score represents stronger perceived trustworthiness or 

purchase intention. 

Instrument Development and Measurement 

The analytical instrument contains ten statements: five measure perceived advertisement trustworthiness 

and five measure purchase intention. Responses are coded on a five-point Likert scale from 1 = Strongly 

Disagree to 5 = Strongly Agree. The statements refer to believable information, seller dependability, 

clarity, deliverable claims and genuine offers, followed by consideration, exploration, seller-page visits, 

product suitability and final purchase influence. 

Data Collection and Analytical Procedure 

Primary data were collected from eligible respondents using a structured questionnaire. The responses 

were compiled for analysis, and the statistical results reported in the study were calculated from the 

resulting dataset without altering or replacing the recorded values. 

Reliability Testing 

Table 1.1: Reliability of the Study Constructs 

Construct Number of items Cronbach’s alpha 

Advertisement trustworthiness 5 0.831 

Purchase intention 5 0.847 
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Cronbach’s alpha was 0.831 for advertisement trustworthiness and 0.847 for purchase intention. Both 

coefficients exceed the commonly used 0.70 criterion and indicate good internal consistency among the 

responses. 

Statistical Tools and Techniques 

Frequencies, percentages, means and standard deviations describe the item and construct scores. 

Cronbach’s alpha evaluates internal consistency. Independent-samples t-tests compare the mean construct 

scores of respondents with and without previous Instagram purchase experience. Levene’s test assesses 

equality of variances. Statistical significance is evaluated at the 5% level. 

 

LIKERT-SCALE STATEMENT ANALYSIS 

Table 1.2: Likert-Scale Statement Analysis for Advertisement Trustworthiness 

Likert Statements SD D N A SA Mean SD 

Information presented in Instagram advertisements 

generally appears believable to me.  

27 

8.85% 

69 

22.62% 

91 

29.84% 

74 

24.26% 

44 

14.43% 
3.128 1.178 

I can usually identify Instagram advertisements that 

come from dependable sellers.  

27 

8.85% 

67 

21.97% 

78 

25.57% 

85 

27.87% 

48 

15.74% 
3.197 1.203 

Clear product details make me more comfortable 

relying on an Instagram advertisement.  

30 

9.84% 

58 

19.02% 

87 

28.52% 

77 

25.25% 

53 

17.38% 
3.213 1.221 

Claims in credible Instagram advertisements appear 

consistent with what the seller can deliver. 

26 

8.52% 

57 

18.69% 

94 

30.82% 

81 

26.56% 

47 

15.41% 
3.216 1.169 

I feel confident assessing whether an offer advertised 

on Instagram is genuine. 

23 

7.54% 

68 

22.30% 

81 

26.56% 

82 

26.89% 

51 

16.72% 
3.230 1.189 

 

Table 1.3: Likert-Scale Statement Analysis for Purchase Intention 

Likert Statements SD D N A SA Mean SD 

I would consider buying when an Instagram 

advertisement provides convincing information. 

35 

11.48% 

59 

19.34% 

88 

28.85% 

81 

26.56% 

42 

13.77% 

3.118 1.208 

An appealing Instagram offer can encourage me to 

explore the advertised product further. 

36 

11.80% 

68 

22.30% 

94 

30.82% 

73 

23.93% 

34 

11.15% 

3.003 1.177 

I am willing to visit a seller’s page after seeing an 

advertisement that interests me.  

30 

9.84% 

65 

21.31% 

80 

26.23% 

89 

29.18% 

41 

13.44% 

3.151 1.191 

I may choose an Instagram-advertised product when 

it appears suitable for my needs. 

28 

9.18% 

64 

20.98% 

101 

33.11% 

67 

21.97% 

45 

14.75% 

3.121 1.173 

A reliable Instagram advertisement can influence my 

final purchase decision. 

28 

9.18% 

64 

20.98% 

91 

29.84% 

76 

24.92% 

46 

15.08% 

3.157 1.187 

 

Findings from Likert-Scale Analysis 

Advertisement trustworthiness recorded an overall mean of 3.197 (SD = 0.921), indicating a broadly 

neutral to slightly favourable assessment. Confidence in assessing whether an offer is genuine produced 

the highest item mean (M = 3.230), while the general believability of information was lowest (M = 3.128). 
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The sizeable neutral category across all five items shows that the cues visible in an advertisement did not 

give every respondent the same degree of confidence. 

For purchase intention, the overall mean was 3.110 (SD = 0.936). The strongest item was the influence of 

a reliable advertisement on the final purchase decision (M = 3.157). Willingness to visit the seller’s page 

followed closely (M = 3.151). An appealing offer by itself drew the weakest response for further product 

exploration (M = 3.003). Overall, respondents showed some interest, but the scores did not reflect a strong 

intention to proceed with a purchase. 

 

HYPOTHESIS TESTING 

Hypotheses 

H01: There is no significant difference in perceived Instagram advertisement trustworthiness between 

consumers who have previously purchased through Instagram advertisements and those who have not.  

H11: There is a significant difference in perceived Instagram advertisement trustworthiness between 

consumers who have previously purchased through Instagram advertisements and those who have not.  

H02: There is no significant difference in purchase intention between consumers who have previously 

purchased through Instagram advertisements and those who have not. 

H12: There is a significant difference in purchase intention between consumers who have previously 

purchased through Instagram advertisements and those who have not. 

Variables Used 

Previous Instagram purchase experience (Yes/No) is the grouping variable. Advertisement trustworthiness 

and purchase intention are the outcome variables, measured as five-item construct means. 

Statistical Test Applied 

Two independent-samples t-tests compare the construct means across the previous-purchase categories. 

Levene’s tests were not significant for trustworthiness (F = 2.781, p = .096) or purchase intention (F = 

0.501, p = .479); equal variances were therefore assumed for both comparisons. 

 

Table 1.4: Independent-Samples t-Test Results by Previous Instagram Purchase Experience 

Outcome Yes Yes: M (SD) No No: M (SD) t(df) p-value Decision 

Trustworthiness 137 3.444 (0.846) 168 2.995 (0.932) 4.355 (303) < .001 Reject H01 

Purchase intention 137 3.416 (0.861) 168 2.861 (0.922) 5.389 (303) < .001 Reject H02 

 

Interpretation 

Respondents with previous Instagram purchase experience reported higher advertisement-trustworthiness 

scores than those without such experience. The mean difference was 0.449 scale points and was 

statistically significant, t(303) = 4.355, p < .001.  

Purchase intention was also higher in the previous-purchase category. The mean difference was 0.555 

scale points, t(303) = 5.389, p < .001. This is a moderate difference and is larger than the corresponding 

difference in trustworthiness. The results show association through group differences; they do not establish 

that purchase experience caused the higher scores. 

Decision 

Both tests were significant at the 5% level. H01 and H02 are therefore rejected. 
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Finding 

Previous Instagram purchase experience distinguishes both evaluated outcomes. Respondents with 

previous purchase experience showed more favourable perceptions of advertisement trustworthiness and 

stronger purchase intention than those without such experience. 

Hypothesis Conclusion 

The analysis supports the alternative propositions that advertisement trustworthiness and purchase 

intention differ according to previous Instagram purchase experience among the respondents. 

 

OVERALL CONCLUSION 

Taken together, the results present two related but distinct pictures. When all 305 responses were 

considered together, trustworthiness and purchase intention remained near the midpoint of the scale. 

Consumers were therefore neither strongly dismissive nor strongly supportive of Instagram advertising. 

The comparison based on purchase experience revealed more. Respondents who had previously purchased 

through an Instagram advertisement reported significantly higher scores for both constructs. The 

difference was moderate for advertisement trustworthiness and larger for purchase intention. 

Previous purchasers may have drawn upon an actual transaction when assessing a seller, an advertising 

claim or the route through which a purchase could be completed. The present data, however, record 

experience only as Yes or No. They do not reveal whether the earlier purchase was recent, satisfactory or 

unsuccessful. For this reason, the findings establish a relationship between previous purchase experience 

and the two measured outcomes, but they cannot show that experience caused the higher scores.  

 

SUGGESTIONS BASED ON FINDINGS 

1. Before asking a new customer to purchase, the advertiser should provide enough information for 

independent verification. Seller identity, product specifications, price, delivery conditions and return 

procedures need to agree with the details displayed on the linked profile. 

2. The lower purchase-intention score among respondents without previous experience deserves 

particular attention. Secure payment, order tracking and clearly stated cancellation rules can reduce the 

uncertainty surrounding a first order. Timely customer assistance would provide further reassurance when 

questions arise. 

3. A visit to the seller’s profile is not an insignificant response. It was among the more favourable 

purchase-intention items recorded in the study. Advertisers can use that stage to provide detailed product 

information, answers to common questions and accessible customer reviews instead of pressing 

immediately for a sale. 

4. Future questionnaires could distinguish between satisfactory and unsatisfactory purchases and 

record when the transaction occurred. It would also be useful to identify whether the buyer completed the 

order within Instagram or moved to an external website. 

5. Further research may include Instagram users from different age, occupation and locality groups 

within Jaipur. This would show whether the differences observed in the present sample are also found 

across broader consumer categories. 
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