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Abstract - The purpose of the research was to determine
the mediating effect of supply chain management
interaction in relations between vloggers attribute and
product consumption from Vietnamese perspective. The
study utilised SEM technique for determining a
mediation effect. The researcher-executed survey where
the findings have been based on 491 fashion vloggers
viewers who were accessed through Instagram. The
findings of the study reveals that para-social interaction
partially mediates the relationship between attractiveness
and product consumption and expertise and product
consumption. However, no mediation effect has been
computed in the relation between trustworthiness and
product consumption. The study is limited to fashion
vloggers of Vietnam. However, the study significantly
lacks generalisability factor. Meanwhile, it is observed
that significant relationship exists between the sustainable
fashion supply chain and eco fashion consumption
decisions.

Key Words: Vioggers attributes, supply chain management,
attractiveness, expertise, trustworthiness, product
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Introduction

The goal of SCM software is to improve supply chain
performance. Timely and accurate supply chain
information allows manufacturers to make and ship
only as much product as can be sold. Effective supply
chain systems help both manufacturers and retailers
reduce excess inventory. This decreases the cost of
producing, shipping, insuring, and storing product that
cannot be sold. The influence of digital media has
increased within contemporary society that is a result
of the advancement of the technology and increasing
diversion of people towards the digital industry.
According to the study conducted by Choi and Lee
(2019), the fashion industry nowadays has started
focusing on the internet especially on social media that
has a significant role in the purchasing behaviour of
consumers. When it comes to Vloggers who are active
on social media, most of the businesses take benefit out
of it in terms of attracting a mass audience towards
purchasing their products.

In the light of the study conducted by [1],
fashion industry is highly influenced with the attributes
of vloggers who have massive reaches on social media
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in order to promote their brands by big names within
their target audience. Over the last few years,
consumers are becoming digitally empowered and are
also becoming increasingly tech-savvy specifically
when they make purchase decisions. According to the
study conductedc by [2], within the digital
empowerment on both sides of the coin, the consumer
and seller relationship has been changed drastically in
terms of becoming stronger than before. The power of
this developed relationship between brands and
consumers has changed customers’ expectations in
terms of driving for the demand for high quality and
innovative products and experiences.

This study also found that 69 percent of these
information navigation is based on searching products
mostly apparels where more than 54 percent of them
have a regular habit of reading blogs and watching
reviews given by different vloggers on products of
different brands. Moreover, it has been found in the
study conducted by [3] that around 58.2 percent of
these people living in Vietnam usually consider
personal blogs and information provided by different
vloggers to be the official news. It shows the psyche of
these people in terms of their attachment and trust
towards digital platforms and trust on bloggers and
vloggers giving reviews about different apparels
offered by brands. The study conducted by [4] states
that Vietnam is a potential market for the fashion
industry where most of the multinational brands are
working; these brands are more focused on marketing
themselves through social media influencers that is
giving them their desirable outcomes in an effective
manner. It shows that using vloggers within digital
media is turning out to be an effective marketing tool
for these fashion brands in order to influence the
purchase intention of consumers through vloggers’
attributes. In this regard, the following study has been
conducted with the intention to achieve following
objectives:

e To determine the relationship between
Vietnamese fashion vloggers and product
consumption.

e To evaluate whether para-social interaction
mediates the relationship between fashions
vloggers attributes and fashion product
consumption.

In the light of the study conducted by [5], the
same expectations have started developing within the
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purchasing decisions of consumers for fashion clothing
where the central goal of the fashion industry is based
on creating a superior customer experience through
ensuring high quality clothing. The trend of vlogging
has come to its peak within the contemporary social
media practices in terms of influencing people towards
a specific thing. As most of the global population is
active on social media, they tend to follow these
vloggers in terms of getting inspired of their lifestyle
and following their tactics in order to make purchasing
decisions[6]. According to the study conducted by [7],
the phenomenon of Vlogging regarding fashion and
beauty has shown a drastic development over a short
period of time where multiple fashion brands have
started focusing on rising influence by engaging certain
vloggers into their marketing campaigns. The
increasing influence of vloggers through social media
is showing their increasing power over consumers in
terms of their purchasing intentions and in regards to
other aspects. It has been found in the study conducted
by [8] that the research on online purchasing behaviour
of consumers carried out by TNS showed that more
than 93 percent of people living in Vietnam use internet
for navigating information regarding products and
different brands. Currently, due to the ecological
effects of current fashion consumption behaviour,
researchers increased their focus on the sustainability
issues on the consumption side of fashion supply chain
(CSFSC). Fashion industries 1i.e., retailers and
manufacturers are gradually promoting eco-fashion for
stimulating the sustainable consumption. There is no
doubt that the fashion consumers are concerned about
the environment, but they hardly relate such
assertiveness with eco-fashion consumption. The
attitude behaviour gap in the ecological protection of
fashion consumers exacerbate fashion industries and
encourage the research of green advertising and eco
fashion consumption to explore the determinants of
eco-fashion consumption decisions (EFCD). It has
been found that sustainable fashion supply chain is one
of the main determinants of EFCD, which is defined as
the practice of adopting change in fashion system
towards the better environmental reliability and
communal justice. This change is either in the form of
product related attributes (PRASSC) i.e., in the design,
quality and price of the product or it is in the form of
store related attributes (SRASSC) i.e., shop
convenience, shop’s moral practices, and shop’s
environment.

Literature Review

Due to the increasing influence of digital media,
specifically social media, there have been various
studies conducted on the purchase intention of
consumers through social media influencers.
According to the study conducted by [9], customer
experience is considered the cognitive and affective
assessment of the integrated direct and indirect
encounters with a brand in terms of their purchasing
behaviour. The case of Vietnam is similar towards
purchasing intention as majority of the population

living in the country uses social media and other digital
media platforms for making their purchase decisions.

Throughout the increasing influence of social
media on the public, the influence of vloggers has also
increased on consumers in terms of making purchasing
decisions [10]. According to the study conducted by
[11], with the emergence of web 2.0, the online
communication has also shown a drastic change and
has become stronger in terms of influencing
consumers. In the light of the study conducted by [12],
social media has influenced consumers in terms of
making them dependent on social media influencers
and at the same time, it is providing an opportunity to
businesses in terms of targeting a mass audience.

According to the study conducted by [13],
there are three primary motivation drivers for social
media influencers specifically vloggers that include
community, convenience and information sharing to
their followers. Vloggers who have high number of
reaches and followers are considered to be highly
effective for businesses specifically fashion brands as
consumers have become more conscious in terms of
purchasing apparels that have become a challenge for
fashion brands. In the light of the study conducted by
[14], fashion brands have started availing this
opportunity in terms of catching the attention of
massive audience towards their brand through getting
them influenced by popular vloggers in terms of
influencing their purchasing intentions towards the
brand.

The first attribute attractiveness can be
classified into two categories that include physical and
psychological attractiveness. The study conducted by
[15] stated that physical attractiveness is defined as the
beauty and attractiveness on the basis of physical
factors including face and body. Moreover, consumers
are also affected through the attractiveness of the
information source that includes the content and the
video quality. The second attribute is based on
expertise that is based on the level of knowledge and
expert opinions regarding certain things. According to
the study conducted by [16], expertise in vlogging is
primarily based on the information source regarding
the use of a product.

HI: Attractiveness of a vlogger positively affects the
viewer’s product consumption.
H2: Expertise of a viogger positively affects the
viewer’s product consumption.
H3: Trustworthiness of a vlogger positively affects the
viewer’s product consumption.

Trustworthiness is also considered one of the
most important attributes of vloggers based on the level
of trust that people using social media sites have on
these vloggers due to their high influence on social
media and the number of followers these vloggers have
on social media platforms. Thus, these vloggers
become trustworthy for the audience that is highly
active on social media that also becomes an opportunity
for different fashion brands to market their brands
through these vloggers. According to the study
conducted by [17], trustworthiness has become
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important for vloggers and the brands using these
vloggers to market their brands due to the assurance of
the information in terms of the degree of the
information to be true.

H4: Para-social interaction mediates the
relation  between  attractiveness and  product
consumption

H5: Para-social interaction mediates the
relation between expertise and product consumption.

H6: Para-social interaction mediates the
relation  between trustworthiness and product
consumption
Product related attributes of sustainable fashion
supply chain (PRASSC) and eco-fashion
consumption decision (EFCD)

PRASSC are having significant effects on EFCD [18].
PRASSC regulates the consumer’s first impression of
the outfits, and transfers the benefits for the fashion
consumers [19]. PRSSC precise the value of garment
because fashion consumers choose those garments
which appears appealingly pleasant [20]. For instance,
when fashion consumers have to make selection among
two fashion clothes of same price, they prefer that one
which seems appealingly pleasant [21]. Fashion
consumer are not desired to purchase expensive eco-
fashion clothes [22]. Fashion consumers are dejected to
purchase eco-fashion due to deprived quality, i.e.,

Conceptual Frameworks

Attractiveness

4| Para-Social T~ Product

«
Interaction o / Consumption

-w/
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/

Expertise

Figure 1: Conceptual Model (1)

Research Methodology

Upon calculation, the researcher obtained 384 as the
sample size that can be adequately adopted. However,
the researcher knew the importance of a low response
rate especially for the case of online surveys. In this
perspective, the researcher provided a survey
questionnaire for around 600 viewers. However, the
researcher obtained a considerably good response rate.
There were 491 those questionnaires that could be
utilised for the current research. Therefore, the
response rate for the current research remained as 81.8
%.

Data Analysis Technique
In the current study, the researcher has used
Structural Equation Modelling for analysing the survey

abrasive hand texture and rough materials [23]. Fashion
consumers specified that they will not compromise on
the garment quality. Thus, it is proposed that:

Hi.: There is positive relationship between product
related attributes of sustainable fashion supply chain
and eco-fashion consumption decision

Store related attributes of sustainable fashion
supply chain (SRASSC) and eco-fashion
consumption decisions (EFCD)

In [24] indicated that there is positive relationship
between SRASSC and EFCD because when fashion
consumer observed sophisticated level of consumer
service quality, then they are more satisfied with the
retail store which in their turn tends to increase their
purchasing. In [25] believed that appealing
environment of store also enhances the consumer’s
intention to purchase. In [5] empirically examined the
association between SRASSC and EFCD. For this
purpose, study utilized the data of 322 respondents. By
applying SEM, study revealed the positive
contributions of SRASSC in EFCD. In [6] indicated
that the shop continence permits fashion consumers to
access the eco-fashion easily which in their turn
enhances their consumption decisions of eco-fashion.
Thus, it is proposed that:

Hz,: There is positive relationship between product
related attributes of sustainable fashion supply chain
and eco-fashion consumption decision

Product related
attributes of
| sustainable fashion

Consumption side of supply chain
sustainable fashion | |
supply chain

Eco-fashion
¥  consumption
decisions

L] Store related

atfributes of
sustainable fashion
supply chain

Figure 2: Conceptual Model (2)

responses and, in comprehending the research
phenomenon involving the mediation effect. With
reference to the findings of [9], SEM is an essential
statistical ~analysis technique that assists in
comprehending the latent variables of reflecting
research constructs in a more in-depth and
comprehensive manner. With reference to the findings
of Marsh (2014), SEM form basis on the two
dimensions that are considered as factor analysis and
path analysis. Within factor, the two measurement
models are generally formed and are identified as
exploratory factor analysis (EFA) and confirmatory
factor analysis (CFA).

In the current study, the factor analysis has
been supported with confirmatory factor analysis.
Furthermore, once the confirmation of factors was
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done, the researcher has executed path analysis for
determining the mediation effect of para-social
interaction in the relation between the three different
fashion vloggers attributes and product consumption.

Analysis and Results
6.1 Confirmatory Factor Analysis

CFA is the study of factors that helps in
comprehending the structure of latent constructs. The
study of [11], suggests that CFA is supported with
factor loading, reliability, convergent validity along
with discriminant validity that helps in validating the
constructs involved in the study. The table below
(Table 1) that helps illustrates CFA for the current
study and is supported with measures like factor
loading, reliability, convergent validity. With reference
to the findings of [17], factor loading is assumed as the
measure that helps in determining the correlation
between the research constructs and latent variables.
The threshold of 0.6 suggests determining the extent
latent variables explain to the research construct. While
referring to the table below (Table 10), it can be
identified that the least factor loading has been
computed as 0.717 for the indicator PSI4. Since the
least computed factor loading has also appeared greater
than the threshold of 0.6. From this perspective, it can
be suggested that the entire indicator adequately
explains to their constructs and therefore, the latent
variables can be claimed as valid and appropriate.

Another aspect of CFA is concerned with
validating constructs from the aspect of reliability. In
CFA, mainly used two measures to help in determining
the reliability of constructs. Cronbach Alpha and
composite are simultaneously used measure for
determining constructs’ reliability. Moreover, the
threshold for both the measure is considered as 0.6. It
is evident from the table below (Table 1), the Cronbach
alpha for the construct attractiveness, expertise; para-
social interaction and trustworthiness have appeared
greater than the threshold of 0.6. In this aspect, it can
be claimed that those constructs are reliable. Further,
composite reliability for the same sequence of
constructs has been identified as 0.935, 0922, 0.833,
0.941 and 0.942. Since all the composite reliability has
also appeared greater than 0.6, from this perspective,
the constructs can also be claimed reliable. In addition
to this, validation of constructs is also supported with
convergent validity whose measure is considered as
average variance extracted (AVE). AVE for the
constructs  attractiveness, expertise, para-social
interaction and trustworthiness have been computed as
0.784, 0.746, 0.655, 0.800 and 0.803 respectively. As
per the findings of [7], the threshold for AVE is
assumed as 0.5. In this aspect, it can be suggested that
all four respective constructs possess convergent
validity.

Table 1: Convergent Validity, Composite Reliability and Cronbach's Alpha

Factor
Research Constructs Indicators Loading Cronbach's Alpha Composite Reliability (AVE)
ATT1 0.876 0.908 0.935 0.784
ATT2 0.898
ATT3 0.868
Attractiveness ATT4 0.899
EXP1 0.822
EXP2 0.872
EXP3 0.900
Expertise EXP4 0.860 0.887 0.922 0.746
PCl 0.889
PC2 0.919
PC3 0.876
Product Consumption PC4 0.892 0.823 0.883 0.655
PSI1 0.797
PSI2 0.833
PSI3 0.883
Para-social Interaction PSI4 0.717 0.916 0.941 0.800
TR1 0.884
TR2 0.917
TR3 0.891
Trustworthiness TR4 0.891 0.918 0.942 0.803

Another aspect of validating constructs is discriminant
validity. The table below (Table 2) identifies whether
the constructs were distinct from one another. With
reference to the findings of Ab Hamid (2017), the
measure that is used for evaluating constructs
discriminant validity is considered as an HTMT ratio

whose threshold is considered as 0.9. In the following
table (Table 2), the highest computed HTMT ratio has
appeared as 0.773. Since this specific ratio is still lesser
than the pre-defined threshold of 0.9. In this aspect, it
can be suggested that variables the constructs are
distinct from one another.
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Table 2: Discriminant Validity

Product
Attractiveness Expertise Para-Social Interaction Consumption
Expertise 0.408
Para-Social Interaction 0.499 0.404
Product Consumption 0.524 0.575 0.550
Trustworthiness 0.773 0.488 0.433 0.506

6.2 Path Analysis

Once it is confirmed that constructs are
reliable and valid, the assessment of path analysis can
thus proceed. In the path analysis, determination of
direct and indirect effect along with the total indirect
effect is determined for evaluating the mediation effect.
The table below (Table 3) is devoted to determining the
direct effect of an independent variable on a dependent,
independent variable on the mediating and the effect of
mediating variable on the dependent variable. On the
basis of the statistic B=0.315, p=0.000<0.05, it can be
stated that attractiveness has a direct and significant
effect para-social interaction. Further, attractiveness
also has a positive and significant effect on the
dependent variable on the basis of the values B=0.183,

Table 3: Direct Effect

p=0.003<0.05. Additionally, a significant and positive
effect of expertise has also been found para-social
interaction because of the obtained values B=0.208,
p=0.000<0.05. Moreover, the same variable also has a
positive and  significant effect on product
compensation. However, trustworthiness does not have
a significant effect on para-social interaction and
product compensation on the basis of the obtained
values of B=0.065, p=0.360>0.05 and B=0.581,
p=0.179>0.05. In contrast, para-social interaction also
has a positive and significant effect on the dependent
variable of the study. It has been on the basis of
statistics that have been appeared as B=0.249,
p=0.000>0.05.

T Statistics
Coefficient (JO/STDEV)) P Values
Attractiveness -> Para-Social Interaction 0.315 4.922 0.000
Attractiveness -> Product Consumption 0.183 3.018 0.003
Expertise -> Para-Social Interaction 0.208 3.884 0.000
Expertise -> Product Consumption 0.325 6.223 0.000
Para-Social Interaction -> Product Consumption 0.249 4.352 0.000
Trustworthiness -> Para-Social Interaction 0.065 0.916 0.360
Trustworthiness -> Product Consumption 0.099 1.345 0.179

Below is the assessment for the specific indirect effect
of mediating variables in the relation between the
independent and dependent variables of the study.
Below (Table 4) highlights the mediating role of
parasocial interaction in the relation between attributes
and product compensation. In the case of first vlogger
attribute i.e. attractiveness; it has been found that para-
social interaction mediates the relation between
attractiveness and product compensation. The statistics
of B=0.078, p=0.001>0.05 suggest that para-social
interaction has a significant and positive effect in
relationship attractiveness and product compensation.
Additionally, in the case of second attribute i.e.
expertise, it has also been found that para-social

Table 4: Specific Indirect Effect

interaction also establishes a positive and significant
link between expertise and product consumption. In
this aspect, it can be articulated that para-social
interaction also has a significant and positive effect on
the relationship with expertise and product
consumption (B=0.052, p=0.006>0.05). Furthermore,
in relation to the third attribute, it has been found that
para-social interaction does not form a linkage between
trustworthiness and product consumption. It has been
on the basis of statistics B=0.016, p=0.367>0.05
suggesting that para-social interaction does not have a
significant effect on the relationship between
trustworthiness and product compensation.

Coefficient T Statistics ((O/STDEV|) P Values

Attractiveness -> Para-Social Interaction -> Product Consumption
Expertise -> Para-Social Interaction -> Product Consumption

0.078 3.2737 0.001
0.052 2.738 0.006

Trustworthiness -> Para-Social Interaction -> Product Consumption  0.016 0.902 0.367
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Once the specific direct and specific indirect effect is
determined, the total indirect effect can also be
evaluated. In the preceding table (Table 3), it has
already been determined that attractiveness has a direct
effect on product consumption. Meanwhile, the table 4
has also highlighted that attractiveness and product
consumption’s relationship is mediated by para-social
interaction. Moreover, on the basis of the statistics
B=0.078, p=0.001>0.05 (Table 5), it can also be
claimed that job attractiveness has a significant and
positive effect on product consumption thereby
implying a mediation. However, in the presence of a
direct and indirect effect, it can be stated that para-
social interaction partially mediates the relationship
between attractiveness and product consumption.
Further, the preceding tables (Table 3) has
also suggested that expertise has a significant and
positive direct effect on product consumption.

Table 5: Total Indirect Effect

Additionally, Table 4 has also suggested that expertise
has an indirect significant and positive effect on
product consumption. Further, the statistic B=0.052,
p=0.007>0.05 (Table 5) suggests that expertise has a
total indirect positive and significant effect on product
consumption thereby implying mediation. Nonetheless,
these computed effects suggest that para-social
interaction partially mediates the relationship between
expertise and product compensation. In the case of the
third attribute, the preceding tables (Table 3 and 4) has
not found any significant direct and specific indirect
effect of trustworthiness on product consumption.
Neither, Table 5 has highlighted any significant total
indirect effect of trustworthiness on product
consumption. This suggests that there is no mediation
effect in the relationship between trustworthiness and
product consumption as these constructs even does not
establish a significant direct relationship between them.

T Statistics

Original Sample (O)  (JO/STDEV]|) P Values

Attractiveness -> Product Consumption 0.078 3.274 0.001
Expertise -> Product Consumption 0.052 2.732 0.007
Trustworthiness -> Product Consumption 0.016 0.902 0.367

6.3 Model Quality Criteria

Assessing the quality of the model is also
considered crucial while claiming the worthiness of
research findings (Wong, 2013). The following table
(Table 6) also depicts the two case of the dependent
variable. The table suggests that independent variables
i.e. vlogger’ attributes explains 24 % variance to the
Table 6: Quality Criteria

dependent variable (mediating variable). Furthermore,
the table also suggests that with the adjustment of
errors, the variance was explained to 23 %. In the case
of the dependent variable (product consumption), it can
be stated that the 42% variance is explained by each
vlogger’s attribute along with the mediating effect.

R Square R Square Adjusted
Para-Social Interaction 24% 23%
Product Consumption 42% 42%

#
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. 0.000_ iz
S 0%~ o
” 40000
EXPS 0.000
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ATz . B ’

Figure 3: Model after Bootstrapping
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Table 7.0 Summary of Hypothesis

S.

N Hypothesis Status

H1 The attractiveness of a vlogger positively affects the viewer’s product consumption. Accepted

H2  Expertise of a vlogger positively affects the viewer’s product consumption. Accepted

H3  Trustworthiness of a vlogger positively affects the viewer’s product consumption. Rejected
Para-social interaction mediates the relation between attractiveness and product Accepted

H4  consumption. (Partially)

Accepted

H5 Para-social interaction mediates the relation between expertise and product consumption.  (Partially)
Para-social interaction mediates the relation between trustworthiness and product

H6  consumption. Rejected
Figure 4 shows the measurement model of the study. convergent validity, composite reliability and construct
The model is used to test the reliability and validity of validity of different items and constructs.

different items and constructs. The model tests

PRASSC
.
~
PRASSC2 | 035
0904 ™
0.854 7

4—0925—]
prassca (¥ oo

PRASSCI g

pragscs | 0T PRASSC
e EFCD1
PRASSCE /0932/' o
0.867 0.797—¥
0883y
001 EFCD3
“Rasecy EFCD EFCD4
F\
SRASSCZ |, 0.880
08172
SRASSC3 40883 —]
0568/
srassca ¥ cas
[ SRASSC

SRASSCS

Figure 4: Measurement model (Conceptual Model 2)

Reliability and validity Coefficient of CR confirms the presence of composite
Loading values shown in Table 8 show that convergent reliability in the data as all the values are exceeding
validity is present in each item as all the loading values from 0.7. Value of AVE depicts the presence of
are greater than 0.4. Outcomes of Cronbach alpha construct validity as all the values meet the threshold
depicts that the data are highly reliable as the value of level i.e., all the values are greater than 0.7.

CB for all the constructs are greater than 0.7.
Table 8: Reliability and Validity of data

Constructs Items loadings Cronbach’s alpha | CR AVE
(CB)

EFCDI 0.932 0.905 0.910 0.780
EFCD EFCD2 0.797

EFCD3 0.883

EFCD4 0.915

SRASSC1 0.880 0913 0.916 0.781

SRASSC2 0.817
SRASSC SRASSC3 0.883

SRASSC4 0.868

SRASSCS 0.857

PRASSCI 0.835 0.944 0.946 0.742
PRASSC PRASSC2 0.904

PRASSC4 0.854

PRASSC4 0.925

PRASSCS5 0.907

PRASSC6 0.874
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Structural Model
Figure 5 shows the structural model of the study.
structural model is obtained with the help of

Table 9 shows the results of path analysis which is used
to test the hypothesis. Path coefficient of PRASSC
(0.537) shows positive and significant relationship
between PRASSC and EFCD. For instance, 1-unit
increase in PRASSC tends to increase 0.537 units of
EFCD. Thus, results support the 1* hypothesis of the

PRASSC1
.
~
PRASSC2 19322

30,1047
PRASSCI g 1 e~
45804
e
k‘Zi?ﬂD
i

PRASSCS PRASSC
I B4%8 EFCD1

¥
PRASSCE \‘ 51673 e

1073 ¥

sy

=

s EFCD3

~
“Rasecs . EFCD EFCD4

La
SRASSC2 35.884
13,747
SRASSC3 4—30.572 —
24587
SRASSCA 342509
T SRASSC
SRASSCS

Figure 5: Structural Model (Conceptual Model 2)

Table 9: Path Analysis

bootstrapping process. The model is used to test the
hypothesized relationship among variables.

Path Analysis

study. Path coefficient of SRASSC (0.428) 2 also
shows significant relationship between SRASSC and
EFCD. Coefficient shows that 1-unit increase in
SRASSC trends to increase 0.428 units of EFCD.
Results also support the 2™ hypothesis of the study.

Path Coefficients

§
P
# §
o o

3
)
¥ ¥
& &

Figure 6: Path Coefficients

Model/hypothesis Path Beta P-Values Decision

Model 1 PRASSC->EFCD 0.537 0.000 Supported

Model 2 SRASSC—>EFCD 0.428 0.000 Supported
Conclusion the advertising strategies for the promotion of eco-

The study was concerned with the analysis of
the mediation effect in relation to Vietnam’s fashion
vloggers’ attributes and product consumption by
supply chai nstrategies. Through the literature findings,
the researcher was able to identify the three major
attributes that form the basis with product
consumption. The findings of this research are based on
the responses collected from 491 respondents. The
study utilised SEM technique for determining a
mediation effect of three identified attributes and
product compensation. The study found that para-
social interaction positively but partially mediates the
relationship between attractiveness and product
compensation. Moreover, the study has also found that
para-social interaction also partially mediates the
relationship  between  expertise and  product
consumption. However, no significant mediation effect
of para-social interaction has been found in the
relationship between trustworthiness and product
compensation.

Eco-fashion consumption is essential for the
sustainable development of fashion supply chain by
increasing the demand of eco-fashion. Thus, fashion
companies should plan advertising strategy for the
promotion of eco-fashion consumption which, in turn,
enhance the sustainable development of fashion supply
chain. Present study provides some implications which
would be beneficial for fashion companies for planning

fashion consumption. First, the study suggests that
fashion companies can encourage the consumers for
purchasing by enhancing their PRASSC i.e., by
producing the garments in ethical ways e.g., by using
the raw material of good quality. Second, the study
suggests that fashion industries should improve their
service quality which will also help them in attracting
more customers. On the basis of the current findings,
the following recommendations can be essential to
follow:

e The study has found a mediation effect of
para-social interaction in the relationship
between fashion vloggers’ attractiveness and
product consumption. This implies that para-
social interaction if when improved can be
essential in achieving a positive effect on
product consumption. This, therefore, can
help fashion businesses to improve and drive
fashion consumption by its consumers.

e The study has also found a mediating effect of
para-social interaction on product
consumption. This also suggests that the
expertise of vloggers can be helpful while
approaching improved product consumption.
Therefore, it is suggested to fashion
businesses and concerned authorities to
engage experienced and skilful vlogger while
driving fashion consumption.
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The findings of the current research are specific to
fashion vloggers of Vietnam and respondents
perception who were following top fashion vloggers of
Vietnam. In this perspective, the study significantly
lags in generalisability and implications when the
findings are intended to be applied to other sectors or
countries. Moreover, the sample size can be improvised
in order to further authentication of the research.
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