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Abstract 
Background To align with the new trend of using social media in the market-

ing mix, product placement has been adapted to social media 
platforms as one strategy to create attention. Especially on In-
stagram, product placements have gained popularity among 
companies. While scholars have focused on measuring the ef-
fectiveness of the strategy, suggesting that credibility is one com-
ponent necessary for success, a gap in the research is illuminated 
when focusing on what makes a product placement on Insta-
gram credible. Previous studies regarding credibility and its rela-
tion to traditional media have concluded that there are some fac-
tors essential in consumers’ credibility evaluation process. Since 
social media differs from traditional media, there was a need to 
investigate the applicability of credibility to the social media plat-
form Instagram.  

 
Purpose The purpose of this thesis was to examine key factors of product 

placement on Instagram that influence credibility. 
 
Method To meet the purpose of this thesis a study with a mixed method 

research design was conducted. The qualitative data was col-
lected through semi-structured interviews with the intention to 
discover how consumers evaluate credibility. The scales and 
items developed from the findings of the qualitative study were 
tested using a questionnaire to identify which factors that have 
the most influence on consumers’ credibility assessment. 

 
Conclusions The overall findings indicate that consumers evaluate credibility 

based upon source, message and receiver characteristics. The 
empirical evidence suggests that the Expertise of influencer, Profes-
sionalism of picture, Trustworthiness of influencer, Connection to influencer 
and Causes of irritation are the factors that have the most influence 
on consumers’ credibility assessment of product placement on 
Instagram. The findings further implies that it is not only the 
factor itself that influence, credibility can additionally be trans-
ferred from one factor to another. 
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1 Introduction 
In this part of the thesis a general introduction to the topic is provided. First, a background to the subject of 
product placement on Instagram related to credibility is given. Further, the problem and purpose of the thesis 
are defined. Thereafter follows limitations and contributions of the study. This section is finished with defini-
tions of key terms, guiding how they should be interpreted in this thesis. 

1.1 Background 
Social media marketing has been called the latest trend in today’s rapidly changing marketing 
environment, since it not only provides endless opportunities for marketers, but a possible 
solution for the communication gap between consumer and company (Hajli, 2015). Some 
say social media has entirely changed the way marketing is done, especially in a time when it 
gets more difficult to deliver a marketing message (Hajli, 2015; Liu, Chou & Liau, 2015).  

With new opportunities, new challenges also arise. Marketers struggle to find creative solu-
tions on how consumers can be reached with the greatest efficiency on social media. Product 
placement, which previously has been visual in movies and television, has therefore been 
adapted to social media platforms as one strategy to create attention. It is defined as “a mar-
keting practice in advertising and promotion wherein a brand name, product, package, sign-
age, or other trademark merchandise is inserted into and used contextually in a motion pic-
ture, television, or other media vehicle for commercial purposes” (Williams, Petrosky, Her-
nandez & Page, 2011, p.2). Thus, product placements strive to reach a company’s potential 
and existing target by demonstrating how the product or brand is being consumed in its 
natural environment (Stephen & Coote, 2005).  

By promoting products as an integrated part of influencers’ social media accounts, companies 
have the ability to actively create content with the intention to generate awareness about a 
product or a brand (Dimofte, Haugtvedt & Yalch, 2016). Its adaptation into social media 
includes finding the right influencers who are willing to promote products in the exchange 
for sponsorships or monetary rewards, combined with displaying the product in creative 
ways that takes the mind off regular marketing (Dimofte et al., 2016). The term hidden mar-
keting is a suitable way to explain this phenomenon, since the aim is to make the product 
placement as integrated and genuine as possible. Due to its positive impact on electronic 
word-of-mouth, product placement on social media is considered one of the most important 
strategies used by marketers today (Liu et al., 2015). 

The use of product placement has been seen on most social media platforms. This allies with 
the new decade where companies race to locate efforts on mobile devices in order to make 
their marketing deeds more efficient (Miles, 2014). Recently, Instagram has been the focus 
of most marketers, since it is the first platform built specifically to fit consumers’ needs re-
lated to the constant use of their mobile devices (Miles, 2014). By far, it is one of the fastest 
growing platforms, with a development of more than 100 million new users in less than two 
years (Miles, 2014). Instagram marketing allows companies to reach consumers based on 
what kind of content the consumers themselves, as well as their friends, are interested in 
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(Dimofte et al., 2016). Throughout the last years, product placement on Instagram has be-
come a billion-dollar business (Huffington Post, 2015). The spending on this kind of pro-
motion in the combined industry lies between 1 billion and 1.5 billion dollars, and the amount 
each influencer gets paid for the placement varies depending on their power position on the 
platform (Huffington Post, 2015).  

Previous scholars interested in the topic of product placements on social media have focused 
on measuring the effectiveness of the strategy, or the factors influencing the effectiveness 
(Adis et al., 2015; Liu et al., 2015). In these studies, credibility has been seen as a factor 
necessary for efficiency. The term credibility is defined as whether the individual being ex-
posed to the advertisement views it as being believable or not (Belch et al., 1987, Bettinghaus, 
1969). In traditional media, product placement has been considered one of the most credible 
types of marketing, since it is integrated into something of interest of the consumer 
(Lindström, 2008). Previous scholars have argued that the assumption about the high credi-
bility is an outcome of that it is perceived from an unbiased source (Brown & Reingen, 1987). 
It can be argued that in today’s social media marketing environment, when businesses and 
influencers are working together on a regular basis, there is a common understanding among 
the consumers that the source no longer is unbiased (Lu, Chang & Chang, 2014). Thus, to 
our knowledge, the assumption about the high credibility of product placement cannot be 
considered certain for promotions on social media. 

Regarding any issues related to consumers’ social media usage, one must take the most suit-
able cohort into account. In a study made by Pew Research Center (2015), 55 percent of 
Instagram's users where in the age between 18 and 29 years old. This age span also stands 
for an approximate estimation of people born into the Generation Y, which counts for 
birthdates in the years 1981 to 1999 (Becker, 2012). This generation is known for heavily 
relying on technology and they are thereby intense users of social media (Bolton et al., 2013). 
When investigating issues related to social media, and especially Instagram, Generation Y 
can be examined with great benefits, since they are the consumers most likely to be exposed 
to advertisements on social media. 

 

1.2 Problem definition 
As previously discussed, one of the aims of product placement involves achieving a genuine 
and integrated impression, in order for the promotion to be perceived as credible (Brown & 
Reingen, 1987; Lindström, 2008). This reasons well with how credibility is one of the identi-
fied factors found to influence the effectiveness of product placement on social media (Adis 
et al., 2015).  

It has been stated that advertisements with an obvious biased source automatically is sorted 
out by the consumer, due to that they are perceived as not being credible (Carl, 2008; Kelley, 
1973; Wiener & Mowen, 1986). Today, there is a possibility that the perceived credibility of 
product placement is changing, as consumers become more sceptic towards this marketing 
strategy, and no longer find the source used to carry out the product placement unbiased (Lu 
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et al., 2014). Even though a biased source has been stated to affect credibility in traditional 
media (Brown & Reingen, 1987), there is no research supporting this suggested truth about 
credibility when it is adapted to social media. Other factors, despite the source, also found 
to have an impact on the credibility in traditional media, relates to the message and receiver 
(Wathen & Burkell, 2002). Since social media marketing differs to a great extent from tradi-
tional marketing (Hajli, 2015), it can be reasoned that previous findings regarding advertising 
credibility cannot comprehensively be applied to social media. Therefore, there is a need to 
investigate the applicability of credibility of product placement on social media platforms. 

The entry of Instagram, as one of the fastest growing and most important platforms for 
product placement, has presented a change in how marketing is done on social media. A new 
billion-dollar industry characterised by visual digital content, has provided a challenge on 
how to adapt the already existing marketing techniques to this new setting (Hajli, 2015; Huff-
ington Post, 2015). As a possible effect of the fast growth, a literature review reveals that few 
academic articles are handling the subject of Instagram marketing. Since it exists little guid-
ance for marketers when it comes to actionable strategies for this platform, it is therefore of 
interest to investigate how the event of product placement can be adapted to Instagram. 

Thus, the central problem of this thesis is the lack of understanding of how credibility is 
influenced by product placement on Instagram.  

 

1.3 Purpose and Research Questions 
According to Liu et al. (2015), product placement on social media is considered to be one of 
the most valuable strategies for marketers to use. Diverse factors are essential for a product 
placement’s effectiveness, and credibility has been established to be one of them (Adis et al., 
2015; Liu et al., 2015). According to the Social media marketing industry report (2015), 52 
percent of the marketers are planning to expand the use of Instagram in their marketing 
efforts in the upcoming years, stressing the importance of understanding the concept of 
credibility related to product placement on Instagram. 

Stated in the problem definition, a gap in the research is illuminated when the focus falls on 
product placement on social media and how it influences the credibility of the product being 
promoted. The existing research on Instagram as a platform for social media marketing is 
also of a vague character. With this research gap as a foundation, the purpose of this study 
is to examine key factors of product placement on Instagram that influence credibility, and thereby provide 
knowledge for companies resulting in more credible product placements on Instagram. The 
use of the term credibility will refer to whether the person being exposed to the product 
placement believes that the product is being portrayed in a believable way or not.  

To fulfil the purpose this thesis will strive to answer the following two research questions: 

1. How do consumers evaluate the credibility of product placement on Instagram? 
2. Which factors have the most influence on consumers’ credibility assessment of product placement on 

Instagram? 
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As a result of the focus on identifying factors resulting in more credible product placements, 
this thesis will be written throughout an organisational perspective. 

 

1.4 Delimitations 
The purpose of this study is to examine key factors of product placement on Instagram that 
influence credibility. With this said, this thesis will centre around Instagram, and other social 
media platforms will thereby not be taken into consideration. Since the intention is to focus 
on product placement in regards to credibility, this thesis will exclude investigating possible 
effects of product placement, such as purchase intentions.  Further, this thesis will exclude 
any conclusions regarding if the product placement has a positive or a negative influence on 
the credibility. Conclusions will only be drawn based upon if the different factors influence 
credibility to any extent.  

The empirical data will only be collected from individuals belonging to Generation Y and 
thereby will all other generations be excluded. The target population will moreover only con-
sist of Swedish citizens, this due to that the number of Instagram users all over the world is 
high and to conduct a study including many nationalities will be too extensive. The study will 
furthermore be restricted to product placement on Instagram accounts owned by Instagram 
influencers. Advertisements on companies own Instagram accounts will not be a part of this 
thesis. As opposed to previous research in the area of product placement, the main focus 
will not be centred around the ethical and legal aspects (i.e. Hackley, Tiwsakul & Preuss, 
2008; Nunlee, Smith & Katz, 2012). Especially legal issues, which otherwise would affect the 
result of this study, will be excluded entirely. 

 

1.5 Contribution 
This thesis aims to examine key factors of product placement on Instagram that influences 
credibility. It will provide empirical evidence of which factors that have the most influence 
on consumers’ credibility assessment of product placement on Instagram, and therefore con-
tribute with knowledge about how companies can customise their product placement on 
Instagram to be more credible. As a consequence, it may provide insights for both marketers 
and organisations in their planning of promotional strategies. Additionally, this thesis societal 
contribution lies within raising awareness of how product placements are being customised 
to be more credible. Unexperienced consumers might get influenced easier, and providing 
them with knowledge about how product placements are manipulated to be perceived as 
more credible may lead them to being more aware in their consumption.  

Credibility, already confirmed by previous research, is one of the factors necessary for mak-
ing a product placement effective. With the information compiled in this thesis regarding 
how companies should use product placement in the most credible way could therefore, in 
the bigger perspective, lead them to being more effective.  



 

 
5 

The findings presented will further lead to a greater understanding of the field social media 
marketing. As Instagram being a social media platform with relatively limited existing re-
search, this thesis will provide the field with further understandings about it. Since social 
media marketing is considered to be the most recent trend in today’s marketing environment, 
new information and knowledge regarding it could be beneficial for many.  

 

1.6 Definition of Key Terms 
Consumer - is the user of a product or service, but might actually not be the purchaser of it 
(WebFinance Inc., 2016). In this thesis the referral to a consumer will be to the person being 
exposed for the product placement on Instagram and the potential purchaser of the product 
being promoted.  

Credibility - The use of the word credibility will in this thesis be referring to whether the 
individual being exposed to the product placement views it as being believable or not (Belch 
et al., 1987, Bettinghaus, 1969).  

Effective – the use of the word effective in the context of product placement within this 
thesis refers to the product placement having a positive impact on the purchase intention, in 
accordance with findings of Adis et al. (2015).  

Generation Y - individuals with similar interests and characteristics who are born between 
1981 and 1999 (Becker, 2012).  

Influencer - is, in the context of social media, an influential person who have a strong per-
sonal brand. An influencer is similar to an opinion leader (Li & Du, 2011), and do often team 
up with businesses in order to help them with the promotion of a product or brand campaign 
(Marshall & Redmond, 2015). In this thesis the use of the term influencer will refer to a 
person with a lot of influential power and the owner of the Instagram account being used 
for the promotion of a product. 

Instagram - is a type of social media platform built to work on mobile devices with the 
purpose of sharing photos and videos (Miles, 2014). Instagram is owned by Facebook and is 
linkable with other social media platforms (Hajli, 2015). An Instagram user has the oppor-
tunity to like and comment on other people's pictures and videos (Miles, 2014).  

Product placement - refers to the placement of a product or brand in media content to 
affect consumer behaviour (Williams et al., 2011). The use of the term product placement 
within this thesis will denote that the product being promoted is an integrated part of the 
influencer’s picture.  

Social media – is an Internet based platform where people and businesses are able to share 
experiences with each other and create networks (Conrad, Levinson & Gibson, 2010). It is 
accessible for free and businesses use it both for sharing their own information and reaching 
customers (Hajli, 2015; Onishi & Manchanda, 2012).   
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2 Theoretical Framework 

This section reviews relevant literature and theories related to the purpose of this thesis. 
First, a discussion regarding the practice of social media marketing and Instagram mar-
keting are presented, along with how they relate to product placement. Second, insights 
about credibility in advertising are introduced. Last, theories related to credibility and 
attitude formation are described. 

2.1 Social Media Marketing 
With its starting point in the mid-1990s, the digital revolution has changed the technological 
environment completely (Charlesworth, 2015). The rapid development has provided conse-
quences in form of both opportunities and challenges, affecting most companies and indus-
tries. 

A benefit arisen from the new technology is the simplified way companies now are able to 
communicate with consumers. The new and improved access to Internet makes it more con-
venient for companies to reach consumers, and for consumers to communicate with com-
panies (Charlesworth, 2015). With the ease of starting and remaining conversations chal-
lenges also emerge. The consumers are nowadays expecting companies to communicate with 
them, and furthermore require to make their voices heard and to be a part of the brand 
(Charlesworth, 2015). A challenging aspect companies now have to take into consideration 
is that they no longer are the only ones having power over what is being communicated 
about them. The power has shifted to the consumers instead (Berthon, Pitt, Plangger & 
Shapiro, 2012). One of the most convenient ways for companies to make consumers a part 
of the company, and thereby start and remain a dialog with them, is through the use of social 
media. 

Social media is currently used by over 1.6 billion people all around the world (Statista, 2016). 
The main intention of social media is to engage people (Kaplan & Haenlein, 2010), and in 
contrast to traditional marketing tools, the use of social media platforms is less expensive 
and enables companies to reach a wider target market compared to before (Hajli, 2015). The 
predominant foundation of social media marketing is the use of conversational platforms 
(Evans & McKee, 2010). The aim is to build relationships, and in comparison to traditional 
marketing, where the communication is one sided, social media marketing presents the op-
portunity of a two-way communication (Evans & McKee, 2010). It moreover differs from 
traditional media marketing in the sense that social media marketing has the beneficial func-
tion of being a suitable platform for engaging consumers through community building and 
experience sharing, which are functions that are missing in traditional media (Guo, 2014). 
Social media platforms are open and accessible for everyone and put in the context of a 
marketing strategy, they are very valuable for companies (Hajli, 2015). The feedback and 
comments companies receive are helpful in the process of making products and services 
more suitable to consumer needs (Hajli, 2015). 

Social media marketing can additionally be referred to as consumer-generated marketing, 
since the good publicity through social media relies on what the consumers are willing to 
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share (Liu et al., 2015). The exchange of information and opinions from a sender in an online 
context can be referred to as electronic word-of-mouth, where the information shared has a 
significant impact on a company or brand (Hennig-Thurau, Gwinner, Walsh & Gremler, 
2004). It is of great importance for companies to present themselves accurate on social me-
dia, in order to keep consumers satisfied and thereby generate a positive electronic word-of-
mouth (Hajli, 2015).  

The use of social media platforms, in particular the practice of letting consumers raise their 
voices, is a beneficial tool for companies as it creates a feeling of belonging among the con-
sumers (Lacho & Marinello, 2010). In order to maximize the benefits, social media marketing 
must be done in a deliberate and planned way. Companies are required to understand the 
techniques involved to a great extent, combined with how to use these tools in creative ways 
(Stockdale, Ahmed & Scheepers, 2012). Further, social media platforms require frequent up-
dates in order for companies to stay attractive in this heavily competitive environment 
(Stockdale et al., 2012).  

 

2.1.1 Instagram Marketing 

The use of smartphones has increased rapidly in the recent years and as a result, the access 
to Internet is nowadays to a larger extent reached through a mobile device (Kaplan, 2012). 
New habits result in new solutions, and the change in the construct of social media can be 
considered one of them. Miles (2014) acknowledge that social media platforms have now 
shifted to being more suitable for mobile devices, such as smartphones and tablets. The first 
social media platform made especially for mobile devices is Instagram (Miles, 2014).   

Instagram is a photo-sharing social media platform available as an application to use on mo-
bile devices. According to Miles (2014), five million images are shared on Instagram every 
day, and in the recent years, the platform have increased with more than 100 million new 
users. It was launched in 2010, and is since 2012 owned by Facebook (Salomon, 2013). In-
stagram is free of charge and belongs to the social media category called micro-blogs, alt-
hough the communication on Instagram is mostly throughout images (Miles, 2014).  

Miles (2014) stated that the photo-sharing application enables the user to edit and share pic-
tures and short videos. In order to highlight the message expressed through the visual con-
tent, the user has the ability to add a caption containing text and/or hashtags. The use of 
hashtags is further described to expand the range of the shared picture. Other essential fea-
tures on Instagram are moreover explained to be the like, comment and share functions (Miles, 
2014). Liking a picture is comparable to showing appreciation, and by leaving a comment 
one can start or participate in a discussion (Miles, 2014). 

Instagram is becoming a popular marketing tool for companies seen by how the use of it is 
frequently increasing. According to the Social media marketing industry report (2015), 52 
percent of the marketers are planning to increase the use of Instagram in their marketing 
efforts in the upcoming years. This is explained to be due to how it is considered a valuable 
tool allowing companies to show their products in a rich, visual way (Miles, 2014). Because 
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of how Instagram focuses on communicating through images, it makes it convenient to use 
for product promotion. Meenaghan (1995) states that consumers find pictures more reliable 
than text in the context of product promotion. Abbott, Donaghey, Hare and Hopkins (2013) 
further claim that pictures are more likely to engage consumers than messages shared in 
textual forms, hence making the use of Instagram perceived as favourable in certain situa-
tions.  

 

2.1.2 Product Placement on Social Media 

Product placement refers to a marketing strategy where a product, or brand, is incorporated 
into a message exposed in a media content in order to affect consumer behaviour (Williams 
et al., 2011). The strategy of product placement was previously restricted to occur within 
media forms such as television and movies, but as a result of the technological development, 
product placement has spread to new context (Stephen & Coote, 2005). Previous research 
provides an explanation stating that it might be due to how the placement of a branded 
product in movies or television have a positive influence on the consumer's memory and 
purchasing behaviour (Yang & Roskos-Ewoldsen, 2007). 

In today's Internet driven society, choices of media platforms are plenty which generate a 
new challenge for marketers; how to reach consumers in the most efficient way. Previous 
research suggest that product placement could be a successful strategy to use in order to cut 
through the cluster, as it is considered to be efficient and suitable to use in order to reach 
potential and existing consumers (Mackay, Ewing & Windisch, 2009).  

Product placement on social media is considered to be a fairly new phenomenon, and previ-
ous research in the area is quite limited. However, academics acknowledge that product 
placement in the context of social media has gained popularity (La Ferle, Edwards & Lee, 
2008; Lee & Faber, 2007). Liu et al. (2015) states that product placement on social media is 
considered to be one of the most important marketing strategies in today's society. Liu et al. 
(2015) further explains that product placement on social media is based on a rather basic 
format, occurring when a writer is publishing an engaging content which includes a promo-
tional message. The promotional messages could be delivered through a picture or a video, 
with content which is received by a consumer. The aim with publishing promotional content 
is that it will include information about either the product or the brand (Liu et al., 2015). 
Although product placement on social media is a strategy used by companies, it is normally 
not under the direct control of marketers. Instead, it is rather the creation of someone else 
(Van Reijmersdal et al., 2009). 

Van Reijmersdal, Smit & Neijens (2010) confirm that products or information which have 
been placed within engaging content will be recognized more often. To be able to make 
product placement on social media as effective as possible, it is crucial that companies choose 
the most suitable form of social media for the message they want to deliver (Kaplan & Haen-
lein, 2010). It is furthermore essential to choose the right person to deliver the message. It 
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has to be a person which allies with the reputation and believes of the brand (Broniarczyk & 
Alba, 1994).  

 

2.2 Credibility in Advertising 
Tseng & Fogg (1999) proposed that consumers’ needs are essential in the process of com-
prehension, since it determine the individual’s credibility judgement. If the consumer feels a 
great need to receive information, the degree to which the consumer will perceive that infor-
mation as credible will increase.  

Credibility has been declared to function as a communicator of both brand and product 
characteristics (Erdem & Swait, 2004). When measuring credibility, consumers therefore de-
termine their confidence in whether or not what is being communicated is true, by the prod-
uct information contained in the brand. In order for this process to be considered successful 
from a credibility perspective, it requires consumers to believe that the company has both 
the ability and the willingness to deliver what have been promised (Erdem & Swait, 2004). 
This reasons well with how some researchers choose to define credibility, as something being 
believable and fair (Gazian & MacGrath, 1986; Rimmer & Weaver, 1987; Shaw, 1973). 
Equally, another similar interpretation of credibility can be found in the definition of adver-
tiser credibility, explained through the degree in which consumers perceive that the adver-
tisement has the ability to perform according to stated information (Herbig & Milewiez, 
1995). MacKenzie & Lutz (1989) contributes to an extension of this statement, defining ad-
vertising credibility as the honesty and truthfulness of the one sponsoring the advertisement. 
As a result, the definition of advertiser credibility can be concluded to involve both adver-
tisement credibility combined with the credibility of the source. 

 

2.2.1 Credibility as a Factor Influencing Effectiveness 

When examining the effectiveness of an advertisement, most researchers have identified 
credibility as a factor influencing the outcome. When reviewing literature within the subject, 
Wathen & Burkell (2002) uncovered that credibility is one of the criterions used by consum-
ers when filtering information. As an effect, information perceived as not being credible will 
result in a decrease in impact, meaning that credibility serves as a necessary factor of any 
process which is designed to influence knowledge, attitude or behaviour. The effectiveness 
of an advertisement has been observed to take the form of various outcomes. In celebrity 
endorsement, trust and credibility has been manifested to be important when forming higher 
purchase intentions (Jimenez & Medoza, 2013; Martin-Santana & Beerli-Palacio, 2013). This 
is validated by earlier research which also concluded a direct relationship between purchase 
intentions and credibility in celebrity endorsement (Goldsmith & Lafferty, 1999).  

Credibility has also been stated to influence the persuasion process. Research regarding com-
parative advertising show that loss of credibility is the main reason for failure to achieve 
persuasive impact (Belch, 1981; Boddewyn & Martin, 1978; Levine, 1976; Swinyard, 1981). 
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This reasons well with Kelley (1967), who postulated that attribution theory suggests a con-
nection between lack of credibility and failure to communicate persuasively. Highly credible 
product placements have furthermore been established as a helpful tool in forming positive 
consumer attitudes, and thereby to generate a positive influence on purchase intentions (Adis 
et al., 2015).  

A study, examining consumer attitude and behavioural intention associated to product place-
ments on social media, found that perceived credibility had an impact on purchase intentions 
(Adis et al., 2015). This allies well with how products placement on social media can be 
regarded to have same effects as in traditional media (Liu et al., 2015). Thus, previous re-
search has revealed that credibility serves as a factor affecting the effectiveness of an adver-
tisement, mainly expressed through an impact on purchase intentions and persuasive ability. 

 

2.2.2 Credibility Factors 

Based on a literature review on the topic of advertising credibility, Wathen & Burkell (2002) 
concluded a general agreement regarding how message credibility is a product of an interac-
tion between three characteristics. They were identified as source, message and receiver charac-
teristics, each involving several factors resulting in credibility perceptions. Similar character-
istics have been discussed among various researchers, with few dissimilarities to the ones 
identified by Wathen & Burkell (2002). For instance, Wilson & Sherell (1993) recognised the 
medium as an important characteristic instead of the receiver, whereas Slater & Romer (1993) 
found more detailed issues related to Wathen & Burkell’s characteristics, such as quality of 
the message. 

The characteristics by Wathen & Burkell (2002) can be considered reasonable due to their 
consistency with the three major elements of the communication process; sender, channel 
and receiver (Schramm & Roberts, 1977). Wathen & Burkell (2002) acknowledged that es-
tablishment of new mediums might introduce other factors influencing credibility, but at the 
moment seen as too lacking in suitable research to be given an important role when examin-
ing credibility influence. Instead, they focused on giving more attention to the role of the 
message related to credibility, compared to channel as suggested by Schramm & Robert’s 
(1977) communication process. 

 

2.2.2.1 Factors Within Source Characteristics  

Credibility, according to some scholars, is identified to consist of and be evaluated based on 
two main factors; expertise and trustworthiness (Fogg et al., 2001; Ohanian, 1990), and can 
be categorised within the source characteristics of credibility assessment (Wathen & Burkell, 
2002).  

Expertise is in the literature recognised as a knowledgeable, experienced and competent 
source (Fogg et al., 2001), further explained to have the professional ability to comment on 
a product or brand (Ohanian, 1990). What should be noted is that it is the consumer who 
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decides whether or not the source has the professional ability (Ohanian, 1990). Even though 
several researchers identified expertise as a factor that has influence on the credibility assess-
ment, a study made on product placements on blogs found that the level of expertise had no 
significant impact on the effectiveness of the placement (Chiou et al., 2010). Therefore, the 
level of importance that the factor expertise possesses in the case of source characteristics 
might be questioned regarding product placement. Even though the previously stated re-
search focused on the effectiveness of product placement, and not credibility directly. 

Trustworthiness, as the second identified factor within the source characteristics of credibil-
ity assessment, is explained to be; a well-intentioned, truthful and unbiased source (Fogg et 
al., 2001). Although recent research proclaim that the source is no longer unbiased and 
thereby generates a low credibility rating in the case of product placements (Lu et al., 2014), 
trustworthiness is suggested to influence the credibility to greater extent than expertise in the 
case of source characteristics (Erdem & Swait, 2004). What can be concluded is that the 
understanding by the consumer that the source is unbiased is essential in whether or not 
consumers perceive the source as credible (Lu et al., 2014). 

Among academics, celebrity endorsement and its relation to source credibility is a fairly pop-
ular research topic. A common conclusion among studies is how researchers either stress the 
importance of a match between source and audience (Campell et al., 1999; Wilson & Sherrell, 
1993), or the fit between source and the promoted product (Till, 2001).  

Accordingly, scholars have agreed upon the importance of the source when it comes to cred-
ibility assessment in advertising (Choi & Rifon, 2002; Wathen & Burkell, 2002; Wilson & 
Sherrell, 1993). As well as the crucial fit between source and audience or product (Campell 
et al., 1999; Wilson & Sherrell, 1993; Till, 2001).  

 

2.2.2.2 Factors Within Message Characteristics 

Within the message characteristics, Wathen & Burkell (2002) identified factors related to the 
content of the message. They were named as plausibility, consistency and quality factors, 
although most scholars have looked at the message credibility in more general terms. For 
instance, previous research found a relationship between familiar messages and a credible 
perception of the advertisement (Campell et al., 1999; Self, 1996). In a study about health 
behavior, Campell et al. (1999) found that the message need to be closely associated with the 
source characteristics. Hence, a familiar source used to match audience attitudes with the 
context of the advertisement will lead to a higher credibility of the information communi-
cated. Slater & Rouner (1996) also found a connection between source and message charac-
teristics in generating more credible results, claiming that how a message is presented affect 
how the source is perceived. The presentation of the message was referred to as how well-
written, in addition to how well produced and organised the information is (Slater & Rouner, 
1996).  
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In order to achieve credibility, the transparency of the message is likewise considered essen-
tial. Thus, how clear it is that it is a promotion. When consumers are aware of that the infor-
mation is paid for, their perception of the credibility of the advertisement decreases (McAl-
ister, 1996; Rumbo, 2002).  

As mentioned earlier, the quality of how the message is presented serves a crucial role in the 
credibility assessment of an advertisement. Slater & Rouner (1996) recognised that if the 
source is perceived as an expert, the message will retain its credibility even with a poor 
presentation. Other aspects found to affect the credibility assessment regarding the quality 
factor can be compared and transferred from traditional media. For instance, surface aspects 
serve an essential role (Wathen & Burkell, 2002). In traditional media, it can be expressed 
through the attractiveness of the speaker or glossiness of the magazine. Whereas in online 
media, the appearance of the homepage, its usability and how well-organised the information 
is plays a significant role. 

Consistency within the message characteristic is mainly examined through the relevancy of 
the information provided. A high relevancy has been said to contribute to positive feelings 
toward an advertisement (Varnali, Yilmaz & Toker, 2012). It can be connected to how con-
sumers perceive relevancy as credible when it is applicable and appropriate to target custom-
ers (MacInnis & Jaworski, 1989; Ng, 2013). 

 

2.2.2.3 Factors Within Receiver Characteristics 

The majority of the literature within the subject of the receiver characteristics discuss the 
connection to source characteristics, and how consumers’ attitudes are formed based on their 
attitudes toward the source (Sallam, 2011; Sallam & Wahid, 2012; Yagci, Biswas & Dutta, 
2009). Wathen & Burkell (2002) argue that receiver characteristics involve the consumers’ 
cultural background and previous believes, but fail to provide any further information on 
how consumers use these factors in their credibility assessment.  

Researchers stress the importance of understanding why receivers develop negative attitudes 
towards advertising, since these attitudes have resulted in a trend developing advert avoid-
ance among the consumers (Abernethy, 1991; Li, Edwards & Lee, 2002). One possible ex-
planation is found in the connection to the content, declaring how consumers value the link 
between advert content, site content and performance task (Abernethy, 1991). This reasons 
well with the proposed link between source and product, presented earlier in this chapter. 
Positive consumer attitudes are stated to arise from credible sources (Yagci et al., 2009). Adis 
et al. (2015) connect to this, by suggesting a strategy for positive attitude formation. By stress-
ing the importance of the values deriving from the communication process, and how offering 
opportunities for exchange will lead to an increase in the credibility perception of the sources. 

Another issue related to the receiver characteristics discussed in the literature is irritation. 
The persuasive power, and thereby the credibility, reduces if it is considered irritating (Aaker 
& Stayman, 1990). A study examining advertising on television, identified the possible causes 



 

 
13 

of irritation to be content, performance and placement (Fennis & Bakker, 2001). If consum-
ers become irritated by an advert, it is further explained to be likely that the attitude towards 
the company is affected (Solomon, 2009).  

 

2.3 Elaboration Likelihood Model 
Since it has become critical to understand what kind of advertisement consumers choose to 
believe in, consumer psychology grows into having essential importance. Wathen & Burkell 
(2002) suggest the Elaboration Likelihood Model (ELM) to be useful in the understanding 
of how consumers become persuaded and thereby develop an attitude. For instance, an atti-
tude about if the advertisement is credible or not. 

 

 
Figure 1: Elaboration Likelihood Model – Based on Petty & Cacioppo (1986, p.126) and Jones, Sinclair & 
Courneya (2003) 

 

ELM was first developed by Petty & Cacioppo (1986), and provides a framework for the 
persuasion process, based on the variables; source, message, recipient and content. It claims 
two different routes in which consumers get persuaded and thereby are undertaking based 
on their motivation and abilities (as seen in Figure 1). Jones, Sinclair & Courneya (2003) 
explained that the receiver's motivation and abilities foremost are determined based on var-
iables such as relevance, level of repetition of the arguments and the affective state. 

The first route, named the central route, derives from when the elaboration likelihood is high. 
Hence, when the consumer is both motivated and has the ability to process the information 
presented (Petty, Heesacker & Hughes, 1997). This route tends to result in more persistent 
and predictable behaviours, and is therefore not applicable for all persuasive messages. As a 
result of the high motivation to process information, the importance of the information in 
the content increase (Petty & Cacioppo, 1986). Petty & Cacioppo (1986) further recognise 
the so called boomerang effect, whereas if the consumer has a strong negative attitude to-
wards the message, they will resist the message. 

The opposite direction, the peripheral route, is based upon a low elaboration likelihood, and is 
thereby more likely to result in a less persistent and predictable behaviour of the consumer 
(Petty & Cacioppo, 1986). Yet, it carries the ability for the sender to easier influence the 
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consumer since it relies heavily upon the quality of the stimulus (Petty et al., 1997). An early 
key stage in the persuasion process of this route was identified as the receiver's judgement of 
credibility of the information. The consumer has been said to value the credibility of the 
message based upon factors such as credibility of source or the quality of the message (Petty 
et al., 1997). This means that peripheral route is more likely to rely upon general impressions, 
since the credibility assessment is located early on in the persuasion process. This fact reasons 
well with when the peripheral route best can be manipulated, hence when consumers have 
little or no interest in the subject, or when they do not have the ability to process the message 
(Petty & Cacioppo, 1986). 

2.3.1 Elaboration Likelihood Model adapted to Instagram Marketing 

The applicability of ELM in the situation product placement on Instagram is further down 
explained through examples of two situations, first the central route, thereafter the peripheral 
route. 

 

2.3.1.1 Central Route 

Assume that a consumer who are using Instagram follows a so called training inspiration 
influencer, with the niche of sharing pictures in which he or she are exercising. In one of the 
pictures, the influencer promotes a new water bottle made of glass. The influencer further 
explains the characteristics and benefits of the product to a great extent.  

The first step in accordance with ELM is an evaluation of the motivation and ability the 
consumer has to process the information (Petty & Cacioppo, 1986). Consistent with Jones 
et al. (2003), it is evaluated based upon relevance, repetition of arguments and affective state. 
It can be argued that an influencer with a niche on exercising will be a legitimate promoter 
for a water bottle, since it is used when exercising. Hence, the promotion can be considered 
relevant. Since the consumer has actively chosen to follow this influencer, one can further 
assume that this kind of product is of interest of the consumer, thus the promotion is per-
sonally relevant.  

As a result, the consumer procedures to the next step as being motivated to process the 
information. Consequently, this means that the persuasion process has resulted in a central 
route. As explained earlier, the central route is a result of high motivation and ability to pro-
cess information. Thereby, the consumer will carefully consider the information provided in 
the promotion. This means that the information the influencer has provided about the water 
bottle is the key determinant of the attitude of the product, resulting in essential importance 
of how the text is written, as well as the information in it. As a result, any conclusion the 
consumer makes about the water bottle, and thereby the attitude towards the product place-
ment, will be persistent as a consequence of being a product of the central route (Petty et al., 
1997).  
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2.3.1.2 Peripheral Route 

Opposite to the previous example, this one assumes that a consumer follows an influencer 
that originally is famous for being a fashion blogger. In one of its pictures, the influencer 
promotes a new power drill. The influencer explains how convenient it is for professionals 
and the many benefits compared to other power drills in the market.  

The motivation and ability for the consumer to process the information in this promotion 
can be considered low. This due to that both the relevance for the influencer to promote this 
product, as well as the personal relevance for the consumer can be considered scarce. All 
other interests of the consumer aside, it can be argued that the motivation of the consumer 
to start following this influencer was primarily due to its interest in fashion, not in hardware. 
As a result of the low motivation and ability to process information, this process has resulted 
in a peripheral route.  

In the peripheral route, Petty et al. (1997) stresses the ability to influence the consumer at an 
earlier stage by quality stimulus. Especially in the case of credibility assessment, the source 
and the quality of the message play an essential role (Petty el al., 1997). In this context, the 
consumer will not consider the information provided in the promotion. Instead, the con-
sumer will base its attitude formation, and especially the credibility assessment, on fairly su-
perficial characteristics such as the attributes of the source, as well as how well presented the 
promotion is. Based on the assessment of these features, the consumer will form an attitude 
about the promotion with the characteristic of not being persistent.  

 

2.4 Hovland’s Model of Attribution of Credibility 
While ELM focus on the process through which consumers become persuaded, Hovland’s 
model of attribution of credibility contribute with perspectives on how consumers evaluate 
credibility of advertisements. The evaluation process of whether a message is perceived as 
being credible or not can differ due to various factors. Hovland & Weiss (1951) developed a 
hierarchy model consisting of six levels of reference objects for credibility attributions, which 
can be used to evaluate message credibility (as seen below in Figure 2). The different levels 
consist of the factors; presenter, source/actor, editorial units, media product, subsystem of 
media type and media type. All of these factors will further down be explained according to 
definitions developed by Schweiger (2000): 

Presenter: the presenter refers to the first person the receiver of the message is exposed to. It 
might be the author of a comment, or a person which delivers a news story.  

Source/actor: is the actor or author of a message. It could for instance be a person responding 
to a question in an interview.  

Editorial units: the term editorial units assign to the category type the message belongs to. It 
could be the category the television program belongs to, or if an article is printed or published 
online. 
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Media product: is the definite television network, newspaper, magazine or web page the mes-
sage is delivered through. This level could also be related to product brands.  

Subsystem of media type: refers to the type of media used, if it is through private or public tele-
vision or the type of newspaper it is published in.  

Media type: on the last level the general credibility of the media type is judged. If it is delivered 
through television, radio, online or printed.   

 

 

Figure 2: Hovland’s Model of attribution of credibility – Based on Schweiger (2000, p. 40) 

 

Although the reference objects are divided into separate levels, this does not mean that the 
credibility could not be transferred. According to both Hovland (1951) and Schweiger (2000) 
the credibility can be transferred both vertically and horizontally. For example, if the pre-
senter is perceived as credible this could be transfer to other levels so that the media product 
also is interpreted as being credible. Schweiger (2000) further confirms that the perceived 
credibility of a newspaper or television program can transfer to their webpage or online ser-
vice, thus that the credibility can be transferred between different instances of an organisa-
tion. 

 

2.4.1 Hovland’s Model of Attribution of Credibility adapted to Instagram 
Marketing 

If Hovland’s model of attribution of credibility were to be presented in the context of prod-
uct placement on Instagram, the different levels would have to be slightly adjusted (as seen 
below in Figure 3). For instance, if Calvin Klein sent clothes to a famous top model and she 
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showed them in a picture posted on her Instagram account, the six levels would look like the 
following: 

Presenter: the famous top model owning the Instagram account where the product placement 
is conducted. 

Source/Actor: Calvin Klein as they are the original source of information regarding the product 
being promoted.  

Editorial units: the picture posted containing the product placement.  

Media product: Instagram, as it is the network which the message is delivered through.  

Subsystem of media type: social media, since it is the type of media used to perform the product 
placement.  

Media type: Internet as the message is delivered online.  

 

 

Figure 3: Hovland’s Model of attribution of credibility adapted to Instagram – Based on Schweiger (2000, 
p. 40) 

 

To evaluate if the product placement is more or less credible the consumer would evaluate 
the different levels in order to form an attitude about it. If the consumer believes that the 
famous top model is credible, it is likely that the perceived credibility of him or her will 
transfer to the other levels and that the product placement will be recognised as credible. 
Furthermore, if the consumer does not believe that the top model is credible the product 
placement could be perceived in the same way. The transferability of the credibility does not 
necessary start from the first level and spread to the following ones. If the consumer has a 
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strong opinion regarding information published on Instagram this might influence the per-
ception of credibility and thereby transfer to the other levels.  
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3 Methodology and Method 

In this section the research perspective, as well as the research approach and strategy 
are discussed. Further, a detailed clarification of the methodology chosen is presented. 
This is followed by an explanation of each of the data collection methods, and how each 
are analysed. The section is concluded by discussions about reliability, validity and eth-
ical concerns regarding the study. 

3.1 Research Perspective 
Within social research methods, many different philosophies are used. Two of them are iden-
tified as positivism and interpretivism, both providing different research paradigms guiding 
how scientific knowledge is obtained (Bryman, 2012). Positivism’s role in research is to test 
theories and provide material for development of laws (Bryman, 2012). As a consequence, 
positivism has a clear association with quantitative research methods. Interpretivism, on the 
other hand, focus on studying humans rather than objects (Saunders, Lewis & Thornhill, 
2016). In contrast to positivism, interpretivism has a more subjective approach which allows 
investigating issues in great depth, without any concerns of objectivity (Bryman, 2012). As a 
result, this philosophy reasons well with the qualitative research methods. 

The purpose of this thesis was to examine key factors of product placement on Instagram 
that influence credibility. As previously discussed, the concept of credibility assessment, and 
its applicability on Instagram, can be considered to be insufficiently researched. Since social 
media varies to a great extent from traditional media (Hajli, 2015), it can therefore not be 
taken for granted that the existing body of literature involving credibility of advertising is 
applicable on Instagram. Accordingly, an interpretivistic approach was used to gain under-
standing and generate qualitative data that would be appropriate for credibility assessment 
of product placement on Instagram. Furthermore, since this thesis intends to examine factors 
that would be applicable for most product placements on this platform, a positivistic ap-
proach helped in testing theories and providing material for development of laws. The inter-
pretivistic approach was thereby used as a foundation guiding how to structure the primary 
research of a positivistic character. 

 

3.2 Research Approach 
The broad way of reasoning that was applied to this thesis was the abductive approach. 
Saunders et al. (2016) acknowledged that the use of different research approaches determine 
the research logic, generalisation, data collection and theories. The abductive approach is 
explained to be used when there is wealth of information in the broader context, but not 
necessarily about the specific subject associated with the study (Saunders et al., 2016). When 
undertaking an abductive approach, the researcher collects data to explore or identify themes 
and patterns, with the aim to modify or develop theory (Saunders et al., 2016). The theory 
generated is later tested through another data collection (Saunders et al., 2016). Further, an 
abductive approach is characterised by moving back and forth between theory and data col-
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lection, thus combining both deductive and inductive approaches (Suddaby, 2006). As a con-
sequence, the abductive approach reasons well with combining both quantitative and quali-
tative methods in the study. 

The direction of this thesis started with an inductive approach, since it was suitable for the 
first part of the study, aiming at answering research question one. This part involved a qual-
itative method that intended to explore how consumers evaluate credibility of product place-
ment on Instagram, thus identify possible factors associated with credibility assessment. 
Since this topic lack evidence of a suitable theoretical framework, a qualitative method helped 
to draw general conclusions about factors that relate to credibility assessment on this media 
platform. In order to empirically investigate the qualitative findings, thus answering the sec-
ond research question, this thesis’ primary study has a deductive approach. A quantitative 
method was used to test the applicability of the findings from the qualitative study, as well 
as answering the question which factors have the most influence on consumers’ credibility 
assessment of product placements on Instagram. Due to the nature of the research questions, 
an abductive approach was necessary, since the authors wanted test theories related to a topic 
lacking suitable research without excluding relevant information. The risk of only using the 
deductive approach would have been to base the quantitative investigation on factors not 
suitable for product placements on Instagram. As an action taken to eliminate this risk, the 
qualitative findings in form of possible factors were used as a foundation to build the quan-
titative investigation upon. 

 

3.3 Research Design and Strategy 
Based on the previously stated research philosophy and approach, this thesis was structured 
as a sequential exploratory research design. Since the study is both positivistic and interpre-
tivistic, as well as abductive, a mixed method design was suitable. Sequential mixed method 
research is characterised by one method following the other, hence where one method is 
used to explain or elaborate the initial findings of the first one (Saunders et al., 2016). In this 
thesis, the qualitative method expressed by initial semi-structured interviews served as a foun-
dation to develop measures for the quantitative method, in the form of a survey. The semi-
structured interviews were of an exploratory character, since they sought to gain insight and 
understanding of the topic credibility assessment of product placements on Instagram (Mal-
hotra, Birks & Willis, 2010). This approach is directly linked to the first research question. 
The survey, on the other hand, is conclusive in the sense that it examines which of the pre-
defined factors that have the most influence on consumers’ credibility assessment of product 
placement on Instagram (Malhotra et al., 2010). Thus, answering the second research ques-
tion. The special setting of using both qualitative and quantitative approaches is defined as 
mixed method research design (Saunders et al., 2016). 
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3.3.1 Mixed Method Research Design 

The mixed method research design involves collecting data of both quantitative and qualita-
tive character (Creswell, 2014). From the qualitative investigation the researcher hopes to 
gain depth, insight and understanding of either a new or a complex phenomenon (Malhotra 
et al., 2010). It is preferred to be used in exploratory designs either aiming at discovering 
underlying reasons or in the case of developing new theory (Malhotra et al., 2010). In quan-
titative investigations in the mixed method, the researcher aims to identify some kind of 
relationship between variables, from new or existing theories (Malhotra et al., 2010). Alt-
hough it has been stated that one of the two approaches can be considered superior to one 
another, the data collection in both cases needs to be done rigorously (Creswell, 2014). This 
means that both the qualitative and the quantitative approach need to be executed with same 
accuracy.  

The value of choosing this method lies within the ability to attract strengths from both qual-
itative and quantitative data collection and analysis, as well as minimizing the limitations that 
the two provides separately (Creswell, 2014). For instance, a study that only uses a qualitative 
method will not be able to test which factors that have the most influence, whereas a quan-
titative study does not contribute to an understanding of the findings in the same sense. 
Combining the two methods will allow a study to be both conclusive and exploratory, further 
providing deeper understandings about complex research purposes and questions. 

Within the mixed methods, there are several approaches in which the qualitative and quan-
titative data can be gathered. As mentioned earlier, the mixed method in this thesis has a 
sequential exploratory research design. The intention with using this research design was to 
develop a measurement instrument by collecting qualitative data, and then use it to design 
variables that could be tested on a sample of the population, thus collecting quantitative data. 
Bryman (2012) identifies this approach as instrument development. The intention is to gen-
erate better wording and more comprehensive answers related to the research question. Since 
it has been identified that Instagram marketing, as well as credibility assessment’s relation to 
social media, lack a suitable research frame, it could not be concluded that the existing body 
of literature on credibility assessment in marketing could be applicable on Instagram. A 
mixed method in the form of instrument development allowed to explore the concept of 
credibility and how consumers evaluate it, as well as testing which factors that have the most 
influence.  

As discussed earlier, only using a quantitative method would have increased the risk to base 
the quantitative investigation on factors not suitable for product placements on Instagram. 
Another hazard would have been to leave out factors only relevant for this particular social 
media platform, not found in the traditional media context. On the contrary, only using a 
qualitative method would not allow for any conclusions related to which factors that have 
the most influence. Therefore, using a mixed method approach allowed the study in this 
thesis to be exploratory in terms of the qualitative semi-structured interviews, combined with 
being conclusive by the quantitative survey. Thus, answering both research questions set out 
for this thesis.  
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Challenges related to using a mixed method approach need to be noted. Combining both 
quantitative and qualitative approaches is demanding since it requires extensive data collec-
tion (Creswell, 2014). As a consequence, the time frame and its implications were carefully 
considered before choosing the method in this study. Further, there is a risk that one of the 
methods is executed with less accuracy, and that the research therefore produces invalid re-
sults. In this thesis, the authors have given both methods different attention when analysing 
and interpreting its results, but each of them were still executed with same accuracy. Another 
challenge that Creswell (2014) mentions is that mixed methods require researchers to be 
familiar with both qualitative and quantitative methods.  

 

3.4 Data Collection 
 

3.4.1 Semi-Structured Interviews 

Representing the qualitative method, semi-structured interviews were used as an initial part 
of the study in this thesis. In-depth interviews, compared to other qualitative methods such 
as focus groups, are structured to be personal and direct, as well as allowing for questioning 
of only one participant at time (Malhotra et al., 2010). According to Saunders et al. (2016) in-
depth interviews in qualitative research will be helpful in exploratory research designs with 
an inductive approach, where researchers want to develop theory. The format of semi-struc-
ture interviews grants the researcher to pre-determine a list of fairly specific topics to be 
covered (Bryman, 2012). It is called an interview guide, with the main purpose of guiding the 
interviewer on which topics to cover, but still allowing for both follow-up questions and 
elaboration of topics especially interesting for the participant (Bryman, 2012).  

Taking into consideration that the topic of credibility in relation to product placements on 
Instagram is insufficiently researched, semi-structured interviews were found to be the most 
suitable method for the first part of this study. As the purpose of this thesis is to examine 
key factors of product placement on Instagram that influence credibility, in-depth interviews 
provided the opportunity to gather deep insights and rich knowledge about this phenome-
non. This reasons well with how the first research question of the study aims at exploring 
how consumers evaluate credibility of product placement on Instagram. Further, semi-struc-
tured interviews were found to be feasible to this study due to the opportunity to avoid 
participants to get ideas from other participants (Malhotra et al., 2010). The format of only 
questioning one participant at time helped in avoiding individuals to get ideas based on other 
participants’ views, thus resulting in responses biased by other social actors rather than dif-
ferent individual opinions. This resulted in that the authors were able to compare the differ-
ent interviews and thereby answer the first research question. 

In the first part of the interview, the authors wanted to capture the participant's view of 
product placements on Instagram related to credibility, without asking directly what they 
based their view of credible product placements on. With an interview guide as a foundation, 
the authors made sure that all relevant questions were asked and thereby connected to the 
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purpose. Based on this method, different factors influencing consumer’s credibility assess-
ment of product placement on Instagram could therefore be identified and later be used in 
the questionnaire development. 

The challenges with in-depth interviews, and qualitative techniques in general, is mainly de-
pendent on the underlying reasons that can be hard to detect by the interviewer (Malhotra et 
al., 2010). For instance, the data could be hard to analyse due to the interpretations and 
hidden meanings (Malhotra et al., 2010). When conducting the in-depth interviews in this 
study, essential importance was given to connecting the findings to theory, in order to over-
come this challenge. Other challenges that have been identified by the same source are related 
to the length of the interview, in terms of that it tends to decrease when costs increase. 
Further, there is a risk of that the interviewer influences the participant in its answers (Mal-
hotra et al., 2010). 

 

3.4.1.1 Participant Selection and Sampling Technique 

The basic requirement for participant selection in this study was set out to be that the par-
ticipants should belong to the population of Instagram users. This due to the necessity for 
them to understand the platform, as well as being receivers of product placements taking 
place there. Furthermore, since consumers belonging to Generation Y have been recognised 
as the most proper age span to investigate due to their Instagram usage habits (Becker, 2012; 
Pew Research Center, 2015), only users between 17 to 35 year olds were asked to take part 
of the interviews. Since this study is delimited to Sweden, only Swedish citizens were asked 
to participate. In conclusion, the target population of this study was Swedish Instagram users 
between 17 and 35 years old.  

Because of the lack of a proper sampling frame representing the target population, non-
probability sampling was chosen as the sampling technique in this study. Non-probability 
sampling, in comparison to probability sampling, does not provide any guidelines for the 
sample size for in-depth interviews (Saunders et al., 2016). It rather stresses the importance 
to connect the purpose and the focus of the research to the number of samples (Saunders et 
al., 2016). Accordingly, a sample size of five participants were chosen to take part of the 
interviews, since the qualitative method in this thesis intended to capture possible factors to 
build the questionnaire on. Furthermore, the findings generated from the interviews were 
additionally tested in the quantitative method, ensuring that the credibility of the findings 
still could be considered high despite the small number of samples. Since it is suggested to 
take the saturation point into account when conducting non-probability sampling (Saunders 
et al., 2016), the authors were aware of that additional interviews could be necessary, if suf-
ficient information was not collected from only five interviews. After conducting five inter-
views, the findings were adequate and the saturation point for the purpose of this thesis 
reached, further indicating that the number of samples were sufficient. 

Of the non-probability sampling techniques, there are several directions to take when choos-
ing the sample unit. Because of the small sample size as well as being able ensure a rich flow 
of information (Saunders et al., 2016), judgemental sampling was chosen in this thesis. Since 
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the purpose required the participants to be Instagram users, and it would be beneficial to 
investigate Generation Y, the authors chose participants based on their judgement of which 
ones matched these requirements. One of the downsides with judgemental sampling, and 
non-probability sampling in general, is that the likelihood of that the sample is being repre-
sentative is fairly low (Saunders et al., 2016). Patton (2002) discussed the matter of heteroge-
neous and maximum variation sampling as an ability to elaborate the representativeness of 
judgemental sampling. Therefore, this thesis used a list of predetermined characteristics that 
would be utilized when sampling for the interviews (Patton, 2002). Variation in the sample 
was accordingly ensured by a mix between males and females, different occupations, previ-
ous knowledge of marketing and difference in Instagram usage habits.  

 

3.4.1.2 Set up and Execution 

 

Participant Gender 
 

Time duration Recording 

A Male 20 min Notes/Audio 
B Female 22 min Notes/Audio 
C Female 25 min Notes/Audio 
D Male 27 min Notes/Audio 
E Female 32 min Notes/Audio 

Table 1: Summary of interviews 
 

Considering that the nature of the interview questions (outlined in Appendix A and B) were 
of a non-sensitive character, the location was chosen based on elements such as being infor-
mal and calm (Saunders et al., 2016). The most important factor was that the participant felt 
comfortable to share their views as well as encouraging the free flow of the conversation. In 
order to ensure proper coding of the findings, all of the interviews were recorded. In addi-
tion, notes were taken during the interview allowing the interviewer to return to topics espe-
cially interesting for the purpose of this thesis. Both of the authors were responsible for 
interviewing either two or three participants, one at the time. All of the interviews were 
moreover held in Swedish. Before starting the interview, the interviewer asked for permission 
to record the interview as well as ensuring anonymity and confidentiality. Further, the pur-
pose of the interview was explained to be about product placements on Instagram. All of the 
interviews were held on February 16 2016. Available in more detail in Table 1, each of the 
interviews took between 20 and 32 minutes. Due to the condensed nature of the questions, 
the time frame was sufficient in regards to the research question. 

The questions in the interview guide (outlined in Appendix A and B) were structured to be 
open ended, as suggested by Saunders et al. (2016) in order to reveal attitudes about product 
placements. Open ended questions furthermore avoid yes or no answers, which is of a pref-
erable character when conducting semi-structured interviews (Malhotra et al., 2010). Probing 
questions were used when necessary, especially when the participants touched upon factors 
that were identified in literature to be related to credibility assessment of advertisements. 
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This to explore responses which had special relevance to the topic (Saunders et al., 2016). 
The aim was to capture different views in order to detect which of the factors that influence 
credibility assessment, and therefore the comparability of the findings from separate inter-
views were of interest.  

The interviews started with introduction questions involving matters such as social media 
usage and the participant’s Instagram usage. This in order to make sure that the participant 
was comfortable with the topic, as well as getting the participant involved (Malhotra et al., 
2010). The questions about the participant’s Instagram usage was used as a confirmation that 
the participant matched the requirements set to fulfil the purpose. Questions were also asked 
about how many influencers he or she followed, to ensure that the he or she were exposed 
to product placement on the social media platform. Fundamentally, the introduction ques-
tions aimed at identifying the match between the participant and the purpose, as well as 
introducing the topic for further discussion. 

Moreover, the interview guide elaborated into the next section introducing product place-
ments on Instagram. These questions were structured to acquire the views about product 
placements. As suggested by Saunders et al. (2016), the question about previous observations 
of product placement on Instagram were asked to capture experience rather than concepts, 
enhancing the comprehension of the phenomenon. Additionally, it allowed the interviewers 
to discover factors that the participants themselves would not relate to credibility. It empow-
ered the authors to connect experience to concepts of credibility in the case of product place-
ment, with the use of probing instead of verbally leading the participant in the direction of 
credibility assessment. The aim of the questions asked in this section was to discover their 
knowledge about product placement, as well as the awareness of the phenomenon. By dis-
cover the participants’ knowledge and awareness, the identification of factors related to prod-
uct placements that might be transferred to credibility assessment factors could be done. 

In the next section, issues directly related to credibility assessment factors were addressed. 
The questions in the interview guide provided a direct approach to identify factors by exam-
ining how consumers analyse product placements if they are aware to look for stimulus in-
fluencing the credibility. By asking questions about which factors that makes a product place-
ment on Instagram credible, as well as which factors that contributes to less credible product 
placements, a clear connection to the first research question was ensured. Hence, this section 
of the interview guide aimed at identifying the first things that comes to a consumer’s mind 
when evaluating credibility of a product placement on Instagram.  

The last part of the interview guide provided visual stimulus in the form of real examples of 
product placements on Instagram (outlined in Appendix A and B). By using a projective 
technique, the interviewers were able to capture responses from the participants in a less 
structured and more creative way (Malhotra et al., 2010). The participants were asked to 
respond if the provided product placement were credible or not, and from there they were 
requested to describe the product placement, and how each element they identified were 
connected to credibility. The aim with this association technique were to identify what kind 
of factors might have caused the consumer’s credibility assessment by using a real life exam-
ple, and associations to connect credibility to product placements on Instagram. Since one 
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of the benefits of using both visual content and association techniques is that participants 
might identify factors otherwise hard to grasp (Malhotra et al., 2010), this section were of 
great importance to get the findings needed. 

 

3.4.1.3 Pilot testing  

Before all of the semi-structured interviews were conducted, a pilot test of both the questions 
and the special setting of the interview were done. First, the questions were sent to an expert 
within the research field, with the aim to capture the general research quality of the questions 
related to the purpose. After, the authors chose one participant, belonging to the target pop-
ulation of the study, and thereafter simulated an interview. This approach aimed to capture 
how the participants would perceive the questions, and if the questions asked were sufficient 
in relation to the purpose.  

The pilot testing of the semi-structured interviews revealed that some questions should be 
changed, due to misunderstandings. The participant that was chosen in the test version of 
the interviews were later excluded from the sampling frame of the semi-structured interviews 
of this study.  

 

3.4.1.4 Data Analysis 

To be able to analyse the qualitative data a Thematic Analysis was used. Throughout previous 
research and academic articles, several factors influencing credibility were identified. The 
semi-structured interviews were conducted in order to detect if new factors influencing cred-
ibility could be acknowledged. Previous research mainly served as a foundation to gain un-
derstanding of the findings from the semi-structured interviews, and not as a framework to 
build the items upon. A Thematic Analysis is further explained to be beneficial to use when 
the researcher wants to find themes or patterns in their data (Saunders et al., 2016). A The-
matic Analysis was moreover suitable to use in this thesis since the qualitative findings later 
were tested in the quantitative method, as suggested by Saunders et al. (2016).  

As a first step in the analysis process of the data, the recorded transcript and notes from the 
interviews were compiled, for the sake of becoming familiar with the data. The answers given 
were thoroughly examined in order to sort out the most valuable information for the purpose 
of this thesis. Additionaly, to make sense of the answers, coding was completed. Defined 
codes were acknowledged which summarised the meanings of the answers (Saunders et al., 
2016).  

A total of 28 codes, all influencing the credibility of a product placement, were identified. 
These 28 codes could further be divided into three different themes in relevance to their 
characteristics, which all have been found by previous research handling advertisement cred-
ibility in traditional media. The main themes were; source characteristics, message character-
istics and receiver characteristics, described in further detail in the empirical findings section. 
The found codes were later tested in the quantitative study of this thesis.  
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3.4.2 Questionnaire 

Representing the quantitative method, a survey was used as a second part of the study. Since 
the survey method has a more direct connection to the purpose, this section was given addi-
tional focus in the empirical findings section. According to Saunders et al. (2016) a survey is 
a form of a data collection method that allows the researcher to give the participants exactly 
the same set of questions, later analysed with the help of a computer. It is used to examine 
or explain relationships (Saunders et al., 2016), and reasons well with the conclusive research 
design with the aim to examine proposed relationships (Malhotra et al., 2010). The term 
questionnaire in this thesis will moreover refer to the self-completion form, where the par-
ticipant answering the questions record their own answers (Saunders et al., 2016).  

The main advantages with survey as a data collection method are that it is easy to administer, 
provides consistent data and the analysis and interpretation of the information collected are 
simple (Malhotra et al., 2010). The downsides with surveys of this type are that respondents 
might be unwilling to respond, sometimes as a consequence of that the issues being covered 
is sensitive (Malhotra et al., 2010). The same source furthermore explains the disadvantage 
in the form of loss of validity if the language and logic of the survey is poor in its connection 
to the respondent’s ability. 

Since the intention of the quantitative investigation in this thesis was to measure which fac-
tors that have the most influence on consumers’ credibility assessment of product placement 
on Instagram, a survey was considered a suitable method. Creswell (2003) identified the 
quantitative approach as an appropriate method when the aim is to identify critical influenc-
ers of an outcome in order to verify theories and explanations. For instance, as in this thesis 
where the purpose is to examine key factors of product placement on Instagram that influ-
ence credibility. Further, quantitative methods have been suggested appropriate when meas-
uring the effect of the predicting factors (Cooper & Schindler, 2011). Since the second re-
search question intends to provide an answer to which of the factors found in the qualitative 
study that has the most influence, a quantitative method was appropriate. 

 

3.4.2.1 Participant Selection and Sampling Technique 

The target population of the sampling in the quantitative part of this study is based upon the 
same premise as the qualitative study, in order to ensure comparability and applicability of 
the results. In accordance, the target population of the questionnaire respondents were In-
stagram users in Sweden between 17 and 35 years old. Based on the target population, and 
the fact that a population frame was not available, the sample frame of this study was based 
on characteristics of its distribution through Facebook accounts as described below. There-
fore, the survey was reached by a total of 1946 individuals. It should be noted that the sam-
pling frame might involve sample elements that not represent the target population in form 
of Instagram usage and age characteristics. According to Malhotra et al. (2010), a sample 
frame can still be representative and validated if the researchers make sure that the partici-
pants are screened to match the requirements in the data collection process. Accordingly, the 
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representativeness of the target population was ensured in the beginning of the question-
naire, screening out those who did not match the requirements and thereby made them un-
able to be a part of the results.  

The needed sample size was based upon a general formula for large populations provided by 
Rea & Parker (2014). It was calculated with the presupposition of a margin of error of 10 
and a confidence level of 95 percent. The required sample for this study in order to make 
proper conclusions was thereby 97 respondents. The total number of respondents of the 
survey ended up to be 162. 62 respondents were later sorted out due to that they did not 
match the target population characteristics set out for this study. This resulted in 100 re-
sponses that could be used in the data analysis process. Since the required sample size was 
97 respondents, the limit in order to draw conclusions about the findings was still reached. 
As the questionnaire was visible to 1946 people and the number of valid responses were 100, 
the response rate of the questionnaire was 5 percent. 

In this part of the study, snowball sampling was used. Utilizing a non-probability sampling 
method was most appropriate due to the lack of a proper frame of the target population. In 
accordance with Malhotra et al. (2010), three individuals with desirable characteristics related 
to the target population were identified, and later asked to share the questionnaire with their 
Facebook friends. Each of the individuals chosen to take part of the snowball sampling 
method shared an interest in Instagram, as well as being in the required age span of the target 
population. With this approach, the aim was to reach as many individuals with the right 
characteristics as possible. The objective of snowball sampling is to increase the likelihood 
to locate desired characteristics of the population (Malhotra et al., 2010). Baltar & Brunet 
(2012) also acknowledged that snowball sampling conducted virtually on Facebook generates 
higher response rates compared to the traditional version of the sampling method. Even 
though snowball sampling yield good estimates of population characteristics in comparison 
to convenience sampling, it is essential to note that the estimations are not statistically pro-
jectable to the population (Malhotra et al., 2010). At least, findings from the non-probability 
sampling should be sufficient to give an understanding of how consumers think about cred-
ibility assessment of product placement on Instagram. 

As mentioned earlier, to execute the sampling process the questionnaire was distributed 
through the social networking site Facebook. It could be argued that due to its similar user 
characteristics with Instagram (Pew Research Center, 2015), the likelihood of reaching the 
target population was high. The possibility to distribute the survey through Instagram was 
discussed, but due to technical issues it was not considered beneficial. Instagram as a plat-
form does not provide the option to post hyperlinks in posts, which would risk to affect the 
spread of the questionnaire in this study. 

 

3.4.2.2 Questionnaire Design 

The questionnaire was designed in Qualtrics, accessible for the participants on the social 
media platform Facebook from the 8th to the 29th of March 2016. It was based on the 
analysis of the findings from the previous semi-structured interviews, thus on the basis of 
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instrument development (Creswell, 2014). Saunders et al. (2016) argue that the design of the 
questions is essential for the validity and reliability of the whole study. The most important 
aspect in this matter is for the questions to be written to ensure that all respondents decodes 
the questions in the same way as the researcher intends. As a consequence, fundamental 
attention has been given in order to make the questions easy to understand. The process 
regarding this matter is further described in upcoming section about reliability and validity 
of the study.  

The final design of the questionnaire is provided in Appendix C. Since the survey was con-
ducted in Swedish, a translation into English are outlined in Appendix D. It should be noted 
that the meaning of the questions might vary in the English translation, since it is difficult to 
capture the original interpretation when translating a questionnaire. 

In accordance with Saunders et al. (2016), the questionnaire were accompanied with a wel-
coming letter explaining the purpose of the study, as well as thanking the respondents for 
their contribution. Anonymity were guaranteed and the respondents were informed that the 
results only was intended to be used by the authors in their master’s thesis. An approximate 
time estimation of how long it would take to finish the questionnaire was provided. 

 

Item Type of variable 
 

Detail in which data is measured 

Gender Control variable Man, woman or other 
Age Attribute variable Required to be between 17-35 
Do you use Instagram? Attribute variable Required to be Instagram user 

Table 2: Data requirement table – Introduction items 
 

The first section of items (seen in Table 2) were intended to be introductive and simple to 
answer, as recommended by Rea & Parker (2014). As mentioned in the section about partic-
ipant selection and sampling, the first questions were moreover intended to ensure validity 
by screening out participant that did not belong to the target population. As a result, the 
items about age and Instagram usage were present. If a respondent did not meet the require-
ments for the target population, they would not be able to continue the questionnaire and 
contribute to the results. Further, asking the respondents about their gender was used as a 
control variable, in order to ensure that the questionnaire would measure what it was in-
tended to measure (Bernerth & Aguinis, 2016). For instance, a control variable in the form 
of a gender item would allow for noticing substantial differences in participation between 
genders, risking to affect the result in relation to the research question. All of the items in 
the introduction of the questionnaire were closed-end questions, in the form of multiple 
choice options.  
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Theme Item 
 

Reliability 

 
 
 
 
 
 
 
 
 
 
 
 
Source charac-
teristics 
 
 
 
 
 
 
 
 
 
 
 
 

The influencer has a clear connection to the product that 
is being promoted 

 
α = .45 

The influencer has a clear connection to the brand that 
is responsible for the promotion 

 
α = .15 

The influencer uses the product that is being promoted  
α = .46 

The influencer looks attractive 
 

 
α = .15 

The influencer is well known 
 

 
α = .30 

The influencer is trendy 
 

 
α = .39 

The general opinion about the influencer is that he or she 
is an expert within the product category that the pro-
moted product belongs to 

 
α = .56 

My opinion is that the influencer is an expert within the 
product category that the promoted product belongs to 

 
α = .56 

My opinion is that the influencer can deliver what he or 
she promises 

 
α = .43 

The influencer has a name one can trust  
α = .33 

The influencer delivers what he or she promises  
α = .50 

The influencer gives the impression to sell something he 
or she supports 

 
α = .50 

Table 3: Item table – Source characteristics  
 
 
 
Theme Item 

 
Reliability 

 
 
 
Receiver char-
acteristics 

The influencer often post pictures that I understand are 
promotions 

 
α = .36 

The influencer often post the same picture many times  
α = .33 

The dedication to describe the product's advantages 
seems exaggerated 

 
α = .52 

Table 4: Item table – Receiver characteristics 
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Theme 
 

Item Reliability 

 
 
 
 
 
 
 
 
 
 
 
 
Message char-
acteristics 
 
 
 

The use of hashtags 
 

 
α = .40 

What is written in the text 
 

 
α = .49 

The textual content’s connection to the picture  
α = .52 

The length of the text 
 

 
α = .36 

The picture looks professional  
 

 
α = .35 

The picture looks appealing 
 

 
α = .35 

The product is well integrated into the picture  
α = .49 

The context in which the picture is taken suits the prod-
uct  

 
α = .40 

The context in which the picture is taken suits the brand 
that is responsible for the promotion 

 
α = .29 

The product has a clear connection to other pictures 
that the influencer usually post 

 
α = .36 

It is clearly communicated that the picture is a promo-
tion 

 
α = .42 

It is clearly communicated that the picture is a part of a 
campaign 

 
α = .35 

It is clearly communicated that the influencer just wants 
to sell the product 

 
α = .38 

Table 5: Item table – Message characteristics 
 
 

In the next section of the questionnaire, each item was connected to one of the factors iden-
tified to influence the credibility, as seen in Table 3, Table 4 and Table 5. Both each item, 
and which factor it belonged to, were taken from the analysing of the qualitative findings 
earlier in the study. According to Saunders et al. (2016), these are opinion variables, since 
they concern the respondent’s feelings about something. The respondents were further asked 
to answer to what extent they believed that the different claims influence the credibility of 
the product placement. The purpose of this section was to identify the relationship between 
each factor and credibility assessment of product placement on Instagram. Hence, being able 
to draw conclusions on which factors that influence credibility the most. In order to ensure 
proper wording of the questions, that are stressed in order to generate validity and reliability 
of the study (Saunders et al., 2016), the questions were structured with wording from the 
qualitative interviews. Since each of the participants in the interviews were in the same gen-
eration as the respondents of the survey, and in addition users of Instagram, utilizing the 
same words as the participants ensured that the questionnaire would be understood and 
proper for the respondents.  
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In this section of items, a five-point Likert scale was used. The same scale has been seen in 
several studies involving different kind of credibility measures (Lichtenstein & Bearden, 
1989; Obermiller & Spangenberg, 1998; Settle & Golden, 1974). The respondents were given 
the opportunity to choose between five alternatives rating from does not influence the cred-
ibility at all to really influences the credibility.  

 

3.4.2.3 Pilot Questionnaire 

The questionnaire was tested before it was sent out to the respondents. A pilot test is con-
ducted on a small sample of respondents in order to identify and eliminate problems that 
might be present (Malhotra et al., 2010). In this thesis, the questionnaire was tested on a total 
of five individuals, in which four shared the same characteristics as the target population, and 
one based on her expertise in research. The aim was to capture how the target population 
would react to and interpret the questions, as well as getting an input of the research character 
of the survey. The procedure included a hardcopy of the questionnaire, which the partici-
pants were asked to complete, and in addition write down feedback that they thought about 
when completing it. They were asked to carefully consider the content, wording, logic of the 
questions and the instructions. This procedure is in accordance with what Saunders et al. 
(2016) points out as parts being essential when designing a good survey. 

The participant in the pilot questionnaire identified some issues that were changed in the 
final design of the questionnaire (outlined in Appendix C and D). Most notes involved word-
ing and a request for explanation of concepts that was hard to understand. Two participants 
furthermore expressed that two items were too alike, resulting in that one of those was re-
moved from the final design of the questionnaire. 

 

3.4.2.4 Data Analysis 

The data gathered in the second part of the study was analysed using IBM SPSS Statistics. In 
this thesis, in order to answer the second research question, two separate techniques were 
employed.  

To be able to answer which factors that have the most influence on consumers’ credibility 
assessment of product placement on Instagram, descriptive statistics in the form of central 
tendency were used. It allowed the authors to get an overview, as well as information about 
characteristics of the data collected (Pallant, 2005). It should be noted that descriptive statis-
tics does not make the findings generalisable to the entire population, but rather gives an 
indication about how the data collected could represent the population. 

When analysing the data, mean values of the independent variables with a value over 4.0 
were treated as factors influencing the credibility. This reasons well with how four and five 
were chosen if the respondent believed that the factor influenced credibility, thus indicating 
that mean values below four would not influence their credibility assessment. Frequencies 
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were employed to draw conclusion of the gender distribution of the survey respondents. 
Standard deviation was further used as measure to see indications of the spread of the data. 

In order to discover if some of the 28 found factors could be treated as one factor together 
with others, a factor analysis in the form of principal component analysis were employed. 
Factor analysis is a technique used mainly for data reduction, were the aim is to take large 
sets of variables and make them into smaller set of factors (Pallant, 2005). In this thesis, 
factor analysis were treated as a way to discover the possibilities to reduce the variables in 
advance of a data analysis, by grouping together the variables with similar characteristics. In 
addition, factor analysis were conducted to validate the analysing of the interviews, where 
different categories were used to divide the 28 factors into three groups with similar charac-
teristics, in accordance with previous research. 

When conducting the principal component analysis, three steps were performed. First, an 
assessment of the suitability of the data for a factor analysis were undertaken. By performing 
a Kaiser-Meyer-Olkin test, generating a value over .600, and a Bartlett's test of sphericity 
resulting in being significant, a factor analysis were considered suitable for the data of this 
study (Pallant, 2005). The second step dealt with a factor extraction, employed to determine 
the smallest number of underlying factors to be used in the data analysis. It is assessed by 
Kaiser’s criterion, and was used in this study with the premises that all factors with Eigen-
value over 1.0 were retained (Pallant, 2005). Pallant (2005) recommend that Kaiser’s criterion 
should be used with a Scree test. When the researcher notice a rapid change in the curve, the 
number of factors corresponding to that change on the scree plot should be retained. In 
order to make sure that the right number of factors were retained, a Scree test was also 
performed in this part of the data analysis. The third step of the principal component analysis 
involves interpreting the identified factors by rotating them. When the factors are rotated, 
patterns of loadings are shown and make the variables easier to connect to each other, hence 
identifying underlying factors of the data (Pallant, 2005). The rotation technique used in this 
study were the Varimax method, and the variables loading together with a value over .600 
were identified as one underlying factor. 

 

3.5 Quality of the Research 
 

3.5.1 Validity 

Validity and reliability are two concepts crucial in order to judge the quality of a research. 
Validity refers to if the chosen measuring technique actually measures what it intends to, if 
the analysis of the result and the relationships are accurate, and if the findings can be gener-
alised and representative in other contexts (Saunders et al., 2016). 
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3.5.1.1 Validity in the Semi-Structured Interviews 

To attain a higher level of validity the interview questions were constructed in a detailed and 
carefully considered way, in order to make the questions as clear and easy to interpret as 
possible. The use of visual aid and real examples of product placement on Instagram were 
used to make the questions as transparent as possible, and to ensure that the participants 
understood the concept of product placement.  

Another technique that can make interviews more valid is by probing meanings (Saunders et 
al., 2016). During the interviews the interviewer probed the participants when necessary to 
elaborate their answers and supplementary questions were occasionally asked. This to ensure 
that the participants understood the questions correct and therefore could answer them ap-
propriate. It was further done to assure that the interviewers interpreted the answers cor-
rectly. The use of open-ended questions was moreover something that contributed to making 
the research more valid. The participants were not forced to choose a pre-determined an-
swer, instead they had the ability to express their own thought and opinions, which increased 
the trust level of their answers and consequently affected the validity in a positive way (Saun-
ders et al., 2016).  

Saunders et al. (2016) moreover suggest that valid research can be reached by gathering an-
swers from a variety of respondents. A mix between male and female were therefore targeted. 
The participants were in different ages, although all of them belonged to Generation Y. They 
had different occupations, diverse Instagram habits and a varied knowledge level regarding 
marketing. This action were undertaken in accordance to ensure that a variety was repre-
sented. By carefully considering the wording of the questions asked, probing the meaning of 
the answers given and exploring responses from a rather diverse group of participants, pre-
cautions were taken in order to make the semi-structured interviews more valid. 

 

3.5.1.2 Validity in the Questionnaire 

A valid questionnaire enables accurate data which measures the intended concepts (Saunders 
et al, 2016). To assess validity when using a survey method, different aspects need to be 
considered. Internal validity in the context of a survey assign the capacity of the questionnaire 
to really measure what it intended to measure, and that the findings represent the reality of 
the situation (Saunders et al., 2016). To ensure internal validity of the questionnaire used for 
this study, the questions were carefully formed in comparison to the research questions. 

To further assessing validity in this part of the thesis, two aspects were considered; content 
validity and construct validity. Content validity refers to capacity to construct questions that 
reflects the topic of the research and to ensure that no essential subjects are excluded (Saun-
ders et al., 2016). To ensure content validity in this study the questions within the question-
naire were reviewed and discussed with a professional researcher possessing a high level of 
knowledge regarding the topic. An evaluation of which questions that were necessary or not 
was furthermore made. Construct validity, on the other hand, refers to extent to which the 
questions really measures what they intended to measure and is often used when the ques-
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tionnaire contains a scale (Saunders et al., 2016).  To ensure construct validity the scale cho-
sen for the questionnaire was a Likert scale which is based upon previous research. The items 
used in the questionnaire, identified by semi-structured interviews, where furthermore com-
pared to factors identified to influence credibility in traditional media.  

 

3.5.2 Reliability 

According to Malhotra et al. (2010), reliability is associated with consistency, and thereby a 
reliable study should ensure the same results if the data was accesses by other researchers. 
 

3.5.2.1 Reliability in the Semi-Structured Interviews 

The requirement for a semi-structured interview to be reliable is not as high as for quantita-
tive research. This due to that the purpose of interviews generally are to reflect the reality at 
the time they are conduced (Saunders et al., 2016). Although the requirements are not as 
strictly in qualitative research, there are still certain aspects that should be taken into consid-
eration in order to assure some level of reliability. Saunders et al. (2016) explain that to assure 
reliability in the context of qualitative research, and more specific in the context of semi-
structured interviews, certain issues of bias should be taken into deliberation. How the inter-
viewers behave during the interview is an aspect which might influence the reliability of the 
research, and is further conceptualised as interviewer bias (Saunders et al., 2016). To assure 
that the conducted interviews were as reliable as possible, the interviewers in this study 
strived to not impose their own beliefs and thoughts while probing the participants with 
questions. Another form of bias that was considered was response bias, which might occur 
when the participant feels insecure or do not feel like sharing information. This occurs when 
he or she feels that the topic of the interviews or the questions addressed get too personal 
or private (Saunders et al., 2016). As the topic of the interviews was product placement on 
Instagram, thus not personal nor private, the perceived risk of response bias was not high.  

Participation bias is further an issue that should be considered in the judgement of the relia-
bility of the research. Participation bias is related to the participants of the interviews and 
sampling of those. If the interviews would be too time-consuming it might affect the number 
of participants willing to participate in the interviews (Saunders et al., 2016). Participant bias 
was not considered to be a problem within this research since the number of participants 
requested were low, and the expected time for the interviews was fairly short. 

 

3.5.2.2 Reliability in the Questionnaire 

For a questionnaire to be valid it needs to be reliable. Reliability is concerned with the 
strength of the questionnaire and if it will produce consistent results, although the circum-
stances differ (Saunders et al., 2016).  To make it possible for other researcher to conduct 
the study again, the researcher needs to be transparent (Saunders et al., 2016). Consequently, 
to achieve a reliable study the authors tried to be as transparent as possible and clearly explain 



 

 
36 

how the research has been conducted. As a consequence, every aspect from the process of 
data collection to implementation of the results have been described. 

Saunders et al. (2016) states that assessing reliability can be done with three different ap-
proaches; test re-test, internal consistency and through an alternative form. To assess relia-
bility in the questionnaire used for this research, the use of internal consistency is the most 
suitable one. Internal consistency is done by correlating the responses to the questions in the 
questionnaire with each other, and it is calculated by Cronbach’s alpha (Saunders et al., 2016). 
Since most of the items in the questionnaire is presented in a scale form it is beneficial to use 
this strategy in order to assure reliability. Saunders et al. (2016) further states that a preferable 
value to get would be .70 or above, which thereby would imply that the questions measure 
the same thing. For short scales, a value of .50 still indicates that the scale provides con-
sistency, and thereby also should be treated as reliable (Pallant, 2005). In this study, the 
Cronbach’s alpha had a value of α = .86. Indicating that the scale, hence the questionnaire, 
is reliable.  

The reliability of each of the items in the scale can further be found in Table 6, Table 7 and 
Table 8. Some of the Cronbach’s alpha values of the single items were lower than .30, which 
might indicate that those items measure something different than the scale as a whole (Pal-
lant, 2005). Pallant (2005) argues that these items does not have to be deleted as the 
Cronbach’s alpha for the whole scale has a greater value than .70.  

 

3.6 Ethics in Marketing Research 
When constructing a research involving participants, certain concerns need to be taken into 
consideration in order to assure that the research has been done in an ethical way. The par-
ticipants should always be respected and the research should not violate their rights to privacy 
and to choose (Malhotra et al., 2010). As this thesis is conducted through a mixed method 
approach, different aspects concerning both the qualitative and quantitative approaches were 
taken into consideration and were discussed in order to produce an ethical research.  

Qualitative research is characterised by generating an in-depth understanding of the partici-
pant’s feelings and thoughts. To be able to acknowledge that information, certain questions 
need to be asked and the interviewer might occasionally need to probe the participant in 
order to be confident that the answers are being interpreted in the correct way (Malhotra et 
al., 2010). To assure that the interviews conducted in this thesis were done in an ethical way, 
the interviewers were careful not to violate the participant's rights of privacy, and not to 
upset the participants by asking inappropriate questions. The participants were in the begin-
ning of the interviews assured anonymity and informed about how their answers were going 
to be used in the thesis. As a further arrangement to make the interviews ethical, the partic-
ipants were informed that the interviews were recorded. Another technique used during the 
interviews to assure good ethical standards were that all of the participants got the chance to 
reflect over their answers and the opportunity to change or add anything. This assured that 
their answers were clear and that they were interpreted in the correct way. The participants 
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also had the chance to ask questions during the interviews. According to Malhotra et al. 
(2010), the previously mentioned aspects assures that an interview holds good ethical stand-
ards. 

When conducting a quantitative research approach, slightly different aspects should be con-
sidered, although the previous mentioned could also be taken into consideration. As a ques-
tionnaire requires participants to voluntarily answer the questions, it should not be too long 
and take up too much of the participant’s time (Malhotra et al., 2010). To avoid constructing 
a questionnaire that was too long, open-ended questions were excluded and the only type of 
questions the participants had to answer were multiple-choice and scale questions. The ques-
tions were further carefully constructed in order to not be leading and thereby not affecting 
the participant’s answers. Malhotra et al. (2010) further explain that throughout pilot testing 
of the research, it could be considered more ethical. The questions in this thesis were as 
previously mentioned pilot tested in order to assure that the essential information was in-
cluded, and to reassure that the questions were easy to understand. This so that they would 
be interpreted in the wanted way.  

Comparable to the qualitative research, a questionnaire needs to ensure the participants an-
onymity and confidentiality (Malhotra et al., 2010). All the participants answering the ques-
tionnaire concerning this thesis were assured both anonymity and confidentiality. It is further 
important to establish that no one was forced to answer the questionnaire, all participants 
who answered the questions did it on their own initiative and they had the opportunity to 
end the questionnaire whenever they felt like. 
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4 Empirical Findings 

In this section the empirical findings from both data collection methods are introduced. 
First, the results from the semi-structured interviews are provided. Thereafter, the results 
from the questionnaire are presented. These parts begins with the descriptive findings, 
related to demographics and central tendency. Further, the findings from the factor anal-
ysis are announced. 

4.1 Findings from the Semi-Structured Interviews 
 

4.1.1 Source Characteristics 

The answers given during the semi-structured interviews were carefully examined in order to 
sort out the most valuable information for the purpose of this thesis. Throughout the an-
swers both similarities and disparities in opinions and thoughts could be recognised. Overall, 
the answers where quite unanimous and certain factors influencing the credibility were fre-
quently mentioned by several of the participants. When the topic regarding product place-
ment in general and their perception of what influences the credibility of it was addressed, 
several factors could be acknowledged throughout the answers. The fit between the influ-
encer and the product being promoted was mentioned by all of the participant as an essential 
factor influencing the credibility. The participants expressed that if there is a natural fit be-
tween the product being promoted and the influencer it is more likely that the product place-
ment is being interpreted as credible. Further, if the fit between the product and the influ-
encer is bad and the product placement feels forced, it might also influence the credibility. 
Participant A expressed: “The source is important, how he or she fits with the brand”, which 
emphasises that the fit between the influencer and the product, or the brand behind the 
promotion, are crucial for the perception of credibility. It was further mentioned that a prod-
uct placement is more likely to be perceived as credible if the influencer uses the product 
that is being promoted.   

The external appearance of the influencer, and characteristics such as popularity or how 
trendy he or she is perceived to be, were also mentioned as factors influencing the credibility. 
It was expressed that if the influencer behind a product placement has an appealing appear-
ance, it would influence the impression of the product placement. It was further mentioned 
that how well-known and popular the influencer is would also have an impact. It was more-
over expressed that if the influencer is trendy, the possibility of the product placement being 
interpreted as credible increases. The following thought communicated by participant C con-
firms the importance of the external appearance of the influencer, “Kenza is important, she 
is trendy and popular”. 

Another aspect mentioned in regards to the influencer is the perceived knowledge he or she 
possesses. Participants mentioned that they are more likely to believe that a product place-
ment is credible if the influencer has a high level of expertise within the field the product 
being promoted is associated with. Participant D expressed the following thoughts: “If a 
professional photographer promotes a camera objective which I assume he uses himself and 



 

 
39 

wants to promote, it seems credible”. Further, it was mentioned that if the influencer is not 
at all connected to the field, or the general understanding is that he or she has limited 
knowledge within the field, it could influence the credibility of the product placement. 

It was furthermore suggested by several of the participants that certain people is perceived 
as more trustworthy than others. The perceived grade of trustworthiness was argued by the 
participants as something which influences the credibility. Some people were said to have 
the image of keeping their word and deliver what they promise, and this was expressed to be 
something that would make a product placement more credible. “I am really influenced by 
the source behind the product placement, I trust some people more than others”, was said 
by participant E, and similar expressions could be acknowledge from several of the others. 
How honest the influencer is was furthermore said to influence the credibility. It was argued 
that if the influencer gives the impression of selling or promoting a product he or she sup-
ports, it would influence the credibility. To summarise, factors in connection to the influ-
encer were frequently mentioned by all of the participants. This indicates that these factors 
have essential influence. 

 

Theme Code 

 

 

 

 

 

 

Source charac-
teristics 

 

 

 

The influencer has a clear connection to the product that is being pro-
moted 
The influencer has a clear connection to the brand that is responsible for 
the promotion 
The influencer uses the product that is being promoted 
 
The influencer looks attractive 
 
The influencer is well known 
 
The influencer is trendy 
 
The general opinion about the influencer is that he or she is an expert 
within the product category that the promoted product belongs to 
My opinion is that the influencer is an expert within the product category 
that the promoted product belongs to 
My opinion is that the influencer can deliver what he or she promises 
 
The influencer has a name one can trust 
 
The influencer delivers what he or she promises 
 
The influencer gives the impression to sell something he or she supports 
 

Table 6: Coding table – Source characteristics  

 

The source characteristics of the factors identified are outlined in Table 6. These codes were 
later used to represent each item of the source characteristics in the questionnaire. 
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4.1.2 Message Characteristics 

Factors associated with the text were also said to be influential. A caption on Instagram can 
contain both textual content and hashtags which all might influence if the product placement 
is perceived as being credible or not. Although almost all of the participants expressed that 
the textual content is something they believe influence the credibility, the answers differed a 
bit due to that diverse aspects of the phenomena were mentioned. The content of the text 
was said to be something having an effect. If the text remains too much information, if it is 
excessive or too long it is something that might be influential. The use of hashtags is further-
more something, according to some of the participants, that influence the credibility. Almost 
of all of the participants reacted upon how one of the real product placement examples con-
tained several hashtags, somewhat disconnected to the placement as a whole. They expressed 
that hashtags should be handled with care in order to avoid that the placement should de-
crease in credibility. How well the text is connected to the published picture was moreover 
a factor mentioned. When looking at one of the real product placement examples presented, 
participant C expressed the following: “The text is too long, too many hashtags, it is exces-
sive. It is not credible”, which implies that the content of the text is something that might 
determine if the product placement is perceived as credible or not.  

It was further expressed that how the product placement is presented, in terms of the visual 
content, is essential in regards to credibility. Participants mentioned that the professional 
level of the picture is something that influences them in framing their opinion about the 
credibility. If the picture looks appealing and thought through it is more likely that the prod-
uct placement is perceived as being credible, as in contrast to if the picture looks unprofes-
sional and not well planned, which might have a different influence on the credibility. Several 
of the participants further mentioned that how well the product is integrated into the picture 
is crucial for the perception of credibility. If the product is integrated in a good way and if it 
looks natural, in contrast to the other objects in the picture, the probability of it being per-
ceived as credible is higher. The following quote expressed by participant B supports the 
importance of the visual appearance, “That it is presented in an appealing way, and that it is 
integrated in a natural way”.  

Participants moreover explained that the sense of relevance of the product placement is im-
perative in accordance to the perception of credibility. How well the product being promoted 
fits within the context of the posted picture is something that needs to be considered. It was 
further expressed that the interpreted way of the fit between the brand behind the product 
and the context of the picture likewise has an effect. Participant D expressed that: “The 
context is also important, it needs to be relevant”, describing that the relevance is an im-
portant aspect of the product placement. It was further explained that there need to be a 
connection between the picture containing the product placement and the previous pictures 
the influencer shared. It was described that if the picture containing the product placement 
differs from the type of pictures the influencer usually post, the perceived credibility of the 
product placement might decrease. In contrast to if there is a great fit between the picture 
containing the product and the previous posted pictures, it might lead to it being perceived 
as more credible.  
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The level of transparency was furthermore acknowledge as something which contributes to 
how a product placement is being interpreted. Participant D said: “If she gets paid for it, it 
should be clear”, which imposes that it is important how transparent the product placement 
is. Participants furthermore revealed that if it is too obvious that the picture contains a prod-
uct placement, and not just the influencer giving a recommendation about a product he or 
she likes, it will influence the credibility level of it. Some participants expressed that they 
would not perceive it as credible if it is too obvious whereas other participants felt that it is 
crucial that the influencer states that it is a product placement, otherwise the feeling of being 
fooled might occur. This could be connected to that the level of transparency is crucial, since 
it was stated that if it is clear that the picture is a part of a campaign, it likewise influence 
their attitude towards it. How obvious it is that influencer just wants to sell the product and 
does not really care about anything else was further stated to be essential in consumers’ cred-
ibility assessment of product placement. 

 

Theme 
 

Code 

 
 
 
 
 
 
 
 
 
 
 
Message char-
acteristics 
 
 
 

The use of hashtags 
 
What is written in the text 
 
The textual content’s connection to the picture 
 
The length of the text 
 
The picture looks professional  
 
The picture looks appealing 
 
The product is well integrated into the picture 
 
The context in which the picture is taken suits the product  
 
The context in which the picture is taken suits the brand that is responsible 
for the promotion 
The product has a clear connection to other pictures that the influencer 
usually posts 
It is clearly communicated that the picture is a promotion 
 
It is clearly communicated that the picture is a part of a campaign 
 
It is clearly communicated that the influencer just wants to sell the product 
 

Table 7: Coding table – Message characteristics  

 

The message characteristics of the factors identified are outlined in Table 7. These codes 
were later used to represent each item of the message characteristics in the questionnaire. 



 

 
42 

4.1.3 Receiver Characteristics 

Several of the participants mentioned that they are influenced by how frequent an influencer 
publish pictures including a product placement. If the influencer publishes too many pictures 
too frequently, it might cause a level of irritation which would influence the credibility as-
sessment. It was likewise argued that if an influencer posts the same picture several times, a 
feeling of irritation might occur, which consequently would influence the credibility evalua-
tion. Participants moreover expressed that what the text contains is important. If the level of 
enthusiasms regarding the product’s benefits are exaggerated, it would also cause a feeling of 
irritation. It was said that if it is clear that the influencer exaggerates when describing the 
product or only empathizes the benefits it would influence the credibility assessment of the 
product placement. Participant A said the following: “If it feels spontaneous, and the person 
does not write too much about it, and it is not being promoted too often”, which implies 
that the feeling of irritation influences the credibility of a product placement. It furthermore 
stresses that it is crucial that the influencer carefully need to consider what to write in the 
caption in order to be sure to not irritate or upset the receiver.  

 

Theme Code 
 
 
Receiver char-
acteristics 

The influencer often post pictures that I understand are promotions 
 
The influencer often post the same picture many times 
 
The dedication to describe the product's advantages seems exaggerated 
 

Table 8: Coding table – Receiver characteristics  

 

The receiver characteristics of the factors identified are outlined in Table 8. These codes were 
later used to represent each item of the receiver characteristics in the questionnaire. 
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4.2 Findings from the Questionnaire 
 

4.2.1 Demographics 

 

 
Figure 4: Gender distribution of respondents 

 

Since specific requirements regarding age and nationality were set and screened throughout 
certain questionnaire items, all of the participants were between 17 and 35 years old. In terms 
of demographic characteristics such as gender, the questionnaire was answered by 34 males 
and 66 females. As seen in Figure 4, this corresponded to a 34 percent response rate from 
male consumers, as well as 66 percent response rate from female consumers. 

 

4.2.2 Mean Values 

The participants were given the option to answer the items within the questionnaire by 
choosing a number from 1 to 5, where 1 corresponded to Does not influence the credibility at all 
and 5 Really influences the credibility. A mean value of 4.0 and above was, in this thesis, deter-
mined to influence the credibility of a product placement on Instagram. Accordingly, a mean 
value below 4.0 indicates that the credibility is not influenced to the same extent. A mean 
value around 3.0 implies that the factor is neutral and does not have a high nor low influence 
on the credibility. Further, mean values close to 1.0 indicate that the item has a low or no 
influence on the credibility.  

 

 

 

Male
34%

Female
66%

Gender

Male Female
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 Mean Standard 
deviation 

Label 

My opinion is that the influencer is an expert 
within the product category that the promoted 
product belongs to 

 
4.22 

 
.85 

Consumer’s opin-
ion of influencer’s 
expertise 

The influencer gives the impression to sell some-
thing he or she supports 

4.22 .80 Honesty of influ-
encer 

The picture looks professional  
 

4.14 .77 Professionalism of 
picture 

The influencer uses the product that is being pro-
moted 

4.12 .92 Product adoption 
of influencer 

The dedication to describe the product's ad-
vantages seems exaggerated 

4.12 1.07 Exaggeration 

It is clearly communicated that the influencer just 
want to sell the product 

4.08 1.07 Transparency 

The general opinion about the influencer is that 
he or she is an expert within the product cate-
gory that the promoted product belongs to 

 
4.07 

 
.84 

General opinion 
of influencer’s ex-
pertise 

The influencer has a clear connection to the 
product that is being promoted 

4.04 .83 Fit between prod-
uct and influencer 

The influencer delivers what he or she promises 
 

4.03 .81 Dependability of 
influencer 

Table 9: Factors with the highest mean values 
 
 
 
In Table 9, factors with a mean value above 4.0 are presented, indicating that those influence 
the credibility. Thereby, all the factors with a mean value lower than 4.0 (presented below in 
Table 10) can be seen as not influencing the credibility in a notable manner. The factors with 
the highest mean value was My opinion is that the influencer is an expert within the product category 
that the promoted product belongs to and The influencer gives the impression to sell something he or she 
supports which both yield mean values of 4.22, denoting that those are the ones having the 
highest influence on credibility. Whereas the factor with the lowest mean value was The use 
of hashtags, with a mean value of 2.90, which implies that it is the factor which influences the 
credibility of a product placement on Instagram the least. Sufficient to be noticed is that 
there were some factors with a mean value just below 4.0, such as the factors What is written 
in the text and The product is well integrated into the picture, both with a mean value of 3.96, which 
might also be argued to have an influence of the credibility.  
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 Mean 
 

Standard Devia-
tion 

What is written in the text 3.96 .78 

The product is well integrated into the picture 
 

3.96 .89 

The influencer is well known 
 

3.95 .73 

My opinion is that the influencer can deliver what he or she 
promises 

3.95 .90 

The picture looks appealing 
 

3.94 .83 

The context in which the picture is taken suits the product 
 

3.93 .95 

The influencer often post pictures that I understand are pro-
motions 

 
3.92 

 
.96 

It is clearly communicated that the picture is a promotion 
 

3.89 1.04 

The influencer often post the same picture many times 
 

3.88 1.12 

The textual content’s connection to the picture 
 

3.85 .77 

The influencer has a clear connection to the brand that is re-
sponsible for the promotion 

3.83 .87 

It is clearly communicated that the picture is a part of a cam-
paign 

3.74 1.12 

The influencer has a name one can trust 3.72 .98 

The context in which the picture is taken suits the brand that 
is responsible for the promotion 

3.70 .96 

The influencer is trendy 
 

3.64 .72 

The product has a clear connection to other pictures that the 
influencer usually posts 

3.62 1.00 

The influencer looks attractive 
 

3.39 .93 

The length of the text 
 

3.34 .93 

The use of hashtags 
 

2.90 1.04 

Table 10: Factors with mean values below 4.0 
 

4.2.3 Standard Deviation 

Important to notice is that factors with a high or low mean value still could be important to 
some of the respondents. By considering the standard deviation, the range of the answers 
could be acknowledged and thereby give an indicator if the respondents had similar or di-
verse perception regarding the importance of the factors in accordance to credibility. A 
higher value of standard deviation indicates that there is a spread in the answers and that the 



 

 
46 

participants were not united in their perception of the importance of the factors in contrast 
to the perceived credibility. Whereas a lower value of standard deviation indicates that the 
participants answering the questions had the same perception to what extent the factor in-
fluenced the credibility. All the standard deviation values are presented in Table 9 and Table 
10, and the factor with the highest standard deviation value was The influencer often post the same 
picture many times, with a value of 1.12, which indicates that the respondents had different 
opinions of how much it influenced the credibility.  

 

4.2.4 Factor Analysis 

To investigate whether the characteristics of the data had the expected patterns, as well as if 
some of the factors generated similar responses and thereby could be analysed as a group, a 
principal component analysis were conducted. Prior to the principal components analysis, 
the suitability of the data were assessed. A Kaiser-Meyer-Olkin test generated a score of .729. 
Since it was above .600, it indicates a strong sampling adequacy. Bartlett's test of sphericity 
in this data set were statistically significant (p< = .5), with a p-value of .000, revealing suita-
bility of a factor analysis. The Kaiser-Meyer-Olkin test, as well as the statistically significant 
Bartlett’s test of sphericity, indicated that a principal component analysis was appropriate for 
the data collected in this study.  

 

4.2.4.1 Factor Extraction 

 
Component 

 
Total % of Variance 

1 6.339 22.64 
2 3.871 13.82 
3 2.166 7.56 
4 1.887 6.74 
5 1.645 5.87 
6 1.349 4.82 
7 1.265 4.52 
8 1.078 3.85 

Table 11: Eigenvalues 
 

Kaiser’s criterion was used to determine how many components that should be retained in 
the principal component analysis. In accordance with suggested applications of this criterion, 
only Eigenvalues over 1.0 were retained in the first round (all Eigenvalues are presented in 
Appendix E). As seen in Table 11, eight of the components had values over 1.0, indicating 
that they should be kept for further analysis.  

Since Eigenvalues sometimes can be misleading, implying a large number of components 
that potentially should be retained, a Scree test was conducted. The scree plot (available in 
Appendix F) revealed a rapid change after three components, usually meaning that only three 
components would be retained. When rotating only three components, the same loadings 
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were present on several variables, resulting in confusing factors. Therefore, since the scree 
plot also indicated a small visible change in the curve after six components, six components 
were chosen to be retained in this thesis. 

 

4.2.4.2 Interpretation of Factors 

In order to be able to interpret the factors, each component were rotated using Varimax 
method. The loadings on each component are presented in Table 12, and all loadings are 
outlined in Appendix G. 

 

 Component 

1 2 3 4 5 6 
The influencer often post the same picture many times .857 

 
     

The dedication to describe the product's advantages 
seems exaggerated 

.841      

The influencer often post pictures that I understand are 
promotions 

.832      

It is clearly communicated that the influencer just want to 
sell the product 

.748      

It is clearly communicated that the picture is a promotion 
 

.672      

My opinion is that the influencer can deliver what he or 
she promises 

 .780     

The influencer has a name one can trust 
 

 .740     

The influencer delivers what he or she promises 
 

 .696     

The context in which the picture is taken suits the product 
 

  .799    

The product is well integrated into the picture 
 

  .739    

The product has a clear connection to other pictures that 
the influencer usually posts 

  .707    

What is written in the text 
 

   .741   

The length of the text 
 

   .618   

The influencer has a clear connection to the product that 
is being promoted 

    .800  

The influencer uses the product that is being promoted 
 

    .668  

The influencer looks attractive 
 

     .815 

The influencer is trendy 
 

     .738 

Table 12: Pattern Coefficients 
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As seen below in Table 13, six factors were retained and labeled based on findings from 
previous research. The components will further be referred to as factors throughout the up-
coming sections of this thesis. 

 

Factor 
 

Label Eigenvalue Decision 

1 Causes of irritation 6.339 Retained 
2 Personal characteristics of source 3.871 Retained 
3 Relevance of picture 2.116 Retained 
4 Textual content 1.887 Retained 
5 Connection to source 1.645 Retained 
6 Superficial characteristics of source 1.349 Retained 

Table 13: Summarisation of factors and their labels 

 

Factor 1 loaded variables involving causes of irritation and transparency of product place-
ments. The variables in this factor included features such as how clear it is communicated 
that it is a product placement, in both hidden and obvious matters, as well as cues perceived 
as annoying by the consumer. Factor 2 included loadings on variables connected to the per-
sonal characteristics of the source, like expertise and trustworthiness. Factor 3 loaded varia-
bles involving both visual and contextual relevance of the picture. Factor 4 clustered around 
the textual content, including both the length and matter of content posted as a caption to 
the picture. Factor 5 centered of loadings related to the connection to the source, such as fit 
between source and product, as well as the source’s personal usage of the promoted product. 
The last factor, Factor 6, included loadings on variables involving the attractiveness of the 
source. Superficial characteristics such as the respondent’s perception of the source’s appear-
ance and trendiness are present in this factor. 

 

4.2.4.3 Central Tendency of Factors 

 

Factor 
 

Label Mean 

1 Causes of irritation 3.98 
2 Personal characteristics of source 3.90 
3 Relevance of picture 3.83 
4 Textual content 3.65 
5 Connection to source 4.08 
6 Superficial characteristics of source 3.52 

Table 14: Mean values of factors 
 

The six new factors’ central tendency were calculated. The mean of each of the new factors 
are presented in Table 14. One out of the six factors generated a mean value over 4.0, which 
was set out as a predetermined level in which it was considered to be influencing credibility. 
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Factor 5, labeled Connection to source, generated a mean of 4.08. Further, Factor 1 labeled 
Causes of irritation generated a mean of 3.98. This was decided to be sufficiently close to 
4.0, since the difference were illuminated by a small .02, as well as how the separate mean 
values of all individual variables were either higher, or sufficiently close to 4.0.  Therefore, 
Causes of irritation will further be treated as a factor with a mean value of 4.0. The rest of 
the factors (Factor 2, Factor 3, Factor 4 and Factor 6), did not yield a mean value over 4.0, 
indicating that they do not influence the credibility assessment of product placements on 
Instagram. 

 

4.2.4.4 Reliability of Factors 

 

Factor 
 

Label Cronbach’s alpha 

1 Causes of irritation α = .87 
2 Personal characteristics of source α = .74 
3 Relevance of picture α = .79 
4 Textual content α = .54 
5 Connection to source α = .60 
6 Superficial characteristics of source α = .62 

Table 15: Cronbach’s alpha of factors 
 

In order to test the consistency, hence if all the items measure the same phenomena in the 
new constructed factors, a reliability test in the form of Cronbach’s alpha were conducted. 
The new factors generated Cronbach’s alpha values visible in Table 15. As noted, half of the 
factors generated results above α = .7, generally concluded to indicate consistency in the 
scales. The factor with the highest reliability was Causes of irritation (Factor 1), correspond-
ing to a Cronbach’s alpha of α = .87. In addition, Personal characteristics of source (Factor 
2) and Relevance of picture (Factor 3) yield rather high alpha values above α = .7. Contrary 
to the high alpha values, Textual content (Factor 4), Connection to source (Factor 5) and 
Superficial characteristics of source (Factor 6) induced alpha values below α = .7. For in-
stance, Textual content generated the lowest reliability with an alpha value of α = .54, nor-
mally indicating that the scale does not provide consistency. Since short scales are considered 
to be allowed to have alpha values above α = .5, and all of the factors that have shown a 
Cronbach’s alpha below α = .7 consist of short scales, all of these factors can still be consid-
ered to prove consistency in this study.  

As a conclusion, all of the factors generated from the factor analysis could be considered 
reliable in this study. 
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5 Interpretation 

In this section the empirical findings from the semi-structured interviews, as well as the 
questionnaire, in connection to the theoretical framework are analysed. Furthermore, a 
discussion with the aim to discover what the results really implies is presented. This sec-
tion aimed to assure a clear connection to each research question, in order to be able to 
fulfil the purpose set out for this thesis. 

5.1 Consumers’ Evaluation of Credibility 
Wathen & Burkell (2002) identified source, message and receiver characteristics as important 
components for the evaluation of perceived credibility. Based on the answers given in the 
interviews, several factors which are used in the credibility evaluation process could be iden-
tified. Most of the factors derived from the empirical findings are in line with findings from 
previous research regarding credibility assessment on traditional media. Revealed in the semi-
structured interviews was that the impression of the influencer is crucial when evaluating the 
credibility of a product placement on Instagram. The source characteristics have in general 
been given major attention by academics, in regards to credibility (Broniarczyk & Alba, 1994; 
Fogg et al, 2001; Tseng & Fogg, 1999). 

Fogg et al. (2001) and Ohanian (1990) explained that credibility is defined by expertise and 
trustworthiness. In line with the findings of the previously mentioned scholars, the perceived 
level of expertise and trustworthiness the influencer possesses was likewise argued in the 
interviews as essential in the evaluation of the credibility. It was, in accordance to trustwor-
thiness, explained that it is crucial that the influencer is known for delivering what he or she 
promises. It was further mentioned that a product placement is more likely to be seen as 
credible if the influencer holds a high level of expertise within the field the product placement 
is connected to. Thereby, the empirical findings reasons well with what previous research 
confirmed, and indicate that what is defined as essential for credibility evaluation on tradi-
tional media also applies for credibility evaluation on social media.   

It further became evident that how well the influencer fits within the perception of the pro-
moted product is fundamental in the context of credibility judgment. During the semi-struc-
tured interviews the participants revealed that there need to be a fit between the influencer 
and the promoted product if the impression of a product placement would to be credible. It 
was moreover argued that it has to be clear that the influencer promotes a product he or she 
uses and supports. This is in line with a study made by Till (2001) confirming that the fit 
between the source and the product is important in the evaluation process of credibility. 
Once again, this implies that the findings from the previous research regarding credibility 
assessment on traditional media can be transferred into the context of social media, and that 
the findings from the interviews serve as a confirmation of this. 

However, a contradicting finding in the source characteristics became evident when exam-
ining the external appearance of the influencer. The empirical findings suggest that factors 
such as how attractive, trendy and well known the influencer is perceived to be is essential 
in the evaluation process of credibility. This was not present when reviewing literature related 
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to credibility of advertisement, implying that the external appearance of the source does not 
influence in traditional media. 

When factors in connection to the message were explained, the findings from the semi-struc-
tured interviews could to some extent be considered consistent with what previous research 
concluded. It was uncovered that what is written in the text and the level of transparency are 
factors which influences the credibility assessment of a product placement on Instagram. 
Which supports an earlier study on the subject made by Slater & Rouner (1996), claiming 
that what is written in the text is important for the impression of credibility, and consequently 
something that influences the credibility level of a product placement. 

Since Instagram is a photo sharing application made for mobile devices (Miles, 2014), most 
of the messages delivered on it is through images rather than text. Consequently, the semi-
structured interviews revealed that factors in connection to the picture of the message is 
essential in the credibility evaluation. For instance, a factor mentioned was how professional 
the picture looks. As previous research in the field of product placement and credibility is 
rather focused on movies and magazines (i.e. Wathen & Burkell, 2002), the factors found in 
the semi-structured interviews could not directly be connected to previous research, although 
some similarities were found. For instance, previous research suggest that the perception of 
the magazine, such as how glossy it looks, is essential in the credibility evaluating process 
(Wathen & Burkell, 2002). This could be argued to be similar to how well or professional the 
picture looks, as found in the semi-structured interviews conducted in this thesis. Another 
factor revealed in the interviews, which not yet have been identified by previous research, is 
the importance of hashtags within the textual content of a post containing a product place-
ment. Participants explained that the influencer’s adoption of hashtags is something that 
impacts their perception of credibility. A possible reason for why it not already have been 
confirmed by scholars might be that social media is a fairly new type of media, and hashtags 
are not used to the same extent in traditional media settings. Further, Wathen & Burkell 
(2002) expressed that an introduction of a new medium would possibly introduce new factors 
influencing credibility of advertising, which became evident by the findings of this study. 

Aaker & Stayman (1990) confirmed that irritation is a factor which influences the credibility. 
Fennis & Bakker (2001) further explained that the content, performance and placement 
could be the causes of irritation. As suggested by the empirical findings, the overall impres-
sion of credibility decreases if a product placement is considered irritating. The possible 
causes could due to this be considered to vary slightly from previous research. Participants 
expressed that if the influencer publish too many pictures which looks the same, it might 
cause a feeling of irritation among them. The fact that earlier research have not previously 
stated this might be that product placement on Instagram is a rather new phenomenon, and 
since it differ from product placement on traditional media, the causes of irritation might 
accordingly differ. It furthermore became evident that if the level of enthusiasm regarding 
the product’s benefits are exaggerated, it would likewise cause for a feeling of irritation, which 
consequently would influence the judgment of the credibility. 
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5.2 Examination of Factors Influencing Credibility 
Presented in the section containing the empirical findings, nine out of the 28 factors were 
found to have a mean value above 4.0, indicating that they influence consumers’ credibility 
assessment of product placements on Instagram. The following factors will further through-
out this analysis be treated as factors derived from the items in the questionnaire that have 
the most influence on consumers’ credibility assessment of product placements on Insta-
gram: Consumer’s opinion of influencer’s expertise, General opinion of influencer’s expertise, Honesty of 
influencer, Professionalism of picture, Product adoption of influencer, Exaggeration, Transparency, Fit be-
tween product and influencer and Dependability of influencer. 

 

5.2.1 Factor Reduction 

When analysing the factors found to influence based on their mean, logic and previous re-
search can support the reasoning to group four out of the nine factors together. Foremost, 
Consumer’s opinion of influencer’s expertise and General opinion of influencer’s expertise both consider 
the influencer’s competence. In agreement with Fogg et al. (2001) and Ohanian (1990), an 
influencer that is knowledgeable, competent and that has the professional ability to comment 
on a product or a brand is referred to as having expertise. Therefore, these two factors can 
further be categorised into one factor labelled Expertise of influencer. The new combined factor 
got an average mean corresponding to 4.15, still indicating a high influence on consumers’ 
credibility assessment. 

Accordingly, based on the same reasoning as the matter of Expertise of influencer as a new 
combined factor, Honesty of influencer and Dependability of influencer can be considered as a new 
joined factor. In accordance with the findings of Fogg et al. (2001), the items involving the 
previously two mentioned factors can be explained to be well-intentioned, truthful and un-
biased, corresponding to an umbrella term called trustworthiness. Therefore, Honesty of influ-
encer and Dependability of influencer will furthermore in this analysis be a combined factor la-
belled Trustworthiness of influencer. The new average mean corresponds to 4.13. 

As a part of the data analysis, a factor analysis were conducted to discover if the data showed 
underlying structures of variable groupings. The results from the factor analysis showed that 
six new factors could be created. As addressed in the empirical findings section, two out of 
the six factors had an average mean above 4.0, indicating that they influence consumers’ 
credibility assessment of product placement on Instagram. These two were labelled Causes of 
irritation and Connection to influencer. Causes of irritation consisted out of five variables, concerning 
transparency, repetition and exaggeration of advantages. Two out of the five variables in this 
factor could be found as factors previously mentioned as influencing credibility, labelled 
Transparency and Exaggeration. Since Causes of irritation was identified with a mean value indi-
cating a high influence, Transparency and Exaggeration will further only be referred to and an-
alysed as Causes of irritation, identified by the factor analysis. 

Likewise, double-barrelled factors could be discovered when examining Connection to influencer, 
derived from the factor analysis. Connection to influencer were found to consist out of the factors 



 

 
53 

Product adoption of influencer and Fit between product and influencer. On the same basis as Causes of 
irritation, these factors will further be referred to as Connection to influencer, as one combined 
factor found to influence consumers’ credibility assessment of product placement on Insta-
gram.  

 

5.2.2 Factors With a Possibility to Influence 

Besides the factors that got the acceptable mean value above 4.0, it is moreover essential to 
discuss those items which got a mean value close to the value set out as a guideline for 
influencing factors. In this matter, items such as what is written in the text, the product is well 
integrated into the picture, the influencer is well known and my opinion is that the influencer can deliver what 
he or she promises can be found. All of these factors yield a mean value over 3.95, but below 
4.0. For the sake of this thesis, in respect to the second research question aiming at answering 
which factors that have the most influence, the factors with a mean value below but close to 
4.0 are excluded from the analysis. It is still essential to raise awareness of these factors’ 
possibility to influence, even though they were not found to influence to the same extent as 
the ones with the acceptable mean value. 

 

5.2.3 Summarisation of Factors Influencing 

Based on statistical evidence in the form of central tendency of respondent scores, as well as 
underlying patterns derived from factor analysis and previous research conclusions, this 
study generated five factors found to influence consumers’ credibility assessment of product 
placements on Instagram the most (visible in Table 16).  

 
 
 

 

1 Expertise of influencer 
2 Professionalism of picture 
3 Trustworthiness of influencer 
4 Connection to influencer 
5 Causes of irritation 

Table 16: Ranking table of factors influencing credibility  
 

 

5.3 Factors Influencing Credibility 
Mentioned in the previous section about consumers’ evaluation of credibility of product 
placements on Instagram, all of the five identified factors in this study have been established 
and concluded to influence in research regarding traditional media. Similar to findings of 
Wathen & Burkell (2002), each of the credibility factors of product placements on Instagram 
can be divided into source-, message- and receiver characteristics. Expertise of influencer, Con-
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nection to influencer and Trustworthiness of influencer can all be categorised within the source char-
acteristics. Additionally, Professionalism of picture can further be connected to the message char-
acteristics, dealing with the surface and quality of the information communicated. Contra-
dicting to previous findings by Wathen and Burkell (2002), Causes of irritation, found to consist 
out of factors dealing with transparency and clean irritation cues, can be categorised into 
both message- and receiver characteristics. 

Confirmed by their high mean values, Expertise of influencer and Trustworthiness of influencer have 
together with Professionalism of picture the most influence on consumers’ credibility assessment. 
This is in line with previous conclusions regarding traditional media, likewise stressing the 
importance of the expertise and trustworthiness of the source (Broniarczyk & Alba, 1994). 
This infers that in the matter of social and traditional media, the expertise and trustworthiness 
of the source has the same great importance. Further suggesting that different mediums 
would not influence the credibility outcome of the product placements concerning these two 
factors. 

When comparing findings from the study of this thesis with findings from previous research, 
some unexpected differences are visible. As mentioned in the discussion about how the five 
factors can be categorised, Causes of irritation differed compared to earlier findings. Before, 
cues such as frequency of posts, the number of times each picture were posted and exagger-
ation of advantages were found in the receiver characteristics (Fennis & Bakker, 2001; 
Wathen & Burkell, 2002). Moreover, cues involving transparency were addressed in the mes-
sage characteristics (McAlister, 1996; Rumbo, 2002; Wathen & Burkell, 2002). Opposed to 
this, the factor analysis conducted in this study revealed that each of the two different char-
acteristic groupings should be combined in the matter of Causes of irritation, and divided into 
the receiver characteristics. One possible explanation to this contradicting finding might be 
the special setting of social media, based upon building relationship (Evans & McKee, 2010). 
In the case of social media, this means that consumers potentially get offended easier, since 
it is more personal than advertising in traditional media. For instance, in connection to trans-
parency, the consumer could get offended by understanding that it is a product placement, 
when the influencer tries to hide it. This as a consequence of that the consumer feel that the 
influencer has misused its trust generated from the relationship building marketing. There-
fore, the transparency of the product placement might lead to irritation, providing a possible 
explanation to why the factor analysis grouped the transparency and irritation cues into the 
receiver characteristics of credibility. 

 

5.3.1 Expertise of Influencer 

As expected, Expertise of influencer were one of the factors that empirical findings suggests 
have the most influence on consumers’ credibility assessment of product placement on In-
stagram. However, our findings contradicts to the research by Chiou et al. (2010), that sug-
gested that the level of expertise has no significant impact on effectiveness of product place-
ment on blogs. Since Expertise of influencer generated the highest mean value, this suggests that 
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expertise influences credibility as well. Similar, Erdem & Swait (2004) found that trustwor-
thiness of the source affects credibility to a larger extent than the expertise of the influencer. 
This was neither supported by the empirical findings, since Expertise of influencer generated a 
higher mean than Trustworthiness of influencer, indicating that expertise has more influence on 
consumers’ credibility assessment of product placements on Instagram. 

The attention given to Expertise of influencer in both theory and the empirical findings of this 
study implies that priority should be given to find a knowledgeable, experienced and compe-
tent source when designing credible product placements on Instagram. 

 

5.3.2 Professionalism of Picture 

The factor found to be the second most influencing is Professionalism of picture. The empirical 
findings are in line with earlier research by Meenaghan (1995), claiming that pictures are more 
reliable than text. This was visible through the high mean values of Professionalism of picture, 
and the low values of almost every variable concerning textual content. Likewise, the influ-
ence of Professionalism of picture on credibility has earlier also been discussed in traditional me-
dia context. The quality of the message has been found to have an impact on credibility, 
expressed in surface characteristics of the advertisement (Wathen & Burkell, 2002). Our find-
ings supports the importance of the surface, but in a digital setting as suspected. However, 
it was unexpected to find such a distinct disparity between the influence of the visual content 
(expressed through the Professionalism of picture) and the textual content. Instagram is a social 
media platform built specifically for picture sharing (Miles, 2014), but still offers an ability to 
share captions of the pictures in textual forms. It would have been expected to find some 
kind of importance of the textual content, besides the item concerning what is written in the 
text which got a mean value close but not sufficient to 4.0. The findings of this study therefore 
implies that the textual content is less important on Instagram compared to traditional media 
contexts, and that the picture should be given more focus than the text when designing cred-
ible product placements. 

 

5.3.3 Trustworthiness of Influencer 

In traditional marketing, several researchers have emphasised the effect that the trustworthi-
ness of the source has on credibility (Broniarczyk & Alba, 1994; Fogg et al., 2002; Ohanian, 
1990). The empirical findings of this study suggest that this is applicable for product place-
ments on Instagram as well. Thus, it is essential to choose an influencer with the right be-
lieves and reputation when practicing Instagram marketing, since consumers partly evaluate 
the credibility based upon their trust of the influencer.  

The understanding of that the source is unbiased has been given notable importance in pre-
vious research regarding its effects on credibility perception (Lu et al., 2014), and this might 
also explain why Trustworthiness of influencer got as high mean value as it did in this study. The 
factor Trustworthiness of influencer consist out of dependability and honesty of the influencer, 
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which in a broad sense illustrate to what extent the consumer believes that the influencer is 
biased by another actor in its information sharing. If an influencer is honest and dependable, 
he or she would probably not share information he or she does not support. By this reason-
ing, the findings of that Trustworthiness of influencer has a high influence of consumers’ credi-
bility assessment of product placement on Instagram can be supported. 

 

5.3.4 Connection to Influencer 

The findings of this study indicate that Connection to influencer influences credibility in the case 
of product placements on Instagram. This supports earlier studies on the subjects which 
claims that the fit between the source and promoted product influences the credibility (Till, 
2001).  Further, previous scholars have likewise stated that relevance leads to credibility when 
it is applicable and appropriate to the target consumers (McInnis & Jaworski, 1989; Ng, 
2013). This implies that a clear connection between the product and the influencer, and at 
the same time that the influencer uses the product him or herself, influences the credibility. 
A possible explanation for this could be found in the special setting of social media catego-
rised as consumer generated marketing (Liu et al., 2015). When we trust recommendations 
from other consumers, we also expect them to actually have comprehension for their guid-
ance. In one sense, the influencer becomes a consumer that we trust has the same experience 
as ourselves. When an influencer post a product placement, we expect them to express them-
selves about something they know enough about to do a recommendation. Therefore, the 
consumers seek for if the influencer use the product itself, or if there is a clear connection 
between the influencer and the promoted product. As a consequence, finding an influencer 
that match with the promoted product in several ways should be taken into account when 
designing credible product placements, to ensure that the efficiency of the factor Connection 
to influencer is fulfilled. 

The fact that social media is considered to be more personal than traditional media, with its 
foundation in relationship building, could as well serve as an explanation to why Connection to 
influencer is essential (Evans & McKee, 2010). The personal setting of social media could 
furthermore be derived from how the consumer has actively chosen to follow the influencer. 
Thereby, the consumer is frequently exposed to pictures that the influences posts, and can 
easily create their own understanding of what the influencer should be promoting. For this 
reason, thus for a consumer to be able to judge if a product placement is credible or not 
becomes simpler than in traditional media settings. By the findings regarding the importance 
of Connection to influencer, the relationship between the influencer and follower implies that it 
is essential for companies to choose a product that the influencer actually like. Additionally, 
since there is a relationship between the two parties, it will probably impact the credibility of 
the product placement to a higher extent than if the product placement were done on tradi-
tional media.  
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5.3.5 Causes of Irritation 

Causes of irritation was observed to have the lowest influence out of the five factors found to 
influence the most, based on its mean value. Although the average mean of the variables in 
this factor yield the lowest number, separate items such as exaggeration of advantages and 
transparency generated fairly high mean values. This indicates that this factor still has essen-
tial importance in consumers’ credibility assessment of credibility of product placement on 
Instagram.  

The factor in question was in this study found to consist out of a combination of cues iden-
tified to influence credibility together, such as transparency, exaggeration of advantages and 
repetition. These findings can to some extent lead to the reasoning to be contradicting to 
previous research, due to the groupings of cues that influence together, but mostly consistent 
since all the cues have been identified earlier. Transparency for instance, were stressed by 
various authors, due to its ability to lead to a decrease in credibility whenever consumers gets 
aware of that the information communicated is paid for (McAlister, 1996; Rumbo, 2002). 
Likewise, the general persuasive power are considered to decrease with irritation (Aaker & 
Stayman, 1990), which supports the findings of that credibility is influenced by Causes of irri-
tation. 

The matter of the contradicting findings of the categorisation of Causes of irritation can to 
some extent still be explained by earlier research. Fennis & Bakker (2001) concluded that the 
possible causes of irritation are content-, performance- and placement based. This reasons 
well with how the findings from the factor analysis suggested that repetition, exaggeration 
and transparency loaded together under the factor Causes of irritation. Since all of the previ-
ously mentioned possible causes can be considered to be connected to repetition, exaggera-
tion and transparency, the empirical findings of the factor loadings could still be considered 
logical. 

Even though this thesis did not aim at answering which factors that have positive, respec-
tively negative influence on consumers’ credibility assessment, Causes of irritation’s impact 
could regarding this matter still be discussed based on earlier findings. Mackay et al. (2009) 
described the objective of product placement to be an efficient way to cut through the clus-
ter. In that sense, Causes of irritation might be a valuable strategy since irritation causes con-
sumers to react upon the product placement, creating awareness and attention. Still, from a 
credibility perspective, it is not concluded in which sense Causes of irritation influence, on the 
basis of positive or negative influence. Therefore, the findings regarding Causes of irritation 
implies that marketers need to weigh the impact of their strategy, in the matter of if they 
want to produce a credible product placement or an effective strategy to cut through the 
cluster. Just because a factor influences credibility, does not necessarily mean that it is the 
best strategy. The same reasoning goes for all of the factors identified in this study. 
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5.4 Credibility Related to Attitude Formation and the Evalua-
tion Process 
Petty & Cacioppo (1986) argued that consumers take two different routes in which they get 
persuaded and form attitudes, based upon their motivation and abilities. Our empirical find-
ings support this argument, since five factors that influence consumers’ credibility assessment 
of product placement on Instagram were discovered, also influenced by the motivation and 
abilities of the consumer. All of the five factors are established and described to influence in 
different stages of ELM, indicating that they serve an essential role in this persuasion and 
attitude formation process regarding credibility assessment. 

However, our findings could not support the central route of ELM, when motivation and 
ability to process the information are high (Petty et al., 1997). In this route, the content of 
the information available in the advertisement are explained to serve an important role. Our 
findings, on the other hand, indicate that the textual content has the lowest importance for 
consumers’ credibility assessment. Since ELM claims that the entire attitude formation is 
based upon the quality of the message arguments (Petty & Cacioppo, 1986), and the empirical 
findings of this study could not find support that the textual content influence credibility to 
any extent, the central route’s relationship to credibility according to ELM could not be con-
firmed. 

ELM further suggests that consumer evaluate credibility based upon factors such as credi-
bility of source and quality of message, located in the peripheral route (Petty & Cacioppo, 
1986; Petty et al., 1997). Evidence to support this suggestion were discovered in the empirical 
findings of this study, since factor such as Experience of influencer, Trustworthiness of influencer and 
Professionalism of picture were inferred to influence credibility on Instagram. Moreover, Jones 
et al. (2003) reasoning about how the receiver’s motivation and abilities are determined by 
repetition, relevance and affective state could likewise be underpinned by our findings. The 
repetition cues found in the Causes of irritation factor were discovered to influence consumers’ 
credibility. Likewise, support for the relevance aspect were found in the factor Connection to 
influencer, since it handles the relevance of the influencer to promote a certain product. 

In accordance to the previously stated information, this implies that the factors found to 
influence consumers’ credibility assessment of product placement on Instagram operates 
best when the motivation and ability of the consumer to process information is low. Thus, 
when the Connection to influencer is poor and Causes of irritation, in the form of repetition are 
high, marketers should focus on the factors Expertise of influencer, Trustworthiness of influencer 
and Professionalism of picture when designing credible product placements. 

Further, Hovland’s model of attribution of credibility suggests that credibility evaluation can 
be done throughout the judgement of six diverse factors, presented in different levels 
(Hovland, 1951; Schweiger, 2000). The model further implies that credibility can be trans-
ferred both vertically and horizontally through these factors (Hovland, 1951; Schweiger, 
2000).  
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Consistent with the empirical findings, similarities with what is explained in Hovland’s model 
of attribution of credibility are evident. Argued in the interviews, and supported by the find-
ings from the questionnaire, the interpretation of that the credibility level of one factor could 
potentially influence other factors could be considered true for product placements on In-
stagram as well. The empirical findings from the semi-structured interviews revealed that if 
the impression of the influencer is credible, it might be transferred to other aspects of the 
product placement. Thus, a less credible interpretation of one factor might change due to a 
more credible perception of another. This kind of interpretation was likewise considered true 
for credibility assessment of credibility in traditional media. For instance, Slater & Rouner 
(1996) concluded that the expertise of the source might generate a credible perception of the 
advert, even though the message quality is considered poor. Moreover, similar interpretations 
consistent with the empirical findings are found among several scholarly discussions regard-
ing how consumers’ attitudes are formed based on their perception of the source (i.e. Sallam, 
2011; Sallam & Wahid, 2012; Yagci et al, 2009). Thus, how the receiver characteristics in 
relation to credibility to a higher extent are transferred from the credibility of the source. 

What is explained in Hovland’s model of attribution of credibility regarding the transferabil-
ity of credibility can furthermore serve as an explanation for why some of the factors, previ-
ously not acknowledged as connected to each other, loaded high in the factor analysis and 
were thereby grouped together. In addition, Hovland’s model of attribution of credibility 
could be used to emphasize how each factor does not only influence the credibility for the 
product placement itself, but also help increasing the credibility of the resisting factors. 

 

5.5 New Settings Demand for Adoption of New Strategies 
Several authors suggest that social media has changed the way marketing is done (Hajli, 2015; 
Liu et al., 2015). The importance of the consumers themselves in the marketing setting has 
increased, from consumers as the ones only purchasing the product to the ones that have 
the power of what is being communicated (Berthon et al, 2012; Evans & McKee, 2010; Liu 
et al, 2015). 

A new way of how marketing is done might also indicate that the current adoption needs to 
be changed. Not only due to the new profound ability to reach consumers anytime of the 
day (Charlesworth, 2015). Before, consumers were reached on billboards, through TV-
commercials and product placements in movies and TV-shows. Meaning that the consumers 
previously had the ability themselves to determine what kind of information they would like 
to receive, and when. Today, marketers have access to consumers in their personal newsfeed 
on Instagram. Suddenly, the influencer is on the same level as the consumer's family and 
friends, providing a golden opportunity to deliver a message that will be heard. Although the 
benefits are many of this relationship marketing, companies are also faced with a new chal-
lenge. Consumers trust their friends, but they also expect them to tell the truth. Therefore, 
it is essential to create a credible product placement. Not only to generate an effective strategy 
(Adis et al., 2015; Liu et al., 2015), but also to reduce the risks to damage the relationship 
between the consumer and the company. This could imply that the credibility assessment of 
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product placement on Instagram are more personal than ever. Consequently, consumers 
might no longer evaluate credibility based on what the get, more of what they expect. 

A change in how credibility is evaluated as a consequence of the entrance of a new medium 
were flagged for already in 2002. In their research about advertising credibility, Wathen & 
Burkell (2002) concluded that new mediums might change the factors that influence credi-
bility. By the empirical study conducted in this thesis, this reasoning can be presumed to be 
true. Although all factors were mentioned and discussed by earlier authors, and that the in-
fluencer got the same importance as the source in previous research, Professionalism of picture 
and Causes of irritation differed to some extent. The findings of this study suggest that the 
entrance of Instagram in the marketing development has generated a new hierarchical rela-
tionship of the factors influencing credibility of product placements. This difference could 
to some extent be considered to be based upon the relationship building setting of social 
media (Evans & McKee, 2010), as well as the picture sharing focus of Instagram as a social 
media platform (Miles, 2014). Further, since the creation of the advertising has shifted from 
companies to influencers, thus becoming a creation of somebody else (Van Reijmersdal et 
al., 2009), what consumers choose to have confidence in might have shifted as well. 

 

5.6 Model Based upon Analysis Findings 
Introduced in Figure 5, the empirical and analysis findings are presented together in order to 
derive a model of which factors that have the most influence of consumers’ credibility as-
sessment of product placement on Instagram. Each of the factors’ influence level are ex-
pressed through different shades, denoting that the darkest shades have the most importance 
for the credibility assessment. 
 

 
Figure 5: Model of influencing factors (based upon analysis) 
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The result from the questionnaire revealed that the Expertise of influencer was the factor that 
influences credibility the most, followed by the Professionalism of picture. Further, Trustworthiness 
of influencer and Connection to influencer were indicated to have substantial influence on consum-
ers’ credibility assessment of product placement on Instagram. Although Causes of irritation 
was not principally concluded to influence, the items’ separate high mean values lead to the 
reasoning that it still was considered to influence anyways. 

Regarding how each factor influence, an analysis based upon previous findings of the 
Hovland’s model of attribution of credibility lead to the reasoning that even though there is 
a hierarchical relationship of to which extent each factor influence, there is still a possibility 
of that the different factors influence each other, and thereby the credibility. This was also 
expressed during the semi-structured interviews, and by earlier authors. 
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6 Conclusions and Discussion 

This section provides a summarisation of the answers to research question one and two. 
Further, a discussion of limitations and suggestions for future research are provided. 

6.1 Conclusions 
Due to the fact that credibility has been given significant importance when examining the 
effectiveness of product placements on social media, the purpose of this thesis was to examine 
key factors of product placements on Instagram that influence credibility. To fulfill this purpose, two 
research questions were created. Semi-structured interviews were conducted with consumers 
belonging to Generation Y in order to identify factors used in the credibility evaluation pro-
cess. Further, factors derived from the semi-structured interviews were later tested in a ques-
tionnaire to find which of them that have the most influence. The findings from the data 
collection and analysis were used to answer both research questions: 

How do consumers evaluate the credibility of product placements on Instagram? 

The participants identified 28 factors in which they base their credibility evaluation upon. 
Each of the factors could be categorised within source, message and receiver characteristics. 
Generally, cues related to the factors within the source characteristics were given most atten-
tion, such as connection between the influencer and product, trustworthiness and expertise 
of the influencer. Factors related to the message characteristics, corresponding to textual and 
visual content, as well as transparency, served as essential cues in the credibility evaluation 
process as well. The special setting of social media became evident when examining the tex-
tual content’s influence, since the use of hashtags were stressed as being essential for the 
credibility evaluation of a product placement on Instagram. Other dissimilarities were found 
in the surface characteristics, expressed through the digital setting of the visual content, and 
importance of the picture itself. Considering the receiver characteristics, a frequent interpre-
tation regarding the irritation cues of a product placement was visible through repetition and 
exaggeration. How the interpretation of the factors is processed are not only limited to the 
factor itself, transferability of the credibility between factors was further acknowledged to 
occur. 

Which factors have the most influence on consumers’ credibility assessment of product placement on Instagram? 

When investigating each of the factors derived from the credibility evaluation process, evi-
dence for five influencing factors became evident. The findings indicated that the Expertise 
of influencer serves as the factor with the most influence, followed by Professionalism of picture. 
This implies that these two factors should carefully be considered when designing credible 
product placements on Instagram. The empirical findings further provided support for Trust-
worthiness of influencer, Connection to influencer and Causes of irritation as the most influencing fac-
tors. These should likewise be considered in order to assure credible product placements. 
When weighing the evidence of the rest of the factors derived from the semi-structured in-
terviews, neither of them could be given any importance related to the research question.  
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In conclusion, this study indicate that the most reasonable interpretation is that the entrance 
of Instagram in the marketing development has generated a new hierarchical relationship of 
the factors influencing credibility of product placements. However, the transferability of the 
credibility between the factors could still be considered present in this new medium as well. 

 

6.2 Limitations 
Although precautions have been taken to make sure that this thesis would be both reliable 
and valid, some limitations have been recognised. The research design of this thesis was a 
mix between qualitative and quantitative. Semi-structured interviews were conducted fol-
lowed by a questionnaire, with a sample that consisted of participants belonging to Genera-
tion Y, who all were Swedish citizens. The participants were moreover selected by a non-
probability sampling method. As a result, the findings cannot be generalised to a larger pop-
ulation, or to all consumers who belongs to Generation Y. Important to notice is that the 
findings can give an indication of which factors that are essential in a credibility assessment 
process and further which factors that have the most influence on the credibility of a product 
placement on Instagram. As the findings are based upon perceptions, it further needs to be 
taken into consideration that perception is personal and influenced by diverse individual fac-
tors. The results can therefore, once again, not be generalised. It should further be noted that 
no guarantees can be made that the sample only represent Swedish citizens. It was still pos-
sible to fill out the questionnaire with a knowledge of the Swedish language, which might 
have caused non-Swedish citizens to participate in this study as well. 

In addition, it needs to be noticed that the researchers were an essential part of the data 
collection and analysis. New scale items, based on the findings from the interviews, were 
moreover conducted by the researchers and used in the study. Consequently research bias 
might have influenced the findings of this thesis.  

A further limitation was made by only focusing on products and excluding product place-
ment promoting services. The findings could consequently differ if the research was made 
on product placements containing services. Moreover, the findings represent a general per-
ception regarding product placement, and is not generalisable to a certain product category, 
which otherwise could have contributed to contradicting findings. 

 

6.3 Future Research 
As this thesis aimed to capture understanding of a topic with a limited research body, a re-
striction was made to only identify factors that have the most influence. No conclusions were 
made regarding how and why these factors influence. Comprehension of why some of the 
factors were identified would generate more application possibilities for both companies, as 
well as academics interested in Instagram marketing. First, an investigation of if each of the 
five found factors have a positive, respectively negative influence on credibility is suggested. 
Second, this study generated some contradicting findings. For instance, the textual content’s 
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importance were stressed in the semi-structured interviews, but could not be confirmed as 
influential by the questionnaire. Therefore, an investigation related to why this is are sug-
gested by the authors.  

In marketing practices in general, the specific strategy is sometimes based upon the gender 
of the target population. The possibility exist that there is a difference of how males and 
females evaluate credibility on Instagram. This study excluded any differences in credibility 
assessment between genders. Consequently, further studies involving factors influencing 
credibility assessment of product placement on Instagram are suggested to investigate if there 
is a difference between the identified factors and separate genders.  

As stated in the limitations, this study could only be generalised to the consumers who re-
sponded to the questionnaire, consisting of Swedish Generation Y belongers. Further studies 
are therefore suggested related to whether there exist a difference in which factors influence 
credibility among different nationalities. Since social media is an international phenomena 
and it can be considered to connect people all over the world, a future study including dif-
ferent nationalities would thereby be interesting to conduct. Moreover, since there exist a 
weak generalisation of the findings, a suggestion is to apply the developed scale items in this 
thesis to a larger sample. If one would include a measurement of credibility within the ques-
tionnaire, a different data analysis method could be applied and thereby the findings could 
be generalised to a larger population. 
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Appendix 
 

Appendix A 
 

Intervjuguide 

Syftet med denna intervju är att undersöka faktorer som ligger till grund för trovärdigheten 
för produktplaceringar på Instagram. Med produktplacering menar vi när inflytelserika an-
vändare får betalt för att marknadsföra en produkt via deras Instagram konto.  

Intervju med 

Namn: 

Ålder: 

Kön: 

 

Introduktion 

1 Vilka sociala medier använder du? 

2 Hur länge har du använt Instagram? 

3 Varför använder du Instagram?  

4 Hur många av de du följer på Instagram är kända? 

 

Produktplacering 

5 Vad är din generella åsikt om produktplacering?  

6 Har du sett någon produktplacering på Instagram? I så fall, kan du ge ett exempel? 

 

Trovärdighet 

7 Vilka faktorer gör att du upplever en produktplacering som trovärdig? Dvs, om du tror på 
det som blir marknadsfört? Varför? 

8 Vilka faktorer gör att du upplever en produktplacering som icke trovärdig? Varför? 

9 BILD 1: Upplever du denna produktplacering som trovärdig? Varför/Varför inte? 

10 BILD 2: Upplever du denna produktplacering som trovärdig? Varför/Varför inte? 

11 BILD 3: Upplever du denna produktplacering som trovärdig? Varför/Varför inte? 
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BILD 1 
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BILD 2 
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BILD 3 

 
 



 

 
77 

Appendix B 
 

Interview guide  

The purpose with this interview is to investigate factors which influences the credibility of a 
product placement on Instagram. Within this interview, product placement is defined as 
when influential Instagram users gets paid for marketing or promote a product on their In-
stagram accounts.  

Interview with 

Name: 

Age: 

Sex:  

 

Introduction 

1 Which social media platforms do you use? 

2 For how long have you used Instagram? 

3 Why do you use Instagram? 

4 How many celebrities do you follow on Instagram?  

 

Product placement 

5 What is your general opinion about product placement?  

6 Have you ever been exposed to product placement on Instagram? In that case, can you 
give an example? 

 

Credibility  

7 Which factors do you think influence the perception of a credible product placement? In 
other words, if you think the product placement is credible. Why? 

8 Which factors do you think influence the perception of a non-credible product placement? 
Why?  

9 BILD 1 (Outlined in Appendix A): do you perceive this product placement as credible? 
Why/Why not?  

10 BILD 2 (Outlined in Appendix A): do you perceive this product placement as credible? 
Why/Why not?  

11 BILD 3 (Outlined in Appendix A): do you perceive this product placement as credible? 
Why/Why not?  
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Appendix C 
 

 

 

 

Kön 
      Man          Kvinna        Annat 
Ålder 
      -16           17-35          35- 
Använder du Instagram? 
      Ja             Nej 

 
Följande frågor presenterar påståenden om produktplacering på Instagram. Till vilken grad 
upplever du att faktorerna nedan påverkar trovärdigheten för produktplacering på Instag-
ram?  
 
*Med person menas ägaren till Instagram kontot där produktplaceringen utförs 
 
 Påverkar 

verkligen 
inte 

trovär-
digheten 

   Påverkar 
verkligen 
trovär-

digheten 

Koppling till person 
Personen har en tydlig koppling till den 

produkt som marknadsförs 
 

 
1 

 
2 

 
3 

 
4 

 
5 

Personen har en tydlig koppling till mär-
ket som står bakom marknadsföringen 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Personen själv använder produkten som 
marknadsförs 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
 
 
 
 
 
 

Tack för att du vill dela med dig av dina åsikter om reklam på 
Instagram. Den här enkäten handlar om trovärdigheten för pro-
duktplacering på Instagram. Vi heter Elin och Linnea och vi skri-
ver vår magisteruppsats inom detta ämne. Dina svar är anonyma 
och kommer endast användas för vår magisteruppsats. Ingen för-
utom författarna kommer kunna koppla ihop din identitet med 
dina svar. 

 

Enkäten tar cirka 5 minuter att svara på. 

 

ENKÄT 

https://www.google.se/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiu2pCi78zMAhVHWCwKHZZVDDEQjRwIBw&url=https://www.linkedin.com/company/jonkoping-international-business-school&bvm=bv.121421273,d.bGg&psig=AFQjCNF5yk-MYYKDT6UNv97Umd_RUNbqiQ&ust=1462879047033646
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Attraktionskraft 
 

Personen har ett attraktivt utseende 
 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Personen är välkänd 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Personen är trendig 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Sakkunskap 
Det finns en generell åsikt om att per-
sonen anses vara kunnig inom ämnes-

området produkten tillhör 

 
1 

 
2 

 
3 

 
4 

 
5 

Jag anser att personen är kunnig inom 
ämnesområdet produkten tillhör 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Personen har förmåga att leverera vad 
hen lovar 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Pålitlighet 

 
Personen har ett namn man kan lita på 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Personen brukar står för sitt ord 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Personen ger intryck av att sälja något 
den själv står för 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Text innehåll 

 
Användandet av hashtags 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Innehållet i texten 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Innehållet i texten har en tydlig koppling 
till bilden 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Längden på texten 

 

 
1 

 
2 

 
3 

 
4 

 
5 
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Visuellt innehåll 
 

Bilden ser professionell ut 
 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Bilden ser snygg ut 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Produkten är en naturlig del av bilden 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Relevans 
Produkten passar in i det sammanhang 

som bilden är tagen i 
 

 
1 

 
2 

 
3 

 
4 

 
5 

Märket som står bakom marknadsfö-
ringen passar in i det sammanhang bil-

den är tagen i 

 
1 

 
2 

 
3 

 
4 

 
5 

Produkten passar ihop med andra bilder 
som personen brukar lägga upp 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Tydlighet 

 
Det är tydligt att bilden är sponsrad 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Det är tydligt att bilden är del av en 
kampanj 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Det är tydligt att personen bara vill sälja 
produkten 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Irritation 
Personen lägger ofta upp bilder som jag 

förstår är sponsrade 
 

 
1 

 
2 

 
3 

 
4 

 
5 

Personen lägger ofta upp samma typ av 
bilder som jag förstår är sponsrade 

 

 
1 

 
2 

 
3 

 
4 

 
5 

Entusiasmen om produktens fördelar 
känns överdriven 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Dina svar är registrerade. Tack för din medverkan! 
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Appendix D 
 

 

 

 

Gender 
      Male        Female        Other 
Age 
      -16          17-35          35- 
Do you use Instagram? 
      Yes          No 

 
In the following questions statements about product placement on Instagram are pre-
sented. To what extent do you believe that the following factors influence the credibility of 
a product placement on Instagram? 
 
*The word influencer in this context will refer to the owner of the Instagram account in which the 
product placement takes place 
 
 Does not  

influence 
the credi-
bility at all 

   Really in-
fluences 

the credi-
bility 

Connection to influencer 
The influencer has a clear connection to 

the product that is being promoted 
 

 
1 

 
2 

 
3 

 
4 

 
5 

The influencer has a clear connection to 
the brand that is responsible for the 

promotion 

 
1 

 
2 

 
3 

 
4 

 
5 

The influencer uses the product that is 
being promoted 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
 
 
 
 
 
 

Thanks for sharing your opinion about advertising on Instagram. 
This survey considers credibility of product placement on Insta-
gram. Our names are Elin and Linnea and we are currently writing 
our master thesis within this subject. Your answers are anony-
mous and will only be used within the context of our thesis. No 
one besides the authors will be able to connect your response to 
your identity. 

This questionnaire takes approximately 5 minutes to com-
plete. 

 

QUESTIONNAIRE 

https://www.google.se/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiu2pCi78zMAhVHWCwKHZZVDDEQjRwIBw&url=https://www.linkedin.com/company/jonkoping-international-business-school&bvm=bv.121421273,d.bGg&psig=AFQjCNF5yk-MYYKDT6UNv97Umd_RUNbqiQ&ust=1462879047033646
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Attractiveness 
 

The influencer looks attractive 
 

 
1 

 
2 

 
3 

 
4 

 
5 

 
The influencer is well known 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
The influencer is trendy 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Expertise 

The general opinion about the influ-
encer is that he or she is an expert 

within the product category that the 
promoted product belongs to 

 
 
1 

 
 
2 

 
 
3 

 
 
4 

 
 
5 

My opinion is that the influencer is an 
expert within the product category that 

the promoted product belongs to 

 
1 

 
2 

 
3 

 
4 

 
5 

My opinion is that the influencer can de-
liver what he or she promises 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
Trustworthiness 

 
The influencer has a name one can trust 

 

 
1 

 
2 

 
3 

 
4 

 
5 

The influencer delivers what he or she 
promises 

 

 
1 

 
2 

 
3 

 
4 

 
5 

The influencer gives the impression to 
sell something he or she supports 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Textual content 

 
The use of hashtags 

 

 
1 

 
2 

 
3 

 
4 

 
5 

 
What is written in the text 

 

 
1 

 
2 

 
3 

 
4 

 
5 

The textual content’s connection to the 
picture 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
The length of the text 

 

 
1 

 
2 

 
3 

 
4 

 
5 
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Visual content 
 

The picture looks professional 
 

 
1 

 
2 

 
3 

 
4 

 
5 

 
The picture looks appealing 

 

 
1 

 
2 

 
3 

 
4 

 
5 

The product is well integrated into the 
picture 

 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Relevance 

The context in which the picture is 
taken suits the product 

 

 
1 

 
2 

 
3 

 
4 

 
5 

The context in which the picture is 
taken suits the brand that is responsible 

for the promotion 

 
1 

 
2 

 
3 

 
4 

 
5 

The product has a clear connection to 
other pictures that the influencer usu-

ally post 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Transparency 
It is clearly communicated that the pic-

ture is a promotion 
 

 
1 

 
2 

 
3 

 
4 

 
5 

It is clearly communicated that the pic-
ture is a part of a campaign 

 

 
1 

 
2 

 
3 

 
4 

 
5 

It is clearly communicated that the influ-
encer just wants to sell the product 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Irritation 
The influencer often posts pictures that 

I understand are promotions 
 

 
1 

 
2 

 
3 

 
4 

 
5 

The influencer often posts the same pic-
ture many times 

 

 
1 

 
2 

 
3 

 
4 

 
5 

The dedication to describe the 
product's advantages seems exaggerated 

 
1 
 

 
2 

 
3 

 
4 

 
5 

 
Your answers have been recorded. Thanks for your participation! 
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Appendix E 
 

 
Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 6,339 22,638 22,638 6,339 22,638 22,638 

2 3,871 13,824 36,462 3,871 13,824 36,462 

3 2,116 7,559 44,021 2,116 7,559 44,021 

4 1,887 6,738 50,759 1,887 6,738 50,759 

5 1,645 5,874 56,633 1,645 5,874 56,633 

6 1,349 4,818 61,451 1,349 4,818 61,451 

7 1,265 4,517 65,968 1,265 4,517 65,968 

8 1,078 3,849 69,817 1,078 3,849 69,817 

9 ,944 3,372 73,189    
10 ,770 2,751 75,940    
11 ,723 2,584 78,523    
12 ,629 2,247 80,770    
13 ,601 2,147 82,917    
14 ,595 2,126 85,043    
15 ,529 1,889 86,932    
16 ,483 1,724 88,656    
17 ,400 1,428 90,085    
18 ,391 1,398 91,482    
19 ,372 1,330 92,812    
20 ,333 1,191 94,003    
21 ,315 1,124 95,127    
22 ,283 1,012 96,139    
23 ,250 ,891 97,031    
24 ,225 ,803 97,833    
25 ,208 ,742 98,575    
26 ,176 ,630 99,205    
27 ,113 ,405 99,610    
28 ,109 ,390 100,000    

Extraction Method: Principal Component Analysis. 

 
  



 

 
85 

Appendix F 
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Appendix G 
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