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Abstract 

 
In the past few years, influencer marketing has become an important marketing 

tool. For marketer as well as for influencers, it is crucial to understand the role of 

influencer marketing for consumers and how their attitude shifts depending on the 

content. The need increased especially after enforcement of legislation to disclose all 

types of content that is being sponsored. The present study examines the effect of 

sponsorship disclosure on attitude towards the product and the influencer. It suggests 

that depending on the product type, namely hedonic and utilitarian, the effect of 

sponsorship disclosure on consumer perceptions towards a certain influencer and 

product being advertised changes. To test the hypothesis, an online survey was 

conducted among social media users who followed at least one influencer on 

Instagram. Theoretical and practical implications are provided 

 

Keyword: influencer marketing, Instagram, hedonic product, utilitarian product, product 

attitude 
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Chapter 1. Introduction 

 

 

1.1. Study Background 

 

   The photo- and video-based social media platform Instagram was launched in 

October 2010 (Smith, 2018). Today, Instagram is considered to be one of the most 

active social media platforms with 500 million active users every day and almost 1 

billion active users every month. It is reported that 81% of Instagram users use the app 

to research products and services. And, 50% of the users are found to visit a website to 

purchase a product or service (Statista, 2021). Due to the significant statistics 

worldwide, it has drawn the attention of businesses to use it as one of their marketing 

strategies (Anderson et al., 2014). Such promoting opportunities encourage marketing 

managers to develop and use a variety of online promotion tools to be able to reach 

and communicate to the most of Instagram audience.  

   Influencer marketing is one of such promotional approaches that has become a 

successful tool in connecting with customers through Instagram influencers (Childers et 

al., 2019; Jin et al., 2019; Lou et al., 2019). Instagram influencers are denoted as 

prominent social media users with a significant amount of followers (Sokolova and Kefi, 

2020). They are known for the establishment of deep psychological connections with 

their followers by sharing personal content about their lifestyle and interests (Audrezet 

et al., 2018; Ki et al., 2020; Ladhari et al., 2020). Therefore, Instagram users view the 

messages shared by Influencers as trustworthy because they are believed to be of 

personal opinion. However, one study found that the users sometimes were unaware 
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that products promoted by celebrities are mostly sponsored by brands (Lueck, 2015). 

Consequently, some of the government bodies enforced the legislation to brands and 

ambassadors on advertisement disclosure on social media in 2017 (Nesbitt, 2017). 

Followed by the sanctions, most Instagram influencers started indicating the sponsored 

content on their personal page. Previous studies that focused on advertisement 

disclosure showed its negative effect on customers` perceptions, intentions, and 

behavioral intents towards the product and brand (Boerman et al., 2017; Evans et al., 

2017). However, previous research did not examine the effects of advertisement 

disclosure on attitude towards the influencer by dividing the products into hedonic and 

utilitarian. 

 

1.2. Purpose of Research 

    

    The purpose of the current research is to address the gap in the field by analyzing 

the role of product type in relationship of sponsorship disclosure and attitude towards 

the product and influencer. To do so, I examine the role of hedonic and utilitarian 

products in influencer marketing and refer to the literature on influencer marketing, 

sponsorship disclosure, attitude towards product, attitude towards the influencer and 

conduct an online experiment to test the hypothesized relationships.  

Research questions are as follows: 

1) Does the product type play role in promoting products to online customers with the 

advertisement disclosure? 

2) How can influencers affect the perceptions of followers successfully with the 

sponsorship disclosure? 
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Chapter 2. Literature Review 
 

2.1. Influencer Marketing on Instagram  
 

    Social media has changed the way businesses interact and communicate with 

potential clients, offering greater opportunities to promote the products to their target 

customers. One of such promoting tools is influencer marketing which developed in 

recent years. Influencer marketing is the way brands promote products and content by 

sponsoring the influencers and thus, reaching a target audience (Wijesinghe, 2017). 

According to a survey, 80% of marketers find influencer marketing very effective 

(Mediakix, 2021). It is estimated that influencer marketing would reach $6 billion in 

2025 from $2.3 billion in 2020 (Statista, 2021).  

    The top social media platforms where influencer marketing is found to be the most 

effective are Instagram, YouTube, Facebook, Blogs, and others. Moreover, Instagram 

is found to be the best social media platform for influencer marketing. 89% of 

marketers reported that Instagram is important to their influencer marketing strategy 

(Mediakix, 2021). Therefore, current research uses Instagram as a media for a 

promotional tool to test the hypotheses.  

    To further analyze influencer marketing, the definition of influencers is needed. 

According to Varsamis (2018), social media influencers are online personalities, who 

use one or more social media platforms, with a tremendous amount of followers. 

Influencers include celebrities, brand community members, bloggers, and experts 

specialized in specific topics (Jin and Phua, 2014; Kim, Sung and Kang, 2014; Lee and 

Watkins, 2016). They get the attention of Instagram users by managing their social 

media pages by posting content on regular basis about their personal life and activities 
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that they enjoy doing.  

   Lou and Yuan (2019) state that the difference between public figures and celebrities 

who are famous for their appearance on TV is that influencers are “online celebrities” 

who were regular social media users or in other words “regular people”. They gained 

their fame through the creation of content as it was mentioned earlier. In general, social 

media influencers are experienced in a particular field such as beauty, fashion, food, 

travel, sports, or a healthy lifestyle. They have the power to affect followers` decisions 

because of their knowledge, experience, and relationship with the audience.  

   The impact of online influencers on online platforms is mainly based on electronic 

Word-of-mouth (eWOM) and the tendency of consumers` to perceive online messages 

from trusted persona in a positive way. Moreover, Swant (2016) in his study about 

social media influencers who use Twitter suggested that consumers` trust level towards 

influencers is similar to the one they have for their friends. Marketing managers and 

brands used this opportunity to share the marketing message through - online 

influencers - a trusted source on the social platform because it was more effective and 

profitable. The promotional messages that influencers delivered are called native 

advertising. To be more precise, native advertising is “a form of content marketing, 

where the commercial content adopts the form and function of editorial content and is 

delivered with an attempt to recreate the user experience of reading news instead of 

advertising content.” (Conill, 2016, p. 2). In this way, when influencers promote brand 

products and share their eWOM on social media, they act as a brand endorser and 

spokesperson of the product. This activity has an impact on the increase of brand 

awareness and customer engagement (Nordqvist, 2018). 

   But the paid eWOM by brands and companies questions the genuineness of 

influencer`s opinion, thus the trust of customers. This is why the US Federal Trade 

Commission (FTC) and UK Advertising Standard’s Authority (ASA) obliged marketers 
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and influencers to clearly disclose advertisement and sponsorship when promoting or 

endorsing products through social media (FTC, 2017; Natlawreview, 2021). As 

expected, the introduction of such enforcements affected the perception of customers 

negatively towards the promotional messages that are shared by influencers.  

  To summarize, influencers` marketing messages are more trustworthy to social 

media users when it is considered as an organic compared to commercial content. 

However, influencer’s messages weaken when it is published as advertising.  

Therefore, the current research attempts on examining the effective way of proceeding 

native advertising on Instagram by influencers. The effects of sponsorship disclosure 

on consumers are discussed in the next section of the paper. 

 

2.2. Sponsorship Disclosure and Its Effect on Consumers 

 

   Until recently, it was still doubtful whether influencers share their genuine opinion or 

promote sponsored content (Sammis et al., 2016). Followed by national legislations, 

many social media platforms including Instagram adopted a branded content policy and 

introduced sponsorship labels for photos and videos to be posted. These changes 

gained a lot of attention of many researchers and brought insights into how 

sponsorship disclosure in the native advertising context affects consumer perceptions 

and decisions (e.g., Boerman, Willemsen and Van Der Aa, 2017; Campbell and Evans, 

2018; Evans et al., 2017; Evans, Wojdynski and Hoy, 2019). The researchers found 

that sponsored message on social platforms is treated as a persuasive attempt by 

customers. Therefore, sponsorship disclosure leads to a defensive response of social 

media users. This reaction of consumers can be explained by Persuasion Knowledge 

Model (PKM) developed by Friestad and Wright in 1994. According to the model, 

customers have some understanding of persuasion and apply it when confronted with 
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persuasion attempts in advertisements or promotional messages. It is proposed that 

once customers recognize that a message has a persuasive attempt, the message is 

no longer considered a neutral message, but rather a persuasion goal-directed 

message. After the message is considered to be persuasive, the consumer is more 

likely to use persuasion knowledge - have low motivation to process the message or 

even disregard the message (Friestad & Wright, 1994). Accordingly, disclosure of 

sponsorship in the post on Instagram might be determined as a persuasion goal-

directed message and lead to the activation of persuasion knowledge and thus 

resulting in the consumer`s negative response.  

   The findings of research by Boerman et al. (2017) supported the theory by 

demonstrating negative consumer responses towards brand attitude, purchase, and 

eWOM as a result of advertisement disclosure. Boerman and his colleagues analyzed 

the effects of sponsorship disclosure on Facebook and revealed that consumers start 

activation of conceptual persuasion knowledge when they see advertised posts. In 

other words, the recognition of sponsorship leads to consumer’s development of doubt 

about the post meaning increases attitudinal persuasion knowledge. This in turn lowers 

the consumer`s intention to engage in eWOM.  

   Another research by Evans and his colleagues (2017) which investigated the 

advertisement disclosure on Instagram revealed that consumer’s response to a 

persuasive message affected their attitude towards the brand negatively. Evans et al. 

examined whether the existence of disclosure sponsorship on Instagram influencer 

posts in general, or which disclosure language characteristics (e.g., "SP," "Sponsored," 

"Paid Ad") are successful in promoting consumers' awareness of influencer posts as 

ads, and whether the presence of these advertising disclosures may reduce the 

persuasion knowledge of social media users. Researchers run an experiment where 

participants were randomly assigned to one of four disclosure conditions (control/no 
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disclosure; the letters "SP," used to denote sponsored material in a post; "Sponsored"; 

and "Paid Ad") and asked to rate a brand promoted by an influencer on Instagram 

based on post visibility, brand attitude, purchase intention, and intention to spread 

eWOM. As expected, the results of an experiment revealed that as opposed to no 

advertising disclosure, exposure to an advertising disclosure leads to higher advertising 

awareness, as well as the ability to recognize advertisements. The use of the terms 

"paid advertisement" and "sponsored advertisement" in disclosure requirements result 

in more negative attitudes toward the advertised brand versus no advertising disclosure 

condition.   

   In addition, Kim and Kim (2021) studied the effects of Instagram influencer 

advertisement attributes on customer responses using multiple motive inference 

processing through manipulation of influencer product congruence and sponsorship 

disclosure. The findings indicate that by inducing a higher affective intent, influencer 

product congruence can be used to improve attitude towards the product and minimize 

advertisement recognition. Moreover, sponsorship disclosure can also affect product 

attitude in a serial mediation of calculative motive inference and advertising 

acknowledgment. 

   Overall, previous research that focused on the effects of sponsorship disclosures on 

consumers has found that it has a substantial negative impact on brand attitudes, 

purchasing intent, electronic word of mouth, and product attitude. The proposed 

mechanism is that advertisement disclosure can encourage identification of the content 

as advertising and thus activate consumer's earlier developed persuasion knowledge 

and coping mechanisms. In addition to coping mechanisms, in online content 

persuasion knowledge may lead to the negligence of content that is stated to be 

sponsored through the cognitive appraisal process (Ham, 2017). 

Following previous studies, I propose that influencer`s advertisement disclosure will 
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activate users coping tactics as persuasion knowledge and will lead lower attitude 

towards the product and the influencer. It is essential for influencers that they have a 

positive attitude of followers to be successful. Therefore, in this research, I attempt to 

find whether there would be a negative effect of sponsorship disclosure on influencer 

attitude. 

 

    H1a: Simple sponsorship disclosure condition will lead to a less favorable attitude 

towards the product and an influencer compared to no sponsorship disclosure 

condition. 

 

      As current research aims at establishing the effective ways of promoting the 

product under sponsorship disclosure, honest opinion as another type of sponsorship 

disclosure is included. Previous research shows that the emphasis of honest opinion 

can change the way a persuasive message is processed. Kelly (1973) explained this 

effect through discounting effect of attribution theory. The theory proposes that “the 

role of a given cause in producing a given effect is discounted if other plausible causes 

are also present” (p. 113). To be more specific, people tend to attribute to a given 

cause when no other causes are present. But, the individual`s attribution to the given 

cause weakens when other credible causes are provided. Thus, if we apply the 

principle in the sponsorship disclosure condition, then it is highly probable that 

sponsored content is attributed to persuasion motive; nevertheless, this could be 

attenuated when an influencer emphasizes his or her honest opinion. The highlight of 

honest and personal opinion, sponsored content could be attributed to altruistic motives, 

such as giving information to other users, or self-expression motives. When this 

happens, persuasion motivations are discounted, and the significant shift in the 

message does not occur. 
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   Study results by Hwang and Jeong (2015) brought evidence in support of the theory. 

The examination of sponsored blog posts (i.e., “simple” sponsorship disclosure) in 

comparison to no disclosure (control) condition showed negative consumer responses. 

However, when consumer responses were analyzed considering sponsored posts with 

honest opinions of bloggers (i.e., “honest opinions” sponsorship disclosure), the 

negative influence of advertisement disclosure on perceptions about source credibility 

and attitude towards the product disappeared. The effect was higher among 

participants who had high skepticism toward blog posts that review products. Thus, the 

emphasis of “honest opinions” in a sponsored post may attenuate persuasion 

knowledge and lead to favorable results. In this regard, an additional condition of 

“honest opinion” is added to the dependent variable of sponsorship disclosure. The 

following hypothesis is developed in a next manner. 

 

    H1b: Sponsorship disclosure with the “honest” statement will lead to a better 

attitude towards the influencer and the product compared to no sponsorship disclosure 

condition. 

 

 

2.3. Hedonic and Utilitarian Products 

 

    Previous research and practical evidence demonstrate that online influencers 

areimportant promoters of products and services. Influencers promote different types of 

products and services. Consumers may be inspired to buy goods and services based 

on the utilitarian and hedonic value they provide (Holbrook & Hirschman, 1982).  

   While many goods are consumed in both hedonic and utilitarian ways (Batra and 

Ahtola, 1991), there is little doubt that consumers categorize certain products as 
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primarily hedonic and others as primarily utilitarian. Hedonic products are those whose 

use is primarily defined by an affective and sensory experience of aesthetic or sensual 

enjoyment, fantasy, or fun (Hirschman and Holbrook, 1982). Utilitarian goods are those 

that are consumed for a functional or practical purpose that are more cognitively 

focused, instrumental, and target-oriented (Strahilevitz and Myers, 1998). Bazerman, 

Tenbrunsel and Wade-Benzoni (1998) propose that we can differentiate between 

affective and rational preferences, which is similar to these results on perceived 

product characteristics. Affective preferences ("wants") and cognitive or reasoned 

preferences ("shoulds") are two types of preferences that influence consumer behavior 

(Shiv and Fedorikhin, 2000; Wertenbroch, 1998). The want/should distinction is largely 

consistent with the distinction between hedonic and utilitarian goods—items with high 

hedonic value are likely to be subject to want preferences, and items with low hedonic 

value are likely to be subject to should preferences. 

    It is worth mentioning that both hedonic and utilitarian values can exist in one 

product and operate in parallel or sequentially (Bhargave, Chakravarti and Guha, 2015; 

Im et al., 2015). In other words, a given product can have varying levels of utilitarian 

and hedonic value. Additionally, some products have both high hedonic and high 

utilitarian value, for example, Apple phones and computers for Mac and iPhone fans. 

On the contrary, other products might have a moderate level of hedonic or utilitarian 

value. For instance, common store-generated candles or inexpensive garden shovels 

(Lin, Bruning and Swarna, 2018). Thus, a product`s utilitarian and hedonic value might 

differ for any given customer and can vary depending on the consumer's and 

environment's characteristics (Batra and Ahtola, 1991). In this paper, we use term 

hedonic product for the one which has high hedonic value and utilitarian product for a 

product with higher utilitarian value.    

    Previous research shows that the preferences for hedonic and utilitarian products 
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are unstable. Indeed, a change of preferences between those products is common 

even within the same consumer. Numerous factors define consumer preference 

instabilities that are distinguished in the literature.  

    According to Sela and Berger (2012), attribute quantity is important in promoting 

hedonic products rather than utilitarian ones and thus, it has a systematic influence on 

choice. The research paper suggests that contrary to the previous study in the related 

subject, the number of product attributes demonstrated in the product affects hedonic 

and utilitarian product preferences at a different level. Researchers conduct five studies 

that reveal the benefits of product attributes for items that are considered to be less 

useful (e.g., hedonic products or “wants”) because the number of attributes serve as a 

heuristic cue for product practicality.  

     Another research conducted by Kronrod and Dangizer (2013) showed that 

consumers change their preference for hedonic and utilitarian products depending on 

the language style of consumer reviews. The research consisting of four studies brings 

to light that figurative language used in consumer reviews affects consumer attitudes 

positively towards hedonic products only. And, this effect is determined by 

conversational norms comprising figurative language. Also, studies emphasize the 

crucial role of conversational norms in understanding and creating user-generated 

content. 

    Furthermore, Lu, Liu and Fang (2016) attempted to analyze the role of guilt in 

consumer decision-making process for a product type. The authors examined the effect 

of decision targets (i.e., deciding for oneself or another person) when choosing 

between the hedonic or utilitarian product in two studies. The second study revealed 

that anticipatory guilt activated by engaging in hedonic consumption is reduced for 

customers who made decisions for others compared to those who decided for 

themselves. To sum up, the paper shows the change in preferences for utilitarian and 
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hedonic products depending on decision targets.  

     To summarize, research in the field suggests that consumer choices for necessity 

and experiential products differ depending on several factors such as a number of 

product attributes, language style of consumer reviews, and anticipatory guilt.  

    Only a few research attempted to find the effect of online exposure of hedonic and 

utilitarian products on consumer attitude towards the product and influencer. For 

example, Lim and Ang (2008) explored the effects of cultural conditioning, benefit claim 

type, and product type on consumer attitudes. Lim and Ang, in their research, 

compared two different societies, namely China and Singapore, which were culturally 

conditioned towards utilitarian and hedonic consumption accordingly. Findings of the 

study reveal that consumers from Shanghai (China) had a preference towards online 

ads promoting utilitarian as opposed to hedonic products. Whereas Singaporean 

customers showed a strong preference for hedonic products. The findings show that 

cultural conditioning plays important role in consumer choice towards product type. 

       However, a recent study by Yang et al. (2020) suggests that consumption 

trends might change due to unexpected events regardless of culture and nationality. To 

be more specific, Yang and his colleagues analyzed the consumer preference for 

hedonic and utilitarian products in the presence of public health emergency named 

COVID – 19. The researchers found that involvement in COVID-19 is strongly 

associated with the preference of utilitarian products (vs. hedonic items). And, this 

relationship is supported by the mediation effects of awe, problem-focused coping, and 

social norm compliance.    

   In a similar vein, Tarakci and Yildiz (2020), in their qualitative research about the 

effect of the pandemic on consumer preferences, stated that consumer preferences 

shifted because of COVID-19. Online in-depth interviews with 60 participants residing 

in Turkey showed that utilitarian consumption increased up to 20%. Whereas spending 
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on hedonic and luxury consumption decreased so that they were rarely consumed 

during the pandemic period. Moreover, the status of clothing and textile products 

changed from a compulsory consumption product prior to the pandemic to luxury 

products after it started. Therefore, study participants responded that they either 

stopped shopping or did it in a very little amount during the pandemic.   

    Taking into account consumer motivations of social media usage, users seek out 

social media because of the benefits they have, such as gaining access to networking 

resources and seeking assistance in meeting their informational, physical, and social 

needs (Quan-Haase and Young, 2010). In addition, Bonds-Raacke and Raacke (2010) 

discovered the existence of a useful and utilitarian component on social networking 

sites usage, which is related to the ability to acquire and share valuable information 

about various events, for educational purposes, etc. In addition, consumer`s gathering 

new information and discovering more about a specific topic has been recognized as 

the main components that describe the motivations of users to consume content on 

social networking sites (Mull and Lee, 2014; Muntinga, Moorman and Smit, 2011). 

    Moreover, according to the uses and gratification theory (U&G theory), consumers 

actively interpret and integrate received messages online, including advertisements 

and commercials, and reach the level of gratification they need and want (Kim and Kim, 

2019). In the case of Instagram Influencers, the content they share with followers 

brings users complete and appropriate information, with useful knowledge about 

products or services users pursue. This is the perceived usefulness construct defined 

by Casalo et al. (2017). Therefore, I propose that when influencers promote the product 

with high utilitarian value, user’s satisfaction of Instagram increases, thus leading to the 

fulfillment of the goal. Consequently, Instagram users will be more prone to have a 

higher attitude towards the product and the influencer when the promoted product is 

utilitarian.  
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Also, based on previous findings and taking into consideration the current pandemic 

situation I expect that when sponsored product type is utilitarian (vs. hedonic) it will 

result in a better attitude towards the product and influencer. I suggest that product 

type (utilitarian vs. hedonic) will moderate the effect of advertising disclosure on 

consumer attitude towards product and influencer (see Figure 1).  

    

    H2: Product type (hedonic vs. utilitarian) will moderate the effect of sponsorship 

disclosure on product and influencer attitude, so that simple disclosure and “honest” 

disclosure conditions, compared to control condition, will lead to a more favorable 

attitude towards the product and the influencer when product type is utilitarian 

 

 

 

Chapter 3. Main Study 

 

3.1. Methodology 

   

   Participants 

   A total of 420 participants residing in the United States were recruited for an online 

experiment through Amazon Mechanical Turk (MTurk) in exchange for a monetary 

reward. Each condition of sponsorship disclosure -  no (control condition), simple and 

“honest” disclosure - had an equal amount of 140 participants. However, 46 responses 

were removed from the final data set consisting of 374 responses due to the incorrect 

completion of the survey and also, for not passing the attention check questions. The 

final sample of 374 samples was represented by 52.7% male, the mean age of all 

participants was 35.63 (SD=11.24). In total 8 nationalities participated in the main study, 

with a significant concentration on American (52.8%) participants (N=197). The 
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educational background of the majority of participants was bachelor’s (52%) and 

master`s (28%) (N=300). Refer to Table 1 for general participants’ demographics. 

Participants ratio in sponsorship disclosure conditions were as follows no disclosure 

(control condition) 116, simple disclosure 118, and honest disclosure 140 participants 

(see Table 2).   

      Study Design 

   The experiment consists of three conditions: sponsorship (simple) disclosure vs. no 

disclosure vs. “honest” disclosure. A female (Carrington Durham as 

@carringtondurham; 1.2 million followers) and a male (Kevon Fredericks as 

@kevonstage; 1.2 million followers) macro level-influencers with more than 1 million 

followers is selected for female and male participants accordingly. First, participants 

are asked to take a survey which will take 3-5 minutes of their time a situation. Then, 

participants are asked to answer the questions about the pattern of social media usage 

including usage frequency. Participants who mentioned that they did not have an 

experience of using Instagram are excluded from entering the next step. Afterward, 

respondents are shown 10 photos of social media influencers of which 4 represent 

promotional content according to study conditions. Participants were randomly 

assigned to one of 3 conditions (no disclosure, simple disclosure, “honest” disclosure). 

Participants were then asked to view related stimuli and answer questions regarding 

the stimuli. At the end of the study, participants complete some demographic questions 

and were then thanked for their participation. 

    Stimulus Materials 

   The sponsorship disclosure was manipulated by the presence and absence of the 

hashtag of #Sposored in the text of the post as conducted in a previous study (Evans 

et al., 2017). And, the posts included advertising disclosure of official branded content 

tool “paid partnership with [brand]” nearby the influencer account name. The “honest” 



 

 １８ 

opinion disclosure condition stated that “this post was sponsored by [brand] but the 

content is based on my honest opinion”. The chosen posts were modified using 

Photoshop graphic editor and placed so that they had matching image, identical texts 

and identical order for both female and male participants. All the brands mentioned in 

the texts and presented on the images were replaced with non-existing brand to avoid 

effects that might appear because of well-known or familiar brands. 

    Measures 

Product Type 

     We used a survey to identify items that people view primarily as luxuries or as 

necessities. In a separate pretest, 50 participants rated 12 items identified in the paper,  

on a seven-point scale (1 = “utilitarian,” 7 = “hedonic”). Following the work of 

Strahilevitz and Myers (1998), we described a utilitarian, or an essential item as one 

that is primarily preferred to satisfy a basic need or to complete a functional or practical 

task, and hedonic or luxury product was defined as an item motivated primarily by a 

desire for pleasure and fun. 

Product attitude.   

   Attitude towards the product is measured with six items to the question of “How did 

you feel about the product in the Instagram post” on a 7-point semantic differential 

scale. The descriptions of the six items were; Desirable/not desirable, 

Pleasant/unpleasant, Likeable/not likable, Good/bad (Silvera & Austad, 2004). 

Attitude towards Influencer  

   Attitude towards the influencer is measured with six items to the question of “How 

did you feel about the influencer in the Instagram post” on a 7-point semantic 

differential scale. The descriptions of the six items were; bad/good, friendly/unfriendly, 

unfavorable/favorable, negative/positive, unattractive/attractive (Silvera & Austad, 

2004). All measures can be found in the Appendix section of the paper.    
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3.2. Results 

 

    Pretest 

   A pretest was conducted to analyze the level of a product in the post to which it is 

utilitarian or hedonic. Pretest confirmed that 8 out of 12 items are primarily hedonic and 

4 of them are utilitarian, and the difference between product means revealed 

statistically significant results (see Table 3). 

    Manipulation Check 

   Similar to the manipulation check of Hwang and Jeong (2016) in their paper about 

sponsorship disclosure, to check whether the manipulation of disclosure type was 

successful, study participants were asked to answer the following question “Does the 

blog post contain an expression that the post was a sponsored post?”. 91.1% of the 

simple disclosure condition and 90.1% of the “honest opinion” disclosure condition 

reported yes, whereas 32.8% of the no disclosure (control) condition reported yes. The 

difference was statistically significant (2(2)= 49.37, p < 0.001). In addition, study 

participants were asked to report whether the blog post contained an expression that 

the post was based on an honest opinion. 86.4% of the “honest opinions” disclosure 

condition reported yes, whereas 29.7% of the simple disclosure condition and 25.9% of 

the no disclosure (control) condition reported yes. The difference was statistically 

significant ( 2(2)= 84.42, p < 0.001). Thus, the manipulation of disclosure type was 

successful. 

    Multivariate Analysis  

 The effects of Sponsorship Disclosure on Consumer Product and Influencer Attitude  

    A one-way MANOVA was conducted to test the effects of sponsorship disclosure 

on the product attitude and the influencer attitude.  

   Before conducting the MANOVA analysis, four assumptions for reliable results were 
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taken into account, e.g. the criteria of scale measurement or the violation of 

homogeneity. The criteria of scale of measurement and independence were met. 

Levene’s test was conducted to estimate the homogeneity of variance (see Table 4). 

The analysis of consumer attitude resulted in the following: F (2,371) = 0.335, p = 

0.716 (attitude towards the product), F (2,371) = 1.68, p = 0.18 (attitude towards the 

influencer). 

As all results were not significant, violation of homogeneity of variance is not assumed. 

Table 4. Levene's Test of Equality of Error Variances. 

Levene's Test of Equality of Error Variancesa 

  

Levene 

Statistic df1 df2 p 

Product 

Attitude 

Based on 

Mean 

0.335 2 371 0.716 

Based on 

Median 

0.381 2 371 0.683 

Based on 

Median and 

with 

adjusted df 

0.381 2 356.437 0.683 

Based on 

trimmed 

mean 

0.218 2 371 0.804 

Influencer 

Attitude 

Based on 

Mean 

1.681 2 371 0.188 

Based on 

Median 

1.338 2 371 0.264 

Based on 

Median and 

with 

adjusted df 

1.338 2 363.688 0.264 

Based on 

trimmed 

mean 

1.587 2 371 0.206 

Tests the null hypothesis that the error variance of the dependent variable is equal 

across groups. 

a. Design: Intercept + Sponsorship Disclosure Conditions 
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   However, the test for normality revealed significant results (Wp (374) =0.927, 

p=0.000; WI (374) =0.924, p=0.000) for the variables and therefore assumed non-

normal distribution (Table 5).  

Table 5. Test of Normality. 

Tests of Normality 

 Kolmogorov-Smirnova Shapiro-Wilk 

 Statistic df p Statistic df p 

Product Attitude 0.128 374 0.000 0.927 374 0.000 

Influencer 
Attitude 

0.113 374 0.000 0.924 374 0.000 

 

 

   As MANOVA is perceived to be quite robust against moderate violations of this 

assumption (Field, 2009), the analysis was pursued conscious of differences of means, 

especially for the variable behavior. The results revealed statistically significant results, 

F (6, 738) = 2.55, p < 0.019; Wilk's Λ = 0.96, partial η2 = 0.020. As our analysis 

demonstrated significant outcome, we performed additional tests.  

  Univariate ANOVAs 

To determine how the dependent variables vary for the independent variable, we 

conducted the Tests of Between-Subjects Effects (see Table 6). 

 

Table 6. Tests of Between-Subjects Effects 

Tests of Between-Subjects Effects 

Dependent Variables Source F p df 

Product Attitude Sponsorship 

Disclosure 

3.6 0.027 2, 371 

Influencer Attitude 3.9 0.022 2, 371 

 

   According to the Table 6, sponsorship disclosure has a statistically significant effect 

on both Product Attitude (F (2, 371) = 3.6; p < .027) and Influencer Attitude (F (2, 371) 
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= 3.9; p < .027). 

  Following significant ANOVA results, Tukey's HSD post-hoc tests were conducted as 

well as shown in Table 7. 

 

Table 7. Multiple Comparisons  

In this table, numbers from 1 to 3 indicate sponsorship disclosure conditions: 1 = 

“honest”, 2 = no disclosure, 3 = simple disclosure conditions. 

 

Multiple Comparisons 

Dependent Variable p 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Product 

Attitude 

Tukey 

HSD 

  1   2 0.022 0.0419 0.6940 

  3 0.709 -0.2149 0.4325 

  2   1 0.022 -0.6940 -0.0419 

  3 0.173 -0.5992 0.0808 

  3   1 0.709 -0.4325 0.2149 

  2 0.173 -0.0808 0.5992 

Influencer 

Attitude 

Tukey 

HSD 

  1   2 0.023 0.044 0.734 

  3 0.130 -0.061 0.625 

  2   1 0.023 -0.734 -0.044 

  3 0.765 -0.467 0.253 

  3   1 0.130 -0.625 0.061 

  2 0.765 -0.253 0.467 

Based on observed means. The error term is Mean Square(Error) = 1.363. 

*. The mean difference is significant at the .05 level. 
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   These results support Hypotheses 1b but not Hypotheses 1a. However, different 

from expectation the mean value of simple sponsorship disclosure condition was higher 

than no sponsorship disclosure condition.  

Moderating role of Product Type 

A moderation analysis was conducted with Model 1 of Hayes’s (2012) ‘PROCESS’ in 

SPSS to test the influence of product type on study participants’ attitudinal responses. 

The analyses resulted in a significant moderation effect for the attitude towards the 

influencer (F (2, 368) = 5.3045, R² = 0.0274, p = 0.0054), but not for the product 

attitude (F (2, 368) = 1.7968, R² = 0.0094, p = 0.1673). Significant results indicate that 

the effect of simple disclosure on influencer attitude change depending on the product 

type which is utilitarian (p = 0.01).  

Therefore, the moderation effect of the product type for the product in the proposed 

research model was not proven. However, interaction effect of sponsorship disclosure 

and the product type, namely utilitarian was proven. These outcomes lead to the 

rejection of Hypothesis 2 in terms of the product attitude as well as its approval in terms 

of the influencer attitude.  

An overview of the moderation analysis can be found in the following figures Figure 2 

and Figure 3.  
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Figure 2. Moderation Analysis (Product Attitude) 

  

 

 

 

 

 

 

 

 

 

 

Figure 3. Moderation Analysis (Influencer Attitude) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Product 

Type 

Sponsorship 

Disclosure 

Product 

Attitude 

Sponsorship Disclosure* 

Product Type 

 

Sponsorship 

Disclosure 

Product 

Type 

Sponsorship Disclosure* 

Product Type 

 

Influencer 

Attitude 

p=0.0126 

p=0.82 

p=0.01673 

p=0.0018 

p=0.7989 

p=0.0054, 

px1 = 0.1303; 

px2 = 0.0014; 

 



 

 ２５ 

Figure 4. Interaction effect of product type and sponsorship disclosure on attitude 

towards the product 

 

 
 

There was no moderation effect of product type on attitude towards the product. 

 

Figure 5. Interaction effect of product type and sponsorship disclosure on attitude 

towards the influencer 
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Interaction effect of product type and sponsorship disclosure on attitude towards the 

influencer was only significant for simple sponsorship disclosure condition (px2 = 

0.0014). Being more precise, the effect of simple disclosure on influencer attitude alters 

depending on the product type.  

 

3.3. Discussion 

   

     The present paper aimed at addressing the effects of sponsorship disclosure in 

the context of sponsored content and Instagram postings. Some of the study results 

support the hypothesized assumptions that participants exposed to promotion 

disclosure on Instagram will demonstrate greater attitudes towards the product and 

influencer. Regarding the effect of type of sponsorship disclosure, this study showed no 

significant effect of simple sponsorship disclosure. The results suggest that 

emphasizing simple sponsorship disclosure has no significant impact on viewers’ 

behavioral or attitudinal responses. The discrepancy to the present results might be 

due to the different methods and consumer responses tested. The different nature of 

the methods may lead to distinct processing of the sponsorship disclosures. Also, the 

condition with the pandemic might be one of the factors that result in unexpected 

outcome of the study. This is also represented in the present study, as simple 

sponsorship does not have a significant impact on consumers’ responses. However, 

the results of the current research support the initial theorizing that the usage of 

“honest opinion” in sponsorship disclosure has an impact on the view of both product 

and influencer by customers. What is more, results revealed that “honest opinion” is 

essential when disclosing post sponsorship for Instagram influencers as well as the 

product that is being promoted. Also, there was significant statistical proof for the 

moderating effect of product type on attitude towards the influencer. Therefore, second 
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hypothesis was supported partially that the simple disclosure condition compared to 

control condition will lead to a more favorable attitude towards the influencer when 

product type is utilitarian. 

 

Chapter 4. Conclusion 
 

    Previous studies on a sponsorship disclosure in Instagram influencer’s branded 

content have revealed that disclosure affects the perceptions and behavioral intentions 

of consumers towards content and promoted brand and product. However, only a 

limited number of research was conducted in order to find ways to enhance the 

perceptions of customers when the sponsorship disclosure is present. The present 

study intended to contribute to the issue by investigating the effects of promotion 

disclosure, executed through Instagram official branded tool (“Paid partnership with 

[brand]”) and hashtag (#sponsored#) content and also, by including “honest opinion” 

and “being honest” statements, on the consumer’s attitude towards the products and 

influencers. Supporting results from previous studies, the performance of online survey, 

as hypothesized, demonstrated that usage of “honest opinion” can enhance consumer 

attitude towards the influencer and the product compared to no disclosure condition.  

    The results of the current research paper clearly indicate the answers to the stated 

research questions. First, product type namely, hedonic and utilitarian does not play 

role in promoting products to Instagram users with the sponsorship disclosure. 

However, the type of product being advertised might moderate the effect of simple 

disclosure condition on the influencer attitude. Second, influencers can shape positive 

follower attitudes about themselves by indicating the sponsorship disclosure and also 

including statements such as “honest opinion” and “being honest”.  

    Further analysis for the role of product type, namely hedonic and utilitarian, has 
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shown that the outcome for one of the sponsorship disclosure conditions can change 

because of the moderating effect of product type. To be more precise, the power of the 

condition of simple sponsorship disclosure on the influencer attitude can vary 

depending on the product type being promoted. Thus, results are noteworthy to the 

research field of advertising disclosure on Instagram.  

Managerial implications  

    The findings of the study imply some useful information for marketing managers. 

First, promotional content being posted on Instagram by influencers should include the 

statement of honesty and sincerity. Influencers who state “honest opinion” under the 

promoted post which has sponsorship disclosure have higher chances to gain positive 

attitude of Instagram users. Second, for influencers when promoting products under 

simple disclosure condition, it is important to post utilitarian products rather than 

hedonic.  

Limitations and further research  

    There are several limitations to the study. First, the violation of normality of 

distribution on the sample data set leads to the careful implication of the overall results. 

In the future, there is a need to conduct similar research with a different data set which 

follows all the assumptions. In addition, the mediating factors for the relationship 

between honest disclosure and consumer perceptions are needed to further 

understand the results.  

   The third limitation of the study is the moderating effect of the product type on the 

relationship between sponsorship disclosure and consumer attitudes. Further research 

should be considered to analyze what type of products moderate the relationship of no 

disclosure and honest sponsorship disclosure condition, and the attitude of Instagram 

users.   
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Appendix A 

Stimuli Materials for Male participants 

Main Photos 

 

               

 

Stimuli Materials for Utilitarian Product Condition Participants  

No Disclosure Condition 
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Simple Disclosure Condition  
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Honest Disclosure Condition 
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Stimuli Materials for Hedonic Product Condition Participants  

No disclosure Condition  
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Simple Disclosure Condition 
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Honest Disclosure Condition  
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Appendix B 

Stimuli Materials for Female Participants 

Main Photos 

 

 



 

 ３７ 

Stimuli Materials for Utilitarian Product Condition Participants  

No Disclosure Condition 
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Simple Disclosure Condition  
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Honest Disclosure Condition  
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Stimuli Materials for Hedonic Product Condition Participants  

No Disclosure Condition 

 

Simple Disclosure Condition 
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Honest Disclosure Condition  
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Appendix C 

Scale Items for the Survey 

Surveys are based on a 7-point semantic differential scale. 

Attitude towards the product (adapted from Silvera and Austad, 2004; Bipolar). 

    “How did you feel about the product in the Instagram post?”.  

 Desirable/not desirable 

 Pleasant/unpleasant 

 Likeable/not likeable 

 Good/bad  

Attitude towards Influencer  

     “How did you feel about the influencer in the Instagram post?” 

 bad/good 

 unfriendly/friendly 

 unfavorable/favorable 

 negative/positive 

 unattractive/attractive 
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Tables and Figures 
 

Figure 1 

 

Hypothesized effects of sponsorship disclosure on consumers` attitude towards 

influencer and the product 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 1 

Demographics of research sample 

Variable  Count Percent 

Gender Male 197 52.70% 

 Female 177 47.33% 

Instagram Usage Yes 365 97.6% 

 No 9 2.41% 

Education Level Bachelor`s 195 52.14% 

 Master`s 105 28.07% 

Sponsorship 

disclosure 

Attitude towards 

- Influencer; 

- Product 

 

Product Type 

(Hedonic vs. 

Utilitarian)  

 

H1a; H1b 

H2 
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 PhD 60 16.04% 

 Other 14 3.74% 

Nationality US 197 52.67% 

 India 100 26.74% 

 Other 77 20.59% 

 

Table 2 

Descriptive Statistics 

Condition Mean SD N 

Product Attitude No Disclosure 5.389 1.201 116 

Simple Disclosure 5.648 1.076 118 

Honest 5.757 1.039 140 

Total 5.610 1.110 374 

Influencer Attitude No Disclosure 5.398 1.193 116 

Simple Disclosure 5.505 1.252 118 

Honest 5.787 1.070 140 

Total 5.579 1.177 374 

 

Table 3 

Overview of Product Type  

Rating of items on 7-point scale (1 – utilitarian, 7 – hedonic) 

  Product Type  

 Product name Hedonic Utilitarian  

For Male Participants  Mean (SD)  P-value 

1 Black Leather Bag 4.28 (1.67)  0.000 

2 Pair of Runners 4.34 (1.66)   

3 Video Game Console 4.52 (1.92)   

4 Luxury Watch 4.72 (1.99)   

For Female Participants     

5 Pink Outfit  5.7 (1.36)   



 

 ５３ 

6 Cozy Set 5.2 (1.46)   

7 Red Dress 5.26 (1.54)   

8 Black Dress 5.86 (1.44)   

For Both     

9 Black Laptop  3 (1.76)  

10 Kettle and Toaster  3.36 (1.63)  

11 Mop  3.54 (2.10)  

12 Runners  3.52 (1.75)  

Demographics     

 Variable  N Ratio 

 Gender Male 23 0.46 

  Female 27 0.54 

 Age 20 -39 33 0.66 

  40-49 17 0.34 
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Abstract in Korean 
 

     지난 몇 년 동안 인플루언서 마케팅은 중요한 마케팅 도구가 되었습니다. 인

플 루언서뿐만 아니라 마케터에게도 소비자를 위한 인플루언서 마케팅의 역할과 콘

텐츠에 따라 태도가 어떻게 변하는지 이해하는 것이 중요합니다. 특히 후원되는 모

든 유형의 콘텐츠를 공개해야하는 법률 시행 이후에 필요성이 증가했습니다. 본 연

구는 스폰서십 공개가 제품 및 인플루언서에 대한 태도에 미치는 영향을 조사합니

다. 이는 제품 유형, 즉 hedonic과 utilitarian에 따라 특정 인플루언서 및 광고되는 

제품에 대한 소비자 인식에 대한 후원 공개의 효과가 변경됨을 시사합니다. 가설을 

테스트하기 위해 인스타그램에서 한 명 이상의 인플루언서를 팔로우 한 소셜 미디

어 사용자를 대상으로 온라인 설문 조사를 실시하였다. 이론적이고 실제적인 의미

를 논의합니다. 이론적이고 실제적인 의미가 제공됩니다. 
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