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Social media has become an attractive platform for companies to advertise their brands on and
a common method is to pay internet celebrities to use their fame to promote the companies’
brands. One of these social media platforms is Youtube where “YouTubers” using their fame
to promote brands on a daily basis in form of video logs (vlogs). Studies has indicated that the
more credibility an endorser has, the more likely the purchase intention is, but also higher
retention for the advertised brand. Therefor the purpose of this study is to describe the factors
of endorser credibility, benefiting endorsers in how they can increase their credibility. The study
also looked at the relation between endorsers’ credibility and attitude towards the
advertisement, benefiting companies in choosing the most profitable endorser. A quantitative
study was conducted to answer the research purpose, where a questionnaire was sent out to

students on LUT (Luleé& University of Technology).

The results of this study suggested that endorsers credibility consists of all the five factors that
was looked at in this study which was trustworthiness, attractiveness, expertise, homogeneous
and tie strength. Findings of this study also suggested a direct and positive relation between

some factors of endorser credibility with attitude towards advertisement.

Key words: Celebrity endorsement, Endorser credibility, Attitude towards advertisement,

Consumers, Students, vlogger.



Sociala medier har blivit en populér plattform for foretag att marknadsfora sina varumérken pa
och ett vanligt sétt att na ut till potentiella kunder &r att betala internet kdndisar att anvénda sitt
kéndisskap for att frimja foretags varumirken. Ett av dessa sociala medier &r YouTube dir
”Youtubers” anvénder sig utav sitt kandisskap for att frimja provarumirken dagligen i form av
video logs (vlogs). Studier har visat att desto mer trovdrdig en framjare dr desto storre blir
kopavsikten, men dven hogre bibehdllande kunder for det marknadsforda varumaérket. Dérfor
ar syftet med denna studie att forklara faktorerna av en fridmjares trovérdighet, sd framjaren kan
forstd hur dem ska 6k in trovirdighet. Denna studie tittade dven pé relationen mellan en
framjares trovérdighet och attityd gentemot reklamen, detta sa foretagen kan vélja den mest
lonsamma frdmjaren. En kvantitativ studie var gjord for att svara pa forskningssyftet, dér ett

frageformuldr blev utskickat till studenter pa LTU (Luleas tekniska universitet)

Resultatet av denna studie foreslog att en frimjares trovirdighet bestod av alla fem faktorer
som man tittade pd i denna studie, som var trovérdighet, attraktivitet, expertis, homogen
(likheter) och sammanknytning. Fynd frén denna studie foreslog dven ett direkt och positiv
relation mellan nagra av faktorerna av en frimjares trovdrdighet med attityd gentemot

reklamen.
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CHAPTER 1 INTRODUCTION

This chapter presents the background of the chosen research area followed by a problem discussion. Thereafter
the purpose of the thesis is stated along with the posed research question. The chapter is then concluded by

discussing potential delimitations.

1.1 Background

Celebrity endorsement is a concept that has existed since the late nineteenth century, one early
example involves Queen Victoria in association with Cadbury’s Cocoa (Erdogan, 1999).
McCracken’s (1989, p.310) defines a celebrity endorser as “any individual who enjoys public
recognition and who uses this recognition on behalf of a consumer good by appearing with it in an
advertisements (marcoms) is useful, because when celebrities are depicted in marcoms, they bring their

own culturally related meaning thereto, irrespective of the required promotional role”.

It was first during the emergence of cinemas that endorsement started to get used as an
advertising technique. A large contributor to the current popularity of celebrity endorsers is due
to the growth of commercial radio (1930s) and the commercial television (1950s). In the early
days, there were not many stars to choose from due to how small the entertainment industry
was at the time. In the 1970s the supply of celebrities increased at the same pace as the
entertainment business. By the end of the 1970s the marketing communication had risen
markedly and celebrity endorsement was one in every six advertisements, by 1988 it was

estimated that it had risen even more to one in five. (Erdogan, 1999).

Figure 1: Estimates of using celebrity endorsers in all commercials. (Erdogan, 1999, p. 292)
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The internet has become the largest venue for advertisement, in Sweden 40 % of all
advertisement investment is spent on the internet (IRM, 2016). The Internet stems from the
1950s when it was mainly used for military purposes and was first made to the public in 1983

(Streeter, 2000). There are now more than 3 billion Internet users across the globe, which is



around 40 % of the world’s population (Curran et al. 2016). As technology developed over
time, the web (internet) evolved with it and a new term for this new better web (internet)
emerged called web 2.0. (Levy, 2009). It was said that web 2.0 is a more social web, with social
media and user generated content (Kaplan & Haenlein, 2010). User generated content are the
sum of all ways in which people make use of social media. Kaplan & Haenlein (2010, p.61)
defines social media as: “a group of Internet-based applications that build on the ideological and

technological foundations of Web 2.0, and that allow the creation and exchange of user generated

content”.

As seen in the table below, there are six various types of social media. Finding’s in a study by
Kaplan & Haenlein (2010) was able to categorize the different types of social media, and found
that media research (social presence, media richness) and social process (self-presentation, self-
disclosure) is the two key elements of social media. One of these types of social media is content
community, there the main objective is sharing of media content between users. One such
content community site is YouTube, which was created in 2005 (Kaplan & Haenlein, 2010),
and fifteen months later it was delivering 100 million videos daily (Haridakis & Hanson, 2009).
YouTube has become a new form of appointment television, one that is built around the
calendars of individual users and not rigid network program schedules, the audience is now an
integral part of the media distribution channel. (Haridakis & Hanson, 2009). The viewers can
share opinions about the content through online comments and ratings systems, or share content
by e-mailing links to family and friends. (Haridakis & Hanson, 2009) Because YouTube resides
on the Internet, it can take advantage of the web social networking capabilities. (Haridakis &
Hanson, 2009)

Table 1: Classification of social media by social presence/media richness and self-presentation/self-disclosure (Kaplan &

Haenlein, p. 62)

Social presence/ Media richness
Low Medium High
Social networking sites Virtual social worlds
Self- High Blogs (e.g., Facebook) (e.g., Second Life)
presentation/

Self- Collab

disclosure 5w - ‘:o (:'cattslve Content communities Virtual game worlds

(e gp W]ikipedla] (e.g., YouTube) (e.g., World of Warcraft)

Because of the high popularity of content communities, it makes them a very attractive contact

channel for firms (Kaplan & Haenlein, 2010). There are different marketing strategies for



companies to use to create awareness for their brands, such as cross-platform promotion,
creating and promoting different types of videos and the latest, partnering with YouTube stars.

(reelnreel.com, 2017).

Youtubers partners with the sponsor to create a video with the exclusive purpose to promote a
brand or product and in exchange the sponsoring company pays the YouTuber a flat fee, a
percentage of sales resulting from the video or a specified amount per number of views on the
video (Wu, 2016). A study by Wu (2016) stated that the Youtuber need to constantly balance
their financial interest with sponsors as well as uphold their obligation to viewers. In the same
study Wu (2016) said that to main credibility in a sponsored video the YouTuber emphasize in
a disclaimer that even though the message is sponsored the YouTuber personally believes in
the product. Credibility is defined as “the quality of being trusted and believed in” by Gupta &
Kumaraguru (2012).

A study by Johnson & Kaye (2004) states that this form of videos (vlogging) may result in “a
great deal of credibility” and that weblogs are more credible than any other online source.
Burgess & Green (2009) define a YouTuber as an entrepreneurial vlogger. Vlogging is a form
of creating videos on Internet which purpose was defined by Frobenius (2011, p. 816) as, “a
video sequence similar to a blog that a user (viogger) shoots of him- or herself talking into a camera
and, after optional editing, uploads to the internet, where viewers can rate it and/or leave comments in
written or video form”. Thousands of Youtubers (vloggers) are making six-figures per year
(dollar), and the top grossing YouTube partners report income in the low millions from just ads.
There is arguably more value created for the consumers with this form of marketing than the
traditional commercials (television, radio, etc.), because of better entertainment value from
watching ones favorite YouTuber (Wu, 2016). The numbers of Youtubers is increasing every
day and some has made it into the prestigious Debrett’s “most influential” list (Debrett, 2015).
Because of their popularity, company’s pay these vloggers to endorse products or services as a
marketing tool (Johnson & Kaye, 2004). A handful of these vloggers has obtained “internet
superstar status “(Susarka et al. 2012). These internet super stars are then used for making

endorsement videos (Burges & Green, 2009).

The value-added to the consumers can become less apparent if the Youtuber compromise their
honest opinion in hopes to maintain financial relationships with sponsors and advertisers (Wu,
2016). This means that the YouTubers constantly balance their financial interests with sponsors,
as well as upholding their obligations to viewers in being truthful and not feel forced to provide

positive reviews for sponsored products (Wu, 2016).



Previous studies have illustrated that endorsers credibility have a positive effect on purchase
intention. This meaning that an endorser that has higher credibility will result in a higher
purchase intention (Ohanian, 1991; Pornpitakpan, 2003). A higher purchase intention can
motivate the endorser, in some cases depending on what agreement (contract) the celebrity
endorser has with the company (Wu, 2016). This concludes that the endorser should have a
high incitement to build credibility (assumption they want to make as high of a profit as
possible). As mentioned, endorser should be careful while endorsing so they do not lose
credibility. A study by Wheeless (1974) has illustrated that there is a relationship between
aspects of credibility and retention. Meaning that if the endorser losses credibility this will also
lead to less views and in turn less ad revenue. The companies are using the endorsers in hopes
to increase the purchase intention for the sponsored product. Study by Sallam & Wahid (2012)
suggests that purchase intention is affected by the attitude towards the advertisement. Several
studies suggest that attitude towards the advertisement has a direct and positive relationship
with credibility. (Lafferty & Goldsmith 1999; Goldsmith et al., 2000; 2002; Goldberg et al.,
1990; Mitchell & Olson 1981; Mackenzie et al., 1986) The reason attitude towards the
advertisement is relevant to look at is because it is the first step to see if indirectly credibility

affects the purchase intention. (Sallam & Wahid, 2012)

As previously explained it is very important for the YouTuber to establish credibility if they
want to increase revenue. If the Youtuber is not careful while endorsing this can lead to losing
credibility among their viewers and may result in a lower income. The Youtuber can counteract
this due to the explosion of social media, “consumer to consumer” driven information is
becoming an important way to create personal awareness, establish credibility and drive
differentiation (Chen, 2013). A study from Keel & Nataraajan, (2012) illustrated that different
attributes from an endorser can influence the viewer. This study will locate what these different
attributes are and which ones are most important to consider when establishing credibility. This
study will also examine if credibility has a direct and positive relation with the attitude towards
the advertisement. This study will also provide a unique data sample and may be used for future

research.

The purpose of this study is to examine how Youtubers (the endorser) can increase their
credibility among their viewers, which if successful leads to more views (retention) and better

attitude towards the advertisement.



Therefore, the following research questions have been raised:
RQ: 1: What factors does endorser’s credibility consist of?

RQ 2: What is the relation between endorser credibility with attitude toward ads?

Delimitation will be made to YouTubers (vloggers) that uses endorsement as a marketing

strategy, this is crucial to be able to answer the research questions.



The chapter will present previous research and models related to the present study. The theory is concluded in a frame of

reference at the end of this chapter. The frame of reference explains and describes factors use for the model of the thesis.

Consumer generated advertising (CGA) is defined as “publicly disseminated, consumer-generated
advertising messages whose subject is a collectively recognized brand” (Campbell et al. 2011, p.88).
A study from Lawrence et al., (2013) has illustrated that source credibility from the CGA
outpaces firm-generated ads to positively influence the consumers’ attitude toward the ad.
Another study by Ertimur & Gilly (2012) found that consumers critiqued CGA qualities and
views sources as knowledgeable and authentic even though lacking credibility, in creating
advertising messages. Study found that there was skepticism as a consumer when not knowing
about the source and their potential motivations, such as participating in a brand sponsored

contest for making the CGA. (Ertimur & Gilly, 2012)

Studies illustrates that endorsers are seen as fellow social media users whether they are official
brand endorsers or not. Their electronic word of mouth (EWOM) about brands are seen as more
credible than if they had appeared in television or print advertisement for the same brand
(Russel, 2012; Schaefer, 2012). EWOM is any negative or positive statement made by either
actual, potential or former customers about a company or product, which are accessible to many
people and institutions via the internet. (Stauss, 2000) A study by Doh & Hwang (2009) found
that a few negative comments may be helpful in generating a positive attitude and can enhance
the credibility of the EWOM messages. This is because consumers’ gets suspicious of the

credibility of comments if there are no negative posts. (Doh & Hwang, 2009)

Users (in this case viewers) develop a sense of uncertainty online. (Pavlou et al., 2006) The
term uncertainty was mentioned by Morgan & Hunt (1994) and meant that individuals believe

that another could have a lack of knowledge or confidence in their decisions.

Para-social interactions (Psis) are one-sided relationships, where individual develops an
emotional bond with another through media. When getting an emotional bond, the individual
get under the impression that they are involved in a personal relationship (Horton & Wohl,

1956). Para-social interaction is when communication media provide viewers with ‘‘an



apparently intimate, face-to-face association with a performer’” (Horton & Wohl, 1956). Para-
social interactions leads to social isolation, detaches the audience from real relationships,
however it results in heavy mass media consumption. (Giles, 2002; McCutcheon et al. 2002;
Rosengren & Windahl, 1972) A recent study by Phua (2016) indicated that when the viewers
saw the endorser as being more credible, they also reported higher para social identification

with the spokesperson.

One-sided relationships can influence the marketing strategy. (Gummesson, 1994). One way to
make the message more effective depends on the source credibility, which can be explained
with the source models. (Erdogan, 1999). These models argue that various characteristics of a
perceived communication source can have beneficial effect on message receptivity. (Kelman
1961; Meenaghan 1995). The source credibility model and source attractive model are
categorized under source models, since these two models basically inform and reflect research
of the social influence. (Erdogan, 1999) The source models consists of expertise,
trustworthiness and attractiveness. (Erdogan, 1999) Founding’s from a study by Ohainan (1990)
also suggested that there is high correlation between celebrity endorser’s expertise,

trustworthiness and attractiveness.

The source credibility model claims that if a message will be effective does it depends on the
perceived level of expertise and trustworthiness in an endorser. (Dholakia & Stemhal 1977;
Hovland et al. 1953; Hovland & Weiss 1951; Ohanian 1991; Solomon 1996). If the information
is from a credible source (the endorser) it can influence beliefs, attitudes, opinions and/or
behavior through a process which is referred to internalization. This is when receivers accept a
sources influence in terms of their value structures and personal attitude. (Erdogan, 1999) The
term trustworthiness refers to believability, integrity and honesty of an endorser. (Erdogan,
1999). Trustworthiness depends on how the target audience perceive the endorser. (Erdogan,
1999) When companies (advertisers) choose an endorser they capitalize on the value of
trustworthiness, this by selecting the endorsers who are widely regarded as believable,
dependable and honest (Shimp, 1997) In a study made by Smith (1973) arguments were made
that consumers view celebrities that are untrustworthy, regardless of what their other qualities
are to be questionable message sources. Friedman et al. (1978) reasoned that the major

determinant source of credibility was trustworthiness and after that tried to locate which other



source attributes that was correlating with this. The finding off Friedman's et al. (1978) study

was that likeability was the most important attribute of trustworthiness.

Erdogan (1999, p.298) defines expertise as: “the extent to which a communicator is perceived to be
a source of valid assertions”. Expertise refers to how much experience, knowledge or skills is
possessed by the endorser. (Erdogan, 1999) It does not really matter how much of an expert the
endorser is, instead the important thing is how the target audience perceives the endorser.
(Hovland, et al. 1953; Ohanian 1991). A study by Aaker & Myers (1987) illustrated that a
source/celebrity that is more expert has been found to be more persuasive. In a study by Chang
et al. (2012) it was illustrated that high-expertise endorsers will receive a higher level of trust
and familiarity by the consumers. The most important dimensions of credibility are
trustworthiness and expertise regarding the recommended product or service. (Miciak &
Shanjlin, 1994) Several researchers have used this model in which “source credibility”,
typically viewed as a function of trustworthiness and expertise, as the primary factor
determining how influential the endorser will be. (Ohanian, 1991; Lafferty & Goldsmith, 1999;
Lafferty et al., 2002).

A study by Singer (1983) illustrates that companies (advertisers) chose celebrity endorsers
based on their attractiveness, in order to gain from dual effects of celebrity status and physical
appearance. Studies (Baker & Churchill 1977; Chaiken 1979; Debevec & Kernan 1984)
indicates that physically attractive communicators are more successful at changing beliefs. A
study from McGuire (1985) contented that the effectiveness of a message depends on
familiarity, similarity and liking of an endorser. Erdogan (1999, p.299 defined familiarity as
as:” knowledge of the source through exposure”. Erdogan (1999, p. 299) defined similarity as: “a
supposed resemblance between the source and the receiver of the message”. Erdogan (1999, p.299)
defined likeability as “affection for the source as a result of the source’s physical appearance and
behavior. To clarify the attractiveness does not simply mean physical attractive but also includes
any number of virtuous characteristics that the consumer might perceive in the celebrity

endorser. (Erdogan, 1999)

Petty & Cacioppo (1980) manipulated attractiveness of an endorsers (in a shampoo
advertisement) in order the test the elaboration likelihood model (ELM), for comprehending
the effectiveness of the advertising message types. The ELM perspective argues the persuasion
under low and high involvement conditions varies. (Erdogan, 1999) The findings were that

endorsers attractiveness was equally important both during low and high involvement

8



conditions. (Petty & Cacioppo, 1980) The study got replicated in 1983 with some adjustments
and the findings revealed an interaction between involvement level and endorser type. During
low-involvement conditions the endorse type will have a significant impact on attitudes towards
the product/brand though no impact was found on behavioral intentions. Also use of celebrity
endorsers under low-involvement reduced brand name recognition, this was not the case under
high involvement. Petty et al. (1983) argued that the reasons for these findings were that people
are more interested in the product categories under high involvement situations and are

therefore more motivated to assess what the brand, rather than the personalities are offering.

A study from Debevec & Kernan (1984) found that attractive female models generated more
enhanced attitudes than attractive male models across both genders, but especially among
males. Another study made by Petroshius & Crocker (1989) got the result that spokesperson
gender had no impact on attitudes towards advertisement. Patzer (1985) criticize the use of
average looking endorsers and the motivation for the strategy. Erdogan (1999) agrees with
Patzer and states that people usually inflate their own attractiveness, which means that attractive
endorsers should be more effective than average looking counterparts. Attractiveness was found
to be the most important piece of credibility with trustworthiness and expertise. (Knott & James,

2004).

A study by Phua et al. (2017) has illustrated that homogeneity can also affect credibility in a
message. Homogeneous are defined as “consisting of parts or people that are similar to each
other or are of the same type.” (Dictonary, 2017) When message senders and receivers in
brand communities are more homogeneous, the information exchanged and shared is likely to
be perceived as more credible. (Friedman & Friedman, 1976; Friedman et al. 1979; Phua, 2017)
When group members are homogeneous influence becomes strong since similar users tend to

interact frequently and develop strong ties. (Brown & Reingen, 1987).

A study from Brown & Reingen (1987) has illustrated that tie strength between an endorser and
consumer can also affect credibility in the source. Tie strength has been said to be the quality
of the relationship between consumers and endorser (Duhan et al. 1997; Brown & Reingen,
1987). Study from Brown & Reingen (1987) has illustrated that strong-tied endorsers are likely
to be perceived as credible sources of information, this due to strong-tied endorsers have greater

influence then weak-tie endorsers. (Chang et al., 2012) The nature of strong ties between the



endorser and consumers means that both parties are likely to share a variety of information.
(Chang et al., 2012) A study from Chu & Kim (2011) got a result illustrating that perceived tie
strengths is positively related to consumers’ intention to pass and seek product-focused
information in the online social media, however the study did not illustrate tie strength to have
a significant influence when consumers give product information to others in SNS (social

networking sites).

Attribution theory is often used by researchers to explain the impact of WOM (word of mouth)
and other marketing practices on persuasion. (Mizerski 1982; Chatterjee 2011; Laczniak et al.
2001; Rifon et al. 2004; Sen & Lerman 2007). The attribution theory explains how people make
casual inferences regarding why a communicator advocates a certain position or behaves in a
certain way. (Kelley 1973; Mizerski et al. 1979; Folkes 1988). The discounting principle in
attribution theory (Kelley 1973) has been used to examine the effects of source characteristics
on persuasion. A study found that the participants receiving an endorsement about a used car
from a low trustworthy source (example car mechanic who is part owner of a nearby automobile
dealership) were less likely to be persuaded by the endorsement than those receiving the
endorsement from a high trustworthy source (example a car mechanic who has not relation to
the automobile dealership). (Mowen, 1986) According to attribution theory, consistency in
provided content signals trustworthiness (Cheung et al. 2009), and user ratings of the usefulness
of single posts and reviews can also provide valuable cues to the overall credibility of electronic

word of mouth. (Reichelt et al. 2014)

Chu & Kim (2011, p.52) defines interpersonal influence as “a widely studied social construct that
play an important role in consumer purchase behaviors. There are two types of interpersonal
influences, normative influence and informational influence. (Chu & Kim, 2011). In the study
by Chu & Kim (2011, p.56) normative influences was defined as: “The tendency to conform to the
expectations of others”. Consumer research has separated normative influence into utilitarian and
social function. (Bearden et al. 1989) Study from Hennig-Thurau & Walsh (2003) propose that
EWOM readers’ appreciation of different credibility dimensions depends on the usage function
they want to fulfil, if they use EWOM to fulfil a utilitarian or a social need. A study has
illustrated that utilitarian or social usage functions of communication have important building
blocks of behavioral beliefs. (Hennig-Thurau & Walsh 2003) Both these functions likely

interact uniquely with the elements of credibility, expertise, similarity and trustworthiness.
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(Reichelt et al. 2014) A study from Reichelt et al. (2014) looked on how utilitarian and social
functions of EWOM affect attitudes toward and intentions to read EWOM, in more particular
trustworthiness, expertise and similarity. Study illustrated that trustworthiness is the most
important credibility dimensions, because it affects both functions. (Reichelt et al. 2014) Social
function arises because online communities allow users to interact with other who share an
interest within the same area. (McAlexander et al. 2002; Muniz & O’Guinn 2001. The study
from Reichelt et al. (2014) illustrated that online content can also reinforce consumers’ social
orientation, this is because it indicates how their product/service usage is perceived by others,
such as fellow member of a community. The utilitarian function arises due to the users need to
resolve an issue by gathering information, such as advice from other consumers. The motivation
to acquire knowledge about a product or service, to be up-to-date and learn about new

products/services in the marketplace can be explained by curiosity or novelty seeking. (Hennig-

Thurau 2003 & Walsh, 2003)

Attitude are a concept that’s been important in market research since the 1960s. (Sallam &
Wahid, 2012) Hoyer & Maclnnis (1997) defined attitude as: “relatively global and enduring
evaluation of an object, issue, person or action”. There are two major reason for this long-term
interest, the first one is that several theoretical models on attitudes can be found within social
psychology literature, especially studies that have been stimulated attitudinal research in
marketing by Fishbein & Ajzen (1975). The second reason is that attitudes are often considered
relatively stable and are enduring predisposition for consumer to behave in a particular way
(Fishbein & Azjen, 1975). Previous studies have referred attitudes towards different
dimensions, some of these dimensions are attitude towards advertiser, attitude toward
advertisement, attitude towards brand and purchase intentions (Goldsmith et al., 2000; Lutz
1983; Phelps & Hoy, 1996) A study found that one’s attitude towards an object can affect one’s

attitude toward another object which it I associated with.

Attitude towards ad is defined as” “a predisposition to favorable or unfavorable manner to a
particular advertising stimulus during a particular exposure situation” (Mackenzie et al., 1986,
p-130-131) Several previous studies have illustrated that an endorsers credibility has a positive
effect on the consumers’ attitude towards the advertisement (Lafferty et al., 1999; 2002,
Goldsmith et al.2000; Goldberg et al., 1990; Mitchell & Olson 1981; Mackenzie et al., 1986).

This means that endorser credibility has a direct relationship with attitude towards advertising
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(Sallam & Wahid, 2012). Another study by Lafferty & Goldsmith (1999) found that there was
an indirect relationship between endorser credibility and attitude towards the brand. The study
by Sallam & Wahid (2012) agreed with Lafferty & Goldsmith. (1999) that that attitude towards
advertisement had an indirect relationship, due to endorser credibility being linked with the
peripheral route to attitude to advertising. In the study by Lafferty & Goldsmith (1999) they
suggested the role the endorser’s credibility play in attitudes toward the advertisement. Several
studies suggest that endorser’s credibility leads to consumers reacting positively to ads (Atkin
& Block 1983; Craig & McCann 1978; Fishbein & Ajzen 1975; Goldberg & Hartwick 1990;
Mitchell & Olson 1981)

The aim of frame of the reference is to bring clarity to the research purpose of this thesis, to
understand how vloggers can increase credibility among their viewers, if this will lead to
consumers (viewers) engage more and what the difference between vloggers brand compared
to sponsored brand would be. The reason the emerged frame of reference is divided into two
different parts is to be able to answers research question two (which is the most important one)-
First must endorsers credibility be identified which it will be with research question one and
first part of the emerged frame of reference, then this will be used to be able to answers research

question two (by following the second part of emerged frame of reference).

After reviewing relevant literature, ideas of potential hypothesis to test have occurred. Many
factors have been located that influence individuals when it comes to gain credibility for the

endorser.

Miciak & Shanjlin (1994) formed the impression that expertise was together with
trustworthiness the most important dimension of credibility. Another study identified
trustworthiness as the most important credibility dimension. Knott & James (2004) suggested
that attractiveness was the most important piece of credibility with trustworthiness and
expertise. In a study from Brown & Reingen (1987) said that strong-tied endorsers are likely to
be perceived as credible sources of information, these due to strong-tied endorsers have greater
influence then weak-tie endorsers. Several studies claim that when message senders and
receivers in brand communities are more homogeneous, the information exchanged and shared
is likely to be perceived as more credible. (Friedman & Friedman, 1976; Friedman et al. 1979;

Phua 2017.) It can therefore be hypothesized that:
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H1. Endorser credibility consists of expertise.

H?2. Endorser credibility consists of attractiveness.
H3. Endorser credibility consists of trustworthiness.
HA4. Endorser credibility consists of tie strength.
HS5. Endorser credibility consists of homogeneous.

A study by Lafferty & Goldsmith (1999) suggested that the role of the endorser’s credibility
play in attitudes toward the advertisement. Several studies suggest that endorser’s credibility
leads to consumers reacting positively to ads (Atkin & Block 1983; Craig & McCann 1978;
Fishbein & Ajzen 1975; Goldberg & Hartwick 1990; Mitchell & Olson 1981) Sallam & Wahid
(2012) identified that endorser credibility has a direct relationship with attitude toward
advertising. It can therefore be hypothesized that:

H6. Factors of endorser’s credibility has a direct and positive relationship with attitude

toward ads.
Corollary hypothesis:

H 6.1 Tie strength of endorser credibility has direct and positive relationship with attitude

towards ads

H6.2 Expertise of endorser credibility has direct and positive relationship with attitude

towards ads

HG6.3 Trustworthiness of endorser credibility has direct and positive relationship with attitude

towards ads

H 6.4 Attractiveness of endorser credibility has direct and positive relationship with attitude

towards ads

H6.5 Homogeneous of endorser credibility has direct and positive relationship with attitude

towards ads

The reason behind the first research question “What factors does endorsers credibility consist
of?” is to see which factors influence the characteristics that will be found in research question
one. The aim is also to develop a deeper understanding for these factors which makes it possible

for the vlogger to build as much credibility as possible.
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Figure 2: Emerged frame of reference (first part)
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2.9.3 Conceptualization of research question two.

The reason behind the second research question which is formulated as “What is the relation
between endorser credibility with attitude toward ads? is to examine if improved credibility

in the endorser will result in getting viewers to create a better attitude towards advertising,

Figure 3: Framework of the study (second step)
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In this chapter the research method will be chosen and described. This methodology chapter will include research purpose,
research approach, research strategy, sampling, the questionnaire, hypothesis testing and lastly data analysis which will be

complemented by reliability and validity.

A research purpose can be three different types: exploratory, descriptive and explanatory. An
exploratory study enable the research to explore either a situation or phenomenon through
searching of literature, interviewing experts or conducting focus groups. Descriptive on the
other hand aims to describe different situations or events by providing characteristics of a
population or some phenomenon. Descriptive as the name entails is an approach when focusing
on describing already existing data. The third and last are explanatory study which can be used
to analyze relationships between variables when studying a specific problem or situation.

(Saunders et al., 2009)

The overall purpose with this research is to describe the factors of celebrity credibility and their
relation to attitude towards ads. To answer this purpose, two research question have been

developed:
RQ: 1: What factors does endorsers’ credibility consist of?
RQ 2: What is the relation between endorsers credibility with attitude toward ads?

This study is of an explanatory matter. If looking on research question one it is of an explanatory
character, because it attempts to explain which factors credibility consist of. Also, the second
research question is more of an explanatory character, this is because it attempts to explain if
there are a direct and positive relations between endorser credibility and attitude towards the

ad.

When choosing approaches there are two alternatives: quantitative and qualitative. A
quantitative approach is when the data collection or data analysis is used, to generate numerical
data while a qualitative research generates or uses non-numerical data. (Saunders et al., 2009)
The data that has been collected are often dependent on the choice between inductive and
deductive method. (Halvorsen, 1992) An inductive study will usually not have its base in theory
and models and have instead its base in vaguer problem areas and temporary or occasional

observations. On the opposite side to inductive is the deductive study that has its base in theory

15



and hypotheses and are often tested against reality to see if they match each other or not.

(Halvorsen, 1992)

Since this study aims to examine what factors influence endorsers credibility a deductive
method suits better and therefore have been chosen based on quantitative data through surveys
(answered by consumers). Also, previous studies within source models has used a deductive

method, which has been proven to be a good fit.

Now when the research approach has been chosen the next thing is to choose which research
strategy that should be used in this thesis. There are five different research strategies to choose
from which are experiment, survey, archival analysis, history and case study. When picking
which one that suits depends on the nature of the research questions. (Saunders et al., 2009).
There are three aspects to take into consideration which are types of research question, control

over behavioral events and focus on contemporary events. (Saunders et al., 2009)

After taken these aspects into consideration a survey was chosen as research strategy for this
thesis. Survey as a strategy gives the researcher the chance to collect a large amount of
quantitative data from a sizeable population in an economical way. Another pro from choosing
a survey is the control it gives the researcher over the research process and in addition, if
sampling is used for the study it can generate findings that are representative of a population.
There are also some implications with surveys, they require the research to spend time to ensure
that the sample is representative, designing, piloting the instrument for data collection and
ensure enough response rates are collected. (Saunders et al. 2009) Survey as a strategy has been
shown to be the best strategy alternative in research projects that involve collection of
information from a large sample of individuals, however it is important to inform the
respondents that their behaviors/attitudes are collected as this otherwise can influence their

response and lead to response bias. (Hair et al., 2007)

Now when survey has been picked as a strategy is it time to look though which alternatives to
do survey with, this is called which called choosing a data collection method. The way to pick
the most suitable data collection method is to look at the amount and kind of data that is going
to be collected, but the nature of the study should also be taken into consideration. When
deciding on a deductive and quantitative data collection there are three different categories to

choose from which are self-completion, interviewer-completion and observation.
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A decision was made to pick questionnaires, but they can be either be interviewer-administrated
or self-administrated. Interviewer administrated is as it sounds, in that it is interview based and
you record the interviews. Self-administrated are as heard in the name done by the respondents
them self, there they fill out their answers without the presence of an instructor or interviewer
which can be facilitated through drop-off/pick up of physical questionnaires, e-mail and surveys
online. (Hair et al., 2007). When deciding which questionnaire to pick out of the two there is a
variety of factors that matters such as the size of the required sample, characteristics of
respondents, type and numbers of questions needed (Saunders et al., 2009) As mentioned in the
research purpose and approach of this study quantitative data is requires but also a large number
of respondents. This data collection method do provide a sufficient data input for the study.
Therefore, self-completion has been chosen as the data collection method for this thesis. When
having a self-completion questionnaire, the data will be collected through a structured

questionnaire with a predetermined set of questions (Saunders et al., 2009)

Some activities are considered before concluding a questionnaire, these are pre-testing of the
questionnaire for validation, creation of a general design and lastly choice of method for

questionnaire administration (Hair et al., 2007)

There are some steps that are important and needs to be taken into consideration when creating
a questionnaire that are well formulated and constructed. Hair et al., (2007) recommends

following five steps to ensure that the questionnaire is designed and evaluated properly.

Table 2: Steps to be followed in the Design of a Questionnaire

Step 1: Initial Considerations:
e Clarify the nature of the research problem and objectives.
e  Develop research questions to meet research objectives.
e Define target population and sampling frame (identify potential respondents.)
e  Determine sampling approach, sample size and expected response rate.
Step 2: Clarification of Concepts
e  Ensure the concept(s) can be clearly defined.
e  Select the variables/indicators to represent the concepts.
e  Determine the level of measurement.
Step 3: Determine Question Types, Format and Sequence
e  Determine the types of questions to include and their order.
e Check the wording and coding of questions.
e  Decide on the grouping of the questions and the overall length of the questionnaire.
e Determine the structure and layout of the questionnaire.

Step 4: Pretest and Questionnaire
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e  Determine the nature of the pretest for the preliminary questionnaire.
e  Analyze initial data to identify limitations of the preliminary questionnaire.
e  Refine the questionnaire as needed.
e  Revisit some or all of the above steps, if necessary.
Step 5: Administer the Questionnaire
e Identify the “best practice” for administering the type of questionnaire utilized.
e Train and audit field workers, if required.
e  Ensure a process is in place to handle completed questionnaires.

e  Determine the deadline and follow-up methods.

The following steps that are presented in the table above (see table 3) are adapted from previous
research (see table 2) and have been formulated for this thesis to be able to answer the
formulated hypotheses. All of the chosen constructs and scales which is used in this thesis has
been used in previous studies with satisficing results. Also, the questionnaire has been properly
developed, used simple wording, avoidance of ambiguity and having appealing format, in order

to make it as easy as possible for the respondents to follow. (Hair et al., 2007

Before the launch the study did go through a pre-test, this is to clarify if there was anything that
could be improved, and if somebody was difficult to interpreter for the respondent. The pre-test
was made by current students but also educated people that had experience about conducting
surveys in their jobs. After the pre-test, some small changes to improve the survey was made.

Mainly changes on wording, questions layout and translation.

The ideal when collecting data and analyzing is for the research to collect from all members of
a population, this is known as census, however this is in many cases unreasonable. Instead of
having a census it is more common to take a sample out of the population that be drawn either
by non-probability or probability sample. Non-profitability sampling is often used in qualitative
research in which sample selection are used judgmentally. The findings of this non-probability
sample can then be used to describe, discover and develop theory and can then be used to
generalize the population. However, it cannot be done with a specified level of confidence. The
other way to draw a sample selection is probability sampling and this is more common in
quantitative research, and involves using a random procedure to select a representative sample
of the population. The findings that are based of probability sample can with a specified degree

of accuracy be generalized to the population. (Hair et al., 2007)
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The frame sample chosen for this study due to the things mention above is students. The
sampling method that will be used in this thesis are Non-probability sampling. As mentioned
in the section above, non-probability sampling is mainly used in qualitative research and not
quantitative research as this thesis. However, since the only ones that been chosen for this study
are students on “Luled University of Technology” the selection of respondents is done
judgmentally. There are several reasons for choosing non-probability, one is because having
access to all student e-mails (LTU student register) made it easy to send out the survey to the
respondents. Another reason for judgmentally picking students was that they are a good fit for
this study, because it is more common for younger people to visit YouTube (see 3.5.1

participants) and students are in general young (see table 5).

The reasons for choosing students as participants is because the need of finding a younger
audience. Statistics indicates that younger people, in the 16-35 range, are spending more time
than the people 35+ (Svenskarna & internet, 2016). Also, the statistics showed it is more

common for younger people to visit Youtuber then older people. (Svenskarna & internet, 2016).

This study’s population is students that was enrolled at Luled University of Technology during
the spring of 2017. In total 5112 e-mails were sent and 334 students decided to participate which
means a response rate of 6.5% (334/5112). Of these 334 participants 230 completed the whole
survey (answered all questions). The number of student who answered the survey in a way that
was approved for this thesis consisted of 216 respondents, the 14 that was removed was due to
obvious answering patterns. In the study 124 (57.4%) males participated and 91 females
(42.1%) and 1 (0.5%) person who did not want to mention their gender, more results will be

presented in the next chapter.

When analyzing data in quantitative research examination of the data collected is involved, this
is to identify and confirm relationships. To be able to make sure that the data can be used in a
statically analysis the quantitative data must be edited, coded and sometimes transformed before
analyzing. There are two different approaches for quantitative data analysis and they are using
descriptive statistics or using statics tests. When using descriptive statics, it is to be able to
understand the data, statics test is on the other and to be able to test hypothesis. (Hair et al.,

2007)
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This thesis uses the program SPSS (version 23- windows platform) when performing all the
analyses, to test the formulated hypothesis as well as doing reliability test and inter item
correlations. In the upcoming paragraph the utilized method for the data-analysis will be

explained in more detail.

After all the data was gathered it needed to be prepared, this was done by removing all the
surveys that was not entirely completed or had unserious answers, to see more information on
how many attended and dropped out of the survey see section 3.5.1. After this was done the
next step was to put the data in SPSS. From the 230 responses that was completed were there
14 response that were removed from the sample due to obvious response patterns (example

answering 1 on all the questions)

An aspect that is important to take into consideration is that problems can occur when importing
data to statics program. There were some responses that was outside the measurement scales
on question 21 which the answer 7 on the differential semantic scale had become 82 instead.
This number was then manual changed to the correct number, this so the data could be analyzed
in a properly manner. Another thing with this survey was that there were no forced responses,
meaning that many surveys was not finished or some answers missing, this resulted that 104

respondents got removed.

When doing hypothesis testing there are different statistical techniques to choose from. (Hair
et al., 2007). The chosen techniques for this thesis are factor analysis, correlation, multiple

regression analysis and t-test.

Factor analysis are a statistical technique that is used for summarizing information by
combining variables. (Hair et al., 2007) This is used to validate the proposed construct, by
examining how well the different collected answers group together and then how much of the

collected data variance can be explained through the identified group. (Pallant, 2016)

Correlation is another analyzing technique that is used to examine the correlation between two
variables by describing the strength and direction of the linear relationship between two
variables. (Hair et al., 2007). By doing a bivariate correlation in SPSS the results about
correlation between variables was shown, when doing this the inter-correlation between the
identified constructs could be seen by looking at the multi-collinearity. The results of the

correlation analysis will give a value between -1 and 1, measuring the strength and direction of
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the correlation between the two different constructs and on what level this correlation is
significant. (Pallant, 2016) When determine the strength of the correlation there are three
different guidelines to look at, the first one is looking at the absolute value of » and categorize
the score from a large correlation (0.5 to 1.0), medium correlation (0.3-0.49) and a small
correlation (0.1-0.29). The higher the number, the higher the correlation (between 0-1). The
value can also be positive or negative, if negative it implies that there is a negative correlation

relationship (example if A grows B decreases) and vice versa if there it is positive. (Pallant,
2016)

Multiple regression analysis is used to evaluate how much of the variance of the dependent
variable can be explained by the independent variables. This analysis will also provide an
indication of how big the relative contribution of each of the independent variables is. (Pallant,

2016) In this thesis multi regression analyses was used to test the proposed hypotheses.

T-test can be used to compare the means of two variables, this to be able to test the formulated

hypothesis. (Hair et al., 2007)

After getting the results from any concept (constructs) that are available for analysis it needs to
be measure to see if they are accurate and in a consistent manner. If it holds over a specific
standard it can be used for the analysis. Here is the consistency connected to the accuracy to

validity and the part of reliability. (Hair et al., 2007)

When conducting research it is important that the measurement that is included in the report
produces reliable findings, this could be connected to the consistency of the research findings.
To be able to reassure there is reliability there are there some guidelines that should be followed.
To ensure there is reliability in scale, the first and minimum number of items measuring a
particular concept should be at least three. Furthermore, the correlation between the items

included in the scale need to be positive (Hair et al., 2007).

This condition is satisfied with the constructs used for this research, measuring endorser’s
credibility and attitude towards the ad. All the different constructs that is included in this thesis
had been picked from existing studies and the only scale used in the questionnaire is a seven-
point semantic differential scale. This (seven-point semantic differential scale) has been used

in multiple occasions in similar studies.
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The tie strength scale in this thesis was original used by Frenzen & Davis (1990) who
investigated on four indicators that then summed to create a 25-point, composite tie strength
measure, these was intimacy, support, assistance and association. This model was then adapted

by Wen, Tan & Chang (2009) which has been used for this thesis.

The endorser expertise, attractiveness and trustworthiness scale by Ohanian (1990) that is used
in this thesis was originally similar to this thesis. Ohanian wanted to investigate factors affected
endorsers credibility and examined on attractiveness, trustworthiness and expertise for what he
later called as source-credibility scale. This was 15 items (5 on each factor) and looked on three

scales, Likert, staple and semantic differential scale.

The attitude homophily scale was original developed by McCroskey et al. (1975). This study
examined opinion leaders, if they are perceived as more homophily than non-opinion leaders
on the dimensions of attitude, morality and background. The 7-semantic differential scale was

used to measure these dimensions and combined it was the perceived homophily.

Attitude towards the ad was original used by Holbrook & Batra (1987) there a separate group
of 12 judges rated 72 commercials on the following four-item index of attitude towards the ad.

Also here was a 7-differential semantic scale used.

Validity is in what degree a construct actually measure what it is supposed to measure. To be
able to measure ensure that the report is constructed in the way it assess measurement validity,
are there three parts of validity that must be considered. These are content validity, construct

validity, and criterion validity. (Hair et al., 2007)

As can be heard in the name content validity concerns that the scale measures the thing it is
supposed to measure (the correct content). For this thesis, the content validity is concerned with
if the questions in the survey (questionnaire) will provide acceptable cover to be able to answer
the proposed hypothesis (Saunder et al., 2009). However, this validation is not enough to
indicate in fact if a scale is measuring the thing it is supposed to measure. There are there two
additional validity’s that will be examined at to increase validity which are construct and

criterion validation. (Hair et al., 2007)

Construct validity refers to scale or construct is actually measuring the intended idea. To be
able to make sure of this criterion the theory behind a construct is of relevance, this is due to
that it explains why the scale works and how the results from the application could be
interpreted. There are two different ways to ensure that the scale is matter of fact of construct

22



validity. First one is discriminant validity and second are convergent validity. Discriminant
validity is to what extent the construct does not correlates with other measure that are different
from it. Convergent validity on the other hand explains to which extent there is a positive

correlation with other measures of the same construct (Hair et al., 2007).

The third and last are criterion validity, this measure how well a construct acts as it could be
expected in relation to other variables. Criterion-related validity is obtained though different
statically analyses such as correlation and requirement is that the obtained data can checked

through statistical analyses (Saunders et al., 2009)

All the constructs that is begin used in this research has been borrowed from previous research,

there they have been tested and used. Because of this it will increase their validity.
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This chapter presented the results of the survey. The data had been collected through an online survey, which were sent out
via emails to program student who attended to Luled University of Technology. The output of the survey was also described

and analyzed in this chapter.

Before a final analysis of the gathered data will be done some assumptions were made. The
reason for doing this was to be able to provide more reliable results. These assumptions played

an important role for the application of factor analyses and multiple regression techniques.

The first assumptions that need to be made is to be able to get a significant sample size. If the
sample size was to small there would be a risk that the analytic results would not be repeatable
in other surveys and therefor lose scientific value, as it lowers the validity of the research
(Pallant, 2016) For a factor analysis to be successful there are requirements of a sample size of
more than 150 respondents. (Pallant 2016). To be able to do a multi regression study the sample
size should be over 98. (Pallant, 2016). This study has 216 respondents which means that it

surpasses the minimum requirements for doing factor analyses and a multi regression study.

The second assumption is about multi-collinearity and singularity, these are the relationship
among the different independent variables. Multi-collinearity is the stage in which the
independent are correlating highly if having a R 0.9 and above. Singularity is on the other hand
when there is a perfect correlation between the independent variables. Both multi-collinearity
and singularity affects the quality of a regression model, therefor is it a suggestion for researcher
to check these potential problems before conducting an analysis. (Pallant, 2016) This research

was the independent variables present values of R < 0,612.

Normality linearity, homoscedastic and independence of residuals are all different aspects
within the distribution of item-scores and essence of the elemental relationship between the
variables These are required to be fulfilled to get an accurate output of a multiple regression.
These will be verified through the residuals which are generated when doing a regression
analysis. When doing a factor analysis technique linearity will be assumed, this means that the

relationship between two variables are assumed to be linear. (Pallant, 2016)

Outliers are when respondents’ answers are either very high or very low in relation to other
people scores. Both the factor and multiple regression which are used in this research are
sensitive to outliers and outliers should be considered during the initial data screening process.

Generally, it is common to find several outlying results when having large samples, however if
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they are so few that it is less then 1 % o the sample is it most likely to have a substantial impact

on the result of the regression. (Pallant, 2016)

For the sample to be accepted for a factor analysis there are two key numerical indicators what
are recommended to surpass. The first indicator that should be check is the Bartlett’s test of
sphercity which should be statically significant at P < 0.005. The second indicator is the KMO
which is recommendation to be 0.6 or above. In this research, the KMO was measured to be

8,66 and the Bartlett’s test was 0,000.

The number of respondents that was used for data analysis for this research was 216. The
answers that was collected was on the chosen constructs, were some demographic data. This
was on age, gender, occupation, education level. Table 5 presents the gender distribution on the
respondents and as well the respondents who did not want to say their gender. The results were
124 (57.4%) males, 91 females (42.1%) and one respondent (0.5%) who did not want to state

their gender.

Table 3:Gender distribution of respondents.

Gender N Percent
Male 124 57,4
Female 91 42.1
Do not want to answer 1 0.5
Total 216 100

Table 6 does present the age distribution of the respondents on the survey, which shows the
majority was aged 22-25 years (51.9) and 16-35 (92.2%) which shows that the population are
relativity young, there are only 17 people (7.8%) who were over 36 years old. The reason for

this is the population that is only students and it is more common to study when you are younger.

Table 4: Age distribution of respondents

Age N Percent
16-21 35 16.2
22-25 112 51.9
26-35 52 24.1
36-45 13 6.0
46-55 4 1.9
56-65 0 0.0
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65+ 0 0.0
Total 216 100

The occupation level and respondents’ level are also showing high results on studying and that
people have an education after high school (gymnasium). 208 (96.3%) of 216 is studying. This
is also due to the population being LUT students.

Table 5: Occupation levels of respondents

N Percent
Studying 208 96.3
Employed (working) 7 3.2
Other 1 0.5
Total 216 100

Also 204 of 216 have started on university/college out of the 216 respondents. There were more
respondents that had studied more than 3 years (58.8%) that then people that studied less than
3 years (35.6%). This high education level is as well due to the population being LUT students.

Table 6: Current education

N Percent
Gymnasium 12 5.6
University/college (0-3 years) 77 35.6
University/college (3+ years) 127 58.8
PhD or higher 0 0.0
Total 216 100

Out of the 216 respondents only 15 (6.8%) respondents watched the YouTuber before. This
meaning that for the majority of the respondents these was the first interaction with the

Youtuber and they built their opinion solely on the video watched in the beginning of the survey.

Table 7:People watched the YouTuber before.

N Percent
Yes 15 6.8
No 194 90
Do not know 7 3.2
Total 216 100
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This survey consisted of 29 independent items weighted between agreeing or disagreeing on a
seven-point scale. In Table 9 the summated scale presents descriptive statistics of each
identified construct including mean value, standard deviation, skewness and kurtosis. As seen
in the Table 9 the attractive factor presents the highest mean value (4,7928) then trustworthiness
(3,9796) and endorser expertise (3,8324). The lowest means are measured was tie strength
(2,2213) and attitude homophily (2,7907). The mean standard deviation with the factors is
between 1,33 with tie strength and 1,05 attitude homophily.

The mean values for the items ranges between highest 5,09 (PN13) with lowest 2,02 (PN2).

Overall, the mean of factors mirrors the results from the summarized factor means.

When looking on the skewness within the endorser credibility constructs (tie strength, expertise,
trustworthiness, attractiveness, homophility). Because the analytic tool does not take the limits
of the scale into any consideration the skewness is expected for items with high or low mean
values (Pallant, 2016). When having low means values on the endorser credibility construct the
normal probability cure tail is longer on the positive side of the graph and vice versa when high

means.

Positive skewness values suggest that the scores are clustered to the left at the lower values and
negative is that that the clustering on the higher side (Pallant, 2016) The highest skewness
(1,022) is tie strength that had a low mean on 2,22. The other variables skewness are close to

zero, which means that these variables are close to the center.

As seen it the figure below the respondents perceived the tie strength (2,22), homophility (2,79)
for the endorser to be low. On the other hand, the respondents thought the endorser seemed like

having high expertise (3.83), seem trustworthy (3.98) and most of all attractive (4,79).

*See appendix 2 to see a complete list of items descriptive statistics — Descriptive statistics of

scale items
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Table 8:Summated scale-items descriptive statistics

ITEM ID N MINIMUM ~ MAXIMUM  MEAN MEAN STD. SKEWNESS  KURTOSIS

VALUE STD. DEVIATION

ERROR

Tie strength 216  1.00 7,00 2,2213 0,09 1,33678 1,022 0.526
Endorser 216 1.00 6.8 3,8324 0,09 1,28050 -0.225 -0.366
expertise
Trustworthiness 216 1.00 6.4 3,9796 0,08 1,17222 -0.235 -0.009
Attractiveness 216  1.00 7.0 4,7928 0,08 1,11656 -0.661 1.407
Attitude 216  1.00 6.0 2,7907  0.07 1,05914 0.264 -0.352
homophily
Attitude towards 216 1.00 7.0 3,3796  0.08 1,20686 -0.183 -0.052
ad

Reliability of scales is used to see how questions or items in a scale relate to each other. A
common way to see reliability of scales is look at the Cronbach alpha coefficient. (Pallant,
2016). Because the Cronbach alpha values for this are high and all off them above the minimum
recommendation (higher than 0.7) (Hair et al., 2007) no further internal consistency analyses
have been conducted. The alpha values were recorded with SPPS and was the in range 0.714
(tie strength) to 0.903 (expertise). For trustworthiness, the reliability of scale was 0.773,
attractiveness scored 0.782 and lastly homogeneous had a Cronbach alpha score of 0.768. This
means that all the items (questions) are continued being used in this study and because they do
not relate to each other. All of the items has been adapted by previous studies and this is a key
to the successful Cronbach alpha scores. Now when the decision has been made to keep all of

the items are the next step to make an factor analysis.

In this research, a factor analysis was used with the aim to investigate the data explore wheatear
the constructs could be reduced or summarized (Pallant, 2016) Factor analyze works in the way
that it investigates the data and looks for groups of items which is based on their inter-
correlation and the information is used to evaluate the scales. (Pallant, 2016) The results from
the factor analyze have been used to refine the scales. In this section the results of the factor
analysis for endorsers credibility scale will be presented. The assumptions stated in section 4.1
were considered prior to the factor analysis. There are different recommendations for sample
size in factor analysis, some researchers advocate a sample size of ten respondents per item

while others state five is enough (Pallant, 2016) For this research 216 respondents and 29 items
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which averages 7.45 respondents per item which lies above the suggested minimum sample size
(5). For this research, a principal competent analysis (PCA) has been conducted, which resulted
in not removing any items from the source credibility scale. The results of the Kaiser-Meyer-
Olkin (KMO) measure indicates that the data is suitable for factor analysis as the measured
KMO is 0.866 which is over the minimum criterion of 0.6 (Pallant 2016) Bartlett’s Test of
Sphercity (BTS) can be considered significant as the measured p-value was below the criterion

of 0.05. If only looking on these two tests the factor analysis is applicable.

If the extract of factor analysis was based on eigenvalue greater than one there would been six

components, however the extraction was made with 5 factors as a fixed number.

Table 9:Total variance explained endorser credibility
Initial Eigenvalues Rotation Sums of
Extraction sums of Squared Loadings Squared Loadings’
Component Total % of Cumulative Total % of Cumulative Total
variance % variance %

1 7,249 34,519 34,519 7,249 34,519 34,519 5,313
2 2,321 11,055 45,574 2,231 11,055 45,574 3,470
3 1,882 8,961 54,536 1,882 8,961 54,536 2,875
4 1,353 6,445 60,980 1,353 6,445 60,980 5,170
5 1,076 5,125 66,106 1,076 5,125 66,106 1,606
6 1,024 4,877 70,983 - - - -
7 0.961 4,575 75,558 - - - -

Extraction Method: Principal Component analysis.

a, When components are correlated sums of squared loadings cannot be added to obtain a total variance.

A summary of the total variance explained were extracted from a PCA and displayed in Table
10 (See Appendix 3 — Total Variance Explained) Following the implication by Pallant (2016)
all components with eigenvalues of 1.0 or above are retained in for further analysis (later forced
it to five items). As Table 10 displays, the retained 66,106%. In other words can 34.519 % of
the variance be explained by component one which is trustworthiness, the biggest part of
endorser credibility can be explained by trustworthiness. 45.574 % the variance can be
explained by component one and two which is trustworthiness and attractiveness etc. See
appendix to see which all the different components are. It can also be seen in in the roated

pattern matrix.
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To investigate further how many factors that needed to explain the variance can be explained
with a Scree test. The scree plot is displayed in figure 4 from the source credibility scale
showing the factorized components with eigenvalues. The visualize each of the eigenvalues
plotted against their respective components. The way a scree plot work is that it can be used as
a facilitator to find a point of which the curve changes direction. The recommendation is to
keep all factors above the “breaking point” as these contribute most to the variance of the data
set. For the scree plot, most the variance is explained by the first component. This is followed
by a declination depending on how many components are identified, the first five components
do all have eigenvalues greater than one and are therefore retained. When looking in Figure 4
there is a clear breaking point after 5 components but however there is 6 components with over

one in eigenvalue.

Figure 4: Scree plot from the endorser credibility-factor analysis showing the factorized components with eigenvalues

Scree Plot
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Component Number

The third way of determining the number of factors is to retain a parallel analysis, where you
compare information from “total variance explained” table with a program called Monte Carlo
PCA for Parallel Analysis. If the actual eigenvalue is greater than the criterion value from
parallel analysis the factor will remain. As seen in Table 11 all the five components had higher
actual eigenvalue than criterion value from the parallel analysis which means that the

components can remain (to this analysis)
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Table 10: Parallel Analysis

Component number Actual eigenvalue Criterion value from Decision

parallel analysis

1 7,249 1,1935 Accept
2 2,321 1,0823 Accept
3 1,882 0,9994 Accept
4 1,353 0,9136 Accept
5 1,076 0,8113 Accept

Based on these different tests all five components are still retained with together represents
66.106% of the variance. Now the rotated pattern matrix was used to interpret the data (Pallant,
2016). For this analysis, the rotational method is oblique (correlated) rotation using the Direct
Oblimin option with SPSS, this because it provides possibility to display correlated factors and

minimize the need for assumptions. (Pallant, 2016)

An initial factor analysis, containing all 21 items qualified for the constructs, as their factor
loading towards any of the five dimensions was over 0.4. The resulting rotated pattern matrix
with all 21 items can be viewed in Table 12. The table presents the rotated factor loadings from
the endorser credibility scale-item factor analysis, the summated mean values from the
respondents, the standards deviation of their responses and the, internal consistency variable,

Cronbach alpha for each construct. The KMO value was 0.866, Barlett’s test significant 0.000.

Table 11: Rotated pattern matrix including summated mean, standard deviation and Cronbach alpha

Factors Indicators Factor loading
Tie strength PN1 “How likely would you be to spend some free time socializing with 0.537 (4)
the product endorser?”
M: 2,2213 PN2 “How close are you to the product endorser.” 0.669 (4)
SD: 1,33678
a: 0,714
Expertise PN3 “Not an expert (1) / An expert (7)” 0.732 (4)
PN4 “Unknowledgeable (1) / Knowledgeable (7)” 0.756 (4)
M: 3,8324 PNS5 Inexperienced (1) / Experienced (7) 0.801 (4)
SD: 1,28050 PNG6 Incompetent (1) /Competent (7) 0.693 (4)
a: 0,903 PN7 Unqualified (1) /Qualified (7) 0.522 (4)
Trustworthiness PN8 Undependable (1) /Dependable (7) -0.599 ()
PN9 Dishonest (1) /Honest (7) 0.872 (1)
M: 3,9796 PN10 Unreliable (1) /Reliable (7) 0.864 (1)
SD: 1,17222 PN11 Insincere (1) / Sincere 0.812 (1)
a: 0,773 PN12 Untrustworthy (1) /Trustworthy (7) 0.736 (1)
Attractiveness PN13 Unattractive (1) /Attractive (7) -0.768 (2)
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M: 4,7928 PN14 Not classy (1) / Classy (7) -0.926 (2)
SD: 1,11656 PN15 Ugly (1) /Beautiful -0.823 (2)
a: 0,782 PN16 Plain (1) / Elegant (7) -0.491 (2)
Homophility PN17 Is unlike me (1) / is like me (7) 0.808 (3)
PN18 Is different from me (1) / is similar to me (7) 0.840 (3)
M: 2,7907 PN19 Does not think like me (1) / thinks like me (7) 0.568 (3)
SD: 1,05914 PN20 Is from a different social class (1) / Is from the same social class (7) 0.638 (5)
a: 0,768 PN21 Does not have an economic situation like mine (1) /Has an economic 0.560 (5)
situation like mine (7)

21 different items from a 7-point Likert scale were subjected to principal components analysis (PCA)
using SPSS version 21. Before performing a PCA was the suitability of data for factor analysis assessed.
First an inspection of the correlation matrix showed that there existed many coefficients of 0.3 and
above. The KMO (Kaiser Meyer-Olko) was 0866 which is good, it is recommended to be over 0.6. Also
the Bartlett’s Test of Sphericity (Barlett 1954) showed statistical significance, supporting the
factorability of the correlation matrix. The principal components analysis showed the presence of five
components with eigenvalues over 1, explaining 34.5%, 11%, 9%, 6.4% and 5.1% of the variance
respectively. The scree plot was inspected and show an inclination breakpoint after the fifth component.
Using Catell’s (1966) scree test, a decision was made to retain all five components for further
investigations. The decision to retain all components was supported further by the results of the parallel
analysis, this showed that all five components with eigenvalues exceeding the corresponding criterion
values from a randomly generated data matrix of the same size (21 variables x 216). The five-component
solution explained a total of 66.1% of the variance, with component 1 contributing 34.5% of the
variance, component 2 contributing to 11% of the variance, component 3 contributing to 9% of the
variance, component 4 contributing to 6.4% of the variance and component 5 contributing to 5.1% of
the variance. To aid the interpretation of these five components, oblimin rotation was performed with
satisfied results, all components showed strong loadings and almost all components (18 of 21) loaded

on Ol’lly one component.

Correlations is used to describe the linear relationship between two different variables and the
output gives both the strength and direction. This study follows the procedure correlation
coefficient ®, this is because it met my variables nature of being continuous intervals. The
Pearson R values is in the interval -1 to +1 and the sign before indicates if the correlation is

negative or positive. If the correlation is negative does this mean that if one variable increase
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then the other one decrease. When it is positive does it mean that if one variable increase will

the other one do it as well. (Pallant, 2016)

When close to 1 in absolute number it shows a stronger relation, meaning if something has 1 in
correlation will this result in that one variable can be determine exactly by knowing the value
of the other variable. If there is a perfect correlation (1) the scatter plot would be a straight line.
On the other hand, if the correlation is 0 are there no relation in any way between these two
variables. Before doing a correlation, the assumptions that was mention in section 4.1 will be
considered (Pallant, 2016). There are three different guidelines when assessing the strength
between two different variables, if the r = 0.1 to 0.29 does it mean that there is a small

correlation, medium in the range r = 0.3 to 0.49 and large correlation between r = 0.5 to 1.0.

A calculation was performed in SPSS to find the correlation between endorser credibility and
attitude towards the advertisement. See appendix for complete tables of the correlations.
According to Pallant (2016) guidelines there are a large correlation between endorser credibility

and attitude towards the advertisement.
Table 12:Correlation between endorser credibility and attitude towards advertisement

Tie strength R =0,708** N =216 P =0.00
**_Correlation is significant at the 0.01 level (2-tailed).
There was also an examination of relation directly from the five factors to attitude towards the
advertisements, the results can be seen in table 14. See appendix for complete tables of the
correlations. According to Pallant (2016) guidelines there is a small correlation between
attractiveness and attitude towards the advertisement. A medium correlation between tie
strength and attitude towards the advertisement. A large correlation between the factors

Expertise, trustworthiness and homogeneous with attitude towards the advertisement.

Table 13: Correlation between endorser credibility and attitude towards advertisement

Tie strength R =0,429%* N=216 P=0.00
Expertise R =0,576** N=216 P=0.00
Trustworthiness R =0,621** N=216 P=0.00
Attractiveness R =0,267** N=216 P=0.00
Homogeneous R =0,532%* N=216 P=0.00

**_Correlation is significant at the 0.01 level (2-tailed).

33



To explore the relationship between the five dimensions of endorser credibility and attitude
towards advertisement a multiple regression is conducted. The results from the analysis is
displayed in Table 15, where the R2 value explains the overall relationship between the
dependent variable (attitude towards advertisement) and the independent variables consisting
of the five dimensions of endorser credibility. The F value shows the distance from the null
hypothesis and the p value explain the significance of the result. The result show that the model
is significant (p<0.01) and differs from the null hypothesis. In other words, there is a
relationship is found between the dependent and independent variables. The R2 value explains
that 52.9% of the adjusted variance in attitude towards the ad can be explained through the five

dimensions of endorser credibility.
Table 14:Results of linear regression analysis, total variance explained and ANOVA results

R2 F P
ATTITUDE TOWARD THE AD 0,529 49,273 0,00

Table 16 shows the individual components contribution to the dependent variable. The table
display the five dimensions of endorser credibility and their relative contribution towards
explaining attitude toward advertisement. STD B explain each dimensions unique contribution
to the model. The t-value show the difference from the null hypothesis, which is explained by
dividing each coeffiecient with their respective standard error. The p-value show at what level
each dimension is significant. The column called “supported” will show if the hypothesis is
significantly supported or not (Y/N), which is based on the explaining variance of Std B and

the level of significance explained by the p-value.

Table 15: Hypotheses with results from the linear regression analysis. Values include individual variance explanation,

Relationship From = To Std B T P Supported
He6.1 Tie strength — Attitude towards advertisement 0,073 1,351 0,178 N
H6.2 Expertise > attitude towards advertisement 0,256 4,101 0,000 Y
H6.3 Trustworthiness = Attitude towards advertisement 0,304 4,732 0,000 Y
H6.4 Attractiveness = Attitude towards advertisement 0,028 0,544 0,587 N
H6.5 Homogeneous 2> Attitude towards advertisement 0,304 5,782 0,000 Y

Collinearity statistics: No value had a tolerance below 0.1 or a VIF that surpassed 10.

The relationship analyzed through the regression analysis is concluded through hypothesis

testing, the table above show each contributing factor towards the total attitude towards
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advertisement. Three out five dimensions are supported through the regression, where
expertise, trustworthiness and homogeneous was found to be significant in contributing to the
explaining variance of the constructed model. Tie strength and attractiveness is not supported
by the model, displaying a low explaining variance of 0.073 and 0.028 respectively. With p-

values > 0.13 indicating their insignificance in contributing to explaining the relationship.
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This chapter the conclusions for the research will be presented and the formulated research will be answered, to
Sfulfil the purpose this study which. The chapter will also include implications and recommendations for the theory,

practitioners and further research as well with the identified limitations for this research

The respondents were asked to rate on a 7-point Likert scale how they experienced an endorser’s
credibility, by ranking how important each of the 21 items were. After gathering this data, a
factor analysis was made to see if whether the constructs should be reduced or summarized.
This resulted in a successful factor analysis in the way that no factors needed to be combined

or removed. The five different factors consisted 2-5 items on each factor.

The original endorser credibility scale was developed by Ohanian (1990) where the three factors
was expertise, trustworthiness and attractiveness, with 5 items on expertise and 4 on
trustworthiness, and 5 on attractiveness. The results from the PCA (see pattern matrix in
appendix) on the original factors was loadings in the range 3-7, with trustworthiness (7) and
attractiveness (4). The two added factors to the source credibility model was tie strength and
homogeneous, which had four loadings on each of these two factors. If looking more
specifically on the items on each factor the two items on tie strength was about the relationship
to the endorser (how close the consumer felt to the endorser). The five items on homogeneous
was about similarities between the endorser and consumer. The items about expertise,
trustworthiness and attractiveness was more about how the viewer felt (feelings about the

endorser) when watching the endorser.

Interesting finding were that the lowest means in was tie strength with 2,2213. Brown &
Reingen (1987) explained that strong tie endorser had a higher credibility than weak tie
endorser. There were only 15 respondents that watched the endorser before and this may be the
reason that the score was low on tie strength. To clarify there was a weak tie between the
endorser and the consumer due to no previous familiarity. When comparing to people who knew
the endorser before taking the survey it showed that the average tie strength was higher if they
had watched the YouTuber before! Another interesting finding were that Homogeneous had
the second lowest score, the reason for this is mainly speculations. Questions was asked about
similarities and it may just be that the respondents were different from the endorser, for example
the endorser promotes a watch for 95-135 dollars. Question 27 (PN21) had the lowest mean of

all the homogeneous questions which was about if the respondent had an economic situation
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like the endorser. When the respondents are students as in this case students on LUT, they
probably aren't in a financial position to purchase a 95-135 dollar clock. This can be one of the

reason homogeneous scored the second lowest.
Based on the findings of this study, in the context of this research and its limitations;

e [ conclude that all the factors that been looked at can be kept for further analysis, this
due to that successful factor analysis
e Further, I conclude that the two-added factors to the original source credibility model

was the ones with lowest mean value scores.

The findings of this study suggest there is a positive relation between endorser credibility and
attitude toward advertising. The analysis provide a significant variance explanation of 52.9
percent (0.529) which can be seen in table 17. To simplify it means that almost fifty three
percent of an individual’s attitude towards advertising can be explained by the endorser
credibility. This means that endorser’s credibility in some extent is influencing attitude toward

advertising.

A regression analysis exposed the correlations between endorser’s credibility and attitude
toward the ad. Out of the five different factors of endorser credibility there was only three that
was significant in explaining the relationship with attitude toward the ad. These was expertise,
trustworthiness and homogeneous. The result indicate that expertise explained 25.6 percent of
the variance, trustworthiness 30.4 percent of the variance and homogeneous 30.4 percent of the
variance. All of items connected to these three factors are worded in a positive way which
means that a positive value implies a positive relation. This means that the respondent that score
high in these three factors (example expertise is 25.6% more likely to have an attitude toward

the brand) are more likely to have a direct and positive attitude toward the brand.

Several hypotheses testing was made which resulted that expertise, trustworthiness and
homogeneous all had a relationship with endorser credibility. This means that if the consumers
had high perceived expertise, trustworthiness or homogeneous this would lead to a direct and
positive attitude towards the brand. In words for this study it would mean that people that
thought the endorser for example looked good (high attractiveness) are more likely to have a

positive and direct relation with attitude toward the ad.
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The two factors that cannot explain a positive and direct under 5 significance is tie strength and
attractiveness. If we start with attractiveness was P = 0,587. This means that attractiveness could
be explained with 2.8 percent of the variance (0.028) with a probability of 41.3 percent. This is
shows that there is so low chance for attractiveness to have a relationship with positive attitude
towards the advertisement. Tie strength had a bit better values P = 0,178, it meant that it could
be explained with 7.3 (0.073) percent of the variance with a probability of 82.2 percent. As
previous studies mentioned (Atkin & Block 1983; Craig & McCann 1978; Fishbein & Ajzen
1975; Goldberg & Hartwick 1990; Mitchell & Olson 1981;) that endorser credibility leads to
consumer reacting positive to ads and that it has a direct relationship with attitude towards

advertising does this thesis results in some way contribute to this.
Based on the findings of this study and its limitations:

e This study suggests that the factors trustworthiness, homogeneous and expertise of
endorser credibility all have a direct and positive relation with attitude towards the

advertisement.

The way this thesis contribute to theory is by its results from adding two new components to
the source credibility model and then test it in a new context. The source credibility model has
been used previously in many studies. There the results has been that endorser credibility
consists of attractiveness, trustworthiness and expertise. (Ohanian 1990, Ohanian 1991) Studies
before has discussed that tie strength and homogeneous is part of endorser credibility, but this
study in unique because it looks on these both new components at the same time. Because this
is unique is also the next step when looking on these factors of credibility if they have a direct
and positive relation with attitude towards the advertisement. Interesting and worth mentioning
here is that the new added components homogeneous had a direct and positive relationship with

attitude towards the advertisement.

The findings out of this study provided information on what endorser should focus on to be able
to increase their credibility. The way this study can contribute in a way is by locating the factors

of endorser credibility that the YouTuber (endorser) can focus on to build higher credibility.

As this study also indicate a direct and positive relation of some of the factors of endorser

credibility and attitude towards the advertisement this study also gives companies information
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on what attributes (factors) in an endorser they should look at when picking a celebrity endorser

for their advertisement.

As the questions were translated from English to Swedish there are chance question could have
misinterpreted. Because the questionnaire was distributed and answered online there will be an
uncertain to tell whether the respondents which was targeted was the same one as the one that

answered.

Having a self-administrated questionnaire was time-consuming, this is because of the slow
response rate and the long time it took to gather all data which restricted the data analysis. This
limitation led to that some parts in further research could otherwise been done in this thesis

(example the part about attitude towards brand and purchase intention.)

The survey gathered a large amount of data that still have not been processed. The data gathered
about attitude about the brand and purchase intention can be used (read more on 2.8 attitude
section). It was collected with the intention of measuring the relationship between attitude
toward advertisement and attitude toward the brand, and to see if there was a significant and
positive relationship between attitude toward the brand and purchase intention. Because this
data is collected from program students who was enrolled at LTU it can be interesting to
compare and do a similar study with a bigger generalized population. Then do testing of the

proposed relationship between these two different populations.

Because of the formulation and questions asked in the survey there are possibilities in the future
to conduct studies about comparing attitude towards sponsored brand to attitude towards
endorsed brand, comparing purchase intention for endorsed brand to purchase intention for

sponsored brand.

Another further research idea is to do a similar study with similar population and the same kind
of method, the only thing that gets changed in the YouTube clip is to change from a man to a
woman, to see if gender has an effect. This is interesting to see if the results would be similar
as to Debevec & Keran (1984), which found that attractive female model generated more

enhanced attitudes than attractive male model.
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Appendixes

Appendix 1 — Descriptive statistics of scale items

PN

PN1
PN2
PN3
PN4
PN5
PN6
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PN12
PN13
PN14
PN15
PN16
PN17
PN18
PN19
PN20
PN21
Valid n
(listwise)

216
216
216
216
216
216
216
216
216
216
216
216
216
216
216
216
216
216
216
216
216

N

Statistic

Range

Statistic

(== S-S - - - - N N - M- - N - - e - - N - S - - - Y

Minimum

Statistic

Maximum

Statistic

I e L L L R e N N e N e L N L N N N |

Sum

Statistic

520
436
693
816
906
884
840
984
833
803
821
857
1099
1092
1043
907
545
551
613
783
522

Statistic

Mean

Statistic

2,41 ,110
2,02 ,096
3,21 ,104
3,78 ,106
4,19 ,105
4,09 ,101
3,89 ,097
4,56 124
3,86 ,106
3,72 ,101
3.8 ,104
3,97 114
5,09 ,107
5,06 ,084
4,83 ,103
4,20 ,096
2,52 ,100
2,55 ,102
2,84 ,095
3,63 ,107
2,42 096

Std.

Deviation

Statistic

1,614
1411
1,521
1,551
1,543
1,491
1,433
1,824
1,559
1,491
1,535
1,669
1,572
1,238
1,514
1,395
1,463
1,493
1,400
1,574
1415

Variance

Statistic

2,605
1,990
2,315
2,406
2,381
2,224
2,053
3,327
2,430
2222
2,356
2,785
2,471
1,532
2,291
1,946
2,139
2,230
1,960
2477
2,002

Skewness

Statistic

Kurtosis

Statistic

068
851

-.900
-829
-448
- 447
273
-862
-453
-298
-445
-656
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Component 1= Trustworthiness items
Component 2 = Attractiveness items
Component 3 = Homogeneous items
Component 4 = Tie strength / expertise items
Component 5 = Homogeneous items

Components

1 2 3 4 5

PNO9 (v3) 872

PN10 (v3) 864

PNI1 (v3) 812

PN 12 (v3) 736

PN14 (v4) -,926

PNI15 (v4) -823

PN13(v4) -768

PNI16 (v4) -491 -429
PNI8 (v5) 840

PN17 (v5) 808

PNI19 (v5) 568

PN5 (v2) ,801

PN4 (v2) 756

PN3 (v2) 732

PN6 (v2) ,693

PN2 (v1) ,669

PNI (v1) 321 537

PN7 (v2) 312 ,522

PN20 (v5) ,638
PN21(v5) ,560
PN8 (v3) -559

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 14 iterations.



Fix number five components

Component

o 0 SN N AW N

S S R N = I = T e N = T = T e
O O 0 N SN N AW N =D

Initial Eigenvalues

Total

7,249
2,321
1,882
1,353
1,076
1,024
961
743
642
,538
467
445
387
370
345
267
240
216
175
,166
133

% of Variance

34,519
11,055
8,961
6,445
5,125
4,877
4,575
3,540
3,055
2,561
2,222
2,117
1,841
1,761
1,645
1,270
1,141
1,031
,833

, 791
,035

Cumulative %

34,519
45,574
54,536
60,980
66,106
70,983
75,558
79,983
82,152
84,713
86,935
89,053
90,894
92,655
94,300
95,570
96,711
97,741
98,574
99,365
100,000

Extraction Sums of Squared Loadings

Total

7,249
2,231
1,882
1,353
1,076

% of Variance

34,519
11,055
8,961
6,445
5,125

Cumulative %

34,519
45,574
54,536
60,980
66,106

Rotation
sums of
Squared
loadings"

Total

5,313
3,470
2,875
5,170
1,606
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Appendix 4 — Regression analysis plots

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: ADTOT
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Appendix 5 — Correlations

Correlations

Spearman’s rho

ADTOT

TOTALCREDIBILITY

**_Correlation is significant at the 0.01 level (2-tailed).

Correlations
Spearman’s Tie strength
rho

Expertise

Trustworthiness

Attractiveness

Homogeneous

ADTOT

Correlation Coefficient
Sig. 2-tailed

N

Correlation Coefficient
Sig. (2-tailed)

N

Correlation Coefficient
Sig. (2-tailed)

N

Correlation Coefficient
Sig. (2-tailed)

N

Correlation Coefficient
Sig. (2-tailed)

N

Correlation Coefficient
Sig. (2-tailed)

N

ADTOT TOTALCREDIBILITY

Correlation Coefficient 1,000 ,708%*

Sig. 2-tailed ,000

N 216 216

Correlation Coefficient ,708%* 1,000

Sig. (2-tailed) ,000

N 216 216
Tie strength Expertise ~ Trustworthiness Attractiveness Homogeneous ADTOT
1,000 LA419%* ,376%* ,190%** ,346%* 429%*

,000 ,000 ,005* ,000 ,000

216 216 216 216 216 216
LA419%* 1,000 ,619%* ,280%* ,324%* ,576%*
,000 ,000 ,000 ,000 ,000
216 216 216 216 216 216
,376%* ,619%* 1,000 ,366%* ,378%* ,621%*
,000 ,000 ,000 ,000 ,000
216 216 216 216 216 216
,190%** ,280%* ,366%* 1,000 111 267**
,005 ,000 ,000 0 ,103 ,000
216 216 216 216 216 216
,346%* ,324%* ,378%* 11 1,000 ,542%%*
,000 ,000 ,000 ,103 ,000
216 216 216 216 216 216
,429%* ,576%* ,621%* 267** ,542%%* 1,000
0,000 ,000 ,000 ,000 ,000
216 216 216 216 216 216

**_Correlation is significant at the 0.01 level (2-tailed).
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Appendix 6 — Questionnaire (English)

LULEA
UNIVERSITY
OF TECHNOLOGY

English v

Please watch the entire video below:

LTU Survey - Endorsement

“Celebrity endorsement” is a form of advertising campaign or marketing strategy used by
brands or companies, which involves celebrities or a well-known person using their social
status or their fame to help promote a product or service. You may have heard a Youtuber
begin sponsored, which means that if they mention a product or brand in their videos will they
get things for free or get paid from that company, this is the same thing as celebrity
endorsement.
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LULEA

UNIVERSITY
OF TECHNOLOGY

Have you seen the entire video?
Yes

No
NO

Sex
Male
Female

Do not want to answer

Occupation
Studying
Employed (working)

Other

Current education

Gymnasium

(0-3 years)

University/college

University/college (3+ years)

PhD or higher

Have you watched a Youtuber endorsing a sponsored brand before?
Yes

No
NO

Have you watched a Youtuber endorsing their own brand before?
Yes

No
NO

<<

>> |
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OF T[:('HN\’)[(H‘-Y

English ¥

How likely is it that you want to spend some free time socializing with the product endorser (the
Youtuber)?

Extremely unlikely Extremely likely

How close are you to the product endorser

Not close at all L \ Extremely close
The endorser seem like:
Not an expert . An expert
The endorser seem like:
Unknowledgeable - Knowledgeable
The endorser seem like:
Inexpersinced ‘ ‘ Expernienced
The endorser seem like:
Incompetent . Competent

<< >> |
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LULEA

UNIVERSITY
OF TECHNOLOGY

The endorser seem like:

Ungualified Qualified
The endorser seem like:
Undependable . Dependable
The endorser seem like:

Honest
The endorser seem like:
Unrealiable Realiable
The endorser seem like:
Trustworthy
The endorser look:
Insincere Sincere
The endorser look:
Unattractive Atsactive

<< > |
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LULEA

UNIVERSITY
OF TECHNOLOGY

The endorser look:

The endorser look:

Not classy

The endorser look:

Plair

Similarities

The endorser is unlike me

Similarities

ent from me

e

Beautil

Classy

The endorser is like me

The endo

i similar to me

The endorser think like me

rom the same

<<

>>‘
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LULEA
UNIVERSITY
OF TECHNOLOGY

Similarities

The endorser does not have an eco
situation like mine situation like mine

How did you experience the advertisement about the sponsored brand?

I dislike the advertisement [ like the advertiscement

How did you experience the advertisement about youtubers own brand?

I dislike the advertisement I like the advertise

How did you experience the advertisement about the sponsored brand?

The advertisement is bad The advertisement is good

How did you experience the advertisement about youtubers own brand?

The advertisement is bad The advertisement is good

How did you experience the advertisement about the sponsored brand?

r

avourably to the

I react unfavourably to the advertisement it

react unfavourably to the advertiscement

English ¥

| << >>‘
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How did you experience the advertisement about the sponsored brand?
<<< << < I > >> >>>

I feel positive toward the

I feel negative toward the advertisement -
advertisement

How did you experience the advertisement about youtubers own brand?

<<< << < I > >> >>>

I feel positive toward the
advertisement

I feel negative toward the advertisement

LULEA
UNIVERSITY
OF TECHNOLOGY
English ¥
If you want to have a chance to win S00kr at O'Learys fill in your e-mail adress:
[ <] >
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Svenska v

Vanligen se hela videon nedanfor:

LTU Survey - Endorsement

“Celebrity endorsement” ar ren form av marknadsféringskampanj eller marknadsféringsstrategi
som anvands av varumarken eller féretag, som innebar att kandisar eller val-kanda person
anvander sig utav sin social status/berommelse for att framja en produkt eller tjanst. Du
kanske har hort en Youtuber blivit sponsrad, om dem namner ett varumarke eller produkt i sina
videos far dem saker eller pengar ifran det féretaget, detta 4r samma som sak "celebrity
endorsement”.

>>
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Har du tittat pa hela videon?
Ja

Nej

Kon
Mzan
Kvinna

Vill inte svara

56-65

66 och over

Utbildning

Studerande
Anstalld (jobbar)

Annat

Tillfallig utbildning
Gymnasium
Universitet/Haaskola (0-3 3r)
Universitet/Hogskola (3+ years)

Doktorand eller hogre

Har du ndgonsin tittat pa en Youtuber marknadsféra ett annat féretags varumarke?
Ja

Nej

Har du nagonsin titta pa en YouTuber marknadsféra sitt egna varumarke?
BE]

Neg

<< >>
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Hur sannolikt skulle det vara att du vill tillbringa ledig tid for att umgas med produkt

marknadsféraren (Youtubern)?

Extremt osannolikt

Kanner du dig nara till produktmarknadsforaren?

Inte alls nara

Marknadsforaren verkar:

Inte en expert

Marknadsféraren verkar:

Okunnig

Marknadsfararen verkar:
Oerfaren

Marknadsfararen verkar:
Inkompetent

Svenska ¥

Extremt sannolikt

Extremt nara

En expert

Kunnig

Erfaren

Kompetent

<< >>

58



LULEA
UNIVERSITY
TECHNOLOGY

Svenska ¥

Marknadsforaren verkar:

Okvalificerad Kvalificerad

Marknadsfararen verkar:
Cberoende .I Beroende

Marknadsforaren verkar:

Oarlig -l Arlig
Marknadsfararen verkar:
Opalitliga . Pilitliga

Marknadsforaren verkar:

Otrovardig .l . Trovardig

Marknadsféraren ser ut att vara:

Falsk Upprik‘cig

Marknadsféraren ser ut att vara:

Oattraktiv Attraktiv

<< >>
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Marknadsforaren ser ut att vara:

Ful

Marknadsforaren ser ut att vara:

Inte stilig

Marknadsforaren ser ut att vara:

Enkel

Likheter

Marknadsfararen skilier sig fr3n mig

Likheter

Marknadsforaren ar annorlunda an mig

Likheter

Marknadsfararen tanker inte som mig

Likheter

Marknadsforaren ar fran en annan
samhallsklass

=

Svenska ¥

Vacker

Stilig

Elegant

Marknadsforaren ar som mig

Markandsfararen ar lik mig

Marknadsfararen tanker som mig

Marknadsforaren ar frin samma
samhallsklass

<< >>
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Likheter

>>>

=
V

Marknadsforaren har inte en liknande Marknadsforaren har en ekonomisk
ekonomisk siutation som mig situation som mig

Hur upplevde du reklamen om det sponsrade varumarket?

Jag ogillar reklamen Jag gillar reklamen

Hur upplevde du reklamen om youtuberns egna varumarke?

Jag ogillar reklamen Jag gillar reklamen

Hur upplevde du reklamen om det sponsrade varumarket?

Reklamen 3r dilig Reklamen ar bra

Hur upplevde du reklamen om youtuberns egna varumarke?

Reklamen 3r dilig Reklamen ar bra

Hur upplevde du reklamen om det sponsrade varumarket?

I > >>

Jag reagerade fordelzktigt mot

Jag reagerade ofordelzktig mot reklamen reklamen

Hur upplevde du reklamen om youtuberns egna varumarke?

Jag reagerade fordelaktigt mot

Jag reagerade ofordelzktig mot reklamen reklamen
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Svenska ¥

Om du vill ha chans att vinna 500kr p& O'Learys fyll i din e-mail adress:

<< >

Svenska E
Hur upplevde du reklamen om det sponsrade varumarket?
<<< << < I > >> >>>
Jag kanner negativt mot reklamen Jag kénner positivt mot reklamen
Hur upplevde du reklamen om youtuberns egna varumarke?
<<< << < I > >> >>>
Jag kanner negativt mot reklamen Jag kénner positivt mot reklamen
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