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Abstract  

Background: Changing interests and expectations of societies have resulted in the development of new 

communication and business channels. The boom of social media, allowed for a rapid exchange of 

beliefs, opinions and ideas. The ways of advertising products have also been changed. Once beloved, 

both by companies and customers, celebrity endorsement is becoming less and less popular in favor of, 

commonly now used, peer-created reviews. Modern enterprises increasingly use an image of an 

‘ordinary’ person in their marketing strategies and the internet has seen a flourishing trend of peer-

created posts and reviews. The concept of trust has been known in the literature for ages, however with 

new times, new angles of perception of this phenomenon appear. There is still little to none research 

done in the area of trustworthiness towards peer-created content, and exploring this phenomenon is the 

purpose of this work.  

Purpose: The purpose of our work is in a way twofold. First, we aim to obtain more insights on how 

sponsored and non-sponsored peer-created content posted on Instagram can influence consumer’s 

knowledge of persuasion in advertising. Second, we examine if and how the source credibility and the 

trustworthiness of shared content can be affected by customers awareness of the persuasion intent of 

sponsored texts. 

Method: Web-based, self-completion surveys were disseminated amongst our friends and family in 

order to collect the data. The analysis was done through SPSS, using the correlation and multiple 

regression analysis calculations. Furthermore, to deeper understand the relationships between the 

variables and to find possible interaction effects between them, the moderator analysis was conducted.  

Conclusion: The sponsored peer-created content of the post is widely recognized as a deliberate 

marketing activity of a company. What is more, the non-sponsored content is also being perceived as a 

product advertisement, however, with less conviction that in the case of the sponsored posts. A positive 

relationship between lack of recognition of non-sponsored posts as the product advertisements and the 

trustworthiness towards the content has been found, meaning that the less the content of the post is 

perceived as a deliberate marketing activity of a company, the more trustworthy it is to the respondent. 

Consequently, the more people perceive a specific post as an advertisement commissioned by the 

company, the less trustworthy they feel towards its content.  
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1. Introduction 

___________________________________________________________________________ 

This chapter introduces the reader to the progressing digitization, with the focus on Social 

Media networks and their role in digital advertising. What is more, it touches upon the issues 

described in more detail in further parts of the work. It also states the research problem and 

states the purpose of this Master’s thesis.  

___________________________________________________________________________ 

1.1 Background 

New times along with rapid development of machines and technologies, caused changes in 

various areas of human life. Progressing digitization lead to the expansion of existing 

communication channels, somehow moving major parts of our everyday lives to the network. 

The world could now see a great switch, from analog markets and businesses, to the digitized 

and technology advanced societies.  

The change affected almost every sector of humans every-day reality, altering our perceptions 

and attitudes towards science, art, governments, mass communications and many more. And it 

is precisely that significant transition in interpersonal communication, especially between the 

businesses and their clients, that caught the attention of the researchers and have become the 

subject of many studies. Changing interests and expectations of societies have resulted in the 

development of new communication and business channels. The boom of social media, defined 

as a group of internet-based applications build on the foundations of Web 2.0, allowed a rapid 

exchange of believes, opinions and ideas (Kwahk & Kim, 2016). Consequently, the primary 

need of a society, the need to interact with each other on a daily basis, has been moved to the 

web. Social networking sites and their increasing popularity has led to the emergence of the 

new e-commerce paradigm. The so called, social commerce refers to exploiting the power of 

social media and Web 2.0 technologies in order to build stronger relationships with customers 

and open up new ways of getting feedback on their products and services. Social commerce 

has emerged as a result of digitizing e-commerce and sets new rules and frameworks for doing 

businesses on modern markets (Busalim & Hussin, 2016).  

Social commerce, consisting of recommendations and referrals, forums and communities and 

ratings and reviews, supports marketing activities of a product coming more from the 

consumers side than the business itself. This so called, peer generated content, with the ratings 

and reviews posted frequently amongst the web, is what has commonly been assumed to be 

affecting the decisiveness of modern consumer. The, widely discussed, phenomenon of the 

electronic Word-of-Mouth is believed to hold the potential of minimizing the doubts about 
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certain products and increasing consumers trust, which consequently can lead to increased sales 

revenue (Ahmad & Laroche, 2017). Online feedback mechanisms are exploiting the 

possibilities offered by online environments by letting customers share their beliefs and points 

of view on almost every product, service or topic being displayed or discussed on modern 

communication channels. Many authors argue, that the fundamental application for those 

reputation systems, being expanded by customers every day, has been to maintain and build 

trust in digital markets, where more traditional trust-building mechanisms start to cease being 

suitable for utilization (Dellarocas, 2003).  

Although the concept of trust is broad and can refer to almost every area of life, its simplest 

definition relates to the confidence in our expected actions of the person we trust. From the 

marketing point of view, trust can be seen as “the perceived credibility and benevolence of a 

target of trust”. Both definitions are then based on one’s tendency to risk trusting in someone, 

whether in a personal or a business context (Calefato, Lanubile & Novielli, 2014).  

The change has also been noticed in the roles that we, as active participants and, above all, 

consumers roaming modern markets, play in our digitized lives. The diffusion of social 

software applications, has brought a real opportunity for new marketing activities. The 

possibility to establish a closer and direct “people to people” communication with a customer 

supports formation of a trust-based relationship with customers (Blanchard, 2011).  

Allowing consumers to interact and share data amongst each other and with the businesses has 

transformed them from a passive receiver of a message to the active producer of content 

(Achen, 2015). Today, new information sources had forced a change in marketing activities as 

well. The seller-centric model, referring to advertisements, recommendations and promotions 

is not as effective as it used to be. Consumers can now easily share their own opinions and 

experiences about the products and services and it is exactly what affects the decisiveness of 

societies nowadays.  

1.2 Research problem 

As presented in the preceding section, new era of Web 2.0 technologies and social media has 

introduced new ways of conducting business, communication and collaboration on the digital 

channels. It allowed for the development of new digital business models where social 

networking sites (SNS) play a significant role, especially when it comes to the interaction with 

consumers. The new phenomena of social commerce gave the opportunity for users to tighten 
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their bonds between each other and become an essential part of social media advertising (SMA) 

(Busalim & Hussin, 2016).  

In recent times, the concept of customer feedback has also gained greater popularity amongst 

researchers. As social commerce aims at harnessing the SMA potential, electronic Word-of-

Mouth (eWOM) started playing a very meaningful role in digital marketing industry. However, 

most of the studies conducted have been in the area of travel and tourism. In their paper, Sparks 

and Browning emphasize the growing role of various social media channels in the process of 

seeking information about numerous destinations (Sparks & Browning, 2011). It has been 

found that a positive online feedback can lead to a substantial sales growth, whereas negative 

opinions tend to lower consumers interest in a particular destination (Ye, Law & Gu, 2009; 

Vermeulen & Seegers, 2009).  

Zhang, Zhao, Cheung and Lee (2014) found that customers use the online reviews as a mean 

to minimize the uncertainty and maximize the effectiveness of their purchase decisions. They 

state that credibility of the source and the amount of reviews play the key role in influencing 

the decisiveness processes of modern customers (Zhang, Zhao, Cheung & Lee, 2014). Trust is 

an important factor for online environment therefore significant amount of previous research 

has been already conducted in the area related to credibility and trustworthiness of advertising 

and its effects on consumers behavior. However, the main focus mostly concerns on the 

decisiveness of a customer rather than their trust-related attitudes (Zainal et al., 2017).  

In their work Yan et al. (2016) present that number of active users has increased to 0.27 and 

1.28 billion respectively on Twitter and Facebook per month. User-Generated-Content (UGC) 

emerged as the important part of eWOM, influencing the consumer’s decision while purchasing 

the products (Wang et al., 2016; Yan et al., 2016). The use of social media is widely recognized 

by both companies and users. Consumers are relying on more detailed information and 

suggestions such as online reviews, rankings, likes or fast developing users recommendations 

(Wang & Yu, 2017; Lu et al., 2014). 

As the companies seek out various strategies to influence the target consumers, one of the most 

common known is the use of endorsers tactic. Boerman et al. (2017) in their work describe the 

effects of the celebrity endorsements and its effects on the consumers perception of advertising 

and attitudes towards such messages. They establish clear line where the general use of 

celebrity endorsements causes the stir and changes the attitudes of consumers towards 

sponsored or non-sponsored posts. Authors consider the trustworthiness of motives behind the 
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content, in both cases - celebrity and simple brand posted content. The recognition of the 

advertising persuasive intents in appearing messages sponsored by brands is recognized 

instantly, triggering negative attitudes among users (Boerman et al., 2017).  

While the subject is vastly explored in the conditions of professional expert’s recommendation, 

celebrity endorsement or publicly well-known figures provided in form of posts, sometimes 

sponsored or not, the peer -user endorsement is still lacking deep examination and 

understanding of the potential effects and benefits it can bring to social media advertising 

(Ahmad & Laroche, 2017). Although previous studies on the eWOM, involving the use of 

advertising endorsements and its benefits for companies has been already done, there is still 

need of deeper understanding of the phenomena, especially when it comes to user generated 

content, online feedbacks and what it can bring into marketing strategies. It imposes a challenge 

especially in terms of fast-changing and delicate nature of user’s interactions between each 

other; wide scalability; and low-cost communication capabilities (Dellarocas, 2003).  

Therefore, in our study we feel that investigation of the new potential advertising model build 

upon the trustworthiness based on the recognition of advertisement in sponsored vs. non-

sponsored online content is in place. We choose to examine how and on what kind of effect the 

sponsored vs. non-sponsored posts/recommendations created by users has on the perception of 

companies, their products and also the perception of credibility among other users. It carries 

the potential future implications and practical use of knowledge in the marketing field which 

so far still remains undervalued and omitted on the behalf of the celebrity and expert’s 

recommendations that has been fulfilling the role of the mediator between brands and 

consumers till now. 

The question then arises whether the peer endorsement is perceived as an advertisement activity 

or could it be called ‘the silent weapon’ of digitized advertising? Are the peer customers 

reviews a good tool for building trust-based relationships on modern markets?  

1.3 Research purpose 

The aim of our research primarily addresses two issues. Firstly, we aim to obtain more insights 

on how sponsored and non-sponsored texts posted on Instagram can influence other consumers 

knowledge of persuasion in advertising. Secondly, how the source credibility and the 

trustworthiness of shared content can be deeply affected when customers are aware of the 

persuasion intention of sponsored texts and consequently, if they distrust the honesty of the 

message.  
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We argue that the study of our research in this thesis benefits the current literature and broadens 

points of view in the area of digital marketing in terms of social media advertising. In its 

essence, it seeks to cover lack of deeper understanding of the effectiveness of the social network 

societies through Instagram in terms of independent sources (i.e. online recommendations, 

personal blogs and posts, reviews) and company-controlled sources (sponsored 

recommendations and texts), which for now still remains a big challenge in modern advertising. 

Furthermore, it explores the mechanisms behind the effect of peer endorsement on sponsored 

and non-sponsored content and its effects on the behavioral patterns among Social Media 

content created by peer users. That includes its influence on the factors such as: users’ 

awareness of persuasive intentions and its effects on the perception of the source credibility 

and trustworthiness. Our study will present how the nature of the posts created by peers, and 

possible company involvement can be regarded by consumers to be more credible and reliable 

than in other types of advertising. We want to show benefits to both consumers and companies 

that perception of the product advertisement conditioned by sponsorship disclosure and 

trustworthiness towards peer-created Instagram posts may be a new, powerful tool in social 

commerce.  

Since we examine the relations between trustworthiness, perception of advertising activities on 

users’ Instagram accounts and sponsored and non-sponsored recommendations, our study will 

be of the explanatory nature. Based on the results of the previous research made in this field in 

connection to the findings of this study we will present the theoretical model including its 

implications for digital advertising and further research in this area. 

 1.4 Delimitations 

Considering the timeframe and the restrictions that are coming with it, we were forced to use 

the convenience sampling approach, which limits the possibilities of referencing our research 

findings to the entire population.  

What is more, we have to consider that our data may be affected by people's social desirability 

factors where participants may claim dislike towards companies influence or loyalty towards 

peer users as to project a certain image of themselves in the study.  

Due to the single-item scale measurement chosen for our study and the ordinal nature of the 

dependent variables, certain steps in the process of analysis were omitted. The extension of the 

problem and further explanation can be found in Chapter 3 and Chapter 6.  
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2. Frame of reference 

___________________________________________________________________________ 

This chapter begins with the definition of the key issues explored in our thesis. It is followed by 

a short literature review and theories applied for the purpose of our study.  

___________________________________________________________________________ 

2.1 Definitions 

Below, we provide the clarification of some concepts we believe have to be understood by the 

reader in order to follow the message of our thesis. Firstly, we address issues related to the 

main concept of our master thesis - trustworthiness. We also explain the notion and provide the 

definition of a Social Media user. Lastly, we thoroughly explain the issue of online 

endorsement. These issues are addressed and explained in relation to the subject of our work. 

2.1.1 Trust vs. trustworthiness 

Many different theories have been created by scholars to define what builds the “trusting” 

relationship and distinguishes it from other relationships. There is a large tendency in everyday 

life, when we substitute “trust” with “trustworthiness” or the other way around when we think 

about things that are reliable, credible or valid (Wright, 2009).  

According to English Oxford Dictionary “trust” is a “firm belief in the reliability, truth, or 

ability of someone or something.” Holton (1994) in his paper, claims that trust is a concept 

conditioned by many factors like a will to belief, reliance, will, one’s attitude, time. He 

considers trust in the various environments (friends, religion community, drama class), 

concluding that there are many angles when it comes to describing the trust in something or 

someone, but in can be brought down to simple statement that trust is followed by the belief 

that something is true and sincere (Holton, 1994).  

In turn, “trustworthiness” is described by English Oxford Dictionary as “the ability to be relied 

on as honest or truthful.” Similarly to trust, it can be determined by many factors and situations 

or one’s individual believes. More frequently, it is used as the substitute for trust or reliability. 

Wright (2009) in his work, contemplates trustworthiness from many different points of view. 

He mentions Hardin’s point of view, where trustworthiness can be regulated by formal 

institutions or contracts that can decrease or increase its level as they help to increase/decrease 

the risk behind object of trustworthiness. Exploring further, he also presents Karen Jones’ idea 

of trustworthiness in which she explains that one needs to verify his expectation at first in order 

to decide whether something or someone is trustworthy. As the result, he introduces his own 

stance on the matter - trustworthiness requires simply to be considered as the value of trusting 
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relationship at stake. This way he believes trustworthiness goes behind the ordinary reliance on 

one’s proper consideration or belief against other things (Wright, 2009).  

Due to design of our study, where the attitude of trust and all related terms is conditioned by 

sponsored or non-sponsored content posted on Instagram by peers, we will use the term of 

“trustworthiness” in our work. Referring to mentioned descriptions, we believe it can properly 

cover the concept of our model and grasp the complexity of issue we try to explore -  users’ 

trustworthiness in digital advertising on social media networks. 

2.1.2 Social Media user 

According to the work of Rauniar et al. (2013) still increasing number of social media users is 

being reported. It can be seen as the proof of the importance of the role that social media 

networks play among the Internet users in every part of the world. Although there is no formal, 

existent definition of the social media user as such, the Merriam-Webster online dictionary 

precisely defines social media. According to the dictionary, they are “forms of electronic 

communication (such as websites for social networking and microblogging) through which 

users create online communities to share information, ideas, personal messages, and other 

content (such as videos).” Social Media are systems built for Internet users with the intentions 

of linking technology, constructions of words and pictures and social interactions. As they 

remove the time and geographical boundaries, they have become the new power in reaching to 

global users anytime, anywhere. However, it is the acceptance and willingness to use from the 

users that are the very existence of social media. These factors decide about their popularity, 

satisfaction of use and essence on the Web 2.0 (Rauniar et al., 2013). Moreover, there are many 

intrinsic and extrinsic motives for becoming a member and actively participate on social media 

networks. 

 In research conducted by Foster et al. (2011) four different typologies of Social Media users 

are being developed. They are based on the users need to socialize and browse for information 

on social networks. They are categorized in four clusters - (1) minimally involved; (2) 

socializers; (3) ‘info’ seekers and finally (4) Social Media Technology (SMT) Mavens. The 

mentioned groups are distinguished in terms of three various online activities such as: 

interacting and socializing with other users, creating and contributing for others to review and 

seek information in shape of materials posted by others in order to use it as a help in decision-

making. Due to focus of our research and its purpose, in our work we will reference to social 

media users that can be described as the SMT Mavens. They are both accounted for high needs 
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on the looking for information and socializing which is the most attractive quality for the 

understandings of our study as it explores the nature of the peer-to-peer interactions on social 

media. Additionally, it adds to the fact that the recognition of those particular characteristics 

between social media users, allows companies to direct their marketing efforts to meet the 

specific needs of different clusters (Foster et al., 2011). As a result, they can adjust and 

individually focus the advertising message or the way it is presented, which is highly relevant 

for our study.  

2.1.3 Endorsement 

Modern consumers are more likely to put trust in another consumer than in the advertisement 

of a company itself. These so-called online consumer reviews are a great instrument for sharing 

and spreading the information about a product with a lowered level of or without the 

involvement of a company (Lu, Chang & Chang, 2014). However, for a customer, due to the 

amount of the content being produced, it is getting harder and harder to recognize deliberate 

commercial activities of companies from the honest reviews from peer customers.  

English Oxford Dictionary widely defines endorsement as an: “the act of saying that you 

approve of or support something or someone.” The usage of endorsement by companies aims 

at persuading consumers by creating the adaption of an attitude towards product or company 

based on their own internal value system. What is more, the endorsement is believed to be 

successful when it is considered to be credible. That is why high-credibility sources will be 

more likely to be accepted (Lee, Park & Han, 2011). According to Hovland et al. (1963), 

credibility can be seen in two dimensions: trustworthiness and expertness. It also appeals to 

consumers perception of the source credibility as truthful, unbiased or believable (Lu et al., 

2014; Hovland et al., 1963). However, many researchers investigating the sources of credibility 

before, claims that expertness which involves among others knowledge, skills and experience 

of the information source, is not necessarily as essential as the fact of its acknowledgment by 

the receivers (Hovland et al., 1963; Erdogan, 1999). On the other hand, trustworthiness which 

is defined by most authors as honesty and sincerity of the source information, meaning that the 

consumer believes that the endorser communicated statements are most likely truthful. 

However, it can be influenced negatively if users find out about benefits coming from these 

recommendations. Once they feel the message can be biased or has other triggers than just self-

intrinsic feedback for fellow peers, the credibility will be downgraded and seen as persuasive 

(Hovland et al., 1963; Lee & Koo, 2012).  
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Literature explores this concept of endorsement by expanding it by three different types of 

recognized advertising endorsements: 1. Expert; 2. Celebrity; 3. Typical or Peer endorsement.  

The so called, celebrity endorsement proved to be a strong and effective marketing act used by 

all kind of companies worldwide. Using the popularity and likeability of a certain celebrity, the 

company has a chance to enhance their visibility amongst different social media channels, 

therefore increasing their range of a marketing campaign and most likely boosting the profits 

(Bergkvist & Zhou, 2016; Ahmed et al, 2015; Choi, Lee & Kim, 2005). Although using the 

celebrity profile in advertising is usually associated with a positive customer reaction towards 

the product or service, the popularity of this kind of marketing campaigns lowered its credibility 

amongst social media users in the recent times. Many references to the financial and other 

tangible benefits of the celebrity stars, being the only incentive for their occurrence, heavily 

decreased the trustworthiness and effectiveness of such actions (Van der Waldt, Schleritzko & 

Van Zyl, 2007; Muda et al, 2014).  Although, using a famous and globally recognized persona 

in marketing activities of a company may help to promote the product or brand, it can also harm 

the public perception, as often the celebrity use in advertising may mismatch the purpose and 

the intention of the company. For example, one celebrity can appear in more than one 

advertisement or promote two different products. Also, the celebrity itself may loosen the 

popularity among consumers or bring the negative attention. Furthermore, celebrities are not 

experts or professionals within the field so they cannot be objective or reliable in the knowledge 

or truthful of the effects of the product or service. In result many companies already are trying 

to replace the celebrity or expert endorses with the peer or individual enhancers (Munnukka, 

Uusitalo & Toivonen, 2016).  

For that reason, what is becoming more and more popular are the peer endorsers. Using 

“normal-looking” endorsers is believed to be more effective nowadays, however, since it’s a 

fairly new phenomena, little research has been done in this area so far (Mannukka, Uusitalo & 

Toivonen, 2016). Peer endorsement in the context of our work is to be understood as the online 

content created by the unrecognized fellow social media user who creates posts as to provide 

other users with his/her experience of the product or service, opinion, and general evaluation. 

Moreover, the content of those posts may be created due to purely intrinsic reasons like 

willingness to share, part of the hobby interest or it can be the recommendation made in 

exchange for direct on in-direct compensation from the company. Thus, we recognize two sorts 

of peer recommendations – sponsored and non-sponsored (Lu et al., 2014). Since this type of 

actions often impose the danger of the company intentions on embedding the commercial 
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context of the message in the non-commercial media content, it prevents the consumer from 

distinguishing the persuasive intention of advertisers (companies) from simple and honest, 

experience-based recommendations created by users. In consequence, sometimes consumer 

may be less harsh or more favorable towards posts created by peers on social media dependent 

on its sponsored or non-sponsored nature (Boerman et al., 2012). 

2.2 Literature review 

This sub-chapter extends our basic definitions with additional concepts of Social Commerce 

and provides an outline of the popular Social Media platform - Instagram. Moreover, it refers 

to the fundamentals, such as Electronic Word-Of-Mouth, from which patterns that formed the 

basis for our research emerged. 

2.2.1 The concept of social commerce  

In modern, digital marketing e-commerce has been shaped into a new form of social commerce. 

Social commerce as the new concept did not have specific definition but it can be referred to 

as the mean to deliver the e-commerce by using the Web 2.0 technology. It focuses mainly on 

the involvement of advertising through social media (SMA) since SNSs like Facebook, Twitter, 

Instagram or personal blogs have greatly expanded the area of digital marketing (Hajli, 2013). 

Moreover, it allows users to participate in buying, selling, comparing and sharing information 

about products and services within online communities (Busalim & Hussin, 2016). Some 

authors also describe social commerce as the exchange-related steps consisting of social 

environment, need for recognition, pre-purchase and purchase as well as post purchase 

interactions with service or product (Wang & Yu, 2017).  

Furthermore, in their paper Ahmad & Laroche (2017), consider social commerce in the 3 

dimensions: 1. Recommendations and referrals; 2. Forums and communities; 3. Reviews and 

ratings. These dimensions of social concept emerge as the effect of the User Generated Content 

where non-professional users create the content about the product/service and other users seek 

for the support in decision-making, recognizing the high credibility of the delivered content 

(Ahmad & Laroche, 2017). Yan et al., (2016) mentions that in previous research, over 90% of 

survey respondents claimed that they use blog posts, online reviews and recommendations or 

other forms of UGC, and 46% admitted that it has influenced their decision on making the 

purchase (Yan et al., 2016). Basing on these social commerce communities, consumers receive 

social support. They impact the perception of the goods or services as well as they can increase 

the consumers’ trust. In consequence, social media advertising has the potential to arise as a 
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new powerful tool where unprofessional UGC plays an essential role in digital marketing and 

consumers interaction with companies (Hajli, 2013).  

The present digital environment has affected the flow of information, hence the trustworthiness 

in this new form of social interactions is also influenced and the previous studies still struggle 

to understand what kind of settings triggers trustworthiness of source credibility and forms the 

consumers awareness and attitudes evolving around the electronic Word-of-Mouth (Hajli, 

2015).  

2.2.2 Electronic Word-Of-Mouth (eWOM) 

The idea of Word-of-Mouth as the part of marketing tools has been widely known for a long 

time. Literature defines standard Word-Of-Mouth as a rather informal and loose 

communication and interactions between consumers about different goods and services. 

However, an increasing use of the Internet and emergence of new channels of communication 

allowed for the changes in how people exchange and express their ideas (Neßler & Lis, 2014). 

Consequently, with a progressing transformation from analog to digital business models and 

the transition of the every-day life to the web, the new form of Word-of-Mouth emerged. The 

act of disclosing personal points of view, sharing opinions and giving feedback online has been 

named as the electronic Word-of-Mouth.  

A concept of eWOM has been widely researched in the literature by many authors. However, 

for the purpose of this paper, the adopted definition was given by Henning-Thurau et al., who 

state that electronic Word-of-Mouth communication is “any positive or negative statement 

made by potential, actual or former customer about a product or company” which, by placing 

it online, becomes accessible to a large group of people and organizations (Hennig-Thurau et 

al., 2004). Therefore, the concept of eWOM is wider that traditional word-of-mouth 

interactions. First of all, it allows a faster spread of information than traditional channels of 

communication. Moreover, it is not defined by any time or space restrictions, meaning that 

anybody with the access to Internet can create and use the electronic Word-of-Mouth content. 

Additionally, content placed on the Internet is believed to be more stable and permanent that 

that dispersed by traditional forms of advertisement, like leaflets or newspapers. This, in turn, 

allows for faster distribution of ideas and opinions and grants better coverage (Baek, Oh, Yang 

& Ahn, 2017). Many researchers strongly connect the notion of electronic Word-of-Mouth to 

sales and product purchase activities. Yan et al., (2016), found out that online reviews have a 

strong influence on customers decisiveness, reducing the risks associated with making a 
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purchase decision and improving satisfaction levels amongst customers. What is more, they 

cite other authors, stating that majority of customers either seek for or rely on others reviews 

and opinions before buying a specific product (Yan et al., 2016; Baek, Oh, Yang & Ahn, 2017).  

Moreover, Yan et al., (2017) in their work, expand the concept even deeper, dividing it into 

two aspects: population aspect and individual aspect. While the first one focuses more on 

relationship between eWOM and sales via e-commerce, the latter studies the interactions in the 

two-way communication feedback between users on social media (Yan et al., 2016).  

Additionally, the emergence of new communication channels, specifically Social Media 

websites, is conducive to spreading the electronic Word-of-Mouth communication. It adds up 

some value to the content being shared, by the possibility to include visuals or videos, which 

also affect the customer and its decisiveness. The information can be dispersed via eWOM in 

several different ways. Users can act on their own as the product or service ambassadors and 

display information to others for their own intrinsic reasons. They can also become the fans of 

the companies or the spokesperson through commenting, liking or posting, frequently without 

any advertising intentions. However, in some cases they can also gain some direct or indirect 

benefits from companies in exchange for the creation of sponsored content (Erkan & Evans, 

2016).   

2.2.3 Instagram 

While many previous researchers have explored the topic of celebrity or typical endorsing and 

its involvement with trust based on Facebook posts, Twitter or personal blogs (Lu et al., 2014; 

Boerman & Kruikemeier, 2016; Boerman et al., 2017; Lee & Koo, 2012), there is still not so 

many studies in this field that social network users’ personal Instagram accounts. Instagram, as 

recently grown phenomena, as the photo and video sharing sites attracts 500 million of active 

users monthly and over 95 million of photo and video shared posts per day (Dumas et al., 2017). 

Moreover, the rapidly expanding phenomena of Instagram story (the number of users reaches 

up to 250 million per day with its live chat video feature, the Instagram’s focus settles firmly 

on the area of organic engagement. Meaning that through its core characteristics like sharing, 

video streaming, private messaging and live broadcasts, it strongly encourages a rise in the 

peer-to-peer interaction (Singh, 2018).  

Casaló, Flavián & Ibáñez-Sánchez (2017), in their study has examined that the visuality as the 

main feature of the Instagram is the reason for outranking other social media networks in terms 

of followers and interactions. The peers’ willingness to follow and recommend on Instagram’s 



13 
 

accounts is highly connected to the perception of its usefulness, enjoyment and satisfaction 

from using it. The former mentioned factors have a positive impact on users’ willingness to 

follow other peers and make recommendations on the Instagram accounts to each other. This 

approach presents that behavioral attitudes of Instagram users and their level of satisfaction can 

be enhanced by creating useful content for the ones who follow, as well as one that triggers the 

feeling of pleasure and enjoyment among consumers (Casaló, Flavián & Ibáñez-Sánchez, 

2017). 

Also, in oppose to Facebook or personal blogs, it is reported that use of Instagram is more 

focused on self-presentation and promotion activities among peers than on actual building and 

maintaining relationships. Previous findings have shown that almost half of the content shared 

on Instagram can be described as “selfies” or self-presented photos with friends (Moon et al., 

2016). Additionally, Sheldon & Bryant (2016) discussed in their paper that besides as the mean 

to monitor friends and other peers, Instagram as the social network is widely used, especially 

by university students to document their lives, express creativity and increase popularity for 

fellow users (Sheldon & Bryant, 2016). Due to the relatively new appearance of Instagram and 

its popularity when it comes to self-intrinsic motives and promotion activities, in our study we 

decided to measure trustworthiness and recognition of the advertising intents by using peer 

endorsing in the context of sponsored vs. non-sponsored posts created on Instagram. 

2.3 Theories 

Additionally, explained below are some additional theories that became the basis for our 

assumptions and support the emergence and meaning of our thesis. Amongst them, once again 

we bring the concept of trust, this time supported by the notion of credibility, to the attention 

of our readers. We address the issues of basic concepts related to the Social Support Theory 

and explain the underlying assumptions of sponsorship disclosure and how it relates to the 

Knowledge of Persuasion Model. 

2.3.1 The concept of trust and credibility 

Trust has been a concept widely discussed by many researchers across many disciplines 

(Calefato, Lanubile & Novielli, 2014). Nowadays, the boom of Internet and spreading 

digitization raised the issue of trust in some new areas, like digital advertising and new social 

media channels (Soh, Reid & King, 2018). Literature distinguishes two types of trust - cognitive 

and affective. The former is based on one’s ability to make confident choices on one’s 

reliability and is defined as one’s willingness to rely on a product or service provider’s 
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competence. The latter, on the other hand, is based mainly on emotional connection with the 

product or service provider and represents the level of confidence the customer places in a 

product or service provider, based on the feelings created by one’s level of responsibility and 

concern (Johnson & Grayson, 2005). The discussion on trust in online environments, and 

particularly Social Media, is rather fierce. There are both ardent supporters and sharp opponents 

of the concept of trust in the network. Due to the faster and cheaper spread of information, 

which is considered to be the cornerstone of building and establishing trust-based relationships, 

one can assume a positive impact of digitization on trust (Håkansson & Witmer, 2015). 

Alternatively, authors argue that the shift moving our daily lives to the network prevents real-

life experiences and therefore limits “face to face” interactions, which impede pulling off trust-

based relationships (Putnam, 2000). Then again, some argue that social networking platforms 

have, substantially, no specific effect on trust. Trust is perceived as a moral virtue, learned and 

taught with upbringing and therefore cannot be associated with activities being acted out on the 

Internet (Uslaner, 2002).  

The concept of trust is widely associated with the notion of credibility. Many available 

explanations of the issue of credibility are connected by theories of completeness, 

verisimilitude, honesty and trustworthiness of the advertisement. The credibility of an 

advertiser is perceived as one’s believability towards the advertisement in terms of the stated 

information (Kelly, Kerr & Drennan, 2010). The literature distinguishes three types of 

credibility: source credibility, content credibility and advertising credibility (Soh, Reid & King, 

2018). Since our research focuses on the notion of the peer-endorsement, we limit our 

discussion to research on source credibility. Source credibility is described as an advertisement 

or reader’s impression of the proficiency and trustworthiness of the information from a given 

source (Luo, Luo, Schatzberg & Sia, 2013). It is believed, that a more credible source boosts 

customers confidence in a certain product or service. In terms of advertising, a more credible 

source is perceived as more influential than the low-credibility source. Research also shows 

that the notion of source credibility, connected with the idea of trust and trustworthiness, is 

sometimes more important than the expertise in the specific area. However, the attitude change 

was most visible when the concepts of expertise and source credibility were connected and 

complemented each other (Pornpitakpan, 2004). 

2.3.2 Social Support Theory and Information Adoption Model 

Gunawan & Huarn (2015), in their paper describe the Information Adoption Model (IAM) 

which gives the foundations for the Social Support Theory. The authors claim that IAM is the 
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concept that links elements of Technology Acceptance Model (TAM) and Elaborated 

Likelihood Model (ELM) (Gunawan & Huarn, 2015). TAM, introduced by Davis (1989), 

presents the new measure of users’ acceptance of technology. He develops a scale where the 

fundamental determinants of the latter are the perceived usefulness and perceived ease of use 

(Davis, 1989). Meanwhile, Petty, Cacioppo, & Goldman (1981), show the concept of two 

routes leading to persuasion. One route is based on the strong contemplation of arguments 

directly linked to the central issue, whereas the peripheral route is rooted in the small cues in 

the presence of the persuasion situation. The researchers establish the framework where the 

content of the message itself may be the main factor influencing the consumer’s belief about 

the persuasive intentions. On the other hand, the non-content features like attractiveness of the 

post, source credibility, trustworthiness turn out to be more essential for the consumers (Petty, 

Cacioppo, & Goldman, 1981). 

Information Adoption Model, through integrating those two-process models adds the value of 

the informational impact. The users of social media networks seek information and knowledge 

online, most frequently by turning to their fellow peers in the social network communities. 

Nevertheless, as the online freedom to contribute and share the materials, knowledge, 

experience is unlimited, consumers need to set the measures of validation for the content 

posted. Thus, social media users are most probably going to consider the source trustworthiness 

and expertise before accepting or rejecting the information included in the post (Gunawan & 

Huarn, 2015).  

The Information Adoption Model is significant for Social Support Theory as through opinion, 

recommendations or reviews posted on social media networks, users can scan information 

widely and thoroughly. 

Since it has been established that the user experience in the online environment differs from 

the traditional online interactions. Users do not have any physical contact or sociability in the 

digital space, therefore they are mostly anonymous and impersonal towards each other. 

However, development of technology and rise of web applications can have a great impact on 

social perception. Through online forums and communities people can share their knowledge 

experience and give advice to fellow users, filling the lack of emotional (refers to the affective 

need of sociability, i.e., caring, understanding, sympathy) and informational (links the cognitive 

needs for socializing such as advices, recommendations, opinions) interactions that are big part 

of traditional socializing. Many researches address this phenomenon as the social support 

theory. It is a multidimensional system where the individual’s need for being taken care of, 
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understood and helped by others in specific group is covered (Lee, Park & Han, 2011; Zhang 

et al., 2014). Previous research has shown that the number of third-party recommendations and 

reviews is increasing as it is reducing the customer’s need for advertising information from the 

company. Moreover, it empowers the user and let them co-create the content for firms and give 

them insights into others’ experience with the product or services and promotes trust in the 

product. Many companies now struggle how to enhance the customers to voluntarily give 

feedbacks and ratings to their fellow peers in order to use social support as the part of their 

marketing strategy (Hajli, 2015).  

2.3.3 Sponsorship disclosure 

Sponsored posts are ones generated by users containing the message about the brand of the 

product/service. Consumers post a review or recommendation about different goods or 

services, e.g. cameras, cars, restaurants, movies, etc., often being rewarded by companies’ 

marketers in direct (money) or indirect (free samples or products, participation in the brand 

events, etc.) way in contrast to general reviews posted on social media. Hence, the amount of 

sponsored peered generated online recommendation is increasing rapidly. While many studies 

have been made about the online reviews and recommendations and its effect in the eWOM 

context, there is only a few studies examining the effects of sponsored content phenomena 

(Hwang & Jeong, 2016). Therefore, in this work, we will examine the consumers’ perception 

and attitudes towards sponsored and non-sponsored content posted by peer users. 

2.3.4 Effects of sponsored content on the Knowledge of Persuasion Model 

In the Knowledge of Persuasion model Friestad & Wright (1994), claims that there are 3 aspects 

to consider: persuasion knowledge, agent knowledge (e.g., advertisers) and subject knowledge 

(Friestad & Wright, 1994). For the purpose of this research we will mostly consider the 

persuasion knowledge and subject knowledge as the main focus factors in our study as it has 

the bigger impact on consumers attitude toward advertisement and its recognition of being 

trustworthy. Persuasion knowledge is usually described as the consumers ability to cope, 

recognize, analyze and evaluate the persuasion attempts and to choose the response tactics that 

are believed to handle the issue effectively and best. Following, the subject knowledge is set of 

beliefs about the subject, e.g., company, its products, services, etc. The Knowledge of 

Persuasion is only meaningful when the persuasion attempt is being seen as the connection 

between it and psychological activity that can mediate persuasion (Friestad & Wright, 1994).  
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In our case, the sponsored content posted on SNS by peers combined with the trustworthiness 

starts to be perceived as the use of persuasion by companies when the consumer recognizes 

that peer endorsement may be influenced by some direct or non-direct compensation. As a 

consequence, his or her response to the message can be affected negatively or positively. Across 

multiple, different social media platforms, marketers have new and very powerful tool to apply 

as their advertising strategy. Lu et al., (2014), in their paper mention further, that sponsored 

content and messages created by peers should be considered as the way of use of advertisement 

by companies, as this sort of online user’s recommendations is strongly perceived as being 

biased or providing information which some other inexplicit intentions than consumers 

recommendations and experience. In addition, the consumers attitudes are being stimulated by 

particular triggers, i.e. peer endorsement mediated by trust. In their study, Boerman et al. 

(2012), found out that there is a strong connection between persuasion knowledge and the 

customers’ attitudes towards sponsored created content. Sponsorship disclosure informing 

about the influenced message posted by social media users tends to raise awareness of the 

advertising and in turn, its persuasive intention. Furthermore, it activates the conceptual attitude 

knowledge. Meaning that, when sponsored disclosure used by brands was present in the 

message shown to audience, they were able to distinguish better the commercial and editorial 

nature of the content than those who were not exposed to the sponsorship disclosure (Boerman 

et al., 2012).  

Thus, many countries apply law regulations to sponsored content, including usage of 

endorsements or testimonials in blogging as it may be deceptive or persuasive and has indirect 

advertising intentions (Lu et al., 2014). In modern digital setting of advertising, the SMA 

greatly challenges the consumers ability to recognize the persuasion attempts. Especially the 

ones used by companies including the peer endorsement mixed with editorial content (Boerman 

& Kruikemeier, 2016; Boerman et al., 2017). This new advertising format is yet still unknown 

to customers who sometimes may have difficulties with recognition of the advertising 

intentions.  The lack of long experience with sponsored recommendations and posts may cause 

the customers to be more easily subdued to persuasion model. It is mostly due to the fact that 

customers have hard time in evaluating the information on the Internet than it is in traditional 

marketing channels because of the fast-pace change of information, variety of its type and 

frequently not complete transparency and clarity on the message and policy (Boerman & 

Kruikemeier, 2016). 
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3. Previous findings 

___________________________________________________________________________ 

In this chapter, we are going to present and analyze previous findings form studies conducted 

in the field of digital marketing and advertisement. As the area itself is very broad, we go 

through several studies involved with social media networks, advertising through online 

recommendations and reviews and the use of widely understood endorsement in digital 

advertising so far, as well as, the involvement of the sponsorship disclosure in the marketing 

activates. The studies and papers for this chapter were chosen by using the essential key words 

for our study: “sponsorship disclosure”, “social media”, “online recommendations and 

reviews”, “celebrity endorsers”, “peer endorsers”, “trustworthiness” and “sponsored and 

non-sponsored posts and content”. 

___________________________________________________________________________ 
 

The below presentation of those secondary data serves as the common ground for forming 

hypotheses in the further part of our study. It allows to gain deeper understanding of the 

analyzed issue and helps to frame the construct of our work in later proceedings. Additionally, 

it partly establishes the validation and reliability of the assumptions made for the purpose of 

our research and its valuable inputs for filling the gaps in current literature in this subject.  

3.1 Previous research in social media networks and online reviews and recommendations  

The phenomena of advertising on different Social Media channels through various kind of 

posts, videos or messages is not brand new and some of the authors had previously examined 

the issue. Most frequently, the object of the research study is Facebook as it became the great 

“breakthrough” for that sort of marketing practice, quickly followed by Twitter, YouTube or 

personal blogs.  

Carr & Hayes (2014) used two-step flow model to in their work in order to study the effects of 

the disclosure of the third-party influence in social media. As bloggers are often used as the 

“opined leaders”, usually in exchange for some sort of compensation, authors have created the 

study (blog articles) conditioned by four factors - explicit disclosure versus implied disclosure 

versus impartial disclosure versus no disclosure. Firstly, participants were randomly assigned 

to the website article about the product (in this case it was a digital camera) and then, in step 

two, they have been asked to complete the online surveys basing on the article. The findings 

suggest that explicitly displayed disclosure of sponsorship had a significant influence on the 

credibility of leaders’ opinion and the content of the message, consequently affecting the 

consumers’ attitudes and purchase intentions (Carr & Hayes, 2014). Lu et al., (2014) in their 

paper designed the study using the sample of 613 participants in order to test their hypothesis 

about the connection between customers attitude toward sponsored online recommendations 
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posted on personal blogs and its effects on the purchase intentions. They have created the 2 

(sponsorship type) x 2 (product type) x 2 (brand awareness) stimuli materials in form of eight 

online recommendation blog posts and run an electronic questionnaire among students in 

Taiwan. They discovered that there is higher trustworthiness towards sponsored posts when it 

comes to purchasing goods, which means that the sponsored content affects the decisiveness of 

customers. Also, more positive and higher credibility was given to the sponsored posts when 

the customers were able to identify the brand, which meant that the audience highly aware of 

the brand is more likely to trust sponsored content of the posts (Lu et al., 2014).  

Similar studies were conducted by Boerman et al. (2017) and Hwang & Jeong (2016). The 

former authors focused specifically on Facebook posts and use of the celebrity endorsers in the 

advertising compared to brand advertising. They gathered data from the online experiment 

among 409 participants in Netherlands sending personal invitation using Facebook invitations. 

They have presented the participants with newsfeed ad consisting with one of four conditions: 

no sponsorship disclosure vs. sponsorship disclosure) × 2 (source: celebrity endorser vs. brand). 

The study was aiming at examination of the effects of sponsorship disclosure and its effects on 

the Persuasion Knowledge model and electronic Word-of-Mouth. In their findings, they 

claimed that sponsorship disclosure indeed influences the Persuasion Knowledge Model 

conditioned by the usage of the celebrity endorsement in the post. Furthermore, it has turned 

out that sponsorship disclosure triggers the recognition of the persuasive intents of the posts 

causing the consumers to regard the content of the message as not trustworthy due to 

advertising intentions in comparison to non-sponsored messages. All the same, it discouraged 

users from further engagement in the electronic word-of-mouth (Boerman et al., 2017).  

Also, previous studies conducted by Boerman & Kruikemeier (2016), in the context of 

sponsored vs. non-sponsored tweets posted by brands vs. political parties has shown that the 

recognition of the sponsored content posted by political parties triggers the recognition of 

message advertisement intentions among consumer. As a consequence, the behavioral 

intentions of users are influenced causing higher skepticism and distrust towards source 

credibility as the activation of the Persuasion Knowledge model takes place. Once again, in 

comparison this effect had not occurred for the brands in sponsored tweets since consumers 

assume that the very core of the brand is a self-promotion and advertising (Boerman & 

Kruikemeier, 2016).  

Additionally, Hwang & Jeong (2016) investigated the issue more in detail focusing on the 

specific blog recommendations where they have designed an online experiment based on two 
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steps – online questionnaire and presenting the blog recommendation to the participants. They 

have designed the 3 (disclosure type: no disclosure vs. simple disclosure vs. “honest opinions” 

disclosure) x 2 (message sidedness: one-sided vs. two-sided) x 2 (skepticism: high vs. low) 

experiment and randomly assigned the participants to one of those six conditions. The results 

have been gathered from 305 Korean participants and revealed that in comparison to no 

sponsorship disclosure, sponsored content causes negative attitudes toward blog posts and its 

credibility. However, the “honest opinions” factor would decrease the negative perception of 

source credibility and customers’ attitude, especially among those participants who were 

characterized by the “high skepticism” (Hwang & Jeong, 2016).  

Munnukka, Uusitalo & Toivonen (2016), as ones of a few researchers focused on the 

phenomena of peer endorsement. They explore in their paper, the credibility of peer 

endorsement and the influence on consumers attitude toward brands and their purchase 

intentions. In their online surveys conducted among university students, they have chosen three 

different commercials including peers in comparison to celebrities or professionals and ask the 

students opinion about them. They have discovered that peer endorsement builds the trust and 

feelings of familiarity and attractiveness among consumers leading to positive attitude toward 

advertisement and brand. Moreover, consumers’ experience of the product affects the 

perception of the credibility of the peer endorsement and the effectiveness of the advertisement 

(Munnukka, Uusitalo & Toivonen, 2016). 

3.1.1 The summary of the previous research  

Summarizing all the above secondary information that serves as the current knowledge about 

the digital advertising on social media in the context of the online recommendations and 

reviews, following facts can be concluded.  

First of all, the nature of the content posted online whether by brands or individuals affects the 

other users emotionally. Consumers are more likely to distrust the sponsored ads posted on 

social media networks by brands as they assume the presence of persuasive intentions of the 

companies to buy their products. As a consequence, the formed attitudes tend to affect the 

decision about making a purchase in the first place. Likewise, online consumers perceive 

celebrities or public personas as more credible sources of trustworthiness than brands, even 

when the sponsorship disclosure is present in the message posted on social media. Nonetheless, 

when the sponsorship disclosure concerns the brand that is familiar to users, they feel more 

positive about the message and making a purchase decision.  
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Secondly, in connection to the theoretical framework of our study, the Knowledge of the 

Persuasion model is being triggered by the sponsorship disclosure. The association of the 

persuasive intentions is very strongly linked to the online content in form of recommendations 

and reviews. The negative attitudes towards brand posted content, discourage the consumers in 

further interactions in social commerce through electronic Word-of-Mouth.  

Lastly, among all three types of endorsers (experts, celebrities, peers), the peer endorsers are 

perceived the most warmly by other users. Although, peer endorsement in advertising activities 

is the most neglected tool so far by marketers, the research has shown that in traditional model 

of advertising (TV commercial, posters, leaflets) consumers identified themselves with 

unknown individuals. They were attracted to the similarity of the lifestyle, experiences and 

problems; therefore, they had found those messages as trustworthy. Furthermore, in case of 

recommendations and reviews on personal blogs created by peers, fellow users shown less 

skepticism when there is no information about any form of compensation from the company, 

in oppose to recommendations marked with the sponsorship disclosure. It agrees with the 

Social Support Theory introduced before, which states that the lack of physical interaction with 

the peers is replaced by the recommendations and reviews put on social media personal 

accounts, reducing the consumers need for the product advertisement from the companies. 

Consumers are more reassured about trustworthiness of the content by the peers who they can 

identify and share familiarities with, rather than companies or even celebrities who may not act 

in their best interest.  

3.3 The constructs of scale measurements 

When it comes to the scale of measurement of the studied phenomena, it has been an established 

norm that research surveys usually focus on generating data through testing various 

relationships between various constructs. Typically, it is accomplished by using multi-item 

scales. Often it means that the surveys need to be cost and time-consuming, lengthy and can 

overload the its objects with the amounts of information (Fuchs & Diamantopoulos, 2009; 

Wanous, Reichers & Hudy, 1997).  In order to avoid the risk-taking of missing some of the 

constructs and employing incorrect theoretical models, it is more and more common to apply a 

short, flexible and narrowly-focused single-item scale for measurement (Fuchs & 

Diamantopoulos, 2009). As our study’s construct was rather narrowly focused around peer-

created sponsored and non-sponsored posts and participants attitudes towards them, it can be 

acknowledged as a single-item scale.  
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As some researchers argue about the reliability of single-item scale measurements and treat its 

results with caution, it is far more adequate to use such measurement as it turns out to be more 

concrete (both attributes and object can be unifying imagined) and singular (there is one object 

as the focus of the study (Bergkvist & Rossiter, 2007). Wanous, Reichers & Hudy (1997) and 

Wanous & Hudy (2001) whose study of reliability of single-item scale measurement have 

shown in the research of overall job satisfaction- factors of 28 persons ratings, obtaining the 

reliability approximate to 0.70 and equal to similar studies using multi-item scales. Also, later 

on, they have replicated and extended their study at two different levels (individual and group) 

of single-item scale reliability in the study of student-rated college teaching effectiveness. The 

results based on those two specific objectives seemed to be more accurate and appropriate in 

this case than usual multi-items scale measurements (Wanous, Reichers & Hudy, 1997; 

Wanous & Hudy, 2001).  

Moreover, another study has broadened the fields of the single-item measures to multi-items 

scales across different areas like health, marketing, organizational psychology and sports 

management, concluding that single-item scales can have a good predictive indicator in the 

research. That findings have overruled the statement that only multi-item scales are more valid 

for all sort of constructs (Fuchs & Diamantopoulos, 2009). Bergkvist & Rossiter (2007), in 

their paper have compared the predictive validity for single-item and multi-items measures in 

their research of attitude towards ad and attitudes toward brand. Authors have assessed the 

ability of the validity to examine how well each measure can predict the relevant outcome of 

other measure. Therefore, they have applied the bivariate correlation analysis on 92 

undergraduate business students using 4 different advertisements and then asking participants 

to fill in the questionnaire. The answers were scaled on the 5-point score of Likert scale for 

each attribute. In their findings, they have indicated that there is no difference between multi-

items a single-item predictive validity measures. Additionally, they imply that for marketing 

research with the one singular object and concrete attributes, this method appears to be more 

essential for the study outcomes (Bergkvist & Rossiter, 2007). They have replicated and 

extended their studies, examining the attitudes toward the ad, brand attitude and the purchase 

intention. The new added factor was the free tailored single-item measure, not delivered from 

the multi-item construct as in their previous research. In this new study design, authors have 

confirmed that the predictive validity of the single-item study is equivalent to those of the multi-

items (Bergkvist & Rossiter, 2009).  
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Similar studies have been conducted by Waddimba et al. (2015), where the authors designed 

the study, in which they have validated the single-item measures for the exhaustion, 

depersonalization between the rural physician/non-physician practitioners. They run a self-

administered questionnaire on the sample of 308 physicians and advanced-practice clinicians 

using Spearman correlation coefficient to assess the model’s ability to predict the low/high 

extremes of the exhaustion on the 7-item Likert scale. As the result, the single-item measure 

has turned out to be the strong predictor of high exhaustion and screening measures were valid 

and reliable (Waddimba et al., 2015).  

Considering the 4 criteria suggested by Fuchs & Diamantopoulos (2009): (1) the nature of the 

construct; (2) the nature of existing instruments; (3) the research objective and finally (4) 

sampling consideration, we decided that the single-item measure method will be the most 

beneficial and significant for our research study. The object of our study is singular and 

narrowly-focused (sponsored/non-sponsored advertisement) and rather perceived similarly by 

all participants. The attributes are short and concrete, hence the risk of oversampling or 

referring to the same item in a different way is eliminated. 
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4. Methodology 

___________________________________________________________________________ 

This chapter describes the methodology for the survey we have used in our study. Firstly, the 

research design will be described in order to explain the type of research design, the 

population and sample, the tools and procedures used in the study. What is more, the 

validation check of the study will be discussed in terms of its reliability and validity, as well 

as the whole research process. 

___________________________________________________________________________ 

 

The aim of this research was to determine whether there is an existing relationship between 

peer-created content on Instagram and customer’s trustworthiness. Consequently, the 

knowledge of persuasion model associated with the perception could be tested. Eventually, the 

underlying theories behind the model could be implemented by companies as a potential 

marketing tool. 

4.1 Research design 

Considering the vast amount of research regarding trust in widely understood area of 

advertising, our work will follow a deductive approach. Already developed theories will be 

adapted according to the needs of our research paper and further subjected to tests (Saunders, 

Lewis & Thornhill, 2007). Moreover, following the positivist approach and using the hard data 

collected and presented in quantitative form, we will be able to provide solid evidence to 

confirm or deny our earlier assumed hypotheses. Our conclusions will be then based on the 

verification of the collected data and the examination of the repeatability among respondents' 

answers (Antwi & Hamza, 2015). 

Our research paper, as mentioned above, follows a deductive approach. This, in turn, implies 

highly structured methods, starting with formulating the hypotheses based on the already 

existing theories and moving on to collecting and analyzing data in the quantitative form. The 

quantitative approach allows for the explanation of relationships between variables (Saunders, 

Lewis & Thornhill, 2007), which is an appropriate approach in order to find relationships 

between trustworthiness and sponsored and non-sponsored content of Social Media channels. 

Since the purpose of this thesis has been aimed at getting new insights into the matter of 

trustworthiness on different Social Media channels, with a focus on the perception of non-

sponsored posts and the attitudes of the customers towards them, our work takes the form of an 

explanatory research study (Kothari, 2004). Establishing relationships between adopted by us 

variables and further looking for possible correlations between them will help us thoroughly 
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understand the issue of trustworthiness towards content posted in online environments. The 

phenomena of trustworthiness in the Social Media context has been already researched, but a 

little attention has been given to the notion of the non-sponsored content placed online. We 

believe, that using the explanatory study approach, will help us with addressing this particular 

issue, therefore expanding the knowledge and contributing to the development of the literature. 

4.2 Research strategy 

A web-based, self-completion inferential surveys were designed in order to collect primary data 

to test our hypotheses. Inferential surveys are believed to be commonly used by researchers 

from the field of management, with a strong focus on marketing, strategy and psychology 

studies. The main assumption of this kind of survey is to examine relationships between 

dependent and independent variables distinguished and based on the previous theories and 

finding. This way an attempt to prove or disprove previously assumed hypotheses can be done. 

Epistemologically, inferential surveys are believed to be similar to but a slightly weaker 

approach than social experiments. However, in the case of our research a controlled 

environment was not needed in order to analyze the existing relationships between given 

variables. Therefore, and also based on the previous studies on similar topics we decided for 

the use of web-based questionnaires in our thesis (Easterby-Smith, Thorpe & Jackson, 2015).  

The assumptions made in the study were backed by secondary data gained by previous 

researchers in the field of product advertising using different type of endorsers, intentions of 

content of the posts and Social Media channels. The following research questions were 

addressed: Is non-sponsored content of Social Media posts created by users perceived as a 

deliberate marketing activity used by companies? Does it build positive emotions of 

trustworthiness of consumers due to the positive perception of fellow peer’s engagement? Do 

sponsored posts created by peer users lead to the recognition of persuasive intents of the post 

causing distrust in the credibility of the message among other users? 

4.2.1 Web-based surveys 

An increase in the online communication activities, caused by the overwhelming growth in the 

internet usage, resulted in the spread of interest in research on various aspects of computer-

mediated communication. This also allowed for an emergence of new ways to analyze and 

examine online practices, attitudes and behaviors. Scholars were presented with new, unique 

challenges of adapting old ways of research to new, demanding online markets. A big change 

can be observed in traditional survey research, which, thanks to the progressing digitization, 
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could be moved to the online world. That is how the concept of a web-based surveys emerged. 

Like each and every method or approach, and as a quite new and only evolving technology, 

web-based surveys have their own advantages and disadvantages (Wright, 2006).  

More and more people are joining online communities to seek support and understanding, but 

also to look for opinions of other or to express their own points of view on various topics. That 

offers a great opportunity for researchers to gain a quite broad impression of an examined issue 

from a large sample of participants. What is more, web-based surveys are believed to be less 

time consuming and cheaper than the traditional, paper ones. Printing, postage and further 

writing the data down manually connected with the old research methods were both expensive 

and a tedious task (Llieva et al., 2002; Witmer et al., 1999). Thanks to the online environment, 

consisting of thousands of people coming from different geographical positions and 

backgrounds, reaching otherwise hard-to-reach populations can be now done with a few clicks 

of a computer mouse (Garton et al., 1999; Taylor, 2000; Yun & Trumbo, 2000). Additionally, 

considering time restrictions and pressure with meeting deadlines related to our research, web-

based surveys allow us to work on other parts of the thesis while the data collection process is 

happening (Llieva, Baron, & Healey, 2002). Responses of the participants are automatically 

saved on the server thanks to the online survey services allowing us to simultaneously focus on 

continuous deepening our understanding of an analyzed topic.  

On the other hand, this research approach is also associated with disadvantages, which are 

mostly connected with sampling and access issues (Andrews et al., 2003). First of all, taking 

the number of users of different online environments into consideration, despite the basic 

demographic questions placed in the actual survey, relatively little is being discovered about 

the examined sample (Dillman, 2000; Stanton, 1998). What is more, even though the response 

rate of web-based surveys is believed to be higher than in the case of the traditional, paper ones, 

it is still hard to somehow “force” people to participate in your research. Authors argue, that 

offering some kind of incentive or a financial prize for participation might increase the response 

rate but can also lower the credibility of the data collected, because the desire to win a prize 

may outweigh the integrity of the answers (Andrews et al., 2003; Konstan et al., 2005). A small 

response rate might also be associated with a general attitude towards the web-based research 

methods. Some members of online communities find such tries of getting an answer as pushy 

or offensive and might simply refuse to participate in the study (Hudson & Bruckman, 2004). 

However, while collecting our data, we relied on a good will of our fellow students, friends and 

family which in the end helped us to get a good enough sample.  
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Thanks to the currently available survey online services, web-based surveys are being used 

more and more in various kinds of research by numerous authors. As a result of their attractive 

features, low costs and short time of creation, they often serve students as the basis for their 

research papers (Wright, 2006). Taking all the advantages, disadvantages and other possible 

approaches into consideration, we decided that using web-based surveys is the best way to 

conduct our particular study and to test the initially assumed hypotheses.  

4.2.2 Survey design 

Basing on the feedback from the pre-test conducted before our research on SurveyMonkey (see 

further explanation in Chapter 4, section 4.4), several changes in the design of our final survey 

were introduced. Firstly, to avoid any issues with copyrights, we decided to create our own 

illustrations resembling Instagram posts. Moreover, to be able to see how one person 

distinguishes their perception of a sponsored and non-sponsored content, we decided to put 

both of the “posts” in one survey. Beforehand, there were two separate sets of questionnaires, 

one for the sponsored content and the second one for non-sponsored, which was lowering the 

efficiency of the data collection. Lastly, the question about the likes, shares and comments was 

dropped, in order to focus on the primary aim or our thesis. The final design of the survey is 

described below.   

Surveys used to examine and analyze the assumptions made in our research paper consist of 8 

questions each (see Appendix I). One survey in two different questionnaires with a randomized 

order of some questions were produced for a sole reason of minimizing or eliminating the 

priming effect. Questions no. 1 & 2 are an example of simple demographic questions. In order 

to fully understand the sample being examined and to find subsequent links between 

distinguished subgroups, questions about the gender and the age of respondents were asked. 

Considering our sampling approach, we decided to shorten the amount of answers possible, 

leaving our respondents with five available choices: 1. under 18; 2. 18-24; 3. 25-34; 4. 35-44 

and 5. 45+. Since our research is aiming at active users of the Internet and Social Media 

channels, our next question determines the frequency of use of the previously mentioned. Here, 

our participants were able to choose one of the following answers: 1. once a week; 2. 2-3 times 

a week; 3. once a day and 4. several times a day. For the purpose of our research we decided to 

focus on the respondents that use those channels once a day or more often. Consequently, 

answers in which the frequency was established on a lower level, will be excluded for our 

research. Once we identify the factual sample amongst all of the answers, we want to analyze 

the perception of peer-generated reviews and opinions amidst the respondents. In order to fully 
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examine the attitudes of customers towards sponsored and non-sponsored peer-generated 

content, we created two sets of Instagram posts and described them in order to give a broader 

understanding of the problem to our respondents. The posts were created to visually resemble 

the actual posts on Instagram as much as possible. Both posts contained a photo of a random 

product and, invented by us, name of the profiles, the content of the post and comments from 

other users. To mirror the visual representation of actual Instagram posts, the “number of likes”, 

the date and the “follow” elements have been added.  

In case of the “sponsored” post, the sponsorship disclosure has been added, to notify the 

respondents about possible connection of the person to the company.  

Picture 1. Sponsored post. 

 
Source: Own creation. 

Furthermore, for the educational purposes of our research, we decided to create an artificial 

situation, where one of the posts is “non-sponsored”, meaning that the creator of the post has 

no links with an enterprise, from which a product he’s reviewing comes. In a real-life situation, 

such a non-existent relationship with a company could be difficult to examine and prove. Also, 

we have chosen to use the hand-watch as the subject of the photo since it can be considered as 

the item that is equally used by both- women and men in various age-range. This way, the 

situation where one group would favorize the item more than the others, could be reduced to 

the minimum.  
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Picture 2. Non-sponsored post. 

 
Source: Own creation.  

To eliminate the chance of participant’s being influenced by the order of the pictures, the posts 

created by us and used in questions were randomized in both of the surveys. Posts were 

followed by questions that were trying to determine whether the deliberate marketing actions 

of firms are influencing the trust-based attitudes of the customers and, on the contrary, if 

customers are more likely to put trust in the content of the post when it is not recognized as a 

marketing activity of a company. Sweeney and Soutar (2001), recommend using Likert’s scales 

for widely understood measurements in marketing research and studies (Sweeney & Soutar, 

2001). Therefore, as an instrument for data collection in this case we used a 5-point Likert’s 

scale, where respondents had the possibility to establish their level of agreement to the given 

statement on a range from ‘strongly disagree’ to strongly agree’. 

4.2.3 Sample description 

Due to the abovementioned delimitation of our study, the convenience sampling was chosen 

for the data collection. Although it cannot represent a general population, it can still bring 

valuable data into our research (Easterby-Smith, Thorpe & Jackson, 2015). What is more, the 

subject of our study focuses on active users of the popular Social Media platform – Instagram. 

That is why the surveys were disseminated amongst official pages of our Universities via 

Facebook. In order to broaden our sample and gain a wider spread of age-range amongst our 

participants questionnaires were posted on our personal Facebook profiles.   
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Since the aim of our study is to measure trustworthiness towards peer-created content on 

Instagram, the sample of active Social Media users will be easily obtained by disseminating the 

survey on similar social networks. Consequently, we believe that the convenience sampling 

approach will provide us with a sufficient sample size and data credible for our study.  

The population for this study was aiming at young adults, who use different Social Media 

channels frequently and look for online posts, opinion, recommendations and comments about 

products. In order to reach ‘big-enough’ sample in a short period of time, our respondents base 

is built of fellow students from students of the University of Economics in Cracow in Poland 

and Jonkoping University in Sweden and friends and family members. 

Considering our time frame, as a result of which we chose a particular sampling design, we 

decided to exclude the educational background of our respondents from our research. Since the 

surveys have been circulating amongst fellow students and our friends, it is safe to assume that 

most of our answers will come from people with either secondary or higher level of education.  

In total 300 answer has been collected within two weeks frame (21.03 – 05.04). Since all of the 

questions were required to be answered by our respondents, all 300 surveys have been 

completed.  As a part of the elimination process among the responses, to raise the validity of 

our sample, we have decided to exclude the answers of the participants who use Social Media 

networks only once a week or every 2-3 days. In a broad sense it may indicate that they do not 

spend enough time on different Social Media channels to pay attention to specific conditions 

and the message of different peer-created posts. This process left us with 279 answers valid for 

our research. Following the paper of Toepoel (2016), the sample size for non-probability 

sampling designs, which the convenience sampling is a part of, should be between 30 and 500 

and should have the largest scope possible (Toepoel, 2016). On this basis, we believe that our 

sample of 279 answers is a sufficient base for further analysis.  

4.3 Ethics in research 

Although business research areas generally do not involve studies that could bring harm to 

humanity and quantitative research is believed to have a smaller range of ethical issues in 

comparison to more open qualitative research, certain laws and principles have to be taken into 

consideration. An increasing pressure in terms of clearly defined ethical codes and practices, 

applied ubiquitously throughout all the research areas, came from sensitive and hazardous 

disciplines such as medicine and psychology. Consequently, the need to follow fixed and valid 



31 
 

rules while conducting a research has also found its application in the field of business and 

management (Easterby-Smith, Thorpe & Jackson, 2015; Saunders, Lewis & Thornhill, 2007). 

Growing interest in ethical issues amongst researchers led to the emergence of a framework of 

ethical behavior. Ten key practices, discovered and established by Bell and Bryman can be 

applied throughout different areas of research. The first six principles focus on the research 

respondents and talk about the protection of their privacy and dignity. The second part of the 

framework targets research results and deals with problems like accuracy and possible bias of 

data (Easterby-Smith, Thorpe & Jackson, 2015). 

4.3.1 Ethical issues associated with access 

Survey methods require getting a certain amount of answers in order to provide a representative 

size of a sample. However, participants cannot be forced to fill out a survey and often it might 

be hard to interest respondents in your study. Sometimes, people do not see the value of their 

participation in your research, they doubt your credibility and competences or are simply afraid 

of the privacy of their data. Whether or not, there are some strategies that can help you gain 

trust of your respondents and therefore expand your access. Saunders, Lewis and Thornhill 

suggest not limiting the research only to existing contacts, but also reaching beyond a current 

group of friends. They also emphasize the importance of using an appropriate language when 

addressing specific groups (Saunders, Lewis & Thornhill, 2007). In order to increase the level 

of trust in and credibility of one’s research it is recommended to showcase respect for 

participants by clearly stating the purpose of the surveys and related conditions (Easterby-

Smith, Thorpe & Jackson, 2015). As regards our thesis, while disseminating web-based surveys 

amongst our fellow students, friends and family, we precisely described the goal of our 

research, informed possible participants about the anonymity and confidentiality of the data 

and stated that the information collected will be used in our thesis and will help us in acquiring 

our degree, showing that the research is supported by a legitimate source. We also briefly 

notified participants that the survey takes around two or three minutes and consists of 8 

questions. 

4.3.2 Ethical issues during data collection, analysis and reporting 

Obtaining a consent for participation in one’s research is a very important step. However, in 

the case of a web-based survey the situation is somewhat different. Inability to obtain written 

consent from each respondent meant that participation in our research was entirely voluntary 

and we considered the submission of a completed survey as participant's consent to use one’s 
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personal data (age and gender) and answers in our analysis. Respondents also had the 

possibility to withdraw from participation at any time of conducting the survey by simply not 

submitting the data. 

During the collection and analysis part of the research, it is crucial to remain objective towards 

the data collected. Voluntary participants had to answer each and every question of the survey 

in order for us to have an accurate and full perception of the analyzed issue. What is more, of 

the collected data, no key answers were excluded. The only rejected responses were those 

related to the frequency of the use of different Social Media channels and would not contribute 

to our research in any way. Analyzing entirety of the data will allow us to avoid 

misinterpretation and reach clear and accurate conclusions (Saunders, Lewis & Thornhill, 

2007). 

4.4 Validity and reliability 

Validity and reliability are essential parts of the quantitative research. They can assure the 

accuracy and stability of the data used to examine the possible relationships between variables. 

Moreover, these concepts inform us whether the results of the research can be used as the 

representation of the general population, as well as whether the patterns extracted from the 

research are true in other contexts and environments. Ensuring the validity and reliability of the 

questionnaire is done before the actual research is conducted, mostly through pre-testing 

activities (Easterby-Smith, Thorpe & Jackson, 2015).  

Toepoel (2016), describes measurements that has to be taken in order to avoid issues with 

validity and reliability. He refers to coverage, measurement and non-response errors. The 

confusing composition of the survey, such as problems with wording and structure, which are 

a part of the measurement error can be solved by pilot testing (Toepoel, 2016). In our study, in 

order to be as accurate as possible and to ensure a thorough understanding of the issue, the pre-

test using the SurveyMonkey online service, has been carried out. The questionnaire has been 

sent to 50 independent, not connected to our main research respondents. After receiving 

feedback, necessary changes were made (see Chapter 4, section 4.2.2). In the case of our 

research the coverage and non-response errors are not applicable. The coverage error was 

eliminated by the sampling approach we adopted (see Chapter 4, section 4.2.3). What is more, 

in order to submit a survey, all questions were obligatory to answer, therefore no incomplete 

surveys were received.  
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5. Data analysis 

___________________________________________________________________________ 

In this chapter the data analysis process will be introduced, presenting the variables used in 

the study and the statistical analysis included. Introductory outcomes drawn from initial 

observations are presented.  

___________________________________________________________________________ 

 5.1 Variables 

Table 1. Variables renaming process. 

Question Variable 

Gender  gender 

Age  age 

How often do you use different Social Media channels? frequency 

I am looking for recommendations/reviews/opinions on different Social 

Media channels. 

recommendations 

Do you perceive this post as an advertisement? perception 

Do you find the content of the above post trustworthy? trust 

Source: Own illustration. 

To facilitate the process of analysis the variables’ names and values have been renamed. Firstly, 

the questions have been shortened, so that the calculations are transparent and the results are 

easy to read. Considering their short and understandable names, variables “gender” and “age” 

haven’t been changed. The question “How often do you use different Social Media channels?” 

has been changed to “frequency”. Then, “I am looking for recommendations/reviews/opinions 

on different Social Media channels” variable has been changed to “recommendations”. 

Subsequently, the “Do you perceive this post as an advertisement?” question has been named 

“perception” and the name of the “Do you find the content of the above post trustworthy?” has 

been set to “trustworthiness”. Finally, to find the correlations between the status of the post and 

the rest of the variables, the variable containing the information whether the post was sponsored 

or not has been names “condition”. These activities made it easier for us to analyze the data as 

well as to read the results from the regression and correlation tables. The table above clearly 

shows the process of changing the names of questions into variables. 
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Figure 1. Research model overview. 

 
Source: Own illustration.  

The above figure graphically presents the model of our research. Since our research is purely 

quantitative, the data collected in the form of words or ranges was accordingly recoded, so that 

it can be used in our analysis part. The re-coding process will be explained in details in the 

further part of our paper (see Chapter 7). Our work consists mainly on finding and studying 

existing relationships between various variables. For this, it was necessary for us to establish a 

dependent variable. In our case, the dependent variable, a main variable being examined and 

tested under specific conditions is trust, and more specifically whether people perceive certain 

posts as trustworthy or not. Next, we established two main independent variables, from which 

one of them was controlled by us to measure the possible effects on the dependent variable. By 

changing the condition of the post to sponsored or non-sponsored and asking our respondents 

whether they perceive such actions as advertisement (perception), we could measure whether 

our independent variables would affect trust in any way. Those were the main variables used 

in our analysis. However, to gain a deeper understanding of the problem and to gain more 

insight about our sample, we decided to include four more variables into our research. Two 

variables, called by us the motivation variables, focused on the frequency of the use of social 

media and the actual process of seeking recommendations and opinions on different channels. 

Since we predicted that those variables might affect our dependent variables we decided to 

include them into our analysis. Last two variables were standard personal statistics questions, 

used in almost every questionnaire: age and gender. All of the variables of the above presented 

model have been used in the analysis, where we tried to find the existing relationships of a full 

model as well as individual links between separate variables.  

Independent variables Dependent variable 

age 

TRUST 

gender 

frequency 

perception 

+ 

condition 

recommendations 

Control variables 

+ 
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5.2 Initial observations 

Gender and age 

Figure 2. Gender and age distribution.  

 

From the 300 answers collected, 208 of the respondents (69%) were female representatives. 

The remaining group, of 92 answers (31%) were men. Considering our sampling approach, the 

question about the age of the survey participants leaves us with no surprise – 234 or 78% of the 

answers comes from the age range between 18 to 24. 19.7% of the respondents were older than 

25 but younger than 34, and only 5 responses came from participants older than 35 years old.  

Frequency 

Figure 3. Frequency of Social Media channels use. 
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Here, our respondents were answering the following question: “How often do you use different 

Social Media channels?”. 93% of participants use different Social Media channels once a day 

of more frequently. As a part of the elimination process among the responses, to raise the 

validity of our sample, we have decided to exclude the answers of the participants who use 

Social Media networks only once a week or every 2-3 days. In a broad sense it may indicate 

that they do not spend enough time on different Social Media channels to pay attention to 

specific conditions and the message of different peer-created posts. This process left us with 

279 answers valid for our research. 

Recommendation 

Figure 4. "I am looking for recommendations/reviews/opinions on different Social Media channels". Distribution of 

respondent's answers. 

 

Amongst the respondents, majority (106 answers) admitted to looking for opinions about 

products on different Social Media channels. Second biggest group (102 answers) neither 

consciously look but nor neglects recommendations posted on various platforms. The rest of 

the participants showed a lack of interest in online recommendations.  

5.2.1 Sponsored posts 
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Figure 5. Perception of a sponsored post. Distribution of respondent's answers. 

 

The vast majority of the respondents, with 214 answers (76.7%), considers the post described 

as sponsored as a deliberate marketing activity of a company.  

Trustworthiness 

Figure 6. Trustworthiness towards a sponsored post. Distribution of respondent's answers. 

 

What is more, around 44.4% of our participants (124 respondents), finds the content of the 

sponsored post untrustworthy. The above observations allow us to initially confirm one of our 

pre-established assumptions. It can be seen that the disclosure of the sponsorship included in 

the content of the peer-created Instagram post decreases the general trustworthiness amongst 

our respondents, as it triggers the recognition of the deliberate marketing activities of the 

company.   

5.2.2 Non-sponsored posts 

Perception 

3

21

41

78

136

0 20 40 60 80 100 120 140 160

strongly disagree

disagree

neither agree nor disagree

agree

strongly agree

DO YOU PERCEIVE THIS POST AS AN ADVERTISEMENT?

41

83

103

41

11

0 20 40 60 80 100 120

strongly disagree

disagree

neither agree nor disagree

agree

strongly agree

DO YOU FIND THE CONTENT OF THE ABOVE POST TRUSTWORTHY? 



38 
 

Figure 7. Perception of a non-sponsored post. Distribution of respondent's answers. 

 

To our surprise, preliminary observations show that a non-sponsored post is also perceived as 

an advertisement by a vast majority of our respondents (58%; 162 answers). 

Trustworthiness 

Figure 8. Trustworthiness towards a non-sponsored post. Distribution of respondent's answers. 

 

The question regarding trustworthiness relating to the non-sponsored posts seems to divide the 

group of respondents into almost equal halves, with 85 (30.5%) answers perceiving those posts 

as trustworthy and 89 (31.9%) answers negating the trustworthiness. It can be observed that, in 

comparison to the sponsored peer-created posts, the opinions about the perception of the non-

sponsored content as an advertisement are more spread out amongst the respondents. While the 

sponsored content was strongly perceived as a product advertisement, the latter meets with a 

more mixed opinion. It may indicate that the respondents may have a hard time with 

comprehending the lack of the advertising intent of the content of the peer-created post. What 
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is more, although the participants were hesitant in the case of the trustworthiness of the non-

sponsored content, the level of trust related to the non-sponsored content is higher than in the 

sponsored posts on Instagram. The above observations also support our aforementioned 

assumptions. 
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6. Method 

___________________________________________________________________________ 

This chapter introduces our hypotheses and the methods of analysis chosen to conduct our 

study. The concepts of multiple linear regression and moderator analysis are being described.  

___________________________________________________________________________ 

The purpose of our study is to explore the following issues: how sponsored texts can influence 

users’ awareness of persuasion intents in advertising and how it affects the general attitudes 

towards content posted in form of recommendations or reviews by peers on Social Media. As 

the research questions seeks for to find the correlations between perception of the product 

advertising intentions in connection to sponsored or non-sponsored nature of the posts created 

by peers on Instagram’s accounts. We are interested in checking our data samples in terms of 

whether there is a difference concerning the consumers’ attitudes towards sponsored content 

posted by peers (the form of “peer endorsement”) and between non-sponsored messages 

(Easterby-Smith, Thorpe & Jackson, 2015). Therefore, we assume as our first hypothesis: 

H1: Depending on whether the post is sponsored or not, the Instagram post is perceived as a 

product advertisement.  

What is more, we seek to explore how consumers are affected by this knowledge in terms of 

trustworthiness and source credibility. In connection to the assumptions of H1, the perception 

of the post as a product advertisement is believed to decrease the level of trustworthiness and 

cause distrust towards the content of the peer-created content on Instagram. Consequently, H2 

was formed:  

H2: If an Instagram post is perceived as a product advertisement, the level of trustworthiness 

is lower.  

Hence, our hypotheses seek the relationships between the sponsored and non-sponsored nature 

of Instagram posts created voluntarily by peers as the part of electronic Word-of-Mouth and its 

influence on the fellow users and their attitudes towards such online activity and perception of 

trustworthiness and source credibility. 

In further proceedings with data analyzing of gathered surveys, the model of multiple linear 

regression and Interaction effects through moderator analysis were chosen as methods for 

exploration of relationships and the outcomes of our study using the SPSS Statistics. 

As the model we present in our study cannot be explained just by focusing on one factor at a 

time, its more complex structure requires more advanced analysis. Due to many interactions 
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between dependent variable and independent variables, multiple linear regression has been 

chosen as the method of understanding whether the model we propose in our study - dependent 

variables: trustworthiness and perception and changing independent variables: sponsored and 

non-sponsored (“condition”) posts and perception of a product advertising intentions, can be 

explained and predicted by those factors. It helps to summarize the relationships between 

variables and reaches beyond simple, conceptual assumption of the hypothesis. In its core, it 

finds the essentials of those relations between variables. Furthermore, multiple linear regression 

allows us to exam the overall fit of the model and relative contributions of predicting factors in 

the total variance. As the result it allows us to determine which particular independent variables 

of our study model and to what extent contributes to the explanation of the prediction outcome 

(Easterby-Smith, Thorpe & Jackson, 2015). 

6.1 Multiple linear regression 

In order to perform a multiple linear regression analysis, the data sample needs to be checked 

for certain assumptions. As part of the process, before running the multiple linear regression 

tests the assumptions of dependent and specific number of independent variables, independence 

of observations, linear relationship, homoscedasticity, multicollinearity, outliers and residual 

errors ought to be fulfilled. This way, we were able to confirm whether the chosen method of 

analysis can be used in the first place and the results withdrawn from the sample could be 

related to actual situation in reference to peer-created posts on Instagram.  

Firstly, the dependent variable ought to be measured on the continuous scale rather than the 

ordinal scale, however it is not the obligatory requirement. Considering our limitations of 

sample, conceptual data set and the research field, in which it is rather typical to run OLS 

(Ordinary Least Square) regression analysis when the variable has sufficient number of values 

(at least 5 or more). Previous researchers in their studies had already conducted and proved 

using Likert item scale in parametric tests is valid. Lubke & Muthen (2004), in their paper 

found that it is possible to find true parameter values in factor analysis with Likert scale data, 

if assumptions about skewness, number of categories, etc., were met (Lubke & Muthen, 2004). 

Also, Glass et al. (1972) found that regression tests could give back accurate p-values on Likert 

items under specific conditions (Glass et al., 1972). Thus, we have proceeded with this method, 

although our dependent variables – trustworthiness and perception, are measured on the 5-point 

Likert scale.  
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Secondly, to run the multiple linear regression there are two or more independent variables 

necessary. In our case, the independent variables were either nominal (condition of the post) or 

ordinal (Likert scale items), plus the control variables. The categorical variables were recoded 

into the numerical ones through the process of re-coding for the possibility to use in the model.  

Following, the data was processed with multicollinearity test. Multicollinearity occurs when 

two or more variables highly correlate with each other. As a consequence, it imposes a 

difficulty with understanding which independent variable contributes to the variance 

explanation in the dependent variable, causing issues while calculating multilinear models 

(Tabachnick & Fidell, 2014). Our data has shown the VIF value of 1,069, where the value 

obtained between 1-10 can be concluded that there are no indications of multicollinearity (see 

Appendix VII). 

When it comes to the examination of data set for linearity of the relationship between the 

dependent variable and each of the independent variables, homoscedasticity, outliers and 

residual errors cannot be checked and has to account for the limitation of our study. Due to the 

single-item scale model and ordinal variable as the dependent variable, it is not possible to 

distinguish the linear relations of our variables, variances on the best-fit line shown on the 

scatter plot or any unusual points outlined, since the spread of our dependent variables is 

disrupted by 5-points Likert scale ordinal measurement. However, we argue that the 

representation of our data sample is still reliable and valid, especially as it relies on previous 

outcomes and theories in the area of users’ psychology and their interactions with social media.  

Additionally, the tendencies noted in the chapter 5, section 5.2 and further tests for correlations 

between variables, indeed indicate the existing relationship between our independent variables 

and dependent variable. Moreover, in the psychology area of studies when the research subject 

goes far beyond the scientific problems and technical efficiency, mainly reliance on the tests 

significance is reported to be not enough and very superficial. Bailey & Fisher (1957) in their 

work argue, that significance test tells us no more than just simply some level at which the body 

of the data we possess would pass the acceptance for the significant test. They imply that we 

can learn much more, as many recent statistical research developments has proven, from not 

only deductive process but analytical account of statistical science. The conclusions drawn 

from the data samples based on the “inductive inference” can extend and deepen the results and 

subjects of examination at the very same level of satisfaction (Bailey & Fisher, 1957). The 

approach is widely support by modern researchers nowadays, especially in the field of human 

psychology and explanatory research. Cumming (2013), shows in his research that the p- value 
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does not need to be the indicator of the “good” quantitative science approach. In his work, he 

introduces the comparison of the CIs (coefficient intervals), meta-analysis and statistical 

analysis on the example of college student and the years of graduating that significance testing 

does not provides the outcome so broaden and extensive as the methods mentioned former. He 

points to fields such as medicine, psychology, where nowadays it is recommended and rarely 

based the scientific observations and hypothesis only on p-value as the valid acceptance 

indicator (Cumming, 2013). 

In order to keep the research integrity, inductive inference is just as important. Inductive 

inference or inductive deduction focuses on the observations going further than numerical tests 

but also involves the observational data and adds new elements to the existing theories. 

However, it is conditioned by specific requirements. Firstly, the assumptions are made in terms 

of probability to same defined population, never individuals, which is the case in our study as 

the samples consists of university students. Secondly, the essential feature distinguishing the 

inductive inference from the deductive logic is forming of the hypothesis. It must be accurate 

with the already known facts; it needs to specify the distribution frequency of all observational 

facts; it should include as parameters all constants of nature as well as the additional or special 

variables; it cannot contradict or appear in any way judged relevant by the gathered data (Bailey 

& Fisher, 1957). In our study, chapter 3, previous findings, has already shown that trust 

decreases when the sponsorship disclosure is present on the personal blogs, or profile accounts 

or when the celebrity endorses are involved. The data collection fulfils all the requirement to 

be treated as the representational sample of the observational facts and all the variables are 

placed in the model. Moreover, the assumption made for the purpose of this study does not 

contradict the data in any way. Therefore, considering the above arguments, we believe in our 

study the associations between the dependent and independent variables can be used as the 

basis for the research concept described in the hypothesis and should be explored further, 

despite the limitations of linearity, homoscedasticity, outliers and residual errors insignificance, 

including the observational facts, in previous research, tendency and existing gaps in modern 

research in the field of digital advertising on Instagram. 

6.2 Moderator analysis 

As the Multiple Regression analysis only allows for overall prediction of a good fit of the model 

with the observed data, it cannot determine the causal relationships between particular variables 

(Easterby-Smith, Thorpe & Jackson, 2015). Therefore, we have run the bivariate Pearson 
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correlation as to determine which independent variables may correlate with each other or with 

the dependent variables beyond the basic assumptions of our model.  

The correlation matrix allowed us to highlight the potential relationships between variables in 

our data set. This was a necessary step in order to discover interactions between variables in 

our model. According to the classic definition, an interaction effect is a representation of the 

combined effects of variables on the criterion or in this case, dependent variable. When the 

interaction effect is found, it shows the impact of one variable and the level of the dependence 

on the other variable. The aim of this procedure is to show the multiple interaction effects, who 

are reported to be better performed in the studies than on the single, isolated variables due to 

possible mislead of misinterpretation of the variables (Pedhazur & Schmelkin, 1991). 

Cumming (2013), in his work argues that valuable insights may be obtained with data 

exploration followed by planned analysis.  

Given the explanatory nature of our study, it was the appropriate method of analysis, as relied 

on running tests to explore ideas and guide where to direct the research effort (Cumming, 2013). 

The simple purpose of the taken measures served to discover details that would allow to fully 

answer our research questions. Basing on the outputs from the Pearson correlation matrix the 

following tests had been run to look for the interactions between the independent variables 

described as: the frequency of using Social Media & Sponsored vs. Non-sponsored nature of 

the posts on the dependent variable – trustworthiness. What is more, in our work we have also 

looked for additional sets of associations between Looking for the 

recommendations/reviews/comments online & Recognition of the advertising intentions, 

looking for the recommendations/reviews/comments online & Sponsored vs. Non-sponsored 

context of the posts, and Recognition of the advertising intentions & Sponsored vs. Non-

sponsored messages, Looking for the recommendations/reviews/comments online & gender 

and finally gender & age of the participants. 
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7. Analysis 

___________________________________________________________________________ 

Below, the calculations from the performed analysis are presented.  

___________________________________________________________________________ 

 

Since four out of six variables used in the analytical part of our research, were string variables, 

initially we couldn’t include them in the calculations. However, by using the “Automatic 

recode” tool in SPSS we were able to recode those string variables into the numeric variables 

and include them in the regression, correlations and associations analysis. In case of the linear 

regression model analysis the variable “gender” and its string values have been assigned the 

following numerical values: female – 1; male – 2. Next, the age ranges of the “age” variable 

has been re-coded as follows: 18-24 – 1; 25-34 – 2; 35-44 – 3; under 18 – 4. Consequently, the 

string values of the “frequency” variable have been given new numerical values of 1 (once a 

day) and 2 (several times a day). Lastly, the condition of the post has been recoded into 1, if 

the post was not sponsored and 2, if the post was sponsored (see Appendix II). 

7.1 Correlations 

Table 2. Correlation matrix. 

VARIABL

E 

MEA

N 

SD Trustw

orthine

ss 

Gender Age Freque

ncy 

Recom

mendat

ions 

Conditio

n 

Percepti

on 

Trustworth

iness 

2.80 1.046 - -0.089* -0.051 0.068 0.159** -0.158** -0.259** 

Gender 2.31 0.464  - 0.260** 0.083 -0.108* 0.000 0.062 

Age 2.24 0.488   - -0.072 -0.038 0.000 -0.051 

Frequency 2.91 0.291    - 0.013 0.000 0.003 

Recommen

dation 

3.16 1.057     - 0.000 -0.078 

Condition 0.5000 0.50045      - 0.254** 

Perception 3.87 1.114       - 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

Source: See Appendix II. 

As shown in Table 1, perception of the Instagram posts as a product advertisement correlates 

positively with condition (r=0.254, p<0.01). On the other hand, it correlates negatively with 

trustworthiness (r=-0.259, p<0.01). The abovementioned results support H1. Following, the 

trustworthiness towards Instagram posts positively correlates with recommendations (r=0.159, 
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p<0.01). What is more, it correlates negatively with gender (r=-0.089, p<0.05), condition (r=-

0.158, p<0.01) and perception (r=-0.259, p<0.01), which supports H2.  

The correlation table shows additional relationships between some of the variables used in the 

model. There is a positive correlation between gender and age (r=0.260, p<0.01) and a negative 

relationship between gender and recommendations (r=-0.108, p<0.05).  

 

Furthermore, a multiple linear regression analysis was performed to examine the effects of 

sponsored and non-sponsored posts on the perception of this kind of content as a product 

advertisement and to determine the effect of the latter on the level of trustworthiness towards 

Instagram posts.  

7.2 Hypothesis testing 

H1: Depending on whether the post is sponsored or not, the Instagram post is perceived as a 

product advertisement.  

Table 3. Linear regression analysis for H1. Comparison of models. 

 M1  M2 

 B SE β t  B SE β t 

Gender -0.178 0.106 0.074 1.673  0.178 0.103 0.074 1.729 

Age -0.168 0.100 -0.074 -1.673  -0.168 0.097 -0.074 -1.729 

Frequency -0.030 0.163 -0.008 -0.184  -0.030 0.158 -0.008 -0.190 

Recommendations -0.076 0.045 -0.072 -1.704  -0.076 0.043 -0.072 -1.761 

Condition      0.566 0.091 0.254 6.227** 

          

R2     0.014     0.079** 

Adjusted R2    0.007     0.070** 

β is the standardized regression coefficient 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

Source: See Appendix III. 

 

The overall regression model for H1 is significant (r2=0.079, p<0.01). Supporting H1, the 

regression analysis shows that the condition (β=0.254, p<0.01) can be a significant predictor 

of the perception in the given model. 
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H2: If an Instagram post is perceived as a product advertisement, the level of trustworthiness is 

lower.  

Table 4. Linear regression analysis for H2. Comparison of models. 

 M1  M2 

 B SE β t  B SE β t 

Gender -0.166 0.099 -0.073 -1.679  -0.124 0.096 -0.055 -1.297 

Age -0.045 0.093 -0.021 -0.487  -0.084 0.090 -0.039 -0.932 

Frequency 0.255 0.151 0.071 1.682  0.248 0.147 0.069 1.689 

Recommendations 0.147 0.042 0.149 3.546**  0.130 0.040 0.131 3.211** 

Perception      -0.232 0.038 -0.247 -6.075** 

          

R2     0.036**     0.096** 

Adjusted R2    0.029**     0.088** 

β is the standardized regression coefficient 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

Source: See Appendix IV. 

 

Similarly, the overall regression model for H2 is significant (r2=0.096, p<0.01). The regression 

analysis shows that the perception (β=-0.047, p<0.01) can be a significant predictor of 

trustworthiness in the given model, which supports H2.  

 

7.3 Data exploration 

The results from the correlation matrix indicated possible interaction effect between variables 

shown it the tables below (for further details see the complete correlation calculations in 

Appendix II).  

Table 5. Interaction effect between "perception" and "trustworthiness" moderated by "condition". 

 B SE β t  R2 Adjusted 

R2 

Condition  0.211 0.088 0.101 2.396*  0.082** 0.077** 

Perception 0.210 0.040 -0.223 -5.264**    

Perception*Condition -0.150 0.080 -0.077 -1.880    

β is the standardized regression coefficient 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

Source: See Appendix V. 
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The regression analysis has shown that the above model is significant (r2=0.082, p<0.01). What 

is more, the perception (β=-0.223, p<0.01) and condition (β=0.101, p<0.05) can be considered 

as significant predictors of trustworthiness. Therefore, it can be indicated that trustworthiness 

can be affected by the perception when the effect is moderated by the condition of the Instagram 

post. 

Table 6. Interaction effect between "perception" and "trustworthiness" moderated by "recommendations". 

 B SE β t  R2 Adjusted 

R2 

Perception -0.241 0.038 -0.256 -6.251**  0.090** 0.085** 

Recommendations 0.130 0.041 0.132 3.214**    

Perception* 

Recommendations 

0.055 0.035 0.064 1.548    

β is the standardized regression coefficient 

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

*. Correlation is significant at the 0.05 level (2-tailed) 

Source: See Appendix VI. 

 

Likewise, the regression analysis for the above model is also significant (r2=0.090, p<0.01). 

Both perception (β=-0.256, p<0.01) and recommendations (β=0.132, p<0.01) are significant 

predictors of trustworthiness. Consequently, recommendations, when moderated by perception, 

can have an impact on the level of trustworthiness.  

Additionally, interaction effects of recommendations (β=0.154, p<0.01) moderated by gender 

(β=-0.076, p=0.070), age (β=-0.036, p=0.445) moderated by gender (β=-0.083, p=0.060) and 

frequency (β=0.068, p=0.104) moderated by condition (β=-0.158, p<0.01) on trustworthiness 

were analyzed, however they cannot be considered as significant predictors of the dependent 

variable. The moderator analysis for condition (β=0.259, p<0.01) moderated by age (β=-0.045, 

p=0.509) and condition (β=0.312, p<0.01) moderated by gender (β=0.123, p=0.071) on 

perception shows that there are no significant interactions between those variables. 
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8. Results 

___________________________________________________________________________ 

The results from the hypotheses testing and further data exploration from the moderator 

analysis are described in term of relationships between variables we use in our study. 

___________________________________________________________________________ 

8.1 Hypothesis testing 

H1: Depending on whether the post is sponsored or not, the Instagram post is perceived 

as a product advertisement.  

The aim of H1 was to examine whether sponsored or non-sponsored content posted on 

Instagram is perceived as a product advertisement. The respondents were firstly informed about 

the condition of the post and further asked about their perception of the post: “Do you perceive 

this post as an advertisement?” (for the full survey see Appendix I). They could choose the 

answers on a 5-point Likert’s scale differing from strongly disagree (1) to strongly agree (5).  

The correlation matrix has shown that there is, indeed, a positive correlation between condition 

of the post and the perception (r=0.254, p<0.01). In other words, as the condition of the post 

changes from non-sponsored to sponsored, the perception of the Instagram post as a product 

advertisement increases.  

The regression analysis model has shown that none of the control variables (gender, age, 

frequency, recommendations) can be considered as significant predictors of the dependent 

variable. However, after adding the independent variable “condition” the score of the overall 

good model fit improved to r2=0.079, which means that the linear regression with the 

independent variable explains 7.9% of variance in the data. The model has also shown that the 

“condition” variable is a significant predictor of the dependent variable “perception”, with 

β=0.254, p<0.01, meaning that with every one-unit change in the condition of the Instagram 

posts created by peer-users (from non-sponsored to sponsored), the perception of the 

advertising intents changes by 25.4%. It supports the H1, saying that the presence of the 

sponsorship disclosure or the lack of it in the peer-created Instagram post, leads to the changing 

perception of the condition of the post.  

In overall, the whole process has shown that the independent variable ‘condition’ is adding an 

explanatory value to the whole model.  

H2: If an Instagram post is perceived as a product advertisement, the level of 

trustworthiness is lower.  
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H2 was aimed at discovering whether the level of trustworthiness towards peer-created 

Instagram posts can be influenced by the perception of it as a product advertisement. After 

answering the question about their perception of the post, respondents were asked about the 

level of trustworthiness towards a specific post: “Do you find the content of the above post 

trustworthy?” (for the full survey see Appendix I). Similarly, they could choose the answer on 

the five-point Likert’s scale varying from strongly disagree (1) to strongly agree (5). 

The correlation between trustworthiness and perception is negative (r=-0.259, p<0.01). In the 

other words, as the perception of the peer-created Instagram post as a product advertisement 

decreases, the level of trustworthiness increases. What is more, the correlation matrix has 

shown that there are some additional relationships between the level of trustworthiness and 

gender (r=-0.089, p<0.05) and recommendations (r=0.159, p<0.01) and condition (r=-0.158, 

p<0.01). From the results we can deduce that as the ‘gender’ variable decreases (the value of 

the variable changes from male to female) the trustworthiness increases. Also, it can be seen 

that people who look for recommendations on different Social Media channels tend to put more 

trustworthiness into the content of the peer-created Instagram posts. Last but not least, when 

the condition of the post changes from non-sponsored to sponsored nature of the post the 

respondents level of trustworthiness decreases.  

The regression analysis for H2 assumptions has shown that between all the control variables 

from our model, only the recommendations (β=0.149, p<0.01) can be seen as a significant 

predictor of the level of trustworthiness. Nonetheless, the overall score of a good model fit 

improves up to r2=0.096 when the independent variable ‘perception’ is added, which means 

that the linear regression with the independent variable explains 9.6% of variance in the data. 

The independent variable ‘perception’ (β=-0.247, p<0.01) is a significant predictor of the 

concept of trustworthiness. Put simply, with every one-unit change in the perception 

trustworthiness changes by 24.7%. Moreover, as mentioned before the control variable 

‘recommendations’ (β=0.131, p<0.01) is also a significant predictor of trustworthiness in our 

model. With every one-unit change in the recommendations, trustworthiness changes by 

13.1%. A one unit change in the abovementioned variables means that the answers of the 

respondent change from ‘strongly disagree’ to the following answer on a 5-point Likert’s scale 

(strongly disagree, disagree, neither disagree nor agree, agree, strongly agree). Based on the 

results, it can be logically deducted that the more people perceive the peer-created Instagram 

post and a product advertising activity the less trustworthy they believe the post to be. What is 
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more, if people look for the online recommendations, they appear to be more trustworthy 

towards them.  

Consequently, the whole explanatory value of the model is expanded when the independent 

variable “perception” is added to the model supporting H2.  

8.2 Data exploration 

Based on the results from the correlation matrix, the moderator analysis has been conducted in 

order to find the interaction effects between significant variables. The extracted interactions 

effects can be used for future implications in the field of digital advertising via peer created 

content on Social Media channels. 

8.2.1 Interaction effect I  

The assumption is that the level of trustworthiness will be related to the “perception” of the 

post as a product advertisement created by peer users on Instagram, but the nature of that 

relationship will depend upon the sponsored or non-sponsored message of the post. The aim is 

to describe the relationship between variables, where users that perceive and recognize the post 

for its advertising intents on social media networks, might have been influenced in terms of the 

level of trustworthiness, but the factor of sponsored or non-sponsored content posted might 

have a buffering effect and change the level of trustworthiness towards the post amongst the 

respondent.  

 

To eliminate all possible problems with multicollinearity, further calculations were made with 

the centered products, which were produced by reducing the mean from the original value of 

the variable (Appendix V). As a result, we can see that the change in the magnitude of 

multicollinearity has been reduced down to -0.126. This allowed us to finally test our 

assumptions in terms of the interaction effects in a form of a multiple linear regression. The 

outputs from the linear regression analysis have shown that both condition (β=0.101, p<0.05) 

and perception (β=-0.223, p<0.01) are significant predictors of trustworthiness. It can be 

concluded that the perception of the post as a product advertisement moderated by whether the 

post is sponsored or non-sponsored affects the level of trustworthiness towards peer-created 

content on Instagram.  

 

To clearly see the interaction effects occurring we have produced a visual representation of our 

data. The data presented shows how the main effect (“perception of the post as product 
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advertisement”) influenced by the sponsored and non-sponsored nature of the post affects the 

trustworthiness of the content created by peer-endorsers. 

 

Figure 9. Visual representation of interaction effect I. 

 
Source: See Appendix V. 

 

Stronger regression effect occurs in the case of non-sponsored posts. Non-sponsored posts have 

a strong regression slope. Correlation between perception and trust is on the level of 0.315 for 

non-sponsored posts. In comparison, the correlation between perception and trust for sponsored 

posts is on the level of 0.13. It can be concluded that H2 can be supported by the conducted 

research for the purpose of this study and applied in the field of digital advertising efforts. 

Social media users are more likely to trust the content of the post when there is no recognition 

of a deliberate marketing activity. 

8.2.2 Interaction effect II 

Similarly, as mentioned before in chapter 7, section 7.1, there is an existing relationship 

between a control variable “recommendations”, the independent variable “perception” and the 

dependent variable “trustworthiness”. The assumption is that “trustworthiness” will be related 

to “recommendations”, but the nature of that relationship will depend upon the level of 

“perception” of the post. In other words, somebody might be looking for recommendations on 

different Social Media channels, which might have an impact on the level of trustworthiness, 

but the possible perception of the post as a product advertisement might have a buffering effect 

and change the level of trustworthiness towards the post amongst the respondent. 
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To avoid any possible multicollinearity issues, the centered products were created (see 

Appendix VI). The final reduced correlation value is r=0.111. The regression shows that 

perception (β=-0.256, p<0.01), as well as recommendations (β=0.132, p<0.01) are significant 

predictors of the model. Therefore, the level of trustworthiness is affected by whether the 

people look for recommendations online, but the relationship between those two variables is 

dependent on the respondent’s perception of a peer-created post on Instagram as an 

advertisement activity.   

The visual representation of the interaction effect between the main effect (recommendation) 

influenced by the perception of the post in terms of advertising intention affects the 

trustworthiness of the content created by peer-endorsers is shown on the graph below.  

 

Figure 10. Visual representation of interaction effect II. 

 
Source: See Appendix VI. 

 

The strongest regression effect can be seen in the case of strongly disagree, disagree and 

strongly agree option. Correlation between recommendations and trust is on the level of 0,577 

for strongly disagree. What is more, the correlation between recommendations and trust for 

disagree is on the level of 0,118. In comparison, the correlation between recommendations and 

trust for strongly agree is on the level of 0,216. In simple words, people looking for 

recommendations online are more likely to trust the content of the post when there is no 

recognition of a deliberate marketing activity. 
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9. Discussion 

___________________________________________________________________________ 

Here, the results from our analyses are discussed. Drawn conclusions are connected to the 

previously mentions literature and theories. 

___________________________________________________________________________ 

  

H1: Depending on whether the post is sponsored or not, the Instagram post is perceived 

as a product advertisement.  

As already observed in our initial observations in chapter 5, section 5.2 and further explored in 

the linear regression model, there is an existing, positive relationship between condition of the 

peer-created post and the perception of that content as a product advertisement. While 

sponsored content is generally perceived as a deliberate marketing activity of a company, the 

non-sponsored content is also being perceived as a product advertisement, however, with less 

conviction that in the case of the sponsored posts.  

H2: If an Instagram post is perceived as a product advertisement, the level of 

trustworthiness is lower. 

What is more, the performed data analysis has shown that there is an existing, negative 

relationship between the perception of peer-created posts on Instagram and the trustworthiness 

towards that content among respondents. The linear regression analysis indicated that when the 

posts is sponsored the trustworthiness of customers decreases. Also, as the perception of the 

advertising intents is greater, the level of trustworthiness in the content posted by peer users on 

Instagram is lower.  

As the modern concept of digital marketing is an ongoing process with many developing trends 

and ideas, it cannot be denied that the idea of social commerce and social media network 

communities are the essential parts of advertising in the world of Web 2.0. Social commerce 

communities influence the users both - products/services that are advertised as well as the users 

in terms of trust (Hajli, 2013). Not so long ago, the advertising mainly focused on enhancing 

and affecting consumers’ attitudes using endorsers in from of well-known celebrities or experts 

and authorities in the specific fields (Munnukka, Uusitalo & Toivonen, 2016). However, the 

latest form of electronic Word-of-Mouth tends to focus largely on Facebook posts, tweets, 

personal blogs. Instagram is also raising as the new social platform connecting self-

documentation and promotion activities between platform between peers (Yan et al., 2017; 

Sheldon & Bryant, 2016). Those social networks allow consumers to be in the position of 

power, where they can decide for themselves whether they want to trust the product evaluation 
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in the recommendation or review basing on their own judgment, not enhanced by endorsers 

who are mostly compensated for doing so, lowering the source credibility. In turn, the era of 

unprofessional reviews and opinions backed by experience with the product/service and 

belonging to specific online community has begun. It plays the significant role in digital 

advertising as the tool of interaction between company and potential consumers (Hajli, 2013). 

Best proof of that change is the occurring efforts of companies to encourage customers to give 

feedback, ratings, opinions and share with their peers on social networks as implementing 

social support as part of the marketing strategy. The personalized accounts of peers on 

Instagram allows for using the specified user characteristics in marketing activities performed 

by companies. This way the various groups of social media users are satisfied with the usage 

and sharing of online recommendations on Instagram as they meet their particular needs (Hajli, 

2015; Foster et al., 2011).  

The results of our study indicate the tendency where the recognition of the advertising intents 

in form of sponsored or non-sponsored posts created by peer users on Instagram influences the 

trustworthiness. The trust is positively affected when the disclosure of sponsorship is not 

included in the message posted by peers. This phenomenon connects to the fact that concept of 

trust can be largely linked to the source credibility. The more source is perceived as credible 

by users the more are they likely to be assured of the product/service confidence. Although, the 

source may not have any professional background or expertise in the given area, the very idea 

of trust seems to be the most important factor (Pornpitakpan, 2004). Looking at the outputs of 

our study, it is hard to disagree with that claims. In case of peer users acting as the creator of 

the posts frequently consisting of recommendations or reviews of company's’ products or 

services, rarely they possess the professional knowledge about the items they are reviewing. 

Yet, other Instagram users will be attracted and trust fellow peers to be the credible source of 

information and thus believe in the quality of the message posted. Therefore, it is reasonable to 

claim that perception of advertising intents (acknowledging by users whether the post is 

sponsored or not) affects the attitudes of consumers towards content created by users online.  

Referring to the model of The Knowledge Persuasion introduced by Friestad & Wright (1994), 

it is meaningful in situation where the attempt of the persuasion activity is being recognized 

and connected to the psychological activity that can trigger persuasion (Friestad & Wright, 

1994). In this study it is clear that once participants were informed about the sponsored nature 

of the posts, they strongly disagreed to perceive the content of message as “trustworthy”. 

Furthermore, in contrary to our early assumptions that non-sponsored posts will not be seen as 
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the product advertisement, the study showed otherwise. Users perceive the online 

recommendations or reviews created by fellow peers as some sort of advertising activity, even 

though there is no explicit, direct compensation for creating and posting these kinds of contents. 

Partly, this outcome may be the consequence of the meaning of Instagram accounts itself which 

involves mostly self-promotion activities and in may lead other users to seeing any posts 

focusing on product or service of the company as an advertisement nevertheless.  

In spite of the perception of non-sponsored content as the product advertisement, the attitudes 

towards it were much more positive. While on posts including sponsorship disclosure, majority 

of the participants claimed to distrust the content of the message, in latter case most were likely 

to say the posts are “trustworthy”. Big number of respondents also seems not to be sure whether 

to trust or distrust the created posts but this phenomenon may be rather caused not by the 

content of the posts itself, but due to the source credibility, number of likes or shares under the 

posts or factors beyond those included in the assumptions of the study. Nonetheless, this 

occurrence is agreeable with the concepts of the Social Support theory and Information 

Adoption Model, where the consumers are more likely to emphasize factors like attractiveness 

of the posts or its reliability in deciding whether the information provided by fellow users is 

trustworthy. They are not going to relay simply on the content of the posted message itself. 

This way their need of understanding and help within social media network community is 

covered, substituting the physical interaction in the traditional consumers interaction (Gunawan 

& Huarn, 2015; Lee, Park & Han, 2011; Zhang et al., 2014).  

Hence, it can be claimed that the results of our study according with the former mentioned 

Information Adoption Model, Social Support theory in connection with the Knowledge of 

Persuasion Model and the effect of sponsorship disclosure confirms the research assumptions 

and common beliefs. When participants were exposed to sponsored Instagram posts created by 

peers, they were recognizing the advertising intention of the peer endorsers and of his/her 

message, forming negative attitudes in terms of trustworthiness. Whereas, non-sponsored peer-

created posts, although perceived as the form of product advertisement, triggered much more 

positive feelings leading to building trust-based attitudes amongst users.  

What is more, the findings of this research have been broadened by conducting the moderator 

analysis to explore additional associations that may be the subject of the future research in the 

digital advertising as they seem to affect the connection with the consumers attitudes toward 

sponsored and non-sponsored content created on social media among peer users.  
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As a result, the interaction effect occurred between the perception of advertising intentions of 

the post created by peer and the efforts of looking the recommendations/reviews online. The 

strong regression effect revealed that online users are more likely to trust the posted content 

when they do not see it as the deliberate marketing activity of a company or a peer himself. 

That can be associated with the previous research made in this area, where 90% participants 

admitted that they seek online recommendations before making a purchase of the product, 

whereas 46% is influenced by the messages posted on Facebook, Twitter or personal blogs 

(Yan et al., 2016). Also, it has been agreed by scholars that while consumers online are exposed 

to the sponsorship disclosure, they are better fit to see the difference between commercial and 

editorial content of the message. That leads to raised awareness among social network users in 

the perception of the true intent of the posts created (Boerman et al., 2012). 

Additionally, the early correlation matrix implied possible associations between the activities 

of “looking for a recommendations/reviews online on different social media channels” and 

“gender”. While conducting the more deeper analysis of the relationship, the weak regression 

effect was indeed discovered. It indicates that level of trustworthiness is increasing while 

looking for the recommendations online when the user is a female. However, due to the ratio 

of male and female respondents in our data sample and other circumstances like platform used 

in the study, the study subject, etc. it cannot be entirely concluded that this is the truth for the 

population in general. Hence, more accurate studies can be conducted in the future within 

digital advertising field, filling the gap in the existing literature.  

Furthermore, basing on the outputs from the correlation matrix, we were seeking for the 

interactions effects between “frequency of using different social media channels” and 

sponsored vs. non-sponsored posts, “looking for recommendations/reviews online on different 

social media channels” and sponsored vs. non-sponsored posts and at last, “gender” and “age” 

of the participants of our study. What is more, the interaction effect between perception of the 

post as a product advertisement and gender and age were examined. In spite of the first 

indications, no deeper connections between all mentioned variables were found. The reason for 

this outcome may be due to small data sample, ratio proportions of the participants in terms of 

age and gender, time limitations in post-testing and other mentioned before in chapter 1, section 

1.4. Nevertheless, these data analysis gives the foundation for further research as they are the 

gaps that may affects the digital marketing field and can broaden the understanding of rules 

that apply to modern online users and their perception of digital content in terms of product 

advertisement.  
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10. Conclusions, Contributions and Further Implications 

___________________________________________________________________________ 

The chapter below presents the summary of the research, contributions to the existing literature 

and implication for further research in the field of psychology in advertising, digital marketing 

and digital advertising.  

___________________________________________________________________________ 

10.1 Summary of the research 

The fast processing pace of the development of new commerce in the digital marketing is still 

in progress, bringing new strategies and tools every day. The latest trends put social commerce 

and electronic Word-of-Mouth as one of the most reliable and accurate means to reach 

customers online. Peer users spend vast amount of time on social networks, eager to interact 

online with one another. Companies have already recognized the benefits of digital advertising. 

They create sponsored ads, use celebrities or professional public persons as endorsers or try to 

engage casual users by enhancing feedbacks, ratings or recommendations.  Based on this digital 

phenomena and uprising era of sharing and documenting visually everyday life activities on 

Instagram, this study explores the relations between the sponsored or non-sponsored nature of 

the posts created by users on Instagram personal accounts and the perception of those kind of 

content as the product advertising activity. Furthermore, the research that has been conducted, 

determines the increasing tendency for the trustworthiness of such posts, once they are seen as 

non-sponsored texts, created for the self-intrinsic motives of the peers.  

Current findings, based on The Knowledge of Persuasion model, have already established the 

existing relationship between recognition of the persuasive intents form the companies in 

sponsored texts and the lack of trust, or usefulness and helpfulness of the online reviews and 

recommendations while making a decision about the purchase. We believe that the revealed 

occurring tendencies in previous research support and give the basis for the hypotheses we have 

made in our study, as well as they add the validity and reliability to our findings. Both of the 

hypotheses we have tested were confirmed by the data sample gathered for the purpose of this 

study in the process of collecting online surveys, followed by multiple linear regression 

analysis.  Reflecting on those claims, we hope that the construct we build in our work helps to 

broaden to area of digital advertising on social media in terms of peers’ involvement and other, 

less researched Social Media platforms, like Instagram. Using peer-created recommendations 

on personal Instagram accounts seems to increase the level of trustworthiness among other 

users, especially when the posted content is non-sponsored. Surprisingly though, in both cases 

– sponsored or not, peers’ online recommendations and reviews are still going to be perceived 
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as some type of a product advertisement. Consequently, it can lead to forming positive attitudes 

towards companies, even when the emotions triggered are not the result of the direct actions of 

the company itself. What is more, it can be of use for the companies in the development of new 

marketing strategies, where the focus is on individuality of the consumer and his or her peer 

followers. It may encourage them to seek for new form of collaborations with consumers, using 

social commerce as the marketing tool that satisfies both sides of participants in new digital 

interactions.  

10.2 Contributions 

Falling popularity of using celebrities as an advertising tool for gaining the publicity of both 

the advertised product and the whole brand has forced marketing specialists to reach for new 

solutions. This is how the idea of using peer-endorsers was born. Although this new, only just 

developing vision has been used by number of companies and has proven to be a successful 

marketing tool on modern markets, there’s still not enough credible research and academic 

papers raising this issue. 

Our findings extend the current literature on trustworthiness towards peer-created content in 

online environments, specifically on different Social Media channels with a strong focus on 

Instagram. Instagram, widely recognized as a platform for promotion and self-presentation, is 

still omitted in new academic papers on digital marketing and “loses” to its rivals such as 

Facebook or YouTube. However, with 500 million of active users monthly it should be 

considered as a powerful promotion tool that could be used by companies to raise market 

recognition and increase the customer base. What is more, our research raises the issues of 

using the image of peer-endorsers in widely understood advertising activities on this particular 

platform. As the visual features are the main focus and strength of Instagram, they are the 

reason for winning over other social media networks when it comes to numbers of followers 

and interactions. Peer users are eager to follow and make recommendations/reviews and 

distribute those materials on Instagram accounts due to its strong connection to its usefulness, 

enjoyment and satisfaction from the use of it (Casaló, Flavián & Ibáñez-Sánchez, 2017).   

Although the celebrity endorsement has been researched by many authors, there is still lack of 

academic works related to the issue of peer-endorsement in marketing activities of modern 

companies. Following the study of Mannukka, Uusitalo and Toivonen (2016), our findings 

prove that the recognition of a deliberate marketing activity of a company results in the reduced 

level of trustworthiness. We expand their research by stating that using the image or a peer-
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user in an advertisement, or a post created by a peer-user about a product is perceived as more 

trustworthy in a marketing activity of a company. Therefore, we hope that those results can be 

perceived a strong and inspiring basis for deeper research on the topic of trustworthiness 

towards peer-created content in online environments. What is more, we wish for our outcomes 

to become a signpost for companies in terms of planning future marketing campaigns on today's 

highly-digitized markets. 

10.3 Implications for further research 

Our research, and specifically its exploratory nature, leaves plenty of room for future research. 

Adopted sampling approach and our aforementioned delimitations raise many opportunities for 

exploring the topic of trustworthiness towards sponsored and non-sponsored content placed on 

different Social Media Channels more in depth. 

The adopted convenience sampling approach, allowed a collection of a ‘good-enough’ but still 

comparatively small sample. Therefore, the study could be repeated using a greater sample size 

to provide a more detailed and thorough analysis of the issue. Improving the generalizability 

and consequently widening the scope of the study could also lead to the emergence of new, 

interesting angles to the research, such as, for example the cultural context of trustworthiness 

in online environments. What is more, because of the time limitations, we decided to focus on 

only one of the Social Media channels – Instagram. Doing so allowed us to gain a deeper 

understanding of the processes happening on this specific platform and how the trustworthiness 

towards the content is affected by whether the post is sponsored or non-sponsored. However, 

based on the findings of our paper, the following study could also take into account other Social 

Media channels like YouTube, Facebook or Snapchat. 

Moreover, future research could be extended by the analysis of whether online social 

advertising tools like likes, ratings or shares can have an influence on consumers 

trustworthiness towards the content of Social Media channels. As the very essential part of the 

social commerce construct and its connection to trust and source credibility, these tools have 

proved to be an empowering tool in the hands of users but are still being widely ignored by the 

companies as the potential marketing tool (Hajli, 2015). 

To sum up, we hope that our research provides an inspiring base for a further, thorough research 

in psychology of advertisement and specifically the concept of trustworthiness towards the 

specific posts placed on different Social Media channels in today's fast-growing and changing 

online environments. 
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Appendix I - Preview of the web-based survey 

Customer attitudes towards peer advertisement. 
*Required 

1. Gender * 
o Male 

o Female 

 

2. Age * 
o under 18 

o 18-24 

o 25-34 

o 35-44 

o 45+ 

 

3. How often do you use different Social Media channels? * 
o once a week 

o every 2-3 days 

o once a day 

o several times a day 

 

4. I am looking for recommendations/reviews/opinions on different Social Media 

channels. * 

 

strongly disagree disagree 
neither disagree nor 

agree 
agree strongly agree 

 

Please note that this post is sponsored. The creator of this post receives a fee for its 

creation and placement on his/her profile and did it on the request of the company. 
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5. Do you perceive this post as an advertisement? * 

 

strongly disagree disagree 
neither disagree nor 

agree 
agree strongly agree 

 

6. Do you find the content of the above post trustworthy? * 

 

strongly disagree disagree 
neither disagree nor 

agree 
agree strongly agree 

 

Please note that this post is not sponsored. The creator of this post doesn’t receive any fees 

for its creation and placement on his/her profile and did it voluntarily. 

 

 

7. Do you perceive this post as an advertisement? * 

 

strongly disagree disagree 
neither disagree nor 

agree 
agree strongly agree 

 

8. Do you find the content of the above post trustworthy? * 

 

strongly disagree disagree 
neither disagree nor 

agree 
agree strongly agree 
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Appendix II – Recoding of the variables 

 

Gender1 into gender 

Old Value New Value Value Label 

 
female 1 female 

male 2 male 

 

 
Age1 into age 

Old Value New Value Value Label 

 
18-24 1 18-24 

25-34 2 25-34 

35-44 3 35-44 

under 18 4 under 18 

 

 
HowoftendoyouusedifferentSocialMediachannels into frequency (How 

often do you use different Social Media channels?) 

Old Value New Value Value Label 

 
once a day 1 once a day 

once a week 2 once a week  

several times a day 3 several times a day  

 

Sponsorednonsponsored into condition (Sponsored/nonsponsored) 

Old Value New Value Value Label 

ns 1 s 

s 2 ns 
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Appendix III - Correlations 

 

Correlations  

Descriptive Statistics 

 

 Mean Std. Deviation N 

trustworthiness 2,80 1,046 558 

perception 3,87 1,114 558 

condition ,5000 ,50045 558 

recommendations 3,16 1,057 558 

frequency 2,91 ,291 558 

age 2,24 ,488 558 

gender 2,31 ,464 558 

 

Correlations
c 

 

  trustworthiness perception condition  

trustworthiness Pearson Correlation 1 -,259
** 

-,158
**  

 
     

Sig. (2-tailed) 
 

,000 ,000 
 

   
      

perception Pearson Correlation -,259
** 

1 ,254
**  

 
Sig. (2-tailed) ,000 

 

,000 
 

   

condition Pearson Correlation -,158
** 

,254
** 

1  

 Sig. (2-tailed) ,000 ,000   

recommendations Pearson Correlation ,159
** 

-,078 ,000  
      

 Sig. (2-tailed) ,000 ,067 1,000  

 
 

     

frequency Pearson Correlation ,068 ,003 ,000  
 

     

Sig. (2-tailed) ,108 ,950 1,000 

 

  

age Pearson Correlation -,051 -,051 ,000  

 Sig. (2-tailed) ,229 ,229 1,000  

gender Pearson Correlation -,089
* 

,062 ,000  

 Sig. (2-tailed) ,035 ,144 1,000  
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Correlations
c

 

  recommendations frequency age  

trustworthiness Pearson Correlation ,159
** 

,068 -,051   
 

      

Sig. (2-tailed) ,000 ,108 ,229 
  

   
       

perception Pearson Correlation -,078 ,003 -,051   
 

Sig. (2-tailed) ,067 ,950 ,229 
  

   

condition Pearson Correlation ,000 ,000 ,000   

 Sig. (2-tailed) 1,000 1,000 1,000   

recommendations Pearson Correlation 1 ,013 -,038   
       

 Sig. (2-tailed)  ,762 ,375   

 
   

      

frequency Pearson Correlation ,013 1 -,072   
 

      

Sig. (2-tailed) ,762 

 

,089 

  

    

age Pearson Correlation -,038 -,072 1   

 Sig. (2-tailed) ,375 ,089    

gender Pearson Correlation -,108
* 

,083 ,260
**   

 Sig. (2-tailed) ,011 ,051 ,000   
       

 

Correlations
c 

 

  gender  

trustworthiness Pearson Correlation -,089
*  

 
   

Sig. (2-tailed) ,035 
 

  
    

perception Pearson Correlation ,062  
 

Sig. (2-tailed) ,144 
 

  

condition Pearson Correlation ,000  

 Sig. (2-tailed) 1,000  

recommendations Pearson Correlation -,108
*  

    

 Sig. (2-tailed) ,011  

 
 

   

frequency Pearson Correlation ,083  
 

   

Sig. (2-tailed) ,051 

 

  

age Pearson Correlation ,260
**  

 Sig. (2-tailed) ,000  

gender Pearson Correlation 1  

 Sig. (2-tailed)   
    

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
c. Listwise N=558
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Appendix IV -  Multiple Linear Regression. Hypothesis 1  

Regression 
 

Variables Entered/Removeda 

  Variables Variables   

 Model Entered Removed  Method 

 1 Recommendatio  . Enter 

  ns, Frequency,    

  Age, Genderb    
a. Dependent Variable: Perception 
b. All requested variables entered. 

 

Model Summary 

    Adjusted R Std. Error of the 

 Model R R Square Square Estimate 

 1 ,118a 
,014 ,007 1,110 

a. Predictors: (Constant), Recommendations, Frequency, Age, Gender 

 

ANOVAa 

Model  Sum of Squares df  Mean Square F Sig. 

1 Regression 9,633  4 2,408 1,954 ,100b 

 Residual 681,586  553 1,233   

 Total 691,219  557    
a. Dependent Variable: Perception 
b. Predictors: (Constant), Recommendations, Frequency, Age, Gender 

 

Coefficientsa 

    Standardized   

  Unstandardized Coefficients Coefficients   

Model  B Std. Error Beta t Sig. 

1 (Constant) 4,167 ,573  7,268 ,000 

 Gender ,178 ,106 ,074 1,673 ,095 

 Age -,168 ,100 -,074 -1,673 ,095 

 Frequency -,030 ,163 -,008 -,184 ,854 

 Recommendations -,076 ,045 -,072 -1,704 ,089 

a. Dependent Variable: Perception
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Regression 
 

Variables Entered/Removeda 

 

  Variables Variables  

 Model Entered Removed Method 

 1 Condition, . Enter 

  Recommendatio   

  ns, Frequency,   

  Age, Genderb   
a. Dependent Variable: Perception 
b. All requested variables entered. 

 

Model Summaryb 

    Adjusted R Std. Error of the  

 Model R R Square Square Estimate Durbin-Watson 

 1 ,280a 
,079 ,070 1,074 1,923 

a. Predictors: (Constant), Condition, Recommendations, Frequency, Age, Gender 
b. Dependent Variable: Perception 

 

ANOVAa 

Model  Sum of Squares df  Mean Square F Sig. 

1 Regression 54,371  5 10,874 9,425 ,000b 

 Residual 636,848  552 1,154   

 Total 691,219  557    
a. Dependent Variable: Perception 
b. Predictors: (Constant), Condition, Recommendations, Frequency, Age, Gender 

 

Coefficientsa 

    Standardized   

  Unstandardized Coefficients Coefficients   

Model  B Std. Error Beta t Sig. 

1 (Constant) 2,751 ,599  4,590 ,000 

 Gender ,178 ,103 ,074 1,729 ,084 

 Age -,168 ,097 -,074 -1,729 ,084 

 Frequency -,030 ,158 -,008 -,190 ,849 

 Recommendations -,076 ,043 -,072 -1,761 ,079 

 Condition ,566 ,091 ,254 6,227 ,000 

a. Dependent Variable: Perception 
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Appendix V -  Multiple Linear Regression. Hypothesis 2  

Regression 
 

Variables Entered/Removeda 

  Variables Variables   

 Model Entered Removed  Method 

 1 Recommendatio  . Enter 

  ns, Frequency,    

  Age, Genderb    
a. Dependent Variable: Trustworthiness 
b. All requested variables entered. 

 

Model Summaryb 

    Adjusted R Std. Error of the  

 Model R R Square Square Estimate Durbin-Watson 

 1 ,190a 
,036 ,029 1,031 1,878 

a. Predictors: (Constant), Recommendations, Frequency, Age, Gender 
b. Dependent Variable: Trustworthiness1 

 

ANOVAa 

Model  Sum of Squares df  Mean Square F Sig. 

1 Regression 21,990  4 5,498 5,174 ,000b 

 Residual 587,529  553 1,062   

 Total 609,520  557    
a. Dependent Variable: Trustworthiness 
b. Predictors: (Constant), Recommendations, Frequency, Age, Gender 

 

Coefficientsa 

    Standardized   

  Unstandardized Coefficients Coefficients   

Model  B Std. Error Beta t Sig. 

1 (Constant) 2,078 ,532  3,903 ,000 

 Gender -,166 ,099 -,073 -1,679 ,094 

 Age -,045 ,093 -,021 -,487 ,626 

 Frequency ,255 ,151 ,071 1,682 ,093 

 Recommendations ,147 ,042 ,149 3,546 ,000 

a. Dependent Variable: Trustworthines



74 
 

Regression 
 

Variables Entered/Removeda 

  Variables Variables  

 Model Entered Removed Method 

 1 Perception, . Enter 

  Frequency,   

  Recommendatio   

  ns, Age,   

  Genderb   
a. Dependent Variable: Trustworthiness 
b. All requested variables entered. 

 

Model Summary 

    Adjusted R Std. Error of the 

 Model R R Square Square Estimate 

 1 ,311a 
,096 ,088 ,999 

a. Predictors: (Constant), Perception, Frequency, Recommendations, Age, Gender 

 

ANOVAa 

Model  Sum of Squares df  Mean Square F Sig. 

1 Regression 58,805  5 11,761 11,788 ,000b 

 Residual 550,715  552 ,998   

 Total 609,520  557    
a. Dependent Variable: Trustworthiness 
b. Predictors: (Constant), Perception, Frequency, Recommendations, Age, Gender 

 

Coefficientsa 

    Standardized   

  Unstandardized Coefficients Coefficients   

Model  B Std. Error Beta t Sig. 

1 (Constant) 3,046 ,540  5,642 ,000 

 Gender -,124 ,096 -,055 -1,297 ,195 

 Age -,084 ,090 -,039 -,932 ,351 

 Frequency ,248 ,147 ,069 1,689 ,092 

 Recommendations1 ,130 ,040 ,131 3,211 ,001 

 Perception1 -,232 ,038 -,247 -6,075 ,000 

a. Dependent Variable: Trustworthiness
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Appendix VI - Interaction effect between “perception” and “trustworthiness” 

moderated by “condition” 

Correlations 
 

Correlations 
 
     

  condition perception trustworthiness 

condition Pearson Correlation 1 -,254
** 

,158
** 

 Sig. (2-tailed)  ,000 ,000 

 N 558 558 558 

perception Pearson Correlation -,254
** 

1 -,259
** 

 
Sig. (2-tailed) ,000 

 

,000   

 N 558 558 558 

trustworthiness Pearson Correlation ,158
** 

-,259
** 

1 
 

Sig. (2-tailed) ,000 ,000 
 

  

 N 558 558 558 
     

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

 

Correlations 
 
      

  condition perception trustworthiness  

condition Pearson Correlation 1 -,254
** 

,158
**   

 Sig. (2-tailed)  ,000 ,000   

 N 558 558 558   

perception Pearson Correlation -,254
** 

1 -,259
**   

 
Sig. (2-tailed) ,000 

 

,000 
  

    

 N 558 558 558   

trustworthiness Pearson Correlation ,158
** 

-,259
** 

1   
 

Sig. (2-tailed) ,000 ,000 
   

    

 N 558 558 558   

perception_condition Pearson Correlation ,650
** 

,535
** 

-,079   

 Sig. (2-tailed) ,000 ,000 ,063   

 N 558 558 558   
       

 

Correlations 
 

  perception_condition  

condition Pearson Correlation ,650
**  

 Sig. (2-tailed) ,000  

 N 558  

perception Pearson Correlation ,535
**  

 
Sig. (2-tailed) ,000 
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 N 558  

trustworthiness Pearson Correlation -,079  
 

Sig. (2-tailed) ,063 
 

  

 N 558  

perception_condition Pearson Correlation 1  

 Sig. (2-tailed)   

 N 558  
    

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

 

Correlations 
 

Correlations 
 

  condition perception trustworthiness  

condition Pearson Correlation 1 -,254
** 

,158
**   

 Sig. (2-tailed)  ,000 ,000   

 N 558 558 558   

perception Pearson Correlation -,254
** 

1 -,259
**   

 
Sig. (2-tailed) ,000 

 

,000 
  

    

 N 558 558 558   

trustworthiness Pearson Correlation ,158
** 

-,259
** 

1   
 

Sig. (2-tailed) ,000 ,000 
   

    

 N 558 558 558   

perception_condition Pearson Correlation ,650
** 

,535
** 

-,079   

 Sig. (2-tailed) ,000 ,000 ,063   

 N 558 558 558   

centered_condition Pearson Correlation 1,000
** 

-,254
** 

,158
**   

 Sig. (2-tailed) ,000 ,000 ,000   

 N 558 558 558   

centered_perception Pearson Correlation -,254
** 

1,000
** 

-,259
**   

 Sig. (2-tailed) ,000 ,000 ,000   

 N 558 558 558   
centered_perception_conditio
n Pearson Correlation ,000 ,126

** 
-,105

* 
  

 Sig. (2-tailed) 1,000 ,003 ,013   

 N 558 558 558   
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Correlations 
 

  
perception_condi
tion 

centered_conditi
on 

centered_percept
ion  

condition Pearson Correlation ,650
** 

1,000
** 

-,254
**   

 Sig. (2-tailed) ,000 ,000 ,000   

 N 558 558 558   

perception Pearson Correlation ,535
** 

-,254
** 

1,000
**   

 
Sig. (2-tailed) ,000 ,000 ,000 

  

   

 N 558 558 558   

trustworthiness Pearson Correlation -,079 ,158
** 

-,259
**   

 
Sig. (2-tailed) ,063 ,000 ,000 

  

   

 N 558 558 558   

perception_condition Pearson Correlation 1 ,650
** 

,535
**   

 Sig. (2-tailed)  ,000 ,000   

 N 558 558 558   

centered_condition Pearson Correlation ,650
** 

1 -,254
**   

 Sig. (2-tailed) ,000  ,000   

 N 558 558 558   

centered_perception Pearson Correlation ,535
** 

-,254
** 

1   

 Sig. (2-tailed) ,000 ,000    

 N 558 558 558   
centered_perception_conditio
n Pearson Correlation ,322

** 
,000 ,126

**   

 Sig. (2-tailed) ,000 1,000 ,003   

 N 558 558 558   
       

 

Correlations 

  
centered_percept
ion_condition  

condition Pearson Correlation ,000  

 Sig. (2-tailed) 1,000  

 N 558  

perception Pearson Correlation ,126
**  

 
Sig. (2-tailed) ,003 

 

  

 N 558  

trustworthiness Pearson Correlation -,105
*  

 
Sig. (2-tailed) ,013 

 

  

 N 558  

perception_condition Pearson Correlation ,322
**  

 Sig. (2-tailed) ,000  

 N 558  

centered_condition Pearson Correlation ,000  

 Sig. (2-tailed) 1,000  

 N 558  
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centered_perception Pearson Correlation ,126
**  

 Sig. (2-tailed) ,003  

 N 558  
centered_perception_conditio
n Pearson Correlation 1  

 Sig. (2-tailed)   

 N 558  
    

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 

Regression 

Variables Entered/Removed
a 

 

 Variables Variables  

Model Entered Removed Method 

1 centered_perc . Enter 

 eption_condition,   

 
centered_conditio
n,   

 centered_perc   

 eption
b   

    
a. Dependent Variable: trustworthiness 
b. All requested variables entered 

 
Model Summary 
 

   Adjusted R Std. Error of the 

Model R R Square Square Estimate 

1 ,286
a 

,082 ,077 1,005 

 
a. Predictors: (Constant), centered_perception_condition, centered_condition, centered_perception 

 

 

 

ANOVA
a 

  Sum of     

Model  Squares df Mean Square F Sig. 

1 Regression 49,931 3 16,644 16,477 ,000
b 

 Residual 559,589 554 1,010   

 Total 609,520 557    
       

a. Dependent Variable: trustworthiness 
b. Predictors: (Constant), centered_perception_condition, centered_condition, centered_perception 

 

 

Coefficients
a 

     Standardized    
  Unstandardized Coefficients Coefficients    

Model 

 

B 

 

Std. Error Beta t 

  

   

1 (Constant) 2,778  ,044  63,111   

 centered_sns ,211  ,088 ,101 2,396   
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 centered_perception -,210  ,040 -,223 -5,264   

 centered_perception_sns -,150  ,080 -,077 -1,880   
         

Coefficients
a 

Model  Sig.  

1 (Constant) ,000  

 centered_sns ,017  

 centered_perception ,000  

 centered_perception_sns ,061  
    

a. Dependent Variable: Do you find the content of the above post trustworthy? 

 

Graph 
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Appendix VII - Interaction effect between “perception” and 

“trustworthiness” moderated by “recommendations”. 

Correlations 

 
   Correlations    

         

     recommendations perception trustworthiness 

 recommendations  Pearson Correlation 1 -,078  ,159
** 

  

Sig. (2-tailed) 
 

,067 
 

,000      

   N 558 558  558 

 perception  Pearson Correlation -,078 1  -,259
** 

   

Sig. (2-tailed) ,067 
  

,000       

    N 558 558  558 

 trustworthiness  Pearson Correlation ,159
** 

-,259
**  1 

   

Sig. (2-tailed) ,000 ,000 
  

      

    N 558 558  558 
         

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

 
Correlations 
 

Correlations 
  recommendations perception trustworthiness  

recommendations Pearson Correlation 1 -,078 ,159
**  

 

Sig. (2-tailed) 
 

,067 ,000 
 

   

 N 558 558 558  

perception Pearson Correlation -,078 1 -,259
**  

 
Sig. (2-tailed) ,067 

 

,000 
 

   

 N 558 558 558  

trustworthiness Pearson Correlation ,159
** 

-,259
** 

1  
 

Sig. (2-tailed) ,000 ,000 
  

   

 N 558 558 558  

recc_perception Pearson Correlation ,716
** 

,605
** 

-,037  

 Sig. (2-tailed) ,000 ,000 ,388  

 N 558 558 558  
      

 

Correlations 

  recc_perception  

recommendations Pearson Correlation ,716
** 

 
 

Sig. (2-tailed) ,000 
 

  

 N 558  

perception Pearson Correlation ,605
**  

 
Sig. (2-tailed) ,000 

 

  

 N 558  
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trustworthiness Pearson Correlation -,037  
 

Sig. (2-tailed) ,388 
 

  

 N 558  

recc_perception Pearson Correlation 1  

 Sig. (2-tailed)   

 N 558  
    

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

 
Correlations 
 

  recommendations perception trustworthiness  

recommendations Pearson Correlation 1 -,078 ,159
**  

 

Sig. (2-tailed) 
 

,067 ,000 
 

   

 N 558 558 558  

perceptions Pearson Correlation -,078 1 -,259
**  

 
Sig. (2-tailed) ,067 

 

,000 
 

   

 N 558 558 558  

trustworthiness Pearson Correlation ,159
** 

-,259
** 

1  
 

Sig. (2-tailed) ,000 ,000 
  

   

 N 558 558 558  

recc_perception Pearson Correlation ,716
** 

,605
** 

-,037  

 Sig. (2-tailed) ,000 ,000 ,388  

 N 558 558 558  

centered_perception Pearson Correlation -,078 1,000
** 

-,259
**  

 Sig. (2-tailed) ,067 ,000 ,000  

 N 558 558 558  

centered_recc Pearson Correlation 1,000
** 

-,078 ,159
**  

 Sig. (2-tailed) ,000 ,067 ,000  

 N 558 558 558  

centered_recc_perception Pearson Correlation ,111
** 

,117
** 

,048  

 Sig. (2-tailed) ,009 ,006 ,255  

 N 558 558 558  
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Correlations 

 

  recc_perception 
centered_percept
ion centered_recc  

recommendations Pearson Correlation ,716
** 

-,078 1,000
** 

 
 

Sig. (2-tailed) ,000 ,067 ,000 
 

  

 N 558 558 558  

perception Pearson Correlation ,605
** 

1,000
** 

-,078  
 

Sig. (2-tailed) ,000 ,000 ,067 
 

  

 N 558 558 558  

trustworthiness Pearson Correlation -,037 -,259
** 

,159
** 

 
 

Sig. (2-tailed) ,388 ,000 ,000 
 

  

 N 558 558 558  

recc_perception Pearson Correlation 1 ,605
** 

,716
**  

 Sig. (2-tailed)  ,000 ,000  

 N 558 558 558  

centered_perception Pearson Correlation ,605
** 

1 -,078  

 Sig. (2-tailed) ,000  ,067  

 N 558 558 558  

centered_recc Pearson Correlation ,716
** 

-,078 1  

 Sig. (2-tailed) ,000 ,067   

 N 558 558 558  

centered_recc_perception Pearson Correlation ,378
** 

,117
** 

,111
**  

 Sig. (2-tailed) ,000 ,006 ,009  

 N 558 558 558  
      

 

Correlations 

  
centered_recc_p
erception  

recommendations Pearson Correlation ,111
**  

 

Sig. (2-tailed) ,009 
 

  

 N 558  

perception Pearson Correlation ,117
**  

 
Sig. (2-tailed) ,006 

 

  

 N 558  

trustworthiness Pearson Correlation ,048  
 

Sig. (2-tailed) ,255 
 

  

 N 558  

recc_perception Pearson Correlation ,378
**  

 Sig. (2-tailed) ,000  

 N 558  
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centered_perception Pearson Correlation ,117
**  

 Sig. (2-tailed) ,006  

 N 558  

centered_recc Pearson Correlation ,111
**  

 Sig. (2-tailed) ,009  

 N 558  

centered_recc_perception Pearson Correlation 1  

 Sig. (2-tailed)   

 N 558  
    

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

 
REGRESSION 

Variables Entered/Removed
a 

 
 Variables Variables  

Model Entered Removed Method 
    

1 centered_recc . Enter 
 _perception,   

 

centered_recc 

centered_percb 

   

    
a. Dependent Variable: Do you find the content of the above post trustworthy? 
b. All requested variables entered. 

 

Model Summary 
 

   Adjusted R Std. Error of the 

Model R R Square Square Estimate 

1 ,300
a 

,090 ,085 1,000 

 
a. Predictors: (Constant), centered_recc_perception, centered_recc, centered_perception 

 

ANOVA
a 

 

  Sum of     

Model  Squares df Mean Square F Sig. 

1 Regression 55,015 3 18,338 18,322 ,000
b 

 Residual 554,505 554 1,001   

 Total 609,520 557    
       

a. Dependent Variable: trustworthiness 
b. Predictors: (Constant), centered_recc_perception, centered_recc, centered_perception 

 

Coefficients
a 

     Standardized    
  Unstandardized Coefficients Coefficients    

Model 

 

B 

 

Std. Error Beta t 

  

   

1 (Constant) 2,804  ,042  66,022   
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 centered_perception -,241  ,038 -,256 -6,251   

 centered_recc ,130  ,041 ,132 3,214   

 centered_recc_perception ,055  ,035 ,064 1,548   
         

         

 

Coefficients
a 

Model  Sig.   

1 (Constant) ,000   

 centered_perception ,000   

 centered_recc ,001   

 centered_recc_perception ,122   
     

a. Dependent Variable: trustworthiness 

 

Graph 
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Appendix VIII – Multicollinearity analysis 

 
Regression 

 

Variables Entered/Removeda 

 

 Variables Variables  

Model Entered Removed Method 

1 perception, . Enter 

     condition
 

  

 
a. Dependent Variable: trustworthiness 
b. All requested variables entered. 

 

 

 

Model Summary 
 

   Adjusted R Std. Error of the 

Model R R Square Square Estimate 

1 ,276
a 

,076 ,073 1,007 

a. Predictors: (Constant), perception, condition 

 

 

ANOVAa 

 

  Sum of     

Model  Squares df Mean Square F Sig. 

1 Regression 46,359 2 23,179 22,844 ,000
b 

 Residual 563,161 555 1,015   

 Total 609,520 557    
       

a. Dependent Variable: trustworthiness 
b. Predictors: (Constant), perception, condition 

 

 

Coefficientsa 

 

             Standardized    
     Unstandardized Coefficients   Coefficients    

Model 

    

B 

   

Std. Error 

     

Beta 

  

t 

 

               

1  (Constant)  3,753  ,155         24,286  

  condition  -,205  ,088    -,098  -2,329  

  perception -,220  ,040    -,234  -5,544  
                    

     Coefficientsa           
       

Collinearity Statistics 

       

              
                  

Model     Sig.  Tolerance  VIF        
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1  (Constant)  ,000                

  condition  ,020    ,935  1,069        

  trustworthiness ,000    ,935  1,069        
                    
          

a. Dependent Variable: trustworthiness     

   Collinearity Diagnosticsa           
          

Variance Proportions 

 

           
                    

Model  Dimension Eigenvalue  Condition Index (Constant)  condition perception  

1  1 2,604   1,000 ,01    ,05  ,01  

  2 ,357   2,699 ,04    ,93  ,02  

  3 ,038   8,247 ,95    ,02  ,97  
                     

a. Dependent Variable: trustworthiness 
 

 

 

 

 

 


