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Förord  

Den här kandidatuppsatsen skrevs till stor del i Worcester, England och även i Halmstad, 

Sverige under våren 2017. Intresset för ämnet Influencer marketing på YouTube med 

millennials som målgrupp väcktes på grund av sociala mediers påverkan på marknadsföring, 

och hur konsumenter interagerar med varandra och företag. Vi valde att undersöka hur 

underhållning och attityd gentemot sponsrat innehåll på YouTube och dess skapare kan 

påverka köpavsikt hos millennials, en generation som består av de som är födda mellan åren 

1980 och 2000. Underhållning valdes eftersom YouTube är en underhållningsplattform och 

marknadsföring via YouTube bör ske i ett format och i en stil som passar in det 

sammanhanget. Attityd valdes eftersom vi förväntade oss att positiva attityder gentemot 

innehållsskapare på YouTube skulle kunna motverka de generellt negativa attityder som 

millenniegenerationen har gentemot reklam i allmänhet. 

Vi vill tacka Högskolan i Halmstad samt respondenterna i vår studie som har gjort den här 

uppsatsen möjlig. Ett stort tack vill vi även rikta till vår handledare Christine Tidåsen som har 

hjälpt oss i denna uppsatsprocess genom att bidra med tydlig och konstruktiv kritik.  

Tack! 
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Ludvig Hansson    Natasa Stanic  
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Sammanfattning 

Titel: Do big laughs and positive attitudes sell? - An examination of sponsored content on 

YouTube and how entertainment and attitude influence purchase intentions in millennial 

viewers.  

Datum: 2017-05-23 

Nivå: Kandidatuppsats  

Författare: Ludvig Hansson & Natasa Stanic 

Handledare: Christine Tidåsen 

Examinator: Navid Ghannad  

Problem: Digitaliseringen och framkomsten av sociala medier har förändrat hur konsumenter 

interagerar med varandra och med företag. Millennial generationen präglas en mer vidspridd 

skepticism gentemot reklam och marknadsföring jämfört med tidigare generationer och de 

tenderar att filtrera bort reklam genom att ignorera eller blockera den med hjälp Ad-Blocking 

program. Under 2015 beräknas företag ha förlorat upp till 22 miljarder USD på grund av 

reklamblockering. 

Syfte: Syftet med den här studien är att undersöka hur och i vilken utsträckning attityd och 

underhållning i sponsrat innehåll på YouTube påverkar köpavsikten hos 

millenniegenerationen  genom Influencer marketing.   

Forskningsfråga (översatt): Hur påverkar attityd och uppfattning av underhållning i 

sponsrat innehåll på YouTube köpavsikter hos millenniegenerationen? 

Teoretisk referensram: Tidigare forskning och teorier gällande gällande attityd och reklam; 

underhållning och reklam och köpavsikt är inkluderade i uppsatsen. 

Metod: Primärdata samlades in genom en kvantitativ metod i form av en webbenkät.  

Enkäten bestod av 14 frågor och den slutliga urvalsstorleken blev 144 individer som samtliga 

var födda mellan åren 1980 och 2000. 

Slusats: Baserat på vår primärdata och hypotesprövningar kan vi dra slutsatsen att både 

underhållning i sponsrat YouTube innehåll och attityd är bestämmande faktorer av köpavsikt 

bland YouTube-tittare inom millenniegenerationen. Dessa relationer är bidirektionella vilket 

betyder att underhållning och attityd kan påverka köpavsikter positivt eller negativt.  

Implikationer: Våra resultat ger sponsorer och influencers på YouTube insikt i hur 

underhållning och existerande positiva attityder gentemot den som producerar det sponsrade 

innehållet kan användas för att påverka köpavsikter och därmed öka försäljning.  

Nyckelord: Influencer Marketing, Millennials, YouTube, Attityd, Underhållning, Köpavsikt.  
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Abstract  

Title: Do big laughs and positive attitudes sell? - An examination of sponsored content on 

YouTube and how entertainment and attitude influence purchase intentions in millennial 

viewers.  

Date: 2017-05-23 

Level: Bachelor Thesis in International Marketing  

Author: Ludvig Hansson & Natasa Stanic 

Supervisor: Christine Tidåsen  

Examiner: Navid Ghannad 

Problem: Digitalization and the emergence of social media have changed the way consumers 

interact with each other and with companies. The millennial generations is characterized to be 

more sceptical to traditional advertisements than other generations, tending to filter them out, 

either by simply ignoring them or by blocking them with ad-blocking software. During 2015 

alone the monetary loss for advertisers and publishers was estimated to 22 billion USD as a 

result of the use of ad-blocking software.  

Purpose: The purpose of this study is to investigate how and to what extent attitude and 

perceived entertainment in influencer marketing content on YouTube can influence purchase   

intention in millennial viewers.  

Research question: How do attitude and perceived entertainment in sponsored content on 

YouTube affect purchase intention of millennials?  

Literature review: Theories regarding attitude, entertainment, purchase intention and  

Influencer marketing are included in this study.   

Method: The research method is a quantitative study in the form of a online survey. The 

survey consists of 14 questions and a sample size of 144 respondents. The sample consists of 

millennials born between 1980 and 200.  

Findings: Based on our survey results we conclude that both perceived entertainment in 

sponsored YouTube content and attitude are determinants of purchase intentions of millennial 

YouTube viewers. The relationships found were bidirectional, meaning that entertainment 

and attitude can affect purchase intentions both positively and negatively.   

Implications: Our findings provide both sponsors and content creators with insight into how 

entertainment and existing positive attitudes towards the content creator may be leveraged in 

order to drive sales.  

Keywords:  Influencer Marketing, YouTube, Millennials, Attitude, Entertainment, 

Purchase intention.  
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1 Introduction  

This chapter presents the background for this study followed by the problem discussion which 

leads to the research question. The purpose of this study is also included in this chapter and 

the delimitations which have been made are discussed. The key concepts of this study which 

can be found in the appendix are presented, in order to give the reader a greater 

understanding of the theories which are included in the literature review.  

1.1 Background  

By now it is apparent to any marketing professional that the future of advertising and indeed 

that of marketing as a whole lies largely in the realm of the digital and the technological. 

Today brands are expected and often required to have a significant presence online, because it 

is through digital online media that the modern consumer can be reached. The modern man, 

or indeed woman, is someone who constantly surrounds themselves with technology in all its 

forms and who is constantly connected.  

1.1.1 Millennials and the online content market  

The popularity of social media has increased all around the world and changed the way 

individuals interact with the each other and with the world around them (Vinerean, Cetina, 

Dumitrescu & Tichindelean 2013). The online content market is an area which is constantly 

growing and there is a falling trend when it comes to the traditional media market (Yang, Ha, 

Wang & Abuljadail, 2015). Standing somewhere between social media and entertainment we 

find YouTube, the Google-owned video-sharing giant. According to Gilan and Hammarberg 

(2016) YouTube is the third biggest website in the world when it comes to the amount of data 

which is generated, and YouTube is the second biggest search engine after Google. YouTube 

is an effective medium when it comes to communication, sharing of content and  content 

creation (Feroz & Gohar, 2014; Kaplan & Haenlein, 2010).  

By allowing the users to create and share their own content, which also is referred to as user 

generated content, YouTube keeps the users engaged and active in the network (Castronovo 

& Huang, 2012). YouTube has attracted a vast number of users who are actively producing 

content on the site, also known as content creators (Ault, 2014). These content creators have 

in notable cases grown to be extremely successful and popular, some even being more 

recognizable than traditional celebrities (Ault, 2014). One generation which is actively 

involved with the creation of content on social media and which prefer to multitask and to 

stay connected through technology is the millennials (Bolton, Parasuraman, Hoefnagels, 

Migchels and Kabadayi, 2013). 

The term millennial is commonly used to refer to young adults all over the world, but writers 

and researchers are not entirely unified as to the actual age-range of this generation. In their 

book, Marketing to millennials, Garton & Fromm (2013) define the millennial generation as 

consisting of those individuals born between the years 1977 and 1995, and Robinson & 

Stubberud (2012) defined the generation as those born between approximately 1979 and 

1994, while Smith & Nichols (2015) defined the millennial generation as those born between 

the years 1980 and 2000, as did Gurău (2012). Similarly, Hershatter & Epstein (2010) 

outlined that the very first millennials were born in 1982, sharing a birth year with the 

internet as we know it today. While there are differences in the definition of the age range of 
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the millennial generation, often referred to as Generation Y (Smith, 2011), the general 

consensus is that the millennial generation consists of those born between approximately 

1980 and 2000, and it is this definition that we will adhere to for the remainder of this paper. 

In terms of behaviour and characteristics, millennials are a group which has grown up with 

the Internet and modern communication technology such as mobile phones and social 

networks, and they are frequently exposed to and accustomed to using technology, having 

grown up alongside it (Robinson & Stubberud, 2012; Gurău, 2012). The millennial 

generation relies on entertainment and interaction through technology (Bolton et al., 2013). 

Millennials use social media for entertainment, information seeking, to socialize with others 

and to participate within a community, which is especially true in the case of YouTube where 

communities tend to form around the active personalities, or content creators on the platform 

(Bolton et al., 2013; Moore, 2012).  

1.1.2 Millennials on YouTube 

When attempting to market a product or service to millennials YouTube presents an ideal 

marketing channel due its substantial millennial user base. YouTube’s own statistics showed 

that as a group people aged 18-34 view entertainment on YouTube more than on traditional 

media such as cable television, and the same report stated that as a media platform YouTube 

is capable of reaching 47% of millennials (YouTube Insights, 2014). Young millennials aged 

13-24 in America reported that they on average watch 11.3 hours of free online video content 

per week, mainly on YouTube, meaning that many millennials on average watch more 

YouTube content than television (Spangler, 2015). Millennials do not only watch videos on 

YouTube, they also help to spread it further: 9% of all visitors on YouTube aged 18-34 share 

or comment on videos each month, meaning that YouTube has greater social engagement 

than any other online video sharing website (YouTube Insights, 2014).  

1.1.3 Advertising on YouTube 

Furthermore YouTube is not only known for its video content as it is also known as an 

advertising network, which is a necessity since a vast majority of YouTube’s content is free, 

and as such YouTube is heavily reliant on this advertising revenue to maintain the vast 

amount of video content on the site. The basic forms of video advertising offered by 

YouTube are in-stream ads and in-video ads (Dehghani et al, 2016). In-stream ads are the 

video advertisements that can be displayed before, during and after videos, and generally 

these ads can be skipped by viewers after 5 seconds, and in-video ads are small pop-up ads 

displayed at the bottom of the video, and these can also be minimized by viewers (Dehghani 

et al, 2016). The advertisement offered by YouTube is firm-generated, as opposed to 

sponsored content which is user-generated in collaboration with a firm.  

The apparent source of YouTube advertising can affect the perceived credibility of the ad, as 

researchers Hansen, Lee & Lee (2014) found that viewers of advertisement on YouTube 

perceived the ad as more credible when the source was another consumer. Consumers or 

users as a source also enhanced ad attitudes and pass-along, meaning that viewers were more 

likely to share and spread the video (Hansen et al., 2014). Researchers later conducted a 

similar study which also examined the role of consumer personality, and this study 

corroborated the results of the first study. Lee, Lee & Hansen (2016) found that viewers saw 

user generated advertisements as more credible than firm-generated content, indicating in 
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combination with their previous study that YouTube’s own advertising is perceived to be less 

credible than user generated advertising.  

1.2 Problem 

1.2.1 How millennials feel about advertising 

While YouTube is a major advertising platform and it is frequented by millennials, it is 

unclear how effective these advertisements are in reaching and affecting millennials. The 

millennial generation is characterized by being more sceptical than other generations due to a 

higher transparency when it comes to information and as a generation they are resistant to 

advertisements to an extent, tending to filter them out, either by simply ignoring them or by 

blocking them with third-party software (Pagefair, 2015; eMarketer, 2015; Bolton et al., 

2013). As a group millennials are generally resistant to traditional push marketing, preferring 

to find and pick the information they want on their own from their trusted sources, and these 

trusted sources are not the providers of products (Bolton et al., 2013). The emergence of 

social media has only served to enhance this resistance as it resulted in a shift of power from 

companies to consumers when it comes to control over online content (Chipp & Chakravorty, 

2016).  

Before the emergence of social media and user-driven media companies largely decided how 

content such as music, videos and news should be produced, distributed and presented, and 

consumers had very little control over content (Chipp & Chakravorty, 2016). However, newer 

media has given consumers the the option to create their own content and to affect the success 

of existing content through active social discussion and sharing. Because of these 

developments the sheer amount of content available online has increased dramatically, 

whether is is entertainment or informative content such as news or any other kind of online 

content (Chipp & Chakravorty, 2016). The millennials' relatively high resistance to traditional 

push advertising and their scepticism toward advertising in general makes reaching out to 

millennials through YouTube more difficult, and it is not the only obstacle to effective 

YouTube marketing: many millennials simply ignore advertising on YouTube. 

Approximately 80% of all YouTube ads that can be skipped are skipped by the users 

(PageFair, 2015), and an additional issue is that of ad-blocking through the use of third party 

software.  

1.2.2 The threat of Ad-Blocking 

Statistics show that in 2015 there were approximately 198 million active users of Ad-

blocking software 1 on home computers in the world and this number is expected to have 

greatly increased since then (PageFair, 2015). This large-scale use of Ad-blocking software 

has resulted in a big monetary loss for publishers and advertisers, during 2015 this loss was 

calculated to 22 billion USD (Shields, 2016; Tornoe, 2016). Millennials frequently use Ad-

blocking software; up to two thirds of all millennials use some form of Ad-blocker when they 

browse the Internet. Ad-block software is not limited to desktop usage, it is also commonly 

used on mobile phones. According to statistics there were 309 million users of ad-blocking on 
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10 

 

the mobile web in May of 2016 (PageFair, 2016), and more than 90% of YouTube users 

between 18-34 use their mobile devices to browse the site. In addition, there are at least 4.9 

million users of mobile in-app ad blocking software (PageFair, 2016). Companies and 

marketers face many challenges due to the increased usage of Ad- blocking software; they 

have to find new marketing channels or redesign their marketing activities in order to avoid 

being blocked by users (Guadagno, 2015). Companies which use videos as a way of 

marketing must concentrate on the quality, relevance and creativity of the content in order to 

retain the attention of the consumers (Chahal, 2016). Research shows that one of the main 

reasons that consumers download Ad- blocking software is because of lacking attention in 

these three areas mentioned above (Chahal, 2016).  

1.2.3 YouTube’s potential as a marketing channel 

But despite these obstacles YouTube still has immense potential as an advertising channel, 

being capable of reaching up to 50% of all millennials (PageFair, 2016). However in order to 

reach out to the millennial generation through YouTube a change of approach is necessary. 

There are in fact alternative ways to reach the millennial generation of YouTube, and it is not 

through traditional video advertising but rather with the use of user generated content. 

YouTube is after all a video-sharing and streaming network built on the concept of users 

creating and uploading their own video content (Feroz & Gohar, 2014; Kaplan & Haenlein, 

2010). Since YouTube already has potential as an advertising channel and a large millennial 

user base, there could be some issue with effectively reaching that part of their users, but 

there is an alternative advertising method on YouTube that while seeming similar to its native 

advertising is potentially more effective at reaching the millennial audience: Influencer 

marketing 2 Influencer marketing is a marketing method which makes use of influencers to 

spread their message (Hoonsopon & Puriwat, 2016). On YouTube, content creators fill the 

role of influencers, acting as endorsers for various companies in their videos, often as part of 

an affiliate program which is used within affiliate marketing 3(Clawson, 2011).  

There are people who are relying on producing video content for their livelihood, making 

money primarily from displaying ads on their content. But recently, many content creators 

have begun to rely on other sources of income apart from hosting ads, and among these 

alternatives one in particular is of great interest, and that is sponsored content. Sponsored 

content is, as the name suggests, any video content that is financially supported by a third 

party (Chaffey & Chadwick, 2012). Based on what we have seen, this content is typically 

identical to usual content apart from including a sponsored message varying in length and 

level of detail, often including some form of affiliate program. Sponsored content on 

YouTube falls under the category of Influencer Marketing, and this video content provides 

viewers with a mix of entertainment and a moderate amount advertising content (60% of 

Professionals invest in influencer marketing, 2014, March 15). 

Influencer marketing is generally thought of as an efficient way of reaching millennials due to 

their tendency to look for product information from trusted sources (Spangler, 2015). The 
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common use of free trials and special offers in affiliate deals is also an effective incentive for 

millennials to take action (Clawson, 2011; Mastacan, 2009). Since YouTube is frequently 

used by millennials (YouTube Insights, 2014), it constitutes a marketing platform with great 

potential when it comes to marketing to millennials through influencer marketing. YouTube 

stars are suitable for influencer marketing since they may in some cases be more recognizable 

than traditional celebrities. In a survey conducted by Ault (2014) the five most influential 

figures among young Americans aged 13-18 were YouTubers. The YouTubers in this survey 

also scored higher than traditional celebrities when it came to factors related to influencing 

purchase intentions among millennials (Ault, 2014). Furthermore millennials tend to identify 

themselves with and relate to YouTubers more than traditional celebrities, since the content 

producers on YouTube tend to be perceived as more genuine (Spangler, 2015). Since it is 

difficult to measure how effective an ad is previous research has defined ad effectiveness in 

terms of the factors influencing it (Dehghani, Khorran Niaki, Ramezani & Sali, 2016) and 

this is a approach which will be applied to our study as well. Purchase intention has been 

established by previous research to be a strong indicator of ad effectiveness (Dehghani et al, 

2016; MacKenzie, Lutz & Belch, 1986; Teixeira & Stipp, 2013). Two aspects of 

advertisements that are relevant to sponsored content on Youtube are perceived entertainment 

value 4 in the ad and attitude 5 towards the ad, and it has been established that these factors 

can influence purchase intentions 6 (Dehghani et al, 2016; MacKenzie, Lutz & Belch, 1986; 

Teixeira & Stipp, 2013). Therefore we believe that these two concepts, attitude and 

entertainment are part of what makes sponsored content on YouTube appealing to millennials 

and which can lead to positive purchase intention.  

1.3 Academic and professional relevance of the research 

We consider sponsored content on YouTube to be an interesting area of study due to the 

difficulty of reaching millennials of YouTube using traditional advertising, such as banner 

ads or regular video ads. What we specifically will be researching is how and to what extent 

attitude and perceived entertainment in influencer marketing content on YouTube can 

influence intention of purchase in millennial viewers. By studying the role of perceived 

entertainment and attitude towards the sponsored content in determining purchase intentions 

we hope to shed some light on how sponsored content on YouTube may be more effectively 

used, effective in this case meaning being able to positively influence purchase intentions.  

The academic benefits of this are expanding existing theory on attitude, purchase intentions 

and perceived entertainment in advertising by studying these concepts in a modern and digital 

environment, and this research will also provide background on how these three primary 

concepts may be connected. We also believe that this research will be relevant to marketing 

professionals as well as to those who produce sponsored content as it may demonstrate how 

sponsored content should be designed in order to positively enhance attitudes towards it. By 

understanding how attitude and perceived entertainment within influencer marketing affect 
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the purchase intentions of millennials, marketers and companies will be able to improve their 

marketing strategies when reaching out to this generation. From the perspective of the 

advertising industry, this research is also relevant with reference to the potential loss caused 

by Ad-blocking and ad-skipping. This study will also be relevant to content creators on 

YouTube who recently have seen dips in advertising revenue as several major businesses 

have pulled their ads from Google and YouTube, due to ads being shown during videos 

promoting hate speech and other highly controversial topics (Fung, 2017). This caused 

YouTube to retune their ad system to ensure that ads were not being shown in controversial 

contexts that might lead to negative brand associations and bad PR (Solon, 2017). Because of 

this many content creators are turning to sponsorship deals to help compensate for the loss in 

advertising revenue. As sponsored content becomes more prominent and necessary it will be 

important for content creators to know how this content may be produced without negatively 

affecting the attitudes of their viewers. With the issue of ad placement in mind, sponsored 

content will also be beneficial for companies wishing to advertise through YouTube since 

they will have total control over where their ads are displayed. We believe that by 

investigating the importance of entertainment and attitude we may gain some insight in how 

advertisements of this type may be designed in ways that millennials view more positively. 

1.4 Research question 

How do attitude and perceived entertainment in sponsored content on YouTube affect 

purchase intention of millennials?  

1.5 Delimitation  

YouTube’s first party advertising which is displayed as part of the website as either video or 

display ads will not be investigated, this paper will focus on third-party endorsements by the 

content producers on YouTube in cooperation with firms and brands. This paper will focus 

specifically on paid endorsement 7on YouTube rather than earned endorsement 8 in order to 

properly evaluate paid endorsement on YouTube as an alternative to the first party advertising 

offered by YouTube itself.  

2 Literature review  

The literature review includes theories regarding the formation of attitude, perceived 

entertainment value and purchase intention which are connected to sponsored content on 

YouTube. Furthermore, theories regarding influencer marketing and endorsement on 

YouTube are discussed. At the end of this chapter the hypotheses for this study are presented 

together with a conceptual model based on the previous discussion of existing research on 

attitude, entertainment in advertising and purchase intention related to influencer marketing 

on YouTube. 

                                                             

7 Appendix 1g.  

8 Appendix 1h.  



 

 

13 

 

2.1 The factors influencing advertising effectiveness 

Because of the inherent potential of YouTube as a marketing platform suitable for marketing 

to millennials it is interesting to investigate the effectiveness of influencer marketing on 

YouTube in reaching the millennial generation. However, advertising effectiveness is not 

necessarily an easily defined concept, previous research has mostly defined advertising 

effectiveness in terms of the factors that influence it (Dehghani, Khorran Niaki, Ramezani & 

Sali, 2016). Because advertisements can vary in their intended purpose it is difficult to 

propose one central and objective definition of advertising effectiveness that can can be 

applied to all advertising, and as such advertising effectiveness is often defined and 

operationalised in terms of the factors influencing it, such as attitude and ad recall (Shao, 

Grace & Ross, 2015). Some more traditional measures of ad effectiveness include ad 

retention; the percentage of viewers who can recall the ad and brand after exposure and aided 

recall, being able to recall the ad while prompted with hints (Chandler & Munday, 2016). 

Advertising effectiveness can be defined in terms of its determinants, and this type of 

definition is very common in existing research, and as such this is the approach that will be 

taken in this paper as well.  

Previous research has established that there are many factors that can influence ad 

effectiveness, and three factors that are especially relevant to both YouTube and influencer 

marketing are ad attitude (Dehghani et al, 2016; MacKenzie, Lutz & Belch, 1986), purchase 

intention (Dehghani et al, 2016; MacKenzie & Lutz, 1989; Lee & Hong, 2016; Ott, Vafeiadis, 

Kumble & Wadell, 2016) and perceived entertainment in the ad (Teixeira & Stipp, 2013). 

Because these factors can affect how effective an advertisement is they are considered to be 

indicators of advertising effectiveness. Indicators such as these are often used in research into 

advertising effectiveness because the actual definitions of ad effectiveness tend to be rather 

vague. Advertising effectiveness can be defined as whether and to what extent advertisements 

or advertising campaigns reach their marketing goals, and most importantly the effectiveness 

with which they reach and influence their specific target market in the desired way (Chandler 

& Munday, 2016). This definition is heavily dependent on context, as it simply states that 

what is considered effective depends entirely on what the advertisers had in mind. Therefore 

it is difficult to objectively study advertising effectiveness as a general concept without 

focusing on a particular case. Therefore this study will not  directly study and measure 

advertising effectiveness, but rather to measure one of its strongest and most general 

indicator, which by many researchers is claimed to be intention of purchase. The 

effectiveness of an ad can indeed be predicted by consumer attitude toward the ad (Dehghani 

et al, 2016), attitude toward the brand (MacKenzie et al, 1986) and by the amount of 

perceived entertainment value in the ad (Teixeira & Stipp, 2013). But these indicators, while 

they are both relevant to both YouTube and influencer marketing are not necessarily direct 

measures of general advertising effectiveness. However both of these factors have significant 

connections to intention of purchase, which is considered to be the most direct measure of ad 

effectiveness (Dehghani et al, 2016; MacKenzie & Lutz, 1989). The three main factors which 

will be examined in this study are: attitude, perceived entertainment value and purchase 

intention; all of which will be presented in more depth further on in this literature review.  
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2.2 Attitude  

Attitude can be seen as an integration of beliefs and values, and within this integration, 

beliefs represent an individual’s knowledge of the world around them; although this 

knowledge may be inaccurate. An individual’s values are their sense of what is good, 

desirable, worthwhile and vice versa (Gross, 2010). Previous research has indicated that 

attitude towards the ad, as well as attitude towards the brand or endorser can influence 

purchase intentions to varying degrees (Dehghani et al, 2016; MacKenzie et al, 1986). 

MacKenzie et al (1986) linked attitude towards an advertisement with positive purchase 

intentions, and in a later study MacKenzie & Lutz (1989) once again linked ad attitude with 

both brand awareness and purchase intent. Similarly, Mehta (2000) suggested a link between 

attitude towards advertising in general and attitude towards specific advertisements. Attitude 

can also affect recall of information by influencing mental processing of recorded information 

(Eagly, Kulesa, Chen & Chaiken, 2001). It should be noted that MacKenzie, Lutz and Belch’s 

and MacKenzie and Lutz’s research are at this point out by more than 20 years and it could be 

said that it is of little relevance to the online marketing of today. However since then the 

findings of these two studies have been confirmed and supported by newer research 

(Dehghani et al, 2016) and these works are still cited in newer research; indicating their 

lasting relevance.  

Attitude towards advertising can be divided into attitudes towards advertising in general and 

attitudes towards specific ads or brands. The formation of attitudes towards a specific ad 

hinges on several antecedents, all of which were outlined by MacKenzie & Lutz (1989) in 

their structural model of ad attitude formation. This model describes the formation of ad 

attitude as a network of perceptual and affective constructs and exogenous variables, and the 

relationships between them. Within this network are the five first-order determinants of ad 

attitude: Ad credibility, Ad perceptions, Attitude towards the advertiser, Attitude towards 

advertising and Mood (MacKenzie & Lutz, 1989). Ad credibility is a perceptual construct 

defined as “the extent to which the consumer perceives claims made about the brand in the ad 

to be truthful and believable” (MacKenzie & Lutz, 1989). And ad credibility is heavily 

influenced by both perceived advertiser credibility and perceived advertising credibility, that 

is to say by the consumer’s perceived credibility of advertising in general. Ad perceptions are 

also a perceptual construct, and ad perceptions are defined as a multidimensional array of 

consumer perceptions of the ad, including various executional factors but excluding 

perceptions of the brand. 

Attitude toward the advertiser is defined as “a learned predisposition to respond in a 

consistently favourable or unfavourable manner toward the sponsoring organization” 

(MacKenzie & Lutz, 1989). Attitude toward advertising is defined similarly as “learned 

predisposition to respond in a consistently favourable or unfavourable manner toward 

advertising in general” (MacKenzie & Lutz, 1989), and it solely considers the attitude toward 

all advertising in general, not the attitude toward the specific ad. The fifth and final first-order 

determinant is mood, which is defined simply as the consumer’s affective state at the time of 

viewing the ad, which may be associated with the ad by the consumer. This means that if a 

consumer views an ad while in a poor mood, those feelings may be associated with the ad, 

regardless of any actual interference of the ad on the mood of the consumer. These 

determinants are direct influences on ad attitude, and are all in turn influenced by their 
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respective subsystems which consist of various factors. Testing of the model found a general 

tendency for ad-specific antecedents to carry more weight in explaining ad attitude. For 

instance, advertiser attitude was found to have a strong effect on ad attitude whereas attitude 

toward advertising in general did not: it was found to have a weak negative effect. The final 

tested iteration of MacKenzie and Lutz’s (1989) model of ad and brand attitude formation is 

shown below. 

 

 

Figure 1. Structural model of ad and brand attitude formation (MacKenzie & Lutz, 1989). 

Of the five determinants, three were found to have the greatest direct effect on ad attitude: ad 

credibility, ad perceptions and attitude toward advertiser. Attitude toward advertiser directly 

affects ad perceptions, and together they affect ad attitude. Ad credibility is affected by 

advertising credibility and advertiser credibility, and it is itself a direct determinant of both ad 

attitude and brand attitude. Ad attitude is also a determinant of brand attitude, meaning that an 

individual’s attitude toward a specific ad from a specific brand will partially determine that 

individual’s attitude toward the brand itself. We posit that attitude is explicitly connected to 

and important to sponsored content on YouTube. This is based on the role attitude can play in 

the formation of purchase intentions, and because of the importance of the relationship 

between influencer and their audience, which tends to be based on trust and a positive 

attitude.  

2.3 Entertainment value  

As a social media platform the primary purpose of YouTube from an end user perspective is 

not social interaction or communication, in contrast to other popular social media platforms 

such as Facebook or Twitter, but rather the main appeal of YouTube is entertainment. As 

such the new form of influencer marketing that has been and is currently evolving on 

YouTube is a congregation of advertisement and entertainment. Entertainment value in an ad 

can much like ad attitude be a factor influencing purchase intentions. Previous research has 
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indicated that the perceived entertainment value of an ad can be indicative of its effectiveness 

in terms of purchase intentions. Teixeira & Stipp (2013) found that ads that were perceived as 

more entertaining were more effective, but only to a certain extent. The research found that 

the advertisements that were perceived as the most entertaining were not as effective in 

leading to conversion, as those that were not perceived to be as entertaining. This pattern of 

entertainment content and effective conversion was corroborated by a subsequent study, 

which also found that entertainment content introduced after the introduction of the brand 

within the ad is more effective than that which is introduced prior (Teixeira, Picard & 

Kaliouby, 2014). Kumar & Pandey (2016) found that entertainment positively affects 

purchase intention through advertising on Social Media.  

High entertainment value within an ad has also been found to contribute to positive brand 

attitude, especially when compared to ads that generate a low level of entertainment value, 

such as banner ads (Jung, Min & Kellaris, 2011). While this particular study did not 

investigate entertainment value in video content, it did establish the positive effects of 

entertainment value in advertising content, and that entertaining advertisements lead to more 

positive brand attitude when compared to static and non interactive ads. The example of 

banner ads brought up could be likened to the pop-up and banner ads on YouTube, which 

provide little in terms of entertainment or interactivity, and therefore speaks for the advantage 

of ads that have more entertainment value, such as sponsored content. Entertainment in 

sponsored content is also connected to ad attitude and its formation through mood 

(MacKenzie & Lutz, 1989), since entertainment can influence mood. 

Integrating entertainment with advertising can also lead to increased positive response, 

demonstrated in the concept of programme-ad congruence: the integration of entertainment 

into advertisement (Myers, Royne & Deitz, 2015). This study found that different types of ad 

congruence all contributed to positive response, and that viewer involvement also increases 

levels of positive response. Simply including entertainment in advertising content in 

combination with a presentation of credibility can make consumers more favourably disposed 

to viewing the ad, and are more likely to be influenced to take action (Le & Nguyen, 2014). 

The importance of entertainment and programme-ad congruence is especially relevant to 

influencer marketing on YouTube since the primary attracting point of YouTube is 

entertainment itself. Furthermore the integration of entertainment into advertising content is 

commonly used by content producers on YouTube, in order to make the advertisement more 

appealing. It is highly likely that the inclusion and integration of entertainment into 

advertising on YouTube leads to a more positive attitude to the ad and influencer, but as was 

demonstrated by Teixeira & Stipp (2013) this only applies to a certain extent. If the amount 

of entertainment is too great in proportion to the related amount advertising content, the 

overall effectiveness of said advertising content is diminished.  

It is not just the sponsored content in itself that can affect attitude and purchase intentions, the 

actual content producer also plays a significant part, especially in the formation of attitudes. 

In this type of content the content producer takes on the role of endorser. Wu, Linn & Fu 

(2011) found that the type of endorser can affect ad perceptions, which play a role  in the 

formation of ad attitude. The study found that celebrity endorsers prove more effective than 

expert endorsers in some product categories, such as dietary supplements. Kapitan & Silvera 

(2015) argued that the type of endorser influences perception of credibility of the ad: peer 
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endorsers, experts and company CEOs are perceived as having greater expertise than 

celebrity endorsers, which translates into higher evaluations of product quality. Most 

endorsers on YouTube range somewhere between peer endorsers and celebrity endorsers, 

being more relatable to the average consumer, while often being uniquely appealing, much 

like celebrity endorsers. Appeal in this case does not only refer physical attractiveness, but to 

any factors that may be appealing such as relatability and personality. Matching endorsers 

with the endorsed products that they are perceived to have expertise of can also increase the 

effectiveness of the endorsement in terms of credibility, and raising brand attitude and 

purchase intentions (Kapitan & Silvera, 2015), meaning that it would be pertinent for 

someone with a perceived interest in literature to endorse a service such as Audible. This is 

referred to as product-endorser fit (Dom, Ramli, Chin & Fern, 2016). Poor product-endorser 

fit can lead to deeper processing of the message in the form of scepticism, which leads to 

lesser credibility. But some degree of product-endorser fit can lead to positive deeper 

processing, increasing source credibility and the likelihood of internalization of the message 

(McCormick, 2016).  

However, a 100% match between product or brand and endorser is not essential. A moderate 

incongruity between product or brand and endorser is shown to yield the most positive affect, 

for the cognitive efforts required to assimilate the two dissimilar but not entirely separate 

stimuli, which in turn can lead to internalization (Dom,et al, 2016). Expertise in general is a 

factor of endorsements which increases credibility and enhances the evaluation of brands, but 

the perception of expertise depends heavily on the context of the endorsed product or brand.  

2.4 Influencer marketing  

Influencer marketing is a marketing technique much akin to celebrity marketing in that it 

makes use of persons of social influence in order to spread a marketing message. But the 

distinction is that influencer marketing makes use of any kind of influencer and not 

necessarily those people traditionally considered to be celebrities (Hoonsopon & Puriwat, 

2016). An influencer is simply an individual with some form of referent power which occurs 

when a person admires the qualities of a group or an individual and changes its behaviour in 

order to fit into this particular reference group (Solomon, Bamossy, Askegaard & Hogg, 

2013). The receptivity to social influence and the desire to belong to a group is one of the 

universal characteristics of the human species (Hammerl, Dorner, Foscht & Brandstätter, 

2016). A reference group is a real or imaginary group or individual which influences the 

consumer's behaviour, aspirations and evaluations (Kotler, Armstrong, Harris & Piercy, 

2013). Reference groups provide the individual with different social identities which 

combined with the individual's self-concept constitutes the total identity of the individual 

(Schulz, 2015).  

Many studies during the past decades have shown that social influence and reference group 

influence affects the behaviour and decision making of humans, particularly when it comes to 

their consumer behaviour (Hammerl et al, 2016). This group membership affect and shape the 

preferences of the consumers. The desire to fit in and to please others constitutes the primary 

motivation for many consumption behaviours (Solomon et al., 2013). Referent power is used 

in many marketing strategies and it makes the consumers voluntarily change their behaviour, 

and buy the specific product in order to identify themselves with the referent (Solomon et al., 

2013). Reference groups provide the individual with different social identities which 
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combined with the individual's self-concept constitutes the total identity of the individual 

(Schulz, 2015).  

With these criteria in mind it quickly becomes clear that YouTube is a highly suitable 

platform for influencer marketing. In terms of effectiveness, a previous survey found that the 

use of non-celebrity influencers can prove more effective than the use of celebrity 

endorsement in terms of leading to purchase in an in-store environment (“Non-Celebrity 

Influencers More Likely to Drive Purchases” 2016, April 16). Something of note to 

influencer marketing is the concept of self-branding, which is simply the building and 

maintenance of an individual’s personal brand (Khamis, Ang & Welling, 2016). Self-

branding is essential to most forms of influencer marketing on YouTube, due to the 

importance of personality within YouTube. Due to the very large amount of content 

producers on YouTube and the great similarity in terms of the subjects of the video content 

produced, the greatest attractor in terms of viewership of any content producer is not 

generally the type of content, but rather the personality of the content producer, including 

aspects such as charisma and sense of humour (Khamis, Ang & Welling, 2016). Therefore it 

is important for influencers themselves to build and maintain their personal brand in order to 

attract an audience, which is essential in order to gain any kind of brand deal or any form of 

marketing deal.  

Within the field of marketing this form of Social Media Influencer Marketing is still quite 

new, yet professionals within the field already see great inherent potential, demonstrated by 

the fact that approximately 60% of marketing and communication professionals are investing 

in influencer marketing (60% of Professionals invest in influencer marketing, 2014, March 

15). A survey among marketing professionals found that a majority found that the most 

valuable attributes of an influencer were their ability to reach a large audience, and their 

ability to affect the opinions of others, in other words their social power and influence and 

their reach (60% of Professionals invest in influencer marketing, 2014, March 15). The 

influencers are seen as opinion leaders which are individuals who are frequently able to affect 

and change the behaviour of others  (Solomon et al., 2013; Gnambs & Batinic, 2013). 

Opinion leaders possess knowledge in a certain area and other people value their 

recommendations and they are as suggested by Gnabs & Batinic (2013) socially active and 

well known in their communities.  

Opinion leaders are a big source of word of mouth communication, which is interpersonal 

communication of services, products or companies between individuals (Shen, Huang & Li 

2016), as they are very socially active and due to the fast pace of technological development 

opinion leadership has become even more powerful through eWOM (Merwe & Heerden, 

2009). The Internet has made it possible for opinion leaders to reach millions of people 

worldwide (Solomon et al., 2013; Merwe & Heerden, 2009). Most YouTube content creators, 

whether they are endorsers or not, can be considered to be opinion leaders since they have a 

proven ability to influence the purchase intentions of their viewers, up to 63% of young 

millennials aged 13-24 reported that they would try a brand or product after it was 

recommended by a YouTube personality (Spangler, 2015). Influencer marketing on YouTube 

is simply any kind of content that is produced as a cooperation between a firm and a 

YouTube content producer. The extent of the cooperation and the degree of involvement of 

the firm varies from case to case. Influencer marketing on YouTube is more commonly 

http://search.proquest.com/abiglobal/indexinglinkhandler/sng/au/Gnambs,+Timo/$N?accountid=11261
http://search.proquest.com/abiglobal/indexinglinkhandler/sng/au/Batinic,+Bernad/$N?accountid=11261
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referred to as Sponsored Content. A great deal of sponsored content on YouTube is in the 

form of affiliate programs (Clawson, 2011). 

A large portion of influencer marketing and endorsement deals on YouTube make use of 

some form of affiliate program and as such can be considered to be not only examples of 

influencer marketing but also examples of affiliate marketing. The partner websites within the 

affiliate programme constitutes a network and the purpose is to redirect visitors from theses 

websites to the companies (Clawson, 2011). The role of the affiliate is to market the company 

and in return they will receive a commission (Duffy, 2005). Depending on the company's 

intention with the affiliate program the affiliates can receive compensation for various 

reasons, e.g. they can be compensated for every click or every sale that is generated by the 

visitors (Clawson, 2011; Mastacan, 2009). The design of the affiliate program makes the 

affiliate bear the risk which is associated with the costs of the marketing activities. If the 

marketing activities go well the affiliate is paid by the advertiser, if not the affiliate will miss 

out on the commission (Duffy, 2005). A successful affiliate program must involve a good 

relationship between the advertiser and the affiliate, and they must both gain from the 

relationship (Duffy, 2005). Social media has had an impact on affiliate marketing and it has 

created many new marketing opportunities for the companies (Chaffey et al, 2012). Affiliates 

can increase the advertising revenues through blogs, Facebook and other social networks and 

by posting videos on YouTube (Clawson, 2011). Many affiliate programs are managed 

through networks on the Internet, and with the support of technology all the transactions 

which are generated by the visitors can be tracked. The calculations of the commission and 

the payments to the affiliates are also managed through these networks (Duffy, 2005).  

2.5 Distinguishing Influencer Marketing on YouTube from Celebrity 

endorsement and Product Placement  

As has been previously established, influencer marketing can be said to differ from celebrity 

endorsement in terms of who is considered an influencer, and in addition it differs in the 

product categories commonly promoted. In fact, YouTube endorsers may in some notable 

cases be more recognizable than their celebrity counterparts. Among young Americans aged 

13-18 the five most influential figures were not people traditionally considered to be 

celebrities. They were all YouTube stars producing a variety of content types such as video 

blogs, comedy skits or gameplay commentaries, and this notoriety was achieved with very 

little mainstream media coverage (Ault, 2014). YouTube stars also scored higher than 

traditional celebrities on factors correlated with influencing purchase decisions among teens, 

indicating their potential in reaching out to the younger generation (Ault, 2014). Millennials 

also identify with and relate to YouTubers more than to traditional celebrities because the 

content produced feels more real and less canned (Spangler, 2015). YouTube endorsers are in 

fact not very different from traditional celebrity endorsers: they fill the same role in  a 

marketing context by serving as endorsers for brands and products. The primary differences 

are the forms of media on which they rose to stardom and in their appeal to a younger 

generation, which finds them more genuine and relatable. 

Influencer marketing as it is most usually used on YouTube also has similarities to product 

placement. Product placement is defined as “the planned entries of products into movies or 

television shows that may influence viewers’ product beliefs and/or behaviours favourably” 
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(Hudson & Hudson, 2010, p. 492). The most immediately striking difference is the fact that 

influencer marketing and sponsored video content on YouTube does not fall under the 

categories of movies or television shows, but in recent years it has been acknowledged that 

product placement occurs in forms of media other than film and television (Hudson & 

Hudson, 2010). More recent studies of product placement have also begun to consider 

integration,  that is, the integration of the endorsed product into the content, whether it be in 

terms of storyline or plot or in the general theme of the content. These discussions have led to 

the formation of a new term, which is branded entertainment, and which has considerable 

overlap with the term product placement. Branded entertainment is defined as “the integration 

of a product within an appropriate context” (Hudson & Hudson, 2010, p. 492) and the term 

has grown to encompass nearly all forms of media (Lehu, 2007). This definition of branded 

entertainment has similarities to the concept of influencer marketing and sponsored content 

on YouTube. 

On the matter of distinguishing between product placement and influencer marketing on 

YouTube, when considering the more recent definitions of product placement and the advent 

of the term branded entertainment, which can be interpreted as an evolution of product 

placement (Lehu, 2007), there are actually few differences between the concepts. In fact, 

influencer marketing and sponsored content on YouTube could also be considered to be an 

evolution of product placement, but one important factor that distinguishes the two is where 

the advertising content is found in the video content. Many instances of sponsored content on 

YouTube consist of its own segment which is separated from the primary content and subject 

of the video, meaning that there is not necessarily any integration of branded content into the 

entertainment content. However, we believe that despite these similarities influencer 

marketing on YouTube should be considered its own marketing technique separate from both 

product placement and celebrity endorsement, while still being partially derived from them. 

2.6 Intent of purchase  

Previous research has identified intention of purchase as the most noteworthy indicator of ad 

effectiveness (Dehghani et al, 2016; MacKenzie & Lutz, 1989; Lee & Hong, 2016; Ott, 

Vafeiadis, Kumble & Wadell, 2016). Put simply, intention of purchase is a direct measure of 

ad effectiveness as it is the outcome desired by most kinds of advertisements. While being an 

indicator of ad effectiveness in itself, purchase intention has also been linked with numerous 

other factors, each acting as indicators of purchase intent. Previous research has connected 

factors such as ad creativity (Shirkhodaee & Rezaee, 2014), advertiser credibility (Kim & 

Choi, 2012), brand equity, brand image (Dehghani & Tumer, 2015) and consumer attitude to 

ads and brand attitude (Drossos, Giaglis, Vlachos, Zamani  & Lekakos, 2013) with intention 

of purchase. Another factor that can influence purchase intentions is ad and brand recall 

(Shao et al, 2015) as higher levels of recall increase the likelihood of achieving a top of mind 

position (Davtyan & Cummingham, 2017).  In a research context purchase intention may be 

favoured for measuring over just measuring effectiveness simply because of how abstract and 

difficult to define and measure advertising effectiveness is as a concept.  

In order to investigate and measure purchase intention some clear idea of how intention to 

purchase a product is reached is needed. The following paragraph will outline one popular 

model of purchase intention, which while it does originate from the 1980’s has since been 

supported by newer research and it is still referred to in modern research today. The purchase 
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intention model (PIM) is a model which was originally developed by Warshaw (1980), who 

postulated that purchase intention of a product is a function of  purchasability of the product 

and perceived need (Lin, Wu, Wang & Tsai, 2015). The model which summarises 

motivational and non-motivational factors influencing purchase intention can be seen below. 

 

Figure 2. Purchase intention model (Warshaw, 1980). 

The non-motivational factors are illustrated by purchasability. Purchasability is in the model 

represented by affordability and accessibility and the term refers to the extent to which a 

consumer is able to make a purchase. If a product is perceived as too expensive then there 

will be no intention of purchase, and similarly if the consumer has no way of making the 

purchase despite being able to afford it, possibly due to shortages in stock or unavailability of 

retailers, then there is also no intention of purchase.  

Aside from purchasability, another primary determinant of purchase intention is the 

motivational factor, which indicate a consumer’s willingness to purchase a product. The 

motivational factor in the model is a consumer’s perceived need of a product or service (Lin 

et al, 2015). Purchasability simply deals with if a consumer can purchase a product and not 

whether they want to or not, whereas a consumer’s perceived need entirely decides whether 

or not they want to purchase a product (Lin et al, 2015).  Perceived need is further divided 

into two factors: own desire and perceived pressure. Own desire is determined by own actual 

need and own longing, which represents the traditional notion of want rather than need. 

Perceived pressure is influenced primarily by social norms, which also influence own actual 

need. With the model, a person’s motivational and non-motivational factors can collectively 

predict and explain purchase intention (Lin et al, 2015). In order for purchase intention to 

form there are two primary conditions that need to be fulfilled: the consumer must be able to 

afford the product and to have access to it; and the consumer must have a perceived need of 

the product (Warshaw, 1980).  

2.7 Conceptual model and hypothesis 

Here we will present our hypotheses and conceptual model based on the previous discussion 

of existing research on attitude, entertainment in advertising, purchase intention and other 
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factors related to influencer marketing on YouTube. This paper initially set out to measure 

advertising effectiveness, but as has been discussed advertising effectiveness is rather 

difficult to objectively define and measure, but there are factors which have been repeatedly 

proven by research to be indicative of effective advertising, such as purchase intention. This 

conceptual model demonstrates the hypothesised influence of attitude and perceived 

entertainment on purchase intentions in the viewer.  

 

 

 

 

 

Figure 3. Conceptual model (adapted from Dehghani et al, 2016; Jung, Min & Kellaris, 2011; 

Teixeira & Stipp, 2013; MacKenzie & Lutz, 1989).  

The role of entertainment value in the formation of purchase intentions has been discussed in 

previous research to a great extent (Dehghani et al, 2016; Jung, Min & Kellaris, 2011; 

Teixeira & Stipp, 2013) but the details of how entertainment value affects purchase intentions 

have not been explored in as great detail. We hypothesize that entertainment value does not 

have a direct but rather an indirect effect on purchase intention by acting on in through mood 

and add attitude. MacKenzie and Lutz (1989) established in their model that mood acts as an 

affecting factor in the formation of ad attitude which itself has been found to act on purchase 

intentions (MacKenzie & Lutz, 1989). Attitude within the model is represented attitude 

towards the content creator, attitude towards the advertiser, or sponsor, and attitude toward 

the ad itself. Attitude towards the content creator, or influencer is hypothesized to be affected 
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by the viewer’s perceptions of the content creator’s expertise and attractiveness (MacKenzie 

& Lutz, 1989). Perceived attractiveness does not exclusively refer to physical attractiveness, 

but rather it refers to the overall appeal of the content creator as perceived by the viewer and 

as such it consists of the content creator’s observable traits such as sense of humour or 

appearance. Perceived expertise represents the viewer’s perception of the content creator’s 

knowledge and skill relating to the content’s subject matter, i.e the content creator’s skill at 

playing a videogame in game-related content or their knowledge of cars in a car review. 

Influencer attitude indirectly acts on ad attitude through ad perceptions. Adopted from 

MacKenzie and Lutz’s (1989) model on attitude formation, ad perceptions are defined as how 

the ad itself is interpreted by the viewer and are acted upon by ad credibility and advertiser 

attitude as well as by influencer attitude. With this conceptual model and previous research in 

mind we have considered the following hypotheses for our research: 

H1: The viewer has perceived entertainment in the sponsored YouTube content 

which is positively affecting ad attitude.  

Perceived entertainment value in sponsored content is likely to positively affect mood and ad 

attitude (Jung, Min & Kellaris, 2011). As a group millennials have a mostly negative attitude 

towards advertising in general and prefer to find product information on their own terms, and 

when they do view advertisements prefer to get something in return, whether it is discounts, 

free trials or simply entertaining content (Joshi, 2013). As such, we expect that sponsored 

YouTube content will generate positive attitude to a greater extent than traditional advertising 

since this type of content provides entertainment value in addition to promotional content.  

H2: The viewer has a positive attitude toward the influencer which is positively 

affecting ad attitude.  

Since previous research has established that a viewer’s attitude towards the advertiser can 

affect ad perceptions (MacKenzie and Lutz, 1989), we suggest that a viewer’s attitude 

towards the content creator will similarly affect ad perceptions. We expect that due to the 

high prominence of the content creator in relation to the prominence of the sponsor the 

influence of attitude towards the sponsor creator will have a more significant effect on ad 

perceptions and by extension ad attitude. In a sense, the endorser acts a surrogate sender of 

the commercial message in the advertiser’s stead, and as such any positive attitude towards 

the endorser may be transferred to the ad, which in this case is the sponsored YouTube 

content.  

H3: The viewer has a positive  attitude towards the sponsored content which is 

positively affecting purchase intentions. 

Based on extensive previous research we suggest that a positive attitude towards sponsored 

YouTube content will positively affect purchase intentions in millennial viewers (Dehghani et 

al., 2016; MacKenzie & Lutz 1989). Ad attitude is accepted as an antecedent of purchase 

intentions  and we predict that sponsored YouTube content will be perceived as more positive 

by a millennial audience due to its inherent entertainment value and the transfer of positive 

attitude toward the content creator to the ad and by extension the brand. 
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3 Method 

The choices made regarding the method are included in this chapter and different aspects are 

discussed which have been important for this study. This chapter includes choice of research 

question, choice of research strategy and approaches regarding the data collection. The 

reliability and validity of this study are discussed and audited from a critical point of view.  

3.1 Choice of research question 

Selecting a research question provides a clear delimitation of what subject is to be examined 

in the study, either through an explicit or implicit statement of focus (Jacobsen, 2002). In this 

study the research question makes an explicit delimitation by stating the focus of the study: 

the chosen subject which is influencer marketing on YouTube is stated, as is the survey unit 

which is the millennial generation and the effect of YouTube influencer marketing on their 

purchasing behaviour.  There are according to Jacobsen (2002) two primary forms of research 

question, the descriptive and the explanatory. A descriptive research question attempts to 

identify similarities and differences and to describe these, whereas an explanatory, or causal 

research question attempts to explain the causes of the subject studied (Bryman, 2012). This 

study utilizes a causal research question and its purpose is to explore and explain the role of 

attitude and entertainment in influencer marketing on YouTube in the formation of purchase 

intention in millennials. 

3.2 Choice of research strategy 

Jacobsen (2002) and Bryman (2012) posits that there are two primary research strategies: the 

deductive approach in which existing research and theories first create an interpretation of the 

world and the object of study based on theory which is then either supported or refuted by the 

collection of data and empirical analysis; and in contrast there is the inductive approach in 

which the collection of data is undertaken with as few predetermined assumptions as is 

possible in order to avoid bias. This study takes a deductive approach as relevant research and 

theory was collected and consulted before data collection in order to form an interpretation of 

the subject beforehand.  

3.3 Choice of method 

There are two primary methods of empirical research that dictate the type of primary data 

collected, qualitative and quantitative. Qualitative data is any information that is expressed in 

words whereas quantitative data is any information that can be expressed in numbers 

(Bryman, 2012). The qualitative method is most suitable when investigating a phenomenon 

in-depth in its own context while the quantitative method is numerical and therefore suited for 

studies which collect data through surveys or other standardised collection methods (Bryman, 

2012). We chose to collect primary data through a quantitative approach by means of an 

online survey with fixed response alternatives. We opted for quantitative data due to the 

international nature of our population and since we had at this point already decided that data 

would be collected digitally. While concepts such as attitude and entertainment may be 

considered to be suitable for qualitative measurement since they may be difficult to express in 

survey items, they have been successfully studied through quantitative methods in previous 

research (Teng et al., 2007; Jung et al., 2011; Spears  & Singh, 2012), and this is also why we 

chose to adapt survey items from said research for use in our own quantitative survey. There 

are of course drawbacks to using a quantitative method but in most cases these drawbacks can 
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either be negated or justified due to their unavoidability. One weakness of a quantitative 

research method is that the researcher has already in advance chosen which questions that are 

relevant and therefore there are only certain amount of pre-set answers (Jacobsen, 2002; 

Wärneryd, 1993). However this can be defended since the questions of this study are based on 

items and theories from previous research which are directly connected to the research 

question of this study. Another weakness of quantitative research is according to Jacobsen 

(2002) that the answers are shallow and do not provide profound information. This is due to 

that the research is aimed at the big mass and not at specific individuals which requires 

standardization and simplification of the questions. However, two of the criteria for good 

science are that the research needs to be parsimony where the resources (time and money for 

instance) are disposed carefully and in the most efficient way (Jacobsen, 2002). The other 

criteria is that the research needs to be replicable which means that the same research should 

give the same results if it is done over and over again (Bryman, 2012). Based on these 

important criteria an online survey with fixed answers was the best research method for this 

study. 

3.4 Approaches for data collection  

3.4.1 Primary data 

Primary data includes data which has been gathered for the first time from the primary source 

of information and this is done through observations, interviews or questionnaires (Jacobsen, 

2002). The primary data was gathered through an quantitative study where an online survey 

was created in Google Forms. This survey was uploaded to a community on the aggregate site 

Reddit and to the online platforms Survey Circle and Poll Pool. According to Jacobsen (2002) 

the survey should be simple and easy to understand. This is supported by Wärneryd (1993) 

which suggest that there are certain criteria which needs to be taken in consideration when 

creating a survey. The survey should be easy to understand, easy to answer and it should 

catch the attention of the respondents. Furthermore, Wärneryd (1993) claims that in order to 

achieve these criteria the survey needs to be systematic, understandable, functional and 

appealing. It is important that the survey is easy to understand and fill out when the 

respondents are required to answer the questions without any help from the researcher 

(Jacobsen, 2002; Wärneryd, 1993). We designed our survey based on these criteria and 

included short instructions before each question which would make it easier for the 

respondents to understand the questions. Fixed response alternatives were also included in 

order to make it easier for the respondents to fill out the survey. There are also ethical aspects 

which needs to be taken into consideration when conducting a research. One of these is the 

respect for privacy of the respondents (Wärneryd, 1993). Therefore, the respondents in this 

survey were anonymous. This also facilitates the data collection and it is more likely that the 

respondents will give honest answers as per Wärneryd (1993). Another difficulty which may 

occur when asking questions about events that have happened in the past is that the 

respondents may not remember the event correctly (Wärneryd, 1993). This can lead to 

answers which do not entirely reflect the reality. However, in this study the respondents are 

asked how many hours of YouTube content that they watch per week. This is something that 

they do regularly, and therefore it can be assumed that they do remember the content to a 

greater extent.  
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3.4.2 Sample strategy 

When selecting a sample from a population there are two different techniques which can be 

applied: probability sampling and nonprobability sampling (Jacobsen, 2002). Probability 

sampling means that each individual within the population has an equal chance to be chosen 

to participate in the study and that each individual has been chosen randomly. By using 

probability sampling as a research technique it is possible to generalize from the sample upon 

the population and this makes this sampling technique suitable for surveys (Jacobsen, 2002). 

The nonprobability sampling technique is more suitable for qualitative research since the 

respondents are chosen by the researcher and the probability for each individual to have the 

same chance be chosen from the population is unknown. There are three well known 

techniques within probability sampling: systematic sample, stratified random sample and 

simple random sample. Simple random sample was the technique which was chosen for this 

study where the sample is randomly selected either by a computer or random number tables 

(Bryman, 2012). Since this study is based on a quantitative research it is appropriate to use a 

simple random sample for the sample size. This type of sampling technique also reduces the 

risk for biases and it is possible to generalize the results from the sample upon the population 

as mentioned before (Bryman, 2012).  

3.4.3 Sample size  

In order to determine how large of a sample that is required for a study it is necessary to get 

an estimate of our population size. Our target population is millennial Youtube users 

(YouTube, 2017). According to their own statistics YouTube has over one billion users, 

however they do not specify whether this number represents the number of registered users or 

if it represents the total number of unique visitors to the site. In terms of age, roughly 11% of 

YouTube users are aged 18 to 24 and roughly 23% are aged 25-34 (Fortunelords, 2017). With 

these estimates in mind the number of millennial Youtube users could be approximated to 

340 000 000. This is only a rough estimation based mainly on YouTube’s first party statistics 

and as such there is a possibility of bias in these numbers. A Sample Size Calculator was used 

in order to calculate the sample size for this study. A confidence level of 95 % will be used 

for the sample size in this study and with the population estimate in mind, the minimum 

sample needed in order to achieve a confidence interval of at least 6,9 is 200 (Survey System, 

2017).  Alternatively, if aiming for a confidence interval of approximately 9,8 then a sample 

of 100 will be sufficient, and with a sample of 150 then a confidence interval of 

approximately 8 could be achieved (Survey System, 2017).  With this in mind, the absolute 

minimum sample size needed while still maintaining a decent margin of error is 100 (Survey 

System, 2017).  
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Figure 4. The calculation of the sample size (Survey System, 2017).    

3.4.4 Measurement scales 

Apart from the first section which included generic background questions regarding gender 

and the amount of YouTube content watched et cetera, the questions were developed as either 

five-point Likert scales of five-point semantic differential scales. Five-point scales rather than 

seven-point scales were chosen because the items had been adapted from previous research 

which also made use of five-point scales (Teng et al., 2007; Jung et al., 2011; Spears & 

Singh, 2012). The semantic differential scale method suitable for assessing perceptions, 

impressions and attitude (Takahashi, Ban & Asada, 2016) and as such these scales are 

suitable for measuring perceived entertainment, attitude and purchase intentions. Likert scale 

items were added after the initial pilot study in order to ask some more specific questions 

since the semantic differential scales ask participants to rate concepts on several different 

attributes but they are normally not used to ask questions about specific situations which is 

why Likert-type items were added. Likert scales are similarly to semantic differential scales 

intended to measure attitude by presenting respondents with statements which they can agree 

or disagree with to varying extents. Likert’s method of measurement is a comparatively old 

method (Likert, 1939), but it is still highly relevant as a measurement scales which can be 

seen by its widespread usage which has remained high even to this day.  

3.4.5 Item selection 

Items were constructed for the two indicators of entertainment and attitude as well as for the 

independent variable of purchase intention. The two indicators were chosen based on 

previous research (Dehghani et al, 2016) and adapted to the purpose of specifically 

investigating their influence on purchase intention of millennials with influencer marketing 

on YouTube in mind. Attitude was chosen due to the attitude-related difficulties of reaching 

millennials with standard advertising methods, and in particular due to their aptitude at 

filtering away that which they do not find appealing or in accordance with their attitudes. 

Entertainment was chosen as an indicator due to the nature of YouTube, which is primarily 

used as an entertainment platform by millennials, and previous research has identified that 
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entertainment within ads is connected to their effectiveness (Teixeira & Stipp, 2013). 

Intention of purchase was chosen as the independent variable since out of the factors under 

consideration it is the most direct measure of the effectiveness of an ad, assuming that the 

purpose of the ad is encourage purchase of a product or service. The first two indicators are 

not as direct as intention of purchase, but were included due to the object of study being 

influencer marketing on YouTube. In whole, the three primary concepts of this study that are 

reflected by the survey items are the two indicators of entertainment and attitude and the 

independent variable: purchase intention. 

For the pilot study, items for the three primary concepts; entertainment, attitude and purchase 

intention were adapted from previous research through a two-stage selection process. First, a 

list of 52 items was constructed based on previous research studies on advertising attitude, 

purchase intention and entertainment in advertising. The list was narrowed down to 12 items 

with items being chosen depending on how well they fit the conceptual model and 

hypotheses. After selecting and adapting the 12 items an additional 5 items of our own were 

added to fill in the gaps left after the initial selection process. Items were developed based on 

previous research for the three main concepts of this study: perceived entertainment value, 

attitude and purchase intention.  

The adapted items for perceived entertainment value were based on a 5-point semantic 

differential scale and they were developed based on previous research. The following items 

were included in the survey: entertaining/boring, amusing/unamusing and 

enjoyable/unenjoyable (Jung et al., 2011; Blanco, Blasco & Azorín, 2010).  

The adapted items for attitude were also based on a 5-point semantic differential scale and 

following items were included in the survey: favourable/ unfavourable, good/bad, 

pleasant/unpleasant, appealing/unappealing and likable/unlikable, (MacKenzie, Lutz, and 

Belch, 1986; Jung et al., 2011; Spears  & Singh, 2012; Teng et al., 2007).  

The adapted items for purchase intention were also based on a 5-point semantic differential 

scale and the items included in the survey were: definitely intend to buy/definitely do not 

intend to buy, would consider buying/would not consider buying, very high purchase 

interest/very low purchase interest, would probably buy/would probably not buy (Teng et al., 

2007; Jung et al., 2011; Spears  & Singh, 2012).  

3.4.6 Pilot study  

The pilot study was constructed with the 12 adapted items and 5 original items, and in 

addition to these some background questions were added to gather basic demographic 

information such as age and gender. The instructions given to participants regarding the 

questions about sponsored content were: “When responding to the following 

statements/questions please think in general of sponsored YouTube content (not of a specific 

video) that you have encountered” and participants were asked to withdraw from the survey if 

they had not knowingly encountered any sponsored content on YouTube. The survey 

questionnaire was constructed using Google’s free survey tool and it was distributed online 

via the content aggregation website Reddit. The survey was closed one day after posting at 

which point 61 responses had been gathered. Out of these 61 responses 6 were discarded due 
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to either not fitting in the target population in terms of age or for only watching a small 

amount content on YouTube.  

3.4.7 Final study construction 

The final study was based largely on the pilot study with some changes being made based on 

feedback from participants and with some new items being added. All of the adapted items 

were kept but the layout of the scales were slightly altered in line with respondent feedback. 

One item was changed from a simple “yes” or “no” question to a likert scale item in order to 

collect more nuanced data, and 5 new and original likert scale type items were added to cover 

aspects of the conceptual model that had been overlooked in the pilot study. An additional 

background question asking participants about how many channels they followed was also 

added in order to provide some additional insight into how much content participants watch 

on YouTube. Out of the 5 likert scale type items added two asked participants about how they 

felt about advertising in general and how they felt about Sponsored content in comparison. 

The remaining three items that were added were intended to complement the existing items 

for the three primary concepts. The five items were all five-point Likert scales anchored at 

“1=strongly disagree” and “5=strongly agree” and the statements were “I have a positive 

attitude towards advertising in general”; “I have a more positive attitude towards sponsored 

YouTube content than advertising in general”; “I prefer sponsored content on YouTube over 

YouTube's regular video ads”; I prefer sponsored content that is presented in a entertaining 

way (e.g a comedic sketch or joke) over content that is not entertaining” and I am more likely 

to remember a product/service if I found the sponsored content it was featured in to be 

entertaining”. The final survey was distributed through the same channels as the pilot as well 

as through an additional survey platform. Both the pilot and final surveys were constructed in 

English.  

3.4.8 Secondary sources   

The gathered information from secondary sources constitutes a good foundation for the study 

before the researcher begins to collect primary data (Jacobsen, 2002). The researcher gets a 

profound understanding of the subject which is being investigated, and can based on the 

information identify what type of primary data that needs to be collected (Nykiel, 2007). 

Information from secondary sources is in many cases gathered for another purpose than the 

specific purpose of for instance this study. Therefore, the secondary sources needs to be 

reviewed from a critical point of view, and the trustworthiness of the sources needs to be 

validated (Bryman, 2012).  

Most the information from secondary sources consulted in this paper is peer-reviewed 

academic research, however, there are instances of citing corporate statistics reports and press 

article due to some of the of required information not being readily available in peer-reviewed 

academic literature. Much of the secondary sources which this study is based on involves 

sample groups from the United States. However, since this study is aiming on investigating 

factors which affect the fundamental parts of human behaviour it is possible to generalize 

information onto any individual despite nationality and cultural influence. The focus of this 

study is based on human behaviour in a digital environment. Therefore, it is arguable to 

suggest that due to the globalization and the technological development that the sample 

group; which in this case is millennial YouTube users can be seen as a homogenous group 
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and that cultural influences may be insignificant to the point of being disregarded when it 

comes to selection of information from secondary sources. 

3.5 Validity and reliability of the study  

Within empirical research there are two primary requirements on a study’s empirical data, 

these two being validity and reliability (Jacobsen, 2002). Validity demands that data is 

relevant and valid to the area of study and to the research itself, and reliability demands that 

data are trustworthy and can be relied on to be accurate (Jacobsen, 2002). These two concepts 

are intrinsically linked since data must be valid in order to be trustworthy and reliable; 

reliability hinges on validity (Bryman, 2012). 

3.5.1 Validity  

The validity of any given research study is made up out of both internal and external validity; 

internal validity is achieved when the collected data match what was originally desired by the 

researchers; and external validity is achieved when the results of a study can be generalised 

and applied to a larger population beyond the sample studied (Jacobsen, 2002). Internal 

validity was secured by limiting participation to individuals within the targeted age range and 

by controlling for the amount of YouTube content watched, and the relevance of the collected 

data was assured by closely basing the questionnaire on the conceptual model and 

hypotheses. One difficulty which may occur when using a survey in order to gather primary 

data is that the respondents do not get any additional help if something is unclear except for 

the instructions which are given in the survey (Jacobsen, 2002). Because an online survey 

was used there is a risk that the respondents interpret a question in another way than what was 

intended by the researcher, in order to minimize this risk and to increase internal validity 

explanations of key concepts were included in the survey and clear instructions were given. In 

addition to this, in some of the questions specific examples where given connected to the 

question in order to provide context to the question and to minimize the risk of 

misinterpretation. 

An attempt to ensure external validity was made by targeting an international audience in 

both the pilot and final research surveys in order to match the international user-base of 

YouTube. Attempts to avoid bias were also made when determining how to distribute the 

survey. The survey was created in Google Forms and was uploaded to the aggregate site 

Reddit and to the online platforms Survey Circle and Poll Pool. Social media platforms were 

we as authors have existing contact networks were avoided in order to minimize the bias 

which can occur when individuals who have a personal relationship to the researcher answer 

the survey. 

3.5.2 Reliability  

Stability of the study is one aspect of reliability which refers to the extent to which a study 

can be repeated with the same method and measures while achieving similar results (Bryman, 

2012; Jacobsen, 2002). When constructing a survey it is good to base the questions on items 

from previous research which have been proven to be reliable measurements (Wärneryd, 

1993). Stability in this study was assured by largely basing survey items on existing research 

studies which have gained desireable results in the past. The survey consisted of fixed 

response alternatives which resulted in a certain amount of possible answers for each 
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question. Before conducting a survey it is important to test the measurements for the different 

items (Wärneryd, 1993). A pilot study was conducted in order to test the different 

measurements of the survey and the final survey was constructed based on the feedback from 

the pilot study.  

3.6. Analysis of primary data 

3.6.1 Response analysis  

The final study consisted of 162 respondents and 18 of these respondents were excluded 

because they were not representative for the population. This resulted in 144 respondents 

which were representative for this study. The 18 respondents which were excluded from this 

study watched less than one hour of video content on YouTube per week and five of these 

were also excluded because they did not fit into the age range, those who are born between 

1980 and 200. It is arguable to say that the respondents who watched less than one hour of 

video content on YouTube do not have sufficient experience of this type of content, and 

therefore their answers are not representative for the population. The majority of the 

respondents which watched less than one hour sponsored content on YouTube were women. 

The confidence level of 95 % was set for this study with an sample size of minimum 100 

respondents and with an confidence interval of approximately 9,8 (Survey System, 2017). 

This means that the margin of error is 9,8 % in this study and if the answers from the sample 

size are generalized upon the population the answer frequency will vary with +/- 9,8% 

(Jacobsen, 2002).  

3.6.2 The process of analysing primary data  

The primary data from the online survey was converted into a Excel sheet and tables and 

diagrams were created in Excel. The first step in the analysis of the primary data was to 

calculate the mean, the standard deviation and mode for the items which were measured with 

the semantic differential scale. Tables and diagrams are a good way to present a statistical 

material (Körner & Wahlgren, 2012). However, when making a deeper analysis of the 

primary data it is important to calculate the figures which highlights the essential parts of the 

statistical material. There is two characteristics which are of interest when it comes to a 

quantitative variable: the mean of the observations and the standard deviation of the 

observations (Körner & Wahlgren, 2012). The purpose of collecting statistical material from 

a sample is to be able to generalize the results upon the population and the standard deviation 

is a helpful measurement to use. Mode represents the value with the highest frequency and it 

equals the maximum of the distribution among the answers (Körner & Wahlgren, 2012). The 

primary data from the survey was analysed in the statistical software SPSS which will be 

discussed in more depth below.   

3.6.3 Hypothesis testing  

The hypotheses will be initially tested using Mann Whitney U tests on data from the 

semantic-differential scale items.  A Mann-Whitney U test is a nonparametric test of variance 

suitable for ordinal data which was chosen since a between-subjects design was used when 

dividing respondents into groups and because the variables tested were ordinal (Ho, 2014). 

Since a Mann Whitney compares variance between groups we created groups based on 

collected data. The participants were divided into groups based on their scores on the 
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grouping variables. The grouping variables used were Entertainment, Attitude towards 

content creator and Attitude towards sponsored content. 

4 Empirical data  

This chapter includes the gathered empirical data from the online survey. The primary data is 

presented in diagrams and tables with explanations of the data.  

 

4.1 Demographics and background 

The sample consisted mostly of males born between 1980 and 2000 who watch several hours 

of YouTube content per week and who subscribe to many different YouTube channels. The 

full extent of the demographic and background data gathered can be seen in the figures 

below. 

  

 

Figure 5-7. From left to right: Gender; Hours of youtube content watched per week; Number 

of channels subscribed to. 

  

The gender distribution of the participants was 39 % Female and 59 % Male with a male 

majority which only increased after the initial exclusion of data, as most of the participants 

who watched too few hours of content per week were female. 

The number of hours of YouTube content watched per week on average were also spread 

fairly evenly but with a majority of participants watching  or otherwise consuming more than 

10 hours of YouTube content per week.  

The number of YouTube channels subscribed to were distributed much more unevenly with a 

large majority of participants reporting being subscribed to 20 or more YouTube channels. 

Many of those who were subscribed to more than 20 channels also reported watching more 

than 10 hours of YouTube content per week. The full distribution of the number of channels 

participants were subscribed to can be seen in the figure below. Looking at figure 7 it is 
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immediately noticeable that more than half of participants were subscribed to at least 20 

different channels on YouTube and as such are served content from a wide range of content 

creators. Our reasons for asking about the number of channels subscribed to was to get 

another estimate of the extent to which our participants use YouTube apart from just the 

amount of content watched. 

4.2 Semantic differential scale data 

The data from the semantic differential scale items and the data from the Likert-type items 

will be presented separately with the semantic differential scale items being presented first. 

All semantic differential items were presented as pairs of polar adjectives or short phrases 

graded on a five-point scale and all pairs were given names and had their boundaries more 

clearly defined as seen in the table below in order to simplify the presentation of data. 

Table 1. Final datasets for entertainment, attitude & purchase intention  - polar pairs scored 

1 through 5. 

Perceived entertainment 

1=Entertaining & enjoyable 

boundary 

5=Boring & unenjoyable 

boundary 

Name given to pair 

Entertaining Boring Entertainment 

Amusing Unamusing Amusement 

Enjoyable Unenjoyable Enjoyment 

Cheerful Depressing Cheerfulness 

Memorable Unmeroable Memorability 

Attitude towards sponsored content 

1=Good & favourable 

boundary 

5=Bad & unfavourable 

boundary 

Name given to pair 

Favourable Unfavourable Favour 

Good Bad Value 

Pleasant Unpleasant Pleasantness 
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Appealing Unappealing Appeal 

Likable Unlikeable Likability 

Attitude towards content creator 

1=Reliability & liking 

boundary 

5=Unreliability & disliking 

boundary 

Name given to pair 

Experienced Inexperienced  Experience 

Trustworthy Untrustworthy Trust 

Likable Unlikable Likability 

Purchase intention 

1=High interest or intention 

boundary 

5=Low interest or intention 

boundary 

Name given to pair 

Definitely do intend to buy Definitely do not intend to 

buy   

Definite intent 

Would consider buying Would not consider buying Low intent 

Very high purchase interest Very low purchase interest High intent 

Would probably buy Would probably not buy Moderate intent 

 

The shorter names assigned to the pairs in the table above will be used throughout the 

remainder of this results section. The actual data for each pair will be presented and discussed 

in the same order as in table 1 and divided into the very same categories, but first all data 

from the semantic differential scale items will be summarized and represent in one single 

figure to provide a brief overview of data gathered. The figure will present the data in the 

form of scales ranging from the positive boundary on the left side to the negative boundary on 

the right side and the proportion of each point of the scale will be presented as well. For any 

clarification on the name of any pair consult table 1. 

 



 

 

35 

 

Figure 8. Answer distribution from the semantic differential scales. 
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As can be seen from the figure the attitudes towards the various pairs are spread fairly evenly, 

especially for the pairs Entertainment through to Trust and Likability. The dispersion of these 

data and possible implications will be further discussed. The data regarding entertainment, 

attitude and purchase intention is also presented in greater detail in the tables and figures 

below.  

4.3 Entertainment  

The participants were given the following instructions when filling in the entertainment 

section of the survey: “Please rate how entertaining the sponsored YouTube content that you 

have encountered has been based on the following criteria”. The responses to these pairs were 

relatively uniform in terms of their means and dispersion and overall not as polarised as had 

been expected. The means and standard deviations for each pair were calculated and can be 

seen in the table below. 

Table 2. Means and standard deviations for entertainment dataset. 

Pair Mean Standard deviation 

Entertainment 3,11 1,23 

Amusement 3,07 1,18 

Enjoyment 3,14 1,25 

Cheerfulness 2,72 1,10 

Memorability 3,49 1,21 

 

As can be seen from the means, the participants were mostly neutral in regards to perceived 

entertainment in the sponsored YouTube content that they had encountered. But it can also be 

seen from the standard deviations that the responses to all pairs in the entertainment construct 

were spread around further from the means rather than clustered closely around the mean 

values. To more clearly illustrate the dispersion of values around the mean the responses to 

the enjoyment pair can be seen in the figure below. 
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Figure 9. Spread of responses to Enjoyment pair - 1=Enjoyable, 5=Unenjoyable 

As the figure shows the responses are spread fairly evenly around the mean which itself is 

centered at the neutral point of three. Respondents on average did not perceive the sponsored 

content that they had encountered as enjoyable nor did they perceive it as unenjoyable and the 

the above figure does take on a bell-like form; something that will be even more prominent in 

some later examples. This pattern of distribution is not only apparent in the Enjoyment pair of 

the Entertainment construct but rather it is apparent to greater or lesser degrees in all pairs of 

this particular construct and also in the Attitude construct. What this indicates is that the 

perception of entertainment in sponsored Youtube content among millennials is more 

nuanced than expected. 

4.4 Attitude  

For the pairs of the attitude construct the participants were given the following instructions:   

“Please rate how you feel about the sponsored YouTube content that you have encountered 

based on the following criteria”. Similarly, to the pairs of the entertainment construct the 

responses to the pairs of the attitude construct had similar means and standard deviations that 

tended towards the neutral point with even dispersion around the means. The means and 

standard deviations of these pairs can be seen in full in the table below. 

Table 3. Means and standard deviations for attitude towards sponsored content dataset. 

Pair Mean Standard deviation 

Favour 3,22 1,19 
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Value 2,97 1,09 

Pleasantness 3,03 1,07 

Appeal 3,23 1,16 

Likability 3,17 1,19 

 

The overall feeling of millennials towards sponsored content on YouTube is fairly neutral 

rather than tending towards being overly positive or overly negative. As the standard 

deviations show the data are spread out around the means rather than clustered closely around 

them. Here we have also selected one specific pair, the Value pair, and illustrated it more 

clearly in the figure below to emphasize the uniformity of the data. 

 

 

 

Figure 10. Spread of responses to Value pair - 1=Good, 5=Bad 

Much like the previously illustrated example of Enjoyment the responses to the Value pair are 

also evenly distributed around the mean, taking on an even more distinct bell-like shape. Just 

as in the previous example of Enjoyment the opinions of millennials regarding the “value” of 

sponsored content on YouTube are more nuanced than expected. The data indicate that 

overall millennials are neutral in terms of their attitude towards sponsored content with no 

overwhelming liking or disliking being apparent for the population as a whole. This presents 

both benefits and problems as while there is no overwhelming negativity towards the concept 
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of sponsored content on YouTube we should still not expect widespread acceptance of the 

practice. 

4.4.1 Attitude towards the content creator 

Out of the eight pairs in the greater attitude construct three were dedicated to attitude towards 

the content creator specifically. The participants were given separate instructions to clarify 

that these pairs related to the content creator rather than the content itself, the instructions 

read as follows: “Please rate how you feel about one YouTuber who's sponsored content you 

have previously encountered based on the following criteria”.  The basic descriptive statistics 

of mean and standard deviation were calculated for these pairs as well and can be seen in the 

table below. 

Table 4. Means & standard deviations of attitude towards content creator dataset. 

Pair Mean Standard deviation 

Experience 2,16 1,00 

Trust 2,56 1,22 

Likability 2,45 1,32 

 

4.5 Purchase intention  

The pairs of the purchase intent construct had also been given names as per table 1, ranking 

them in terms of strength of intent ranging from low to moderate to high to definite. The 

participants were given additional written instructions which attempted to eliminate the 

potential influence of disposable income on purchase intention since that specific factor was 

not being studied in this survey. The participants received the following instructions: “Please 

think of one product/brand/service that you have seen being promoted by a YouTuber and 

describe your thoughts on it using the scales below without considering whether or not you 

can actually afford the product/service”. The table below briefly shows the calculated means 

and standard deviations of the purchase intention dataset which much like the previous sets 

demonstrate a relatively wide dispersion but with means that lean slightly more towards the 

negative boundary than the means of the other sets did.  

Table 5. Means and standard deviations for purchase intention dataset. 

Pair Mean Standard deviation 

Definite intent 3,65 1,07 

Low intent 3,06 1,35 
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High intent 3,59 1,10 

Moderate intent 3,65 1,21 

 

While all pairs within the set have relatively similar means to the other sets in that they are 

relatively close to the neutral point of three they do with just one exception tend more 

towards the negative boundary. The exception in this set is the low intent pair, the mean of 

which is the lowest in the set but with the highest standard deviation of the set as well. Closer 

inspection of this pair as can be seen in the figure below reveals that this pair does have a 

relatively even dispersion but that at the same time it  does appear to lean slightly towards the 

positive boundary, although the actual distribution of data does lean slightly more towards the 

negative end. The perception is slightly skewed by the fact that the single most commonly 

selected option is closer to the positive boundary, but in fact the negative boundary being 

represented by points four and five do collectively slightly outweigh the positive boundary 

points of one and two. 

 

 

Figure 11. Spread of responses to Low intent pair - 1=would consider buying, 5=would not 

consider buying.  

Figure 11 shows that while there is indeed a relatively high dispersion in the set there a 

relatively even dispersion within the set although there is a slight tendency towards the 

positive boundary which represents a low degree of purchase intent, making this the most 

positively-tending pair within the purchase intention construct at first glance. 
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4.6 Likert scale item data 

The Likert - type items and the distribution of the answers are presented below. The 

respondents were asked to pick a number from 1 to 5 for each statement. 1 equalled disagree 

strongly and 5 equalled agree strongly. Each item was given a name which can be seen in the 

table below.  

Table 6. A presentation of the items for the Likert - scales.  

Statement Name given to item 

I have a positive attitude towards advertising in general. Attitude towards advertising 

I have a more positive attitude towards sponsored YouTube 

content than advertising in general. 

Comparative attitude to 

sponsored content 

I would consider purchasing a sponsoring product/service if 

I believed that it would support the YouTuber through an 

affiliate deal. 

Attitude & purchase 

intention 

I prefer sponsored content on Youtube over YouTube's 

regular video ads. 

Attitude & preference 

I prefer sponsored content that is presented in a entertaining 

way (e.g a comedic sketch or joke) over content that is not 

entertaining. 

Entertainment  & attitude 

I am more likely to remember a product/service if I found 

the sponsored content it was featured in to be entertaining. 

Entertainment & recall 
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Figure 12. Answer distribution from the Likert - scales.  

The figure above illustrates the distribution among the answers for the Likert-scale items. 

When it comes to the items Entertainment & attitude and Entertainment & recall there is a 

positive trend among the answers were 44,4 % respectively 38,9 % of the respondents has 

chosen agree strongly. This indicates that level of entertainment value in the sponsored 

content on YouTube has an impact on the viewer's attitude towards the ad and that it also 

affects the level of ad recall. When it comes to the items Attitude towards advertising the 

answers tend to point towards a more negative attitude where agree and agree strongly only 

equalled 13,9 % and 2,1 % respectively of all the answers. The answers for the item 

Comparative attitude to sponsored content indicate that there is a preference for sponsored 

YouTube content over advertisment in general where the trend points in a positive direction. 

The answers for the items Attitude & preference and Attitude & purchase intention are more 

evenly distributed and tend to point to towards a more neutral attitude. 

5 Analysis 

This chapter includes an analysis of the empirical data which was gathered through an online 

survey and this primary data is compared to the previous research which can be found in the 

literature review. The results from the hypothesis testing in SPSS and a deeper discussion 

regarding each hypothesis is included in this chapter.   
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5.1 First hypothesis  

The first hypothesis was based on how perceived entertainment in the sponsored YouTube 

content affects ad attitude. The first hypothesis is presented below:  

H1: The viewer has perceived entertainment in the sponsored YouTube content which is 

positively affecting ad attitude.  

It is not possible to draw any conclusions regarding our hypothesis by just looking at the data 

as presented up until now: there is no noticeable trend and the participants seem mostly 

neutral in terms of perceived levels of entertainment. Most of the pairs tested using the 

semantic-differential scales are non-polarising and follow a similar trend which is illustrated 

by Table 2. In most cases we expected that the attitudes of millennials would lean towards 

either the positive or negative boundary. But the apparent reality is that the attitudes of 

millennials towards sponsored content are much more nuanced than we initially expected, 

which perhaps can be explained by the fact that the sponsored content that currently exists on 

YouTube is highly varied in terms of its presentation, tone and degree of entertainment 

among various other factors. There does evidently exist sponsored content that is perceived as 

entertaining on YouTube, just as there is also variation in how millennials feel about this 

content which can be seen in Figure 9 that demonstrates the Enjoyment pair. The distribution 

of the answers can both be explained by the natural differences in attitude that occur in all of 

us and in the differences in how content creators treat their sponsored. We have personally 

encountered sponsored content that ranges from unimaginably dull to side-splittingly 

hilarious. While humour is subjective, as is the interpretation of entertainment, it is still 

entirely obvious when a content creator has made no effort to create their sponsored content 

in an entertaining way. The fact that perceived entertainment does in fact play a role both in 

determining attitudes towards the content itself, and in influencing purchase intentions will be 

demonstrated further by some remaining items of the study.  

Previous research has established that an ad which is perceived to be more entertaining tend 

to be more effective in reaching the viewers (Teixeira & Stipp, 2013). Entertainment in 

advertising on social media has been found to positively affect purchase intention (Kumar & 

Pandey, 2016). Previous research has also linked attitude towards an ad to positive purchase 

intention (MacKenzie et al., 1986). Mood is one of the five first-order determinants of ad 

attitude. Entertainment in sponsored YouTube content is connected to ad attitude and the 

formation of ad attitude through mood since entertainment can influence mood (MacKenzie 

& Lutz, 1989). High entertainment value in a ad has been found to contribute to a positive 

brand attitude and this was especially prominent when it was compared to ads containing low 

levels of entertainment for instance banner ads (Jung, Min & Kellaris, 2011). This study did 

not investigate entertainment value in video content, however it did establish the positive 

effects of entertainment value in advertising content (Jung, Min & Kellaris, 2011). The results 

from the Likert-scale items of our study tend to point in the same direction as previous 

research, the items Entertainment & attitude and Entertainment & recall (Fig. 12) indicate a 

positive trend when it comes to entertainment value and ad attitude. 44,4 % of the 

respondents in this study answered that they preferred sponsored YouTube content which was 

presented in an entertaining way over content which was not entertaining. This indicates that 

there is a more positive ad attitude towards the sponsored YouTube content which is 

entertaining. The findings of this study are in line with the study conducted by Jung, Min & 
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Kellaris (2011) which established that entertaining advertisements lead to more positive 

brand attitude when compared to static and non-interactive ads. Furthermore 38,9 % of the 

respondents in this study answered that they were more likely to remember a product or 

service if the they found the sponsored YouTube content to be entertaining (Fig. 12), and this 

is one way perceived entertainment can directly affect purchase intentions as previous 

research has shown that ad recall can affect purchase intentions (Shao et al, 2015; Davtyan & 

Cummingham, 2017). Perceived entertainment in advertising content can also indirectly 

affect purchase intention by improving ad attitudes.  

5.1.2 Testing the first hypothesis 

As we noted based both on our own data and previous research there does seem to be some 

relationship between how entertaining a piece of sponsored content is and how that content is 

perceived, as can be seen from the Entertainment & Attitude item in figure 12. In order to 

determine if perceiving content as entertaining does influence attitude we needed to find out 

if the attitude towards sponsored content is different between those who found it entertaining 

and those who did not. First, the scores of the entertainment construct were averaged for each 

participant and participants were placed into either the Overall Entertaining group or the 

Overall not Entertaining group. For the purposes of this test we have formulated a null 

hypothesis and test hypothesis. 

H0: There is no significant difference in attitude towards sponsored between the 

Overall Entertaining group and the Overall not Entertaining group.  

H1: There is a significant difference in attitude towards sponsored between the Overall 

Entertaining group and the Overall not Entertaining group.  

A Mann Whitney U test was used to determine if the difference in attitude towards sponsored 

between the groups was significant. The Mann Whitney U test was performed using SPSS on 

the 5% level of significance and it output the following test statistics which is illustrated by 

the figure below.  

 

Figure 13. H1 SPSS Test statistics 

The point of interest here is the 2-tailed exact significance figure which here is output as 

0.000, which means that it can not be greater than 0.0005 since SPSS outputs significance 

that is less than 0.0005 as 0.000. Since exact sig is less than 0.05 we can reject the null 

hypothesis and accept the test hypothesis meaning that there is a difference in attitude 
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between the groups. We can therefore accept our first hypothesis since those who tended to 

perceive sponsored content as entertaining also had more positive attitudes towards the 

sponsored content. 

As to why sponsored content is perceived more positively by millennials if it is also 

perceived as entertaining, we initially believed that since normal video ads tend to be seen as 

annoying and disruptive (Bolton et al., 2013; Chahal, 2016) sponsored content that provides 

some entertainment value would be seen as less annoying or would be seen as mostly 

positive. Our results first seemed quite unexpected as there was no clear majority on either 

the entertaining or not entertaining side of the scales, but after looking closely at the 

individual participants’ data and performing the Mann Whitney U test it became clear that 

those participants who had perceived the sponsored content they had encountered as 

entertaining had also reported more positive attitude towards that content.  

The implications of this is that since entertainment value can positively affect both attitude 

and purchase intentions by increasing ad recall, sponsored content should be made to feature 

at least a moderate amount of entertaining content. In terms of message construction 

sponsored content on YouTube should aim towards an emotional and humorous appeal rather 

than a rational and informative appeal (Kotler et al, 2013). Emotional and rational appeals can 

be used in tandem but our results indicate that the balance should lean more towards the 

emotional and entertaining side in order for the content to be perceived as more positive. 

However, one limitation of this assumption is the subjectivity of entertainment value as a 

concept. Show any video on YouTube to a group of randomly selected people and you will 

most likely find that every single one of them has a different view on just how entertaining 

that clip was, and as we mentioned previously the subjectivity of the term entertainment 

makes it difficult to with accuracy say that one specific type of entertainment should be used 

in sponsored content on YouTube.  

But, as we saw from the attitude towards content creator construct in figure 8 millennials 

tend to have a mostly positive attitude towards the content creators that they watch which 

presumably means that they enjoy that person’s personality, sense of humour or style of 

content, and because of this we believe that from the perspective of content creators the style 

of sponsored content that they make should match the style of their usual content. This usual 

content is after all what the viewer has come to enjoy and expect, and presumably the viewer 

also finds this content to be entertaining enough to keep watching. It makes sense then, that 

when entering into a collaboration with a content creator in order to create sponsored content 

then the content creator should be given freedom to create a sponsored message that lines up 

with what their viewers have come to expect in terms of both tone and form.  

5.2 Second hypothesis   

The second hypothesis was designed based on the attitude towards the influencer and the 

effect on ad attitude. The second hypothesis is presented below:  

H2: The viewer has a positive attitude toward the influencer which is positively affecting ad 

attitude.  

Wu, Linn & Fu (2011) found in their research that the content producer plays an important 

role when it comes to influencing ad attitude and purchase intention. The results of their study 
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indicated that celebrity endorsers were more effective in reaching the consumers than expert 

endorsers when it came to certain product categories for instance dietary products. On the 

other hand Kapitan & Silvera (2015) found that expert endorsers such as peer endorsers, 

company CEOs and expert were perceived to have a greater expertise than celebrity 

endorsers. These expert endorsers were found to influence the perception of ad credibility. 

The influencers on YouTube tend to range somewhere between celebrity endorsers and peer 

endorsers. They tend to be more knowledgeable than the average consumer within their area 

of expertise and at the same time they tend to be uniquely appealing like celebrity endorsers. 

The empirical data of our study indicate that the millennials have a more positive attitude 

towards the influencer which is illustrated by figure 8. The Experience pair shows that 29,9 

% of the millennials chose number 1, 35,4 % chose number 2 and 26,4 % chose number 3 on 

the semantic differential scale, which points towards a positive trend. These answers are in 

line with previous research (Wu, Linn & Fu, 2011; Kapitan & Silvera, 2015) that consumers 

perceive endorsers to be more knowledgeable within their area of expertise.  

The Trust pair (Figure 8) indicate that the millennials' perception of the influencer's 

trustworthiness tend to point towards the positive boundary. 20,8 % of the millennials in our 

study chose number 1 on the semantic differential scale, 34,0 % chose number 2 and 22,2 % 

chose number 3. Le & Nguyen (2014) established in their study that credibility in an ad can 

make the consumers more favourably diposeded to viewing the content and they tend to be 

more likely to be influenced to take action. The results in the study conducted by MacKenzie 

& Lutz (1989) also show that ad credibility is one of the five determinants of ad attitude 

which has proven to have the greatest direct effect on ad attitude. The answers in our study 

indicate that the millennials perceive the influencers as credible and these results are in line 

with the study conducted by Le & Nguyen (2014). The Likability pair (Figure 8) follows the 

same pattern as the Experience pair and the Trust pair where the answers indicate a positive 

trend.  

The results in our study tend to point towards the same direction as previous research 

regarding influencers being opinion leaders. As mentioned before opinion leaders are able to 

affect and change the behaviour of others, they possess knowledge in certain areas and people 

value their opinions (Solomon et al., 2013; Gnambs & Batinic, 2013; Merwe & Heerden, 

2009). The high scores on the item pairs: Experience, Trust and Likability (Figure 8) point 

towards YouTube content creators being opinion leaders since they are viewed as trustworthy 

and experienced sources of information, and our result do indicate that they can influence the 

purchase intention of millennials to an extent. This fact is quite in line with current 

knowledge, for example, Spangler (2015) found that American millennials and teenagers 

identified themselves with and related to YouTubers more than to traditional celebrities since 

the YouTubers were perceived to be more genuine.  

5.2.1 Testing the second hypothesis 

The attitude of millennials towards the creators of sponsored content does seem to lean 

towards the positive boundary as can be seen in figure 8, and this tendency is much clearer 

here than in the other attitude-related items. But in order to evaluate our second hypothesis 

we need to determine whether or not a positive attitude towards a content creator can 

influence attitude towards the content itself. First, participants were allocated to either the 

Overall positive content creator attitude group and the Overall negative content creator 
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attitude group based on their scores on the attitude towards content creator construct. To find 

out if attitude towards the content creator does have an effect on the attitude towards the 

content itself we needed to find out if the attitude scores between the two groups were 

significantly different. Once again a Mann Whitney U test was used to test the whether or not 

any difference between the groups was statistically significant. For the test we developed the 

following test hypotheses: 

H0: There is no significant difference in attitude towards sponsored between the 

Overall positive content creator attitude group and the Overall negative content 

creator attitude group 

H1: There is a significant difference in attitude towards sponsored between the Overall 

positive content creator attitude group and the Overall negative content creator 

attitude group 

The Mann Whitney U test performed in SPSS generated the following output which is 

illustrated by the figure below.  

 

Figure 14. H2 SPSS Test statistics 

This test was performed at the 5% level of significance, meaning that the null hypothesis may 

be discarded if the exact significance value is less than 0.05 and it must be accepted if the 

exact significance value is greater than 0.05. In this test the exact significance was output as 

0.000(<.0.0005) which is less than 0.05 and as such we may discard the null hypothesis and 

determine that there is a significant difference in attitude towards sponsored between the 

Overall positive content creator attitude group and the Overall negative content creator 

attitude group. As a result we can also accept our original second hypothesis, meaning that if 

the viewer has a positive attitude toward the influencer then that attitude will affect their 

attitude towards the sponsored content produced by that specific influencer. 

As to why a millennial’s attitude towards a content creator can influence their attitude 

towards the sponsored content made by that content creator, there are several factors that can 

explain this connection. As we mentioned, content creators on YouTube are also opinion 

leaders since they may influence the behaviour and opinions of their viewers and their 

viewers tend to trust them as seen in the Trust pair in figure 8. Because of this fairly high 
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level of trust viewers are more likely to see sponsored content in a more positive light since 

they feel that they can trust the content producer. Another possible explanation is 

transference. Attitudes are formed by multiple interactions between various concepts, and as 

shown by MacKenzie and Lutz (1989) in their model of attitude formation, attitudes towards 

a specific concept such as an advertisement are partially defined by existing attitudes towards 

related concepts such as the brand or the advertiser. In a sense, positive attitudes towards a 

content creator are transferred to the sponsored content they make. However, this means that 

the sponsored content made by a content creator on YouTube is mostly effective on that 

content creator’s regular viewers since they will most likely have a positive attitude which 

may be transferred to the sponsored content. This in itself is not necessarily a limitation since 

it allows marketers to target a specific group of people, who at least share interests to some 

extent since they follow the same content creator with a message that they are more likely to 

view in a positive way. What remains to be seen is if these positive attitudes towards both 

creator and content can actually generate or otherwise influence purchase intentions. 

5.3 Third hypothesis 

Our third and final hypothesis was based on the attitude towards the sponsored YouTube 

content and its effect on purchase intention. The third hypothesis is presented below:  

H3: The viewer has a positive attitude towards the sponsored content which is positively 

affecting purchase intentions.  

As was the case with our first hypothesis, we could not draw any conclusions from our initial 

and unprocessed results. Overall, the responses to the purchase intention construct lean 

towards the low intent end of the spectrum, but when looking at participants’ responses 

separately we once again noticed a trend: those who had reported positive attitudes towards 

sponsored content tended to also report higher degrees of purchase intent. This lines up with 

previous research which has indicated that attitude towards the ad and attitude towards the 

endorser can influence purchase intentions (Dehghani et al, 2016). MacKenzie et al. (1986) 

linked attitude towards an advertisement to positive purchase intention and this link was once 

again confirmed in a later study (MacKenzie & Lutz, 1989). Looking back at Warshaw’s 

(1980) model of purchase intention as depicted by Lin, Wu, Wang and Tsai (2015) purchase 

intentions are determined by motivational and non-motivational factors. Attitude towards the 

ad or the sponsored content becomes a motivational factor since it creates positive 

associations with the ad and by extent with the advertised product, brand or service. Another 

important aspect that can affect purchase intentions is recall (Shao et al, 2015) which also can 

be affected by attitude (Eagly et al, 2001) 

Our own results (see figure 10) indicate that entertaining ad content is recalled to a greater 

extent than non-entertaining content, and attitude has been shown to influence recall in 

previous research (Eagly et al, 2001). Going back to Warshaw’s (1980) model, attitude and 

recall can create and influence motivational factors. Attitude can create positive associations 

with brands and products which are more long-lasting if recall is enhanced, and by improving 

recall of an ad or a piece of sponsored content the product or brand may increase its share-of-

mind and will as such be considered as an option in the event of a purchase decision. 

However, this is not enough to accurately determine if attitude towards sponsored YouTube 

content does affect purchase intentions, which is why our third hypothesis will be tested. 
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5.3.1 Testing the third hypothesis  

We have already accepted our first two hypotheses thus determining that entertainment value 

in sponsored content can affect attitude towards the sponsored content and that attitude 

towards the content creator can also affect attitude towards the sponsored content. What 

remains is to determine whether or not attitude towards sponsored content can affect purchase 

intentions in millennials. The data for purchase intention do lean more towards the low intent 

boundary than towards the positive, but the distribution of data does not necessarily infer 

anything about any relation between attitude and purchase intention. To test our third 

hypothesis a Mann Whitney U test was performed.  

First all participants were allocated to either the Overall positive attitude group or the Overall 

negative attitude group based on their scores on the Attitude towards sponsored content 

construct and to test if there is any significant difference between these groups we developed 

the following test hypotheses: 

H0: There is no significant difference in purchase intentions between the Overall 

positive attitude group and the Overall negative attitude group.  

H1: There is a significant difference in purchase intentions between the Overall 

positive attitude group and the Overall negative attitude group. 

The Mann Whitney U test was performed using SPSS at the 5% level of significance and 

output the following test statistics which is illustrated by the figure below. 

 

Figure 15. H3 SPSS Test statistics.  

In figure 13 the exact significance was output as 0.000(<.0.0005) which is less than 0.05 and 

as such we may reject the null hypothesis and accept the test hypothesis. We can determine 

that there is a significant difference in the medians of the two groups which is assumed to be 

caused by the grouping variable of attitude. Based on this we can also accept our third and 

final initial hypothesis, thus accepting that if a viewer has a positive attitude towards a piece 

of sponsored content then that is likely to influence purchase intentions of the featured brand, 

product or service.  

The third and final Mann Whitney U test allowed us to discard its null hypothesis and to 

accept our initial hypothesis that a positive attitude towards sponsored content does positively 
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affect purchase intention. In terms of the extent of the influence, looking at the scores for the 

purchase intention construct in figure 8 we can see that the items indicating low and 

moderate intent are the items within the construct that most heavily lean towards the positive 

boundary. There is therefore some concern regarding whether or not Sponsored content on 

YouTube can influence purchase intentions to greater than a moderate extent, although there 

were still respondents who reported high degrees of purchase intention and in most cases they 

were the same individuals who had scored highly on attitude.   

5.4 Revised model of purchase intentions and sponsored YouTube content 

Our initial conceptual model was based previous research (Dehghani et al, 2016; Jung, Min & 

Kellaris, 2011; Teixeira & Stipp, 2013; MacKenzie & Lutz, 1989) and adapted to fit the 

context of sponsored content on YouTube. After analysis and testing we have revised the 

model into a more simplified and relevant model. The relationships covered by our three 

hypotheses are clearly marked. 

 

 

Figure 16. Revised model of the role of entertainment and attitude in millennials’ purchase 

intentions. 

The model represents the interactions between Ad attitude and Perceived entertainment and 

Purchase intention as well as some antecedents of influencer attitude. The model displays the 

linear relationship between Influencer attitude, Ad attitude and Purchase intention which is 

supported by our second and third hypotheses which were both accepted. Viewers’ attitudes 

towards the influencer, or content creator, affect their attitude towards the sponsored content, 

or ads, that they produce. This connection is largely due to the relationship between viewer 

and and content creator which is based largely on trust and a sense of relating to the 

influencer; and it is also due to transference of positive attitudes from the content creator to 

the actual sponsored content. Influencer attitude in itself is also partially determined by its 

four antecedents shown in the model, Perceived expertise, Experience, Trust and Preferences. 

These four concepts will be further outlined when we discuss changes made to the model.  
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Our first hypothesis dealt with the relationship between perceived entertainment in the ad and 

while our results allowed us to accept this hypothesis we also found that perceived 

entertainment also acts on Purchase intention through Ad recall.  Because of these specific 

findings Perceived entertainment was given a more prominent role in model by acting on both 

Ad attitude and Purchase intentions. The effect of Entertainment on Ad attitude was split into 

a direct effect and an indirect effect through mood. The split was made because we found that 

while entertainment can affect the mood of a viewer which in turn can affect their attitude; 

just perceiving the content as entertaining can affect attitude because it lessens feelings of 

annoyance that may arise from the interruptions that normal video ads present and by being 

found entertaining it also provides millennial viewers with some value in return for being 

shown what is essentially an ad. Joshi (2013) found that millennials prefer to view 

advertisements on their own terms and may expect something in return, and in the case of 

sponsored content on YouTube what they get in return is entertainment value. In their 

revision of their model MacKenzie & Lutz (1989) did not include mood, but in our model we 

kept mood as a factor since our results did support it, which may be in part because we also 

investigated the role of entertainment value in the ad which in itself is connected to mood. 

The interaction between Ad attitude and Purchase intention predicted by our third hypothesis 

is largely explained by cognitive factors. Intending to purchase a product of a specific brand 

is a conation, and conation is preceded by affect. The affective part of the mind is the part 

dealing with feeling and emotion and is thus closely associated with attitudes. There is an 

affective link between attitude towards sponsored content and purchase intention of the 

sponsored product as positive feelings towards exposure to the product can be transferred 

onto the product itself, thus influencing purchase decision. 

Some aspects of our conceptual model were removed from the revised version. Advertiser 

attitude: the attitude towards the company sponsoring the content, was removed since we 

wanted to focus primarily on factors more closely related to the content creator, and ad 

perceptions were removed for similar reasons. Attitude towards advertising was removed 

because we found that attitude towards sponsored content and towards the content creator 

were mostly unaffected by attitude towards advertising in general, which is in line existing 

research on advertising and attitude (MacKenzie & Lutz, 1989). In their revised model they 

also labeled attitude towards advertising in general as not directly affecting either ad, brand  

or advertiser attitudes. In their case this was also due to insufficient support for any 

relationship between attitude towards advertising in general and ad attitude (MacKenzie & 

Lutz, 1989).  

The Influencer attitude aspects of the model were also reworked. The previous factors of 

Influencer and ad credibility were removed and replaced with the four new antecedents of 

influencer attitude based on our results: Trust, Experience, Perceived expertise and 

Preferences. Trust represents the viewers’ trust in the content creator and reflects both ad and 

influencer credibility. We initially chose to investigate trust since we had identified YouTube 

content creators as opinion leaders, and opinion leadership is in part based on trust (Solomon 

et al., 2013; Gnambs & Batinic, 2013; Merwe & Heerden, 2009). Preferences represent 

viewers’ own preferences in what they find appealing in a person and what they find likable. 

This concept is of course highly subjective since preferences are entirely personal and differ 

from individual to individual. But we still felt it worthwhile to include it in the model since 

http://search.proquest.com/abiglobal/indexinglinkhandler/sng/au/Gnambs,+Timo/$N?accountid=11261
http://search.proquest.com/abiglobal/indexinglinkhandler/sng/au/Batinic,+Bernad/$N?accountid=11261
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our own results showed varying degrees of liking reported which can be most easily 

explained by differing preferences among the participants; and existing sources had already 

assured us that many millennials do find YouTube content creators to be appealing as 

endorsers (Spangler, 2015). Experience represents any past experience that the viewer may 

have with the influencer since attitudes can be influenced by past experiences with the 

attitude’s focus. Perceived expertise represents the perceived level of expertise of the content 

creator. Previous research had indicated that the perceived level of expertise of an endorser 

can affect how viewers interpret sponsored messages (Kapitan & Silvera, 2015) which is why 

we initially chose to include this in our investigation. Once again looking back at figure 8 our 

results showed that most participants perceived content creators to be at least moderately 

experienced in the subject matter of their content.  

6 Conclusions 

This chapter ties together the analysed data of this study and the results, conclusions and the 

answers to the research question are presented in this chapter.  

This paper set out investigate sponsored content on YouTube and the how entertainment 

value in the content and the viewers’ attitudes towards the content and content creator may 

influence purchase intentions. We then began investigating existing research on these 

subjects. After gathering information from secondary sources we developed our conceptual 

model and our three hypotheses which were all accepted after analysis and testing. We can 

therefore conclude that perceived entertainment in sponsored content can affect attitude 

towards sponsored content both positively and negatively. Furthermore attitudes towards the 

content creator may be transferred onto the sponsored content that they make, and a positive 

attitude towards sponsored content can positively affect purchase intentions of the advertised 

product, brand or service. We can therefore answer our research question, which can be seen 

below: 

How do attitude and perceived entertainment in sponsored content on YouTube affect 

purchase intention of millennials? 

To concisely answer the research question: perceiving entertainment value in sponsored 

content on YouTube positively affects millennials’ purchase intentions and attitudes 

towards sponsored content, and attitude towards the sponsored content is connected to 

purchase intention with an affective link and can influence it both positively and 

negatively. Millennials’ attitudes towards sponsored content on YouTube is also derived 

from their attitudes towards the content creator due to transference of positive feelings 

and attitudes. 
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Figure 17. Revised model of the role of entertainment and attitude in millennials’ purchase 

intentions. 

As for the how, attitude and perceived entertainment in sponsored YouTube content act on 

purchase intention both directly and indirectly. Perceived entertainment in sponsored content 

affects attitude towards the sponsored content positively both directly and indirectly. It affects 

purchase intention indirectly by acting through attitude towards sponsored content. Perceived 

entertainment affects attitude toward sponsored content indirectly through mood, since being 

entertained can positively affect mood and mood plays a part in ad attitude formation 

(MacKenzie & Lutz, 1989). Perceived entertainment in the sponsored content also affects 

millennials’ attitudes towards the sponsored content directly as it provides them with some 

value in the form of entertainment (Joshi, 2013) and it does not provoke the same levels of 

annoyance that normal video ads do, since they often interrupt or postpone the content that 

millennials actually want to see. Perceived entertainment also affects purchase intentions by 

improving recall of the sponsored content and its focus, and ad recall has been found affect 

purchase intentions (Shao et al, 2015).  

Attitude towards sponsored content on Youtube affects purchase intention directly and is in 

turn affected by attitudes toward the content creator. A positive attitude towards a content 

creator may be transferred to the sponsored content that they produce, which helps to negate 

negative feelings that may arise from viewing the sponsored content which is still a form of 

advertisement. A positive attitude towards a content creator can in some cases also lead to 

high degrees of purchase intention on its own, as we found that some millennials will 

purchase or at least intend to purchase a sponsoring product if it will financially support the 

content creator through an affiliate deal. Attitude towards the sponsored content itself also 

affects purchase intention through an affective link as positive feelings generated by the 

sponsored content become motivational factors (Warshaw, 1980). They make the viewer of 

the sponsored content more positively inclined towards the focus of said content and thus 

affect both own desires and perceived pressure (Warshaw, 1980). These motivational factors 

are what make a person willing to purchase a specific product or service, so by affecting these 

factors attitude can influence purchase intentions. 
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These relationships are also bidirectional, as a negative attitude towards a piece of sponsored 

content can negatively affect purchase intention by generating negative feelings and 

essentially creating a demotivational factor. Much in the same way, if no entertainment is 

perceived in the sponsored content, or if it is perceived as boring or annoying then negative 

attitudes towards the content may be generated. A negative attitude towards an influencer can 

also be transferred to their sponsored content just as a positive attitude would be. Because 

these relationships are bidirectional it becomes even more important to consider 

entertainment and attitude when producing sponsored YouTube content. Since attitude is not 

something that can be inserted into a video the most effective way to create sponsored 

YouTube content that can positively affect the purchase intentions of millennial viewers is to 

make use of entertainment. Sponsored content that is not entertaining or is boring or 

disruptive may do more harm than good in terms of attitude towards the sponsoring brand as 

well as towards the content creator. But the reverse is also true, as content that is perceived as 

entertaining can positively affect attitude towards the content and by extent also purchase 

intention of the sponsoring brand.  

7 Discussion of limitations and implications of the study  

There are of course some limitations to this study that should be considered, especially when 

attempting to generalize these findings to the target population. Because of the sheer size of 

our intended target population, that being millennial YouTube users the issue of applying 

these results is rather daunting. With our sample of 144 participants we can expect a 

confidence interval of around 9,8 %, although this is an estimate which does not take the 

specific proportion of responses into consideration. However, the findings of this study tend 

to follow similar patterns which have been established by previous research regarding the 

influence of ad attitude and entertainment on purchase intention. Therefore, despite the 

sample size of 144 respondents this study can be considered valuable and a contribution to 

existing research within this field. Another possible limitation is the lack of specificity in the 

model which attempts to broadly cover all sponsored content on YouTube. The focus on 

entertainment means that the model may not be applicable to all product categories with the 

same degree of accuracy, since entertainment may not be a relevant factor when advertising 

certain products. However, despite this the model is still applicable to any product category 

where entertainment and humour is an appropriate appeal to use; and it is applicable 

whenever the goal is to not only drive sales but also to improve consumer attitude towards the 

ads and by extension attitudes towards the brand.  

The implications of our findings are relevant to both marketers and YouTube content 

creators. The model provides content creators and sponsoring businesses with insight on how 

entertainment and positive attitudes of millennial viewers towards the content creator may be 

leveraged to positively affect attitude towards the sponsored content and purchase intentions 

for the sponsoring product. Among content creators on YouTube sponsorship deals are 

becoming more common due to the uncertainty of advertising revenue from YouTube’s own 

ads (Solon, 2017; Feng, 2017) and it would therefore behove them to be able to create 

sponsored content in a way that minimises the negative attitudinal effects. By making sure 

that their sponsored content is interesting and in some way entertaining content creators 

increase the likelihood of eliciting positive feelings and attitudes, and decrease the likelihood 

of eliciting feelings of annoyance and irritation. The main issue with applying the model to 
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content creation is the subjectivity of what is considered entertaining, but as we have 

mentioned before we believe that the best course of action for content creators is match the 

style of their sponsored content with the style of the rest of their content, since their viewers 

will be familiar with that style and if they are recurring viewers they are likely to find that 

style of content entertaining. Advertisers targeting millennials should therefore take care and 

instruct any content creators that they work that the style and feel of their sponsored content 

should match their usual content when appropriate. Both advertisers and content creators 

should also heed product-endorser fit (Dom et al, 2016). When choosing to enter into a 

collaboration with a content creator the sponsoring business should consider how well the 

product and content creator fit, because if the product is too unrelated to the influencer’s 

usual content, then the sponsorship may be perceived as disingenuous by the viewers which 

would reflect poorly on both sponsor and content creator (Kapitan & Silvera, 2015). By 

aiming for better product-endorser fit sponsors can not only prevent negative attitudes, but 

they can also ensure that their product reaches an audience that is likely to be interested in it. 

This is because a product with good product-endorser fit will in most cases be relevant to that 

YouTuber’s usual content and thus the product is more likely to be appealing to their viewers 

since it matches the content that they enjoy. 

8 Further studies  

This chapter includes suggestions for further studies regarding Influencer marketing on 

YouTube.  

This study increases the understanding of how attitude and perceived entertainment in 

Influencer marketing affect purchase intentions in millennial viewers. Below are suggestions 

for further studies within this field: 

1. Further research could investigate how gender differences may affect millennials in 

their preferences for sponsored YouTube content. This can give valuable information 

regarding how men and women perceive sponsored YouTube content.  

2. Research can include different product categories and investigate how sponsored 

YouTube content needs to be adapted based on the type of product which is being 

advertised. This could improve the understanding of how influencer marketing in 

sponsored YouTube content can be applied to different product categories. 

3. A qualitative research can be conducted in order to get a deeper insight in millennials' 

attitude towards sponsored YouTube content. This could also be complemented with 

interviews with content creators on YouTube to provide some insight into how 

sponsored content is currently produced. This type of research could be a good 

complement to existing quantitative research.  
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Appendix 1: Definitions 

The key concepts around which this paper is structured will be outlined below in order to 

familiarize readers with these concepts which are all directly related to and essential to the 

purpose of this study.  

 

a. Ad-blocking software: This is a software which is used in order to block for instance 

advertising banners, pop-up ads and malware (Adblock Plus, 2017). AdFender and 

Adblock Plus are examples of ad-blocking software (Adfender, 2017; Adblock Plus, 

2017).  

 

b. Influencer marketing: A marketing technique which uses influencers to distribute a 

marketing message, often through the influencers’ own established contact networks. 

An influencer is any individual or group capable of influencing the opinions and 

behaviour of others (Hoonsopon & Puriwat, 2016). A term which in many cases is 

indistinguishable from influencer marketing is sponsored content. Sponsored content 

is simply any content that is produced as a result of a sponsorship deal between the 

content creator and the sponsoring organisation wishing to promote their brand, 

product or service.  

 

c. Affiliate marketing: Affiliate marketing is a marketing technique consisting of two 

main operators; the advertiser and the affiliate. The affiliate receives compensation 

from the advertiser for every new transaction which they help generate through 

referrals (Chaffey & Chadwick, 2012).  

 

d. Entertainment value: Entertainment value simply refers to perceived level of 

entertainment in media, such as a film or an ad, greater entertainment value means 

that a specific piece of media is seen a more entertaining (Teixeira & Stipp, 2013). 

 

e. Attitude: Attitude can be defined as a learned disposition towards an object or 

situation which provides individuals with a tendency to respond either favourably or 

unfavourably to the object or situation (Gross, 2010, p. 366). 

 

f. Purchase intention: The extent to which an individual is intending to purchase a 

product or service (Dehghani et al, 2016; MacKenzie & Lutz, 1989). 

 

g. Paid endorsement: Within the context of influencer marketing on YouTube, a paid 

endorsement is a piece of content that is sponsored in some way by the owners of the 

featured brand, product or service. The payment need not necessarily be monetary, 
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gifts or free products given for the purpose of review or showcasing are also 

considered as reimbursement. A paid endorsement is an explicit agreement between 

the sponsor and the content creator (Chaffey & Chadwick, 2012). 

 

h. Earned endorsement: Within the context of influencer marketing on YouTube, an 

earned endorsement is any content that features a brand, product or service that is 

created without any reimbursement from the makers or owners of the featured brand, 

product or service. In an earned endorsement there is no agreement between the 

content creator or any sponsor and the decision to feature a specific brand, product or 

service was made by the content creator without any influence from the company 

behind the featured subject (Chaffey & Chadwick, 2012). 
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Appendix 2: SPSS test output 

 

Hypothesis 1 

Descriptive Statistics 

 N Mean Std. Deviation Minimum Maximum Percentiles 

25th 

ATTITUDExENT 146 3.1370 1.03478 1.00 5.00 2.3500 

Entertainment 146 1.6918 .46335 1.00 2.00 1.0000 

 

Descriptive Statistics 

 Percentiles 

50th (Median) 75th 

ATTITUDExENT 3.0000 4.0000 

Entertainment 2.0000 2.0000 

 

Mann-Whitney Test 

Ranks 

 Entertainment N Mean Rank Sum of Ranks 

ATTITUDExENT 

1.00 45 37.21 1674.50 

2.00 101 89.67 9056.50 

Total 146   

 

Test Statisticsa 

 ATTITUDExENT 

Mann-Whitney U 639.500 

Wilcoxon W 1674.500 

Z -6.940 

Asymp. Sig. (2-tailed) .000 

Exact Sig. (2-tailed) .000 

Exact Sig. (1-tailed) .000 

Point Probability .000 
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a. Grouping Variable: Entertainment 

Hypothesis 2 

Descriptive Statistics 

 N Mean Std. Deviation Minimum Maximum Percentiles 

25th 

ATTITUDExCCATTITUDE 144 2.9486 .88215 1.00 5.00 2.3250 

CCattitude 144 1.4097 .49350 1.00 2.00 1.0000 

 

Descriptive Statistics 

 Percentiles 

50th (Median) 75th 

ATTITUDExCCATTITUDE 3.0000 3.5000 

CCattitude 1.0000 2.0000 

 

Mann-Whitney Test 

Ranks 

 CCattitude N Mean Rank Sum of Ranks 

ATTITUDExCCATTITUDE 

1.00 85 54.55 4636.50 

2.00 59 98.36 5803.50 

Total 144   
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Test Statisticsa 

 ATTITUDExINF

LUENCERATTI

TUDE 

Mann-Whitney U 981.500 

Wilcoxon W 4636.500 

Z -6.211 

Asymp. Sig. (2-tailed) .000 

Exact Sig. (2-tailed) .000 

Exact Sig. (1-tailed) .000 

Point Probability .000 

 

a. Grouping Variable: Influencer attitude 

Hypothesis 3 

Descriptive Statistics 

 N Mean Std. Deviation Minimum Maximum Percentiles 

25th 50th (Median) 

Intent 144 3.4878 1.05832 1.00 5.00 2.7500 3.5000 

Attitude 144 1.6597 .47546 1.00 2.00 1.0000 2.0000 

 

Descriptive Statistics 

 Percentiles 

75th 

Intent 4.2500 

Attitude 2.0000 
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Mann-Whitney Test 

Ranks 

 Attitude N Mean Rank Sum of Ranks 

Intent 

1.00 49 43.10 2112.00 

2.00 95 87.66 8328.00 

Total 144   

  

Test Statisticsa 

 Intent 

Mann-Whitney U 887.000 

Wilcoxon W 2112.000 

Z -6.103 

Asymp. Sig. (2-tailed) .000 

Exact Sig. (2-tailed) .000 

Exact Sig. (1-tailed) .000 

Point Probability .000 

 

a. Grouping Variable: Attitude 
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Appendix 3: Final survey 
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Sponsored YouTube Content
This survey will examine attitudes towards sponsored content on YouTube and how entertaining 
viewers think this content is, as well as how effective this kind of content may be as advertisement. 
When responding to this questionnaire please think back to any sponsored content on YouTube that 
you have seen. This survey is aimed towards millennials, people born between the years 1980 and 
2000. All data gathered will remain entirely anonymous. 

Sponsored content is any YouTube content that is produced with some form of reimbursement 
(money or gifts/free products) being given to the content creator by the owner of the featured brand. 
For example, if a let's play channel is given a game or console by the company making it then the 
content produced featuring it would be considered to be sponsored content. YouTube requires that 
any sponsorship is disclosed so it should be obvious that a piece of content is indeed sponsored. If 
you have not encountered any content of this type, please do not continue to fill in this survey. 

*Obligatorisk

1. Year of birth *
Markera endast en oval.

 before 1980

 19801989

 19902000

 After 2000

2. Gender *
Markera endast en oval.

 Male

 Female

 Prefer not to say

 Other

3. On average, how many hours of YouTube content do you watch per week? *
Markera endast en oval.

 fewer than 1

 12

 34

 56

 78

 910

 more than 10
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4. Approximately how many different channels are you subscribed to on Youtube? *
Markera endast en oval.

 14

 59

 1014

 1520

 More than 20

 None

How do you feel about advertising?

5. I have a positive attitude towards advertising in general. *
Markera endast en oval.

1 2 3 4 5

Strongly disagree Strongly agree

6. I have a more positive attitude towards sponsored YouTube content than advertising in
general. *
Markera endast en oval.

1 2 3 4 5

Strongly disagree Strongly agree

How do you feel about sponsored content on YouTube?

When responding to the following statements/questions please think in general of sponsored YouTube 
content (not of a specific video) that you have encountered.  

Please rate how entertaining the sponsored YouTube content
that you have encountered has been based on the following
criteria:

7. entertaining/boring *
Markera endast en oval.

1 2 3 4 5

Entertaining Boring

8. amusing/unamusing *
Markera endast en oval.

1 2 3 4 5

Amusing Unamusing
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9. enjoyable/unenjoyable *
Markera endast en oval.

1 2 3 4 5

Enjoyable Unenjoyable

10. cheerful/depressing *
Markera endast en oval.

1 2 3 4 5

Cheerful Depressing

11. memorable/unmemorable *
Markera endast en oval.

1 2 3 4 5

Memorable Unmemorable

Please rate how you feel about the sponsored YouTube content
that you have encountered based on the following criteria:

12. favourable/unfavourable *
Markera endast en oval.

1 2 3 4 5

Favourable Unfavourable

13. good/bad *
Markera endast en oval.

1 2 3 4 5

Good Bad

14. pleasant/unpleasant *
Markera endast en oval.

1 2 3 4 5

Pleasant Unpleasant

15. appealing/unappealing *
Markera endast en oval.

1 2 3 4 5

Appealing Unappealing
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16. likable/unlikeable *
Markera endast en oval.

1 2 3 4 5

Likable Unlikable

Please rate how you feel about one YouTuber whose
sponsored content you have previously encountered based on
the following criteria:

17. experienced/unexperienced *
Markera endast en oval.

1 2 3 4 5

Experienced Inexperienced

18. trustworthy/untrustworthy *
Markera endast en oval.

1 2 3 4 5

Trustworthy Untrustworthy

19. likable/unlikable *
Markera endast en oval.

1 2 3 4 5

Likeable Unlikeable

Please think of one product/brand/service that you have seen
being promoted by a YouTuber and describe your thoughts on
it using the scales below without considering whether or not
you can actually afford the product/service.

20. Definitely do intend to buy/ Definitely do not intend to buy *
Markera endast en oval.

1 2 3 4 5

Definitely do intend to
buy

Definitely do not intend to
buy

21. Would consider buying/Would not consider buying *
Markera endast en oval.

1 2 3 4 5

Would consider buying Would not consider buying
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22. Very high purchase interest/Very low purchase interest *
Markera endast en oval.

1 2 3 4 5

Very high purchase
interest Very low purchase interest

23. Would probably buy/Would probably not buy *
Markera endast en oval.

1 2 3 4 5

Would probably buy Would probably not buy

24. I would consider purchasing a sponsoring product/service if I believed that it would
support the YouTuber through an affiliate deal. *
Markera endast en oval.

1 2 3 4 5

Strongly disagree Strongly agree

25. I prefer sponsored content on Youtube over YouTube's regular video ads. *
Markera endast en oval.

1 2 3 4 5

Strongly disagree Strongly agree

26. I prefer sponsored content that is presented in a entertaining way (e.g a comedic sketch or
joke) over content that is not entertaining. *
Markera endast en oval.

1 2 3 4 5

Strongly disagree Strongly agree

27. I am more likely to remember a product/service if I found the sponsored content it was
featured in to be entertaining. *
Markera endast en oval.

1 2 3 4 5

Strongly disagree Strongly agree

Thank you for participating
The aim of this survey was to investigate how millennials feel about sponsored content on YouTube 
and to determine if this type of content is a feasible alternative to normal video ads by examining its 
ability to influence or generate purchase intentions. 
 
For SurveyCircle users (www.surveycircle.com): The Survey Code of this survey is: Z3F2WP2L
74RZG85X 
 
VALIDATION CODE FOR POLLPOOLUSERS (WWW.POLLPOOL.COM): AQXUG 

https://www.google.com/url?q=http://www.surveycircle.com&sa=D&ust=1497273035897000&usg=AFQjCNFVcK6Aahw9F4TgNEgHvoIsnKo8IQ
https://www.google.com/url?q=http://WWW.POLL-POOL.COM&sa=D&ust=1497273035897000&usg=AFQjCNEKAU5eMlt_cMvXxc1isnxdn3wc-Q
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