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1.Introduction  
 

1.1 Background 

 

When the technology of Internet became of public access in the 1990’s the start of a new era 

begun (National Research Council, 1999). Internet paved the way towards a destination few 

could imagine at that time. The destination is, as of today, unknown but we have come a long 

way. Yet, the Internet technology has led us to major changes in society and contributed with 

new possibilities for both companies and consumers (Eroglu, 2014). Due to the development 

of Internet technology, social media platforms have emerged and the use of Instagram, among 

others, has increased considerably over the past few years (Mediakix, 2017). The statistic shows 

that the use of Instagram has increased with 20 percent from the year of 2016 to the year of 

2017 with a total of 53 percent of the Swedish population being a registered user of the platform 

(Karlsson, 2017). According to IIS (2017), the most frequent users of the platform are between 

12-35 years of age. Out of the entire population, 81 percent of the 16-25 year-olds are using 

Instagram while the number is 69 percent of the 26-35 year-olds with more women than men 

using the platform for all age groups. The prediction is that the trend will continue to grow 

looking forward (Mediakix, 2017). The success that Instagram stands for has opened the door 

towards new opportunities for companies to expose their brand. 
 

Communication through social media is a way for companies to expose and present their brand 

in a desired way (Larsson, 2014) meanwhile it is an activity that builds relationships with their 

consumers (Petek & Maja, 2013). An aspiration is to reach high consumer involvement, mean-

ing that consumers being participants of the shared content (Ashley & Tuten, 2015). Popescu 

(2014) state that one way to reach high involvement is for companies to cooperate with indi-

viduals that have the ability to influence others, an extended form of the original use of celebrity 

endorsement, called influencer marketing. Celebrity endorsement is defined as a marketing 

strategy where a celebrity is associated with a brand or product through marketing, and thereby 

the celebrity’s perceived qualities are transmitted to the product or brand. Today, the number 

of “celebrities” has increased thanks to the enormous popularity of social media and people 

with a wide range of engaged followers within different segments are today identified as social 

media celebrities (Newberry, 2017). These influential people often have attributes that give 

them high ability to lead and persuade others (Langner, Hennigs & Wiedmann, 2013). Compa-

nies pay (Alqvist & Sumar, 2017) and/or sponsor the influencer with their products in return of 

getting good feedback and promotion of the products on the influencers social media account 

(Mediakix, 2017). By doing this, the company reach the followers of the influencer and in turn 

gain publicity (Mediakix, 2017). This kind of marketing is shown to affect the consumer to a 

greater extent than traditional advertising (Yang, 2012). However, companies sometimes are 

too eager to engage in this marketing activity which could result in choosing the wrong influ-

encer for their brand (De Vivo, 2017). 
 

According to a statistics presented by Mediakix (2017), the use of influencers as a marketing 

strategy has increased and are predicted to continue growing. Many influencers do not only 

work with one brand, they work with multiple brands, and studies show that the number of 

sponsored posts has increased from around 9 700 000 by the end of 2016 and are predicted to 

reach the number of 32 000 000 by the end of 2019. Sponsored posts are classified as when the 

influencer gets paid or provided with products from a company (Konsumentverket, 2016). 

These posts are classified as an advertisement which, according to regulations, needs to be re-

vealed to the consumer in a distinct way (Sverigesradio, 2017). 



 
 

2 
 

 
 

The use of influencers telling their followers about a product or service on a social platform are 

also categorized as Social electronic word-of-mouth (Social eWOM)(Kudeshia & Kumar, 

2016). Social eWOM is an extension of the traditional WOM (Kudeshia et al., 2016) and has 

previously, in comprehensive literature, been identified as a factor which strongly affects con-

sumers attitude towards a brand, product or service as well as their purchasing behavior (Meu-

ter, Brown McCabe & Curran, 2013). Yan, Wu, Wang, Wu, Chen & Wei (2016) state that a 

high percentage of consumers use online reviews, blogs and other forms of user-generated con-

tent to influence their decision making. Online reviews, as a part of eWOM, can reduce the 

risks in a buying decision and increase the degree of satisfaction. Further, there is a connection 

between the volume of online reviews, both positive and negative, and the volume of sales. 

Campaigns controlled by companies built on eWOM aims to spread positive messages and to 

increase brand awareness (Gillian & Laurent, 2014). 

 

For marketing through both celebrity endorsement and WOM to be effective in reaching its 

aim, credibility is a key aspect to consider (Djafarova & Rushworth, 2017).  Credibility is de-

fined as the quality of being believable (Hornby, 1989) and is seen as a crucial factor in gener-

ating an attractive message in the advertisement (Thamaraiselvan, Arasu & Inbaraj, 2017). In 

communication and marketing, one of the determining factors of credibility is known to be the 

source (Appelman & Sundar, 2016), who are the generator of the WOM (Djafarova et al., 2017) 

or the celebrity endorsing a brand or product (Thamaraiselvan et al., 2017). The source credi-

bility stands for the extent to which the receiver believes the sender of the message or not (Wu 

& Wang, 2011). A factor proved to affect the credibility is the fit between the celebrity and the 

brand (Amos, Holmes & Strutton, 2008). In the event of the two being a poor fit, the trustwor-

thiness affecting the credibility can be diminished (Popescu, 2014). Another factor that is stated 

to affect the credibility is if the celebrity actually likes the product or not - which the fact that 

the celebrity is gaining economic profit speaks against (Silvera & Austad, 2004). 

 

Credibility is experienced differently by people due to their variating perceptions (Krueger, 

2007). Perception is defined as explaining how things are interpreted, regarded and understood 

(Oxford University Press, 2017) and the process of perception is to detect information and then  

present it to the brain (Krueger, 2007). 
 

1.2 Problem Discussion 

 

There is a high frequency of celebrities occurring on social media platforms. Djafarova et al. 

(2017) state that who is considered a celebrity has shifted from solely being the traditional 

celebrities such as movie stars, musicians, and sports icons onto digital celebrities famous for 

their blogs or social media content and the high number of followers. Common for both cate-

gories of celebrities is that they are known to the public and act as a reference group. This newly 

identified category of celebrities on social media are known as influencers. 
 

There is previous research related to credibility regarding both eWOM and celebrity endorse-

ment. However, we experience a gap in science regarding what makes influencer marketing 

being perceived as credible or not. By making a connection between influencers as an extended 

type of celebrity endorsers on social media, performing Social eWOM, we want to investigate 

if the theoretical framework regarding credibility within these marketing activities can be ap-

plied onto influencer marketing. 
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The purpose of this thesis is to understand what factors affect the perception of credibility 

in influencer marketing on social media. Moreover, the aim is to understand how and why 

certain factors affect the credibility in influencer marketing in order to elaborate a con-

ceptual model consisting of factors generating credible influencer marketing. 
 

Research questions: 

 

 What factors affect the consumers perception of credibility in influencer marketing on 

social media? 

 How and why do certain factors affect the credibility of influencer marketing? 

 

1.3 Delimitations 

 

This thesis is conducted from a consumer perspective. With a focus on the factors that affect 

the consumers perception of the credibility in influencer marketing, the theories of WOM, ce-

lebrity endorsement, perception and credibility has a key role in investigating our research ques-

tion. Social identity theory and brand communication also contain valuable aspects to consider 

while examining the subject. 

 

In this thesis, the consumer decision-making process is seen as a delimitation. Companies use 

social media to cooperate with influential people, with engaged followers as a way to reach 

their target audience (Yang, 2012). Social media has proven to play an important role in the 

final purchase decision (Hasan, & Nika, 2017), which could make the consumer decision-mak-

ing process an interesting subject to examine. However, the consumer decision-making process 

fails to be relevant since our purpose is not to examine whether credibility is connected to pur-

chase intentions. 
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2. Frame of Reference 

 

2.1 Social Identity Theory 
 

Langner et al. (2013) state that the thought behind Social Identity Theory is that all individuals 

are divided into a wide range of social categories and social groups. These social categories are 

derived from culture, social networks, and the society. Individuals declare themselves as a 

member of these social categories and refer to a group that suits his- or her self-relevance. 

Further, Korte (2007) argues that all groups are not open for everyone, and self-categorization 

is made by how well the group fits the individual. Members of low-status groups occasionally 

strive to advance into high-status groups. Studies show that individuals change their behavior 

while trying to reach consensus within a specific group. Further, social groups may consist of 

members who serve as role models within the group and who often influence the behavior of 

other group members (Langner et al., 2013). Once an individual is a part of a social group, the 

self and the group merge together, and the group becomes a part of the individual and his or her 

self-concept (Theiler, 2003). The individual's role in a specific group could be long-lasting or 

temporary (Langner et al., 2013). 
 

Individuals actively search for products and brands to identify themselves in a group and to 

strengthen their position within the group (Langner et al., 2013). Actions and beliefs are formed 

by group norms, called “group-prototype” and individuals are influenced and affected by other 

group-members (Theiler, 2003) who affect the individual's attitude and beliefs towards an atti-

tude-object (Langer et al., 2013). As a way for marketers to reach the target audience, they need 

to understand what category a certain person has self-categorized him-or herself in (Langner et 

al., 2013). As an extension to this, the company needs to connect with the influential individuals 

in the social group, due to their influence on the other's behavior (Kumar & Mirchandani, 2012). 
 

2.2 Perception 
 

2.2.1 The Theory of Perception 
 

Perception is defined as explaining how things are interpreted, regarded and understood (Ox-

ford University Press, 2017). Krueger (2007) describes the process of perception to detect in-

formation and then present it to the brain. The “standard view” on the perception process ex-

plains how input in terms of information leads to output in terms of perception. The perception 

is built on different presupposed components such as senses, representations and a perceiver. 

The various aspects are connected to each other - the input of information is represented to the 

perceiver and creates a perception through the senses. Perception is further discussed to be de-

livered through different divisions of senses, such as vision, hearing, and touch (Keeley, 2002). 

The world is perceived through one's cognitive and perceptual system and described as an in-

formation-processing model (Krueger, 2007). According to Lueg (2013), social science ex-

plains that what we see is influenced by cognitive biases and that humans perceive the world 

due to stereotypic beliefs. This means that objects are not perceived in the way they are - they 

are perceived and evaluated by perceptions and attitudes that are already a part of our thoughts. 

The beliefs and attitude are in turn described to build on information about previous behavior, 

emotional information and cognitive information (Cayetano, Ramón & Manuel, 2013). 
 

Humans are regularly exposed to different types of information and stimuli, and a consumers 

perception of a stimuli depends on how easily a stimuli could be understood, with help from 

previous experience (Aysan, 2010). Perceptual stimuli is considered high when a person can 
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recognize or identify the stimuli easily, called perception fluency (Im, Lennon & Stoel, 2010). 

According to Aysan (2010), the perceived fluency of a product is affected by aspects such as 

the brand name, price, origin and advertisement content. These are variables that play an essen-

tial role in the overall evaluation and perception of the product. 

 

2.2.2 Perception of Marketing and Communication 
 

Regarding the perception of marketing and communication, Danaher & Rossiter (2011) state 

that the perceived authenticity of different channels is argued to differ. To locate what affect 

the perception of the communication, different aspects need to be considered, such as entertain-

ment value, trustworthiness, intrusiveness, and convenience. Further, according to Kachersky 

& Lerman (2013), the general perception of advertising has changed during the past years and 

marketing is more often discussed in a negative way than before. Two main reasons why mar-

keting could be perceived negatively is the frustration within the consumer when getting dis-

tracted and exposed to irrelevant marketing. The second source of negative perception is when 

the marketer does not meet the need of the consumer which also leads to frustration. 
 

2.3 Brand Communication 
 

Communication is described as a chain where a source/sender is providing a message presented 

to an audience/receiver and the effect of this action (Danaher et al., 2011). 
According to Petek et al. (2013), the communication of a brand is seen as a strategic tool for 

brand building. It is a way to reach stakeholders and communicate the values of the brand; 

meanwhile, it is an activity that links people together and establishes relationships with con-

sumers. Companies present themselves with brand communication and mediate their brand 

message to the consumers in order to be perceived in a desired way (Larsson, 2014). 
 

According to Baalbaki (2012), a strong brand has become one of the most valuable assets for 

companies and brand building is therefore a highly valuable tool in order to gain competitive 

advantages. Consumers develop feelings and associations with brands which adds value to the 

brand, brand equity, and result in loyal consumers. A brand consists of different core elements: 

the product itself, a distinctive name, a logotype, typography and other visual signals (Gross-

man, 1994; Petek et al., 2013). Further, according to Petek et al. (2013), the brand consists of a 

visual identity where elements such as vision, mission, personality, values and core competen-

cies play an essential role in brand building. These elements will provide both functional, emo-

tional or self-expressive value to the consumer. 
 

Through brand communication companies mediate their brand identity in order to reach the 

right target group. The expectation is that the consumer perceives the brand image similar to 

the mediated brand identity since this is crucial for successful branding. When the brand identity 

and brand image stand in contrast to each other, there is a risk that the imprinted values of the 

brand will change which could create a threat of brand dilution. (Roy & Banerjee, 2014.) 
 

2.4 Communication Through Social Media 

 

According to Ashley et al. (2015), social media is the collective term of web-based applications 

that support and mediates user-generated content. It is categorized by marketers as a brand 

building channel and a way to increase brand awareness through interaction with social media 

users. Further, Tafesse, Wien & Wright (2017) state that due to digitalization and social media, 

the consumers role has changed from being a passive receiver of brand information to be an 
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active participant, sharing and evaluating their perception of a brand which affects the brand-

building and how the brand is perceived. This means that consumers now create their own 

branded content which is a challenge for companies, since the risk of negative word-of-mouth 

and a negative brand image increases and are outside their control. Users on social media plat-

forms such as Instagram has increased exponential during the past years, and the number of 

active monthly users are expected to continue growing. Further, Ashley et al. (2015) state that 

marketers use social media to enhance customer engagement and build a relationship with their 

target audience. An aspiration is to reach high consumer involvement, meaning consumers be-

ing participants of the shared content and intend to have an interest in maintaining a relationship  

with the brand. 
 

2.5 WOM 

 

Word-of-mouth, hereby called WOM, is described as information and comments about a prod-

uct, service or brand generated by one consumer to other consumers (Yan et al., 2016). WOM 

includes sharing information in different extents: everything from only mentioning the product 

or brand to direct reviews, advice, opinions or recommendations (Berger, 2014). WOM has in 

comprehensive literature been identified as a factor which strongly affects consumers to try a 

product or service. Both the consumers attitude towards a brand or product and the consumers 

purchasing behavior is affected by WOM (Meuter et al., 2013). The phenomena of the inter-

personal communication that WOM stands for have been proved to increase the awareness of 

products and brands (Berger, 2014). According to Meuter et al. (2013), the fact that WOM is 

commonly presented to us by someone we know, it is seen as a trustworthy source which has 

great power over consumers decision-making in a buying situation. The trust in WOM is there-

fore argued to exceed the traditional form of advertising in a majority of the cases. 
 

The use of WOM is suggested to serve as a number of key functions for the sharer of the infor-

mation which is driven by self-interest. One of these aspects is impression management, which 

is the use of WOM in order to shape the own, as well as others, impressions of themselves. This 

entails a pattern in sharing WOM that makes the sharer look good and that are highlighting their 

desirable features. Another aspect is information acquisition which stands for the aspect of 

seeking advice and resolving problems. Another reason that makes people use WOM is the 

aspect of persuading others. By generating either positive or negative statements about a brand 

or product, the sharer hopes to affect the choice in a direction which will benefit them. Other 

driving factors are the will to regulate certain emotions and to engage in social bonding.  

(Berger, 2014.) 
 

2.5.1 EWOM 
 

Electronic word of mouth, hereby referred to as eWOM, is an extension of the traditional WOM 

(Kudeshia et al., 2016) and are described as comments about a product, service or brand online 

(Yan et al., 2016). According to Meuter et al. (2013), eWOM is defined as statements, both 

positive and negative, made by consumers on any Internet-based platform about a company 

and/or its products. The use of eWOM has been identified as a factor that affects both the pur-

chasing behavior and the attitude towards a brand or product. The number of online reviews are 

proved to significantly affect the sales volume generated by both positive and negative eWOM 

(Yan et al., 2016). Further, Meuter et al. (2013) state that the main difference between eWOM 

and traditional WOM is that eWOM not necessarily is provided by someone the receiver knows 

personally due to the width of online platforms. The power of eWOM differs depending on the 

source. Considering the credibility among different sources of eWOM, previous research state 
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that independent platforms affect the receiver in a greater extent than platforms linked to, or 

controlled by, a company consisting the same opinion and message (Meuter et al., 2013). Fur-

ther, Yan et al. (2016) state that the risk in a purchasing situation is being perceived as lower 

due to the presence of online reviews on both types of platforms. The reviews of a product or 

service occurring online are also proved to affect the sales. Depending on if the review is posi-

tive or negative, the sales are stated to increase or decrease. One of the reasons mentioned in 

previous findings on why consumers base their decisions on eWOM is the persuasive nature of 

the posts combined with the richness of information. The usefulness is also an important indi-

cator of information acceptance previously reported. The usefulness is in turn influenced by the 

relevance and accuracy of the eWOM. 
 

2.5.2 Social eWOM 
 

According to Kudeshia et al. (2016), Social eWOM refers to when a consumer is using a social 

networking site or social media as the platform to generate their thoughts about a product or 

service. This is believed to stand for a great deal of today's total eWOM due to the fact that 

social networking platforms are continuously growing. The Social eWOM includes both the 

consumer-generated post as well as the comments on other’s posts expressing an opinion about 

a product, service or brand on social networking site (Yan et al., 2016). According to Booth & 

Matic (2011), consumers now connect with others than just friends and family within a specific 

reference group and spread opinions, thoughts, and information about products and services. 

The use of eWOM on social media has resulted in the fact that marketers no longer are in charge 

of the brand message or to whom their message is exposed to. To reduce a negative spread of 

Social eWOM, it is suggested that companies need to listen to their consumers, and integrate 

them into their social media strategy to meet their needs. 
 

Previous findings indicate that there is a connection between positive Social eWOM and the 

attitude towards a brand (Kudeshia et al., 2016) which are in line with the findings mentioned 

about both WOM and eWOM. Today, companies often build campaigns on eWOM with the 

aim to increase brand awareness and a positive image of their brand (Gillian et al., 2014). 

 

2.6 Celebrity Endorsement 

 

According to Popescu (2014), celebrity endorsement is a marketing strategy where a celebrity 

is associated with a brand or product when promoting the brand. The strategy aims to transfer 

qualities and image from the celebrity and make a connection between these features and the 

brand or product. The use of celebrity endorsement is globally looked upon as a highly effective 

way to market a brand or product and are known to influence both the effectiveness of the 

advertisement as well as the purchase intentions among consumers (Spry, Pappu & Cornwell, 

2011). Celebrity endorsement is also argued to be effective because of its impact on the per-

ceived quality and uniqueness of the product and to increase the brand recognition (Jayswal, 

Nirmal & Panchal, 2013). Some claim that the use of celebrity endorsement is more effective 

than other ways of advertising because of the “free advertising” that occurs when the consumer 

sees the celebrity endorser in another context (Saleem, 2007). 
 

According to Subhadip & Varsha (2017), the use of celebrity endorsement is mainly highlighted 

as the process of transferring the meaning from the celebrity onto the product via the celebrity 

endorsement and finally onto the consumer via consumption which is described in the meaning 

transfer model, hereby called MTM. The MTM evolved from the standpoint that the source 

credibility fails to be effective in fully explaining the phenomena behind the effectiveness of 
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celebrity endorsement. The MTM is built on the thought that the celebrity consists of a combi-

nation of different meanings. The set of meanings are formed by achievements and other asso-

ciations such as their performances as well as the previous campaigns they have been the face 

of. Creating a link between a brand and a celebrity has, due to previous studies, been a helpful 

factor in order to generate more favorable attitudes towards the promoted product and to im-

prove the purchase intention (Gong & Li, 2017). The consumers opinion about the celebrity is 

connected to their opinion about the product or brand being endorsed (Silvera et al., 2004). 
 

The use of a well-known person in promotion of a brand or product has become one of the most 

popular marketing activities (Halonen-Knight & Hurmerinta, 2010). To succeed with this mar-

keting- and brand building activity, it is crucial that the celebrity and the product are a good fit 

since the consumers attitudes towards the celebrity will be directly transferred towards the 

brand (Bergkvist, Hjalmarsson & Mägi, 2015). According to Amos et al. (2008), the transfer of 

opinions occurs in the event of both the positive and negative associations the celebrity stands 

for. Considering this, companies are suggested to choose the celebrity endorser with care. By 

associating the celebrity with the brand a repeated amount of times, the brand equity is enhanced 

due to the fact that the meaning is transferred onto the brand in a distinct way (Halonen-Knight 

et al., 2010). 
 

According to Amos et al. (2008), the effectiveness of the celebrity endorsement is a subject 

frequently discussed. Some researchers state that the endorsement effectiveness is based on the 

celebrity/product fit, which addresses the match between the endorser and the product or brand 

being promoted, while Ohanian (1990) suggest that the source credibility based on attractive-

ness, trustworthiness, and expertise is the key factor affecting the endorsement effectiveness. 

However, if the brand and the celebrity are a poor fit and do not relate to the celebrity's per-

ceived qualities, the trustworthiness can be diminished (Popescu, 2014) which connect the two 

standpoints to each other. Further, Amos et al. (2008) suggest that the celebrity/product fit is 

proved to be more effective in measuring, for example, the endorsement effectiveness regarding 

brand attitude rather than measuring the intentions to buy. Even though the celebrity/product 

fit has various impact on the components of the total endorsement effectiveness, it is argued to 

be a key factor in explaining what affect the effectiveness. Other studies suggest that the effec-

tiveness of the endorsement are influenced by the consumers perception of the celebrity really 

liking the product or not (Saleem, 2007). Further, Silvera et al. (2004) highlight the fact that the 

celebrity gets paid for promoting the product as a motive to doubt that the celebrity actually 

likes the product. However, the findings suggest that consumers, despite this, might oversee the 

payment and nevertheless believe that the celebrity fancies the product for real. 
 

2.7 Influencer Marketing on Social Media and Social Influencers 

 

The use of social media has opened a door for businesses to interact and network with their 

consumers online (Husain, Ghufran, & Chaubey, 2016). Companies cooperate with bloggers, 

celebrities or others with a great number of engaged followers as a way to reach their target 

audience online with the right message and in exchange, the so-called influencer receive prod-

ucts or goods (Yang, 2012) meanwhile they maintain their high status within their community, 

possessing information they share with their followers (Kilgour, Sasser & Larke, 2015). Find-

ings show that consumers are more affected by these influential people than traditional adver-

tising which in turn has led to a new way of marketing - influencer marketing (Yang, 2012). 

The use of influencer marketing is an extension of WOM (Yang, 2012) presented by the influ-

encer towards their wide network. The desirable outcome is that the receiver will have a positive 

view of the message thanks to their relationship with the influencer (Kilgour et al., 2015). 
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According to Langner et al. (2013), social influencers could be formal or informal group lead-

ers, opinion leaders or social role-models that have the authority to affect others behavior. The 

core ability to persuade and influence others in a social group is measured in social leadership, 

determined by how confident a person is in the leadership role, how the person experiences 

himself as a leader and how well the influencer succeed to lead the social group towards a 

specific buying behavior or goal. A person who is perceived as a trusted source is used by 

consumers in order to reduce risk in decision making (Lwin & Williams, 2006). A person's 

social capital refers to the competence of influencing and inspire others and a person with high 

social capital is often independent, which in this context means that the individual acts regard-

less of others opinions (Langner et al., 2013). Further Diffley, Kearns, Bennett & Kawalek 

(2011) state that influential people could be categorized into groups of Mavens, Salespeople, 

and Connectors and could not only be found in social context in real life but also on social 

media platforms. Mavens are social influencers who have earned trust by expertise and a person 

whom people turn to for advice. A Salesperson is someone who recommends products in order 

to influence others decision making meanwhile a Connector is someone with a wide network  

who connect their acquaintances with others. 
 

2.8 Credibility 
 

2.8.1 Credibility in WOM, Celebrity Endorsement and Marketing on Social Media 
 

Credibility is defined as the quality of being believable (Hornby, 1989). When researching the 

term in relation to communication, the focus of the determining factors of credibility are often 

directed towards the source of the message, called source credibility (Appelman et al., 2016). 

According to Wu et al. (2011), the source credibility refers to the extent of which the receiver 

believes the sender of the message. If the receiver perceives the source as credible, the message 

is also perceived as credible and conversely. Due to this fact, the general perception is that the 

use of WOM entails higher credibility than advertisements generated by companies. To decide 

if the message generated by eWOM is credible (Wu et al., 2011) and to increase the attractive-

ness of the advertisement (Thamaraiselvan et al., 2017), the credibility of the source plays an 

important role (Wu et al., 2011). 
 

According to Popescu (2014), the celebrity credibility is commonly known to be defined by the 

perceived expertise, trustworthiness and attractiveness in the celebrity. If the different qualities 

the celebrity stands for does not relate to the brand being promoted, the trustworthiness affect-

ing the source credibility can be reduced. A celebrity perceived as highly credible will entail a 

positive attitude towards the message of the advertisement and the brand being promoted (Wu 

et al., 2011). Further, Saleem (2007) state that a negative effect on the celebrity endorsement 

can occur in the event of the celebrity being the endorser of more than one brand. Studies have 

shown a negative correlation between the number of products/brands being endorsed and the 

level of credibility. The more products the celebrity endorses, the less credible the celebrity is 

perceived. It is suggested that when a celebrity is the endorser of numerous products the con-

sumers attitude towards the brand and advertisement as well as their purchase intentions are 

negatively affected. When the celebrity is the endorser of products from different brands and 

thereby try to influence the consumer in different directions - there is a stated perception that 

the celebrity is dishonest to the consumer. Another aspect that can cause a negative effect on 

the credibility of the celebrity endorsement is when the consumer reveals that the use of celeb-

rity endorsement is solely a marketing activity in order to increase sales (Prentice & Zhang, 
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2017). This does, however, stand in contradiction to other findings which state that the consum-

ers general attitude towards celebrity endorsement is positive although it is revealed that the 

celebrity gets paid for marketing the product or brand (Saleem, 2007). Beyond the source cred-

ibility, Appelman et al. (2016) discuss aspects such as medium and message credibility to also 

affect the credibility regarding communication and marketing. The medium credibility stands 

for the channel where the message is presented, and the message credibility stands for how the 

message itself is built. 

 

Today, the credibility of the various traditional channels of communication has decreased, and 

traditional ways of promotion such as company websites, advertisements, and press releases 

have a reduced level of trust while consumers instead tend to trust alternative sources online 

(Hajli, Sims, Featherman & Love, 2015). Other findings do however state that the credibility 

of social media as an alternative source is trusted by a younger audience in a higher extent and 

further, substantially higher levels of trust are shown towards friends and family than to com-

panies posting on a social networking site (Porter, Anderson & Nhotsavang, 2015). According 

to Kilgour et al. (2015), social media is an environment for interaction between consumers. For 

companies to be a part of this community, they need to produce content that is compatible with 

what their consumers want to see. Social sources are perceived as more credible than commer-

cial sources of information, and therefore companies need to transform their corporate message 

into a social message called: the social media transformation process. In order to do so, the 

company needs information about their consumers, in order to decide what to be said, but most 

important is for the company to decide who is going to spread their word. 
 

2.8.2 The Model Framework of Credibility   
 

The eWOM credibility is, according to the 4Cs of Credibility model, explained to be the result 

of the combination of source credibility and message credibility. Both divisions are in turn de-

cided by the 4Cs of Credibility. The source credibility is determined by Community and Com-

petence. The first C, Community, concerns the relationship between the sender and the receiver 

of eWOM. Depending on how strong the connections are, the more truthful, honest and believ-

able is the shared information perceived according to the model. Competence stands for the 

expertise level of the sender regarding the brand or product presented in the message. The mes-

sage credibility is decided by Content and Consensus. The C of Content addresses the different 

components of the content of the message such as clarity, language and how the receiver de-

codes the message. The final C is Consensus. If the message matches the receiver's general 

opinion of the brand or product, the receiver tends to show more interest in the content due to 

the perceived relevance of it. (Gillian et al., 2014.) 
 

The source credibility is also identified as the crucial determining factor of credibility by Oha-

nian (1990) who in the Ohanian Model of Source Credibility divides source credibility into 

three affecting components: Attractiveness, trustworthiness, and expertise. Explained by Roy, 

Jain & Rana, (2013), the aspect of attractiveness was elaborated in a later stage than the other 

two factors, who been highlighted in terms of source credibility in an earlier stage by other 

scientists. To begin with, the aspect of attractiveness consisted of similarity, familiarity, and 

likability. Similarity represented the likeness between the celebrity and consumer while famil-

iarity formed how familiar the consumer was with the celebrity. The aspect of likability stands 

for how much the consumer likes the celebrity based on appearance. 
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According to Ohanian (1990), the Ohanian model of source credibility (Figure 1) is used to 

determine the credibility of a celebrity endorser and its impact on, and ability to, affect con-

sumers buying decisions. The components of the model are in turn built on five determining 

factors each who aim to ascertain the source credibility. The aspect of attractiveness consists of 

the consumers perception of the celebrity being attractive, beautiful, classy, elegant, and sexy 

while the dimension of trustworthiness is defined by the perception of the celebrity being de-

pendable, honest, reliable, sincere and trustworthy. The third dimension in the model consists 

of the perception of the celebrity being an expert, experienced, knowledgeable, qualified and 

skilled in the area related to the product category or brand shown in the ad. However, the aspect 

of expertise is argued to have a minor influence on the source credibility in comparison to the 

other two aspects (Roy et al., 2013). Others state that celebrities do not possess any actual ex-

pertise within the category of branded products they promote (Kowalczyk, 2011). Discussions 

about the applicability of the source credibility have occurred because of different outcomes 

when making observations in this matter (Subhadip et al., 2017). 

 
 

Figure 1. The Ohanian Model of Source Credibility (Ohanian, 1990). 
 

2.9 The Conceptual Model based on the Studies Frame of Reference 

 

Source credibility has been mentioned as one of the most important factors considering the 

perception of credibility regarding both WOM and celebrity endorsement (Ohanian, 1990; 
Gillian et al., 2014). Ohanian (1990) argues that expertise, attractiveness, and trustworthiness 

together stand for the source credibility. However, the aspect of expertise is argued to have a 

minor influence on the source credibility in comparison to the other two aspects (Roy et al., 

2013). Further, a celebrity is argued not to possess any actual expertise within the product cat-

egory they promote (Kowalczyk, 2011). The aspect of attractiveness is by Ohanian (1990) de-

fined by words as attractive, sexy, elegant, classy, beautiful but have in earlier been defined by 

likeability, and similarity (Roy et.al., 2013). Trustworthiness stands for the characteristics of 

being dependable, honest, reliable, sincere and trustworthy (Ohanian, 1990). Another factor 

proved to affect the source credibility, according to Gillian et al. (2014) are the Community 
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aspect within the 4C:s of credibility model, standing for the relationship between the sender 

and receiver of the provided message. Depending on how strong the connections are, the more 

truthful, honest and believable is the shared information perceived. Other important aspects to 

consider is whether the brand and the sender of the message being a good fit or not (Tha-

maraiselvan et al., 2017; Popescu, 2014) as well as the number of brands being promoted, with 

a negative correlation between the amount of advertised brands and the level of credibility 

(Saleem, 2007). Further, the perceived credibility is argued to be affected by the revelation of 

the fact that the sender is gaining economic profit (Prentice & Zhang, 2017). Further on, the 

message credibility consisting of content, defined by clarity, language, and decoding of the 

message, and consensus defined by the perceived relevance to the receiver has also been proven  

to affect the general perception of credibility (Gillian et al., 2014). 
 

Based on above facts, the following conceptual model is built on: 
 

 Source Credibility: Attractiveness (attractive, sexy, elegant, classy, beautiful), Trust-

worthiness (dependable, honest, reliable, sincere, trustworthy), Community (relation-

ship and connection to the sender) 
 Good fit: Matching characteristics and image between brand and influencer 

 Number of brands being promoted 

 Obvious economic profit 

 Message: Content (clarity, language, decoding), Consensus (relevance) 
 
 

 
Figure 2. The conceptual model from the study’s frame of reference 
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3. Method 

 

3.1 General Scientific Approach 
 

This dissertation has a deductive approach where the research takes its standpoint in previous 

findings and theoretical framework related to our research question in order to, in a latter stage, 

continue with examining the empirical reality (Jacobsen, 2002; Söderbom & Ulvenblad, 2016). 
 

We found it appropriate to examine our research questions in two steps based on their various 

purposes, to gain both understanding and explanation, which according to Jacobsen (2002) is 

achieved with different methods. Since we have examined our research question in two steps 

with both a quantitative and qualitative study, we have been using both a nomothetic and idio-

graphic method (Söderbom et al., 2016). The first part of our study is classified as a nomothetic 

method where the theoretical framework building the conceptual model is tested through a 

quantitative survey with the aim to explain what factors affect the credibility in influencer mar-

keting. The second part of our empirical research was built on a qualitative study where we 

performed interviews with the goal of gaining understanding in how and why certain factors 

affect the credibility in influencer marketing. During this latter part of our study, we used an 

ideographic method. 

 

3.2 Literature Review 

 

To ensure highly qualified information for this dissertation, we have used secondary data based 

on previous studies concerning the subject. Theories and models are collected from articles 

published in scientific journals, retrieved from electronic sources such as ABI Inform database 

and Emerald database. As an addition to these sources, data is collected from other comple-

mentary sources, such as books, company websites, and reports, presented in Table 1. Jacobsen 

(2002) highlights the importance of the source being credible. This is strengthened by Ernegård 

(2009) who argue that if two or more sources present the same information, the greater likeli-

ness that the information is valid. To ensure the quality of the secondary data, we have triangu-

lated by using multiple sources to strengthen and validate the secondary data. The sources are 

to the greatest possible extent published 2010 or later. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 



 
 

14 
 

Table 1. 

Literature review 

 
3.3 Empirical Study 

 

Jacobsen (2002) state that there are a number of various strategies to use when collecting pri-

mary data: conducting interviews, surveys and observations. Our empirical study was per-

formed in two steps using two of the strategies mentioned. The first part of the study is a quan-

titative and extensive study. We completed a survey where 120 respondents answered questions 

about their perception of credibility in influencer marketing. The questions were based on the 

aspects in the conceptual model developed in the frame of reference (Figure 2). All aspects 

were investigated through the survey, except the community aspect of source credibility which 

we saw more suitable to examining through the qualitative study due to its complex character 

in need of explanation to the respondents. The quantitative study was cross-sectional, which by 

Jacobsen (2002) is described as examining the respondents at a certain point of time in order to 

describe a current situation. The second part of our study is based on a qualitative and intensive 

study where we interviewed five respondents with the goal of reaching an understanding in why 

the certain outcome of the survey occurred. 
 

We choose to conduct both an intensive and extensive research which by Jacobsen (2002) and 

Denscombe (2016) is described to be a course of action in order to triangulate the design of the 

study. To combine a quantitative and a qualitative study is also argued to be a method in order 

to construct the findings whereas each component is based on the other and adds a new dimen-

sion to what is already known (Denscombe, 2016). By combining a quantitative and a qualita-

tive study, we reach a more complete picture of the examined problem. This, in turn, is argued 

to entail a better understanding whereas the research questions are examined through different 
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perspectives (Denscombe, 2016). We found it appropriate to use two different methods to com-

plete our study considering the various directions of the research questions of this thesis. Ja-

cobsen (2002) states that it is most suitable to use an extensive study when the aim is to explain 

the comprehension of a phenomena meanwhile the intensive study should be applied when the 

aim is to understand a specific situation. When performing the quantitative study, we tested the 

conceptual model developed from the previous theoretical framework in order to get an indica-

tion of the frequency and accuracy in terms of credibility. The qualitative study, on the other 

hand, was used to develop the findings further and investigate the problem through another 

perspective in order to get an understanding of why the certain outcome occurred, argued suit-

able when the goal is to get depth and understanding of detail (Jacobsen, 2002). Further, Jacob-

sen (2002) argues that the most successful empirical studies are those who combine different 

configurations in a creative way. 
 

The empirical study has the geographical delimitation to Sweden. 
 

3.3.1 Choice of Respondents in the Quantitative Study 
 

Based on the number of citizens in Sweden being within our target age multiplied by the per-

centage of Instagram users within each age group, our population (P) is approximately 1 369 

800 people. We chose to have 120 respondents in order to enable reaching a confidence level 

of 92 percent with the margin of error being 8 percent, based on a sample size calculator 

(Raosoft Inc, 2004). 

 

To reach the purpose of this dissertation 

and be able to answer our research 

questions, we felt the need to examine 

an accurate and specific group of re-

spondents. Since Instagram is a plat-

form most frequently used by the 

younger part of the population of Swe-

den (up to the age of 35) (IIS, 2017), we 

saw it appropriate to examine this cer-

tain group. Our target respondents 

therefore are Instagram users, divided 

into men and women, between the age 

of 16-35 with the geographic delimita-

tion to Sweden. 
 

 

 

 

Figure 3. Sample size calculation (Raosoft Inc, 2004) 
 

According to Denscombe (2016), there is probability and non-probability selections when 

choosing the respondents to a survey. The non-probability selection can be used when there is 

not enough information about the population. Since it was impossible for us to get a complete 

list of all Instagram users, both male, and female, between the age of 16-35, we could not per-

form a random selection. We intended to get a representative sample, and therefore we saw it 

appropriate to have a majority of women as our respondents, based on the statistics presented 
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by IIS (2017) stating that women in a higher extent than men use Instagram. Further, the Insta-

gram usage also has a higher frequency within the age of 16-25 than between the age of 26-35, 

which is providing the same reasoning for wanting a higher frequency of younger respondents. 

The survey was posted on Facebook in order to enable reaching our targeted respondents. Since 

it is not possible to share a survey on Instagram, we reached out to the respondents through the 

second most frequently used social media platform according to statistics presented by IIS 

(2017) in order to reach social media users who possibly also use Instagram. A web-based sur-

vey is most suitable when it is possible to use self-selection (Denscombe, 2016), a criteria our 

survey fulfilled. Since the survey was shared through Facebook, the chosen population decided 

themselves if they wanted to participate or not which makes our choice of respondents a con-

secutive selection. A consecutive selection is a combination of both a subjective- and self-se-

lection sample which is a non-probability way of selecting respondents (Harboe, 2013). We 

argue this method suitable for our study since we, based on statistics, know what part of the 

population we need to examine in order to fulfill the purpose of this dissertation. 
 

3.3.2 Choice of Respondents in the Qualitative Study 
 

To research how and why certain factors affect credibility in influencer marketing, we pro-

ceeded our study with qualitative interviews. In order to reach a representative selection of 

respondents, we created a voluntary questionnaire which we shared on Facebook, with the de-

scription that we turned to potential interviewees, both men, and women, with an Instagram 

account, being witing the age of 16-35. The questionnaire gathered information about the po-

tential respondents such as gender, age, and Instagram usage. We also received their email for 

further communication. We received a total of 15 answers from potential respondents, who all 

agreed on participating in our qualitative interview. Denscombe (2016) argues that the number 

of respondents in a qualitative study should be as many as the researchers find relevant to con-

tribute with enough information to the study. We, therefore, choose to have a selection of five 

interviewees in order to collect relevant and deep answers. 
 

Based on the respondents within the quantitative study, where 80 percent of the respondents 

were female, and 20 percent of the respondents were male, and 76,7 percent of the respondents 

were 16-25 years old while 23,3 percent of the respondents were 26-35 years old, we chose 

suitable interviewees. In order to get a representative selection that reflect the demographics of 

the quantitative study we chose four out of five female respondents (80 percent) and one out of 

five male respondents (20 percent) as well as four out of five respondents belonging to the 

younger segment (80 percent) and one out of five respondents (20 percent) being within the  

older age category. 
 

3.3.3 Collecting the Quantitative Data 
 

We created a survey consisting of 24 Likert scale-items operationalized based on the elaborated 

conceptual model, Figure 2, developed in the frame of reference in order to ensure that the 

questionnaire captured our problem and research questions. The survey was divided into nine 

items questioning the source credibility, two items examining the good fit, nine items examin-

ing the message credibility, two items questioning the number of brands being promoted and 

two items questioning the obvious economic profit. See attached appendix 1 “Original survey” 

for the original survey in Swedish. To operationalize is described as a way to ensure that the 

questions are asked in a way that enables measurements of the desired concept to be able to 

answer the research questions and thereby to turn abstract terms into measurable concepts (Ja-

cobsen, 2002). See attached appendix 2 ”Schedule of operationalization” for this study's opera- 
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tionalization scheme. 
 

The survey was initiated with general questions about age, sex, and Instagram usage in order to 

categorize the respondents and to determine whether they were within our targeted choice of 

respondents or not. We used a closed approach in the questionnaire, and the following questions 

were formed with limited answers, using the Likert scale. The Likert scale is according to 

Ejvegård (2009) a question technology that is best used when the purpose is to examine attitudes 

and is therefore argued to be most suitable for the quantitative part of the study considering its 

aim. We chose to have an uneven amount of answer alternatives due to the fact that that we did 

not want to force the respondents to have an opinion in order to avoid inaccurate answers. Fur-

thermore, the statements were formed both positively and negatively so that the respondents 

would not answer in a systematic pattern. This is according to Jacobsen (2002) one way to 

assure the validity of the research. 
 

The quantitative survey was made through Google Forms and distributed through social media 

(Facebook) in order to enable reaching our targeted respondents. Since it is not possible to share 

a survey on Instagram, we used one of the second most frequently used social media platform 

to reach social media users who possibly also uses Instagram (IIS, 2017). While publishing the 

survey, we revealed that our targeted respondents were Instagram users between the age of 16-

35 in order to ensure a high frequency of the respondents being within that certain group. Den-

combe (2016) argues to conduct a survey online to be both cost- and time effective. The distri-

bution of an online survey while having a limited budget and limited time can be made through 

social media or other forums online. 
 

3.3.4 Collecting the Qualitative Data 
 

Prior to the interviews, we structured the design of the questions. We based our questions on a 

semi-structured interview guide where the majority of the questions were predetermined but 

open questions with the possibility to ask supplementary questions as a following to the an-

swers. See attached appendix 3 “Interview guide” for the original interview guide in Swedish. 

The questions were based on earlier findings in relevant theories, but also on the findings in the 

quantitative study. We choose to have an open layout of the questions due to the fact that open 

questions are argued by Jacobsen (2002) to give the respondent the chance to highlight the 

aspects he or she sees most important in order to get the most out of the interview. The interview 

was introduced with a question asking the interviewees how he or she would best describe a 

credible influencer in order to investigate if there are any aspects, other than the ones developed 

based on previous findings, which affect the credibility in influencer marketing. We used the 

same operationalization scheme as in the quantitative study to define and make our abstract 

terms measurable as can be found in the attached appendix 2 “Schedule of operationalization”. 
 

Jacobsen (2002) argues that performing interviews face-to-face is more suitable when asking 

open questions prior to conducting the interview through a phone call. Since the interviewees 

were selected in order to reflect the demographic distribution within the quantitative study, their 

geographical locations were not taken into consideration while choosing the respondents. Due 

to the geographical distribution, we did not have the opportunity to perform all interviews phys-

ically face-to-face due to distance and time aspects. Jacobsen (2002) indicates that interviews 

that are performed face-to-face often entail more personal information than when conduct an-

swers via a phone call. Further, when performing interviews in person, it is easier to perceive 

situations and interpret the respondents body language and the way he or she talks. With this 
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information in mind, we performed one physical interview face-to-face, and the other four in-

terviews were conducted via Skype, where we had the opportunity to see and observe the re-

spondents while talking. The interviews were all approximately 45 minutes long, and we made 

sure to inform and prepare the respondents to spare about one hour for the interview. 

 

Recordings of the interviews were made in order to enable transcription. Since the respondents 

all were in the age of 16-35, we did not expect the use of recordings to disturb the interviews 

and affect their quality, since Jacobsen (2002) state that the use of recordings, in general, is 

more likely to affect the older segment, not as used to technology. Throughout the interviews, 

we took notes in order to encourage the respondent to reveal more information since Jacobsen 

(2002) state that it is important to make sure that the respondent feels the interviewer’s presence 

 and interest. This, in turn, leads to more fulfilled answers. 
 

When the interviews were completed, we performed transcriptions of the recordings, where we 

listened to the interviews and wrote their exact words down in order to enable analysis of the 

empirical findings. 
 

3.4 Data Analysis 

 

During both the quantitative and qualitative part of our research, we performed both an empir-

ical analysis and a theoretical analysis. We chose to analyze the quantitative and qualitative 

findings separate in order to present similarities and differences that occur in each individual 

study. In the theoretical analysis, we combined the empirical findings from both the quantitative 

and qualitative study and connected the result to previous research presented in the frame of 

reference. The qualitative analysis was performed manually while the quantitative analysis was 

made with help from SPSS. 

 

3.4.1 Data Analysis of the Quantitative Data 
 

While analyzing the quantitative data, we coded each answer alternative in order to enable the 

analysis in SPSS where 1 stands for “Completely disagree,” 2 for “Partially disagree,” 3 for “I 

do not know,” 4 for “Partially agree” and 5 for “Completely agree.” The conducted data is 

classified as ordinal data, due to the fact that the answer alternatives can be categorized and 

ordered according to the varying levels of agreeing to the statements (Jacobsen, 2002; 

Wahlgren, 2013). The analysis of the quantitative data was performed through both univariate 

analysis and bivariate analysis. The univariate analysis presented descriptive statistics from 

each individual item, such as frequencies, mean and standard deviation while the bivariate anal-

ysis was used to discover covariance between two items, such as age/gender and their perceived 

credibility in each item through crosstabulation. 
 

By Jacobsen (2002) it is declared that in order to reach clarity when analyzing the results, the 

answer categories can be combined. When analyzing the result, we combined the respondents 

who answered “completely agree” or “partially agree” into an agreeing category and the re-

spondents who stated “completely disagree” or “partially disagree” into a disagreeing category. 

Since the aim of the quantitative study was to test if the aspects in the elaborated conceptual 

model were accurate in terms of affecting the credibility, we did not consider in which extent 

the respondents did agree or disagree to the statement while analyzing the empirical findings. 
 

When cross-tabulating the different aspects and their effect on the perception of credibility with 

gender and age, some differences were noted. In order to examine whether the differences were 
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significant and applies to the entire population or not, the Chi-Square test can be used 

(Wahlgren, 2013). When using the Chi-Square test, one requirement is that the expected count 

is greater than five in at least 80 percent of the cells (Wahlgren, 2013). In order to avoid violat-

ing this requirement, we combined the agreeing respondents and the disagreeing respondents. 

However, while analyzing some of the items, the requirement was not fulfilled. To establish 

whether the noted differences in those items were significant or not, we used the Likelihood 

Ratio (BrunelASK, 2013). 
 

3.4.2 Data Analysis of the Qualitative Data 
 

When analyzing the qualitative data, we reviewed the transcriptions of the interviews in order 

to discover patterns and connections between the respondents opinions. While doing this, we 

added complimentary notes, conducted both during the interviews and during the transcription 

in order to clarify what was said. Denscombe (2016) motivates transcription with the fact that 

the relationship with the data is deepened. In order to identify relevant information, we catego-

rized data that could be important in order to answer our research questions. This was made 

through an open coding, which according to Hjerm & Lindgren (2010) is a way to label data 

regarding its content. When opinions related to a certain aspect was noted in the transcribed 

material, the text was marked and commented with the theoretical aspect related to the state-

ment, for example,” good fit.” Further, the empirical findings were themed and presented in a 

thematically structured layout where an analysis of each aspect was presented. The aim was to 

find relevant information within every factor that we examined, and therefore we presented the 

analysis in chapters with these factors as headlines. We had the predetermined factors, based 

on the theoretical framework in the conceptual model (Figure 2) in mind when analyzing the 

material, but were also open for new aspects or factors that could have an impact in credibility 

in influencer marketing. When finding aspects relevant in explaining how and why certain fac-

tors affect the credibility, these were highlighted in the analysis. Throughout the analysis of the 

qualitative data, we had a subject-centered approach where themes and subjects were in focus, 

in combination with sometimes highlighting the opinions of individual respondents. 

 

3.5 Trustworthiness 
 

Trustworthiness consists of both validity and reliability which stands for different meanings 

when performing a quantitative and qualitative study (Söderbom et al., 2016). The validity of a 

quantitative study is measured through both internal and external validity. The internal validity 

stands for if we have measured what we aimed to measure (Söderbom et al., 2016; Jacobsen, 

2002). To ensure that our study examines what we intended to examine, we operationalized 

theoretical terms into measurable concepts. By doing this, we also divided “credibility in influ-

encer marketing” into several measurable components; good fit, source credibility, message 

credibility, number of brands being promoted and obvious economic profit. Further, we devel-

oped several items examining each component since the actual components are too complex to 

measure in an accurate way through only one item. To do this is argued to increase the internal 

validity of a quantitative study due to the decreased risk of measuring the wrong phenomena 

(Hjerm et. al., 2010). In order to further strengthen the internal validity, we performed a pilot 

study in order to make sure that our items succeeded to measure what we aimed to investigate, 

which by Eliasson (2013) is argued to increase the validity. The questionnaire was customized 

according to the feedback we received prior to conducting the actual survey. Further, the valid-

ity is argued to be strengthened by asking questions in contrast to each other in order to discover 

whether the respondents replied in a systematic pattern or not (Jacobsen, 2002). We had a num-

ber of items that functioned as verifying the validity of our answers. 
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When conducting a survey, there is a risk of misunderstanding the questions due to the fact that 

the questions cannot be explained to the respondent while completing the questionnaire (Jacob-

sen, 2002). In order to reduce the risk of misunderstanding and the respondents own interpre-

tation of meanings, terms with a versatile meaning was defined such as “influencer,” “message”  

and “content” in order to clarify what they stand for in this context. 
 

The external validity of the quantitative study stands for to what extent the result can be gener-

alized to the population (Jacobsen, 2002). If our sample were to be representative for the pop-

ulation, we would be able to, with 92 percent certainty, generalize the result. 

However, since one of our biases was the uneven distribution of respondents with a higher 

frequency of female and younger respondents, there is no ability to generalize the result. The 

sample was, however, distributed in the right direction since Instagram has an overrepresenta-

tion of female and younger users. Despite this, the biases within the sample of respondents do 

not represent the population in an accurate way which needs to be taken into consideration and 

thereby function as an argument of the inability to generalize the results. 
 

The validity of the qualitative study is a measurement that determines if the conducted data is 

accurate (Denscombe, 2016). To increase the validity of the qualitative study, two researchers 

were present during the interviews in order to be able to triangulate the result by controlling 

that the perception of the interviews was the same. Further, we transcribed the interviews which 

were read through by the respondents in order to verify that the statements were accurate. More-

over, we used secondary data to confirm that our understanding was in line with what infor-

mation the respondents mediated when exemplifying by mentioning certain influencers. Ac-

cording to Jacobsen (2002), another way to increase the validity is to present the result to the 

interviewees and making sure that they all can relate to the result, which has been done. More-

over, the conducted answers were continuously compared to each other in order to not accent 

any individual responses when reaching a conclusion. A golden rule according to Jacobsen 

(2002) is that information conducted from multiple independent sources results in a valid  

explanation of the phenomena. 
 

The validity is also strengthened by the fact that we triangulated the result by conducting both 

a quantitative and qualitative study that led to similar results, highlighted by Jacobsen (2002) 

to be a course of action in terms of strengthening the validity. 

 

When conducting a qualitative study, the problem of the context and/or the interviewer affect-

ing the result in some way is to be considered. However, we cannot determine if there would 

be another outcome if the interviews were performed by another interviewer in another con-

text. Further, in terms of validity within the qualitative study, an aspect to consider is the fact 

that the interviews were conducted in Swedish and translated into English which might entail  

inaccurate translations. 
 

Reliability determines how reliable the result is and the possibility to repeat the study with the 

same result (Jacobsen, 2002). To improve the reliability of the study, we have attached the 

original survey as can be seen in appendix 1 “Original survey” as well as the interview guide 

as can be seen in appendix 3 “Interview guide” in order to make it possible to repeat the study 

with the same result. Moreover, we have throughout this thesis carefully explained how the 

information was conducted and analyzed. 
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4. Empirical Findings 

 

4.1 Empirical Findings from the Quantitative Study 

 

In the quantitative study, we had a total of 120 respondents where 76,7 percent of the respond-

ents were female, and 23,3 percent of the respondents were male. The majority of the respond-

ents, 80 percent, were between the age of 16-25 whereas the remaining respondents were be-

tween the age of  26-35. 83,7 percent of the female respondents were between 16-25 years of 

age while 67,9 percent of the male respondents were within the younger category of age. All of 

the respondents have an Instagram account with 90,8 percent answering that they use Instagram 

daily followed by 6,7 percent stating that they use Instagram a few times a week and the re-

maining 2,5 percent use Instagram more seldom than every other week. Of all female respond-

ents, 83,7 percent were between the age of 16-25 and the number of male respondents in the 

same age were 67,9 percent. 
 
 

 
Figure 4. General statistics 
 

4.1.1 External Aspects of Source Credibility 
 
Item 1-5 in this chapter refers to the items measuring the external aspects of source credibility (attractiveness). 
Item 1: I perceive an attractive influencer as credible. 
Item 2: I perceive a sexy influencer as credible. 
Item 3: I perceive an elegant influencer as credible. 
Item 4: I perceive a classy influencer as credible. 
Item 5: I perceive a beautiful influencer as credible. 
 

When examining the external aspects affecting the source credibility some aspects appeared to 

indicate credibility in a greater extent than others. A total of 59,2 percent of the respondents 

agreed with the statement that a classy influencer is perceived as credible whereas the agreeing 

percentage for the elegant influencer being perceived as credible reached the number of 55,9 

percent. Around half of the respondents, 52,5 percent, did also perceive a beautiful influencer 

as credible. Item 5 did result in 18,3 percent of uncertain respondents. The statement that an 

attractive influencer is perceived as credible resulted in a total of 41,7 percent of the respondents 

agreeing. The external aspect with the lowest amount of agreeing respondents agreeing to the 

statement was sexy with only 14,2 percent agreeing in some extent and none of the respondents 

agreeing completely. 
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Figure 5. External aspects of source credibility 

 

Table 2 shows the mean and standard deviation of the external aspects of source credibility. All 

means below 3 are considered negative whereas 3,00 stand for the neutral answer “I do not 

know.” The means higher than 3 are considered positive. Align with the statistics presented in 

Figure 5, an elegant, classy or beautiful influencer are perceived as more credible than a sexy 

or attractive influencer. All items did have similar standard deviations with an exception for 

item 2 with a standard deviation of 0,908 where the respondents opinions were slightly more 

similar in comparison to the other external aspects of source credibility. 
 

Table 2. 
Mean and standard deviation - external aspects of source credibility 

 
 

When cross-tabulating the external aspects of source credibility with the gender of the respond-

ents, there are no notable differences between the male and female respondents opinion about 
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an elegant or classy influencer being perceived as credible as can be seen in appendix 4 “Cross-

tabulation gender”. However, a difference occurred in item 1 where 46,7 percent of the female 

respondents stated that they agreed with the statement while the agreeing respondents solely 

represented 25 percent of the male respondents. On the contrary, the male respondents did in 

higher extent perceive a sexy or beautiful influencer as credible than the female respondents. 

21,4 percent of the male respondents and 12 percent of the female respondents agreeing to the 

statement that a sexy influencer is perceived as credible. Regarding Item 5, 50 percent of the 

female respondents and 60,7 percent of the male respondents agreed with the statement. 
 

Looking at differences within the different age groups, the younger respondents in the age of 

16-25 did in a higher extent perceive an attractive influencer as credible with 44,8 percent 

agreeing to the statement. For the respondents within the age of 26-35 only 29,2 percent agreed 

with the statement. Within this group of respondents there was a higher frequency of unsure 

answers where the respondents answered “I do not know” as can be seen in appendix 5 “Cross-

tabulation age”. The same tendencies with unsure answers among the older respondents was 

shown in item 3. In item 4, 62,5 percent of the younger respondents agreed to the statement 

while 45,8 percent of the older respondents did. The item with the largest difference between 

the age groups was item 5 where 59,4 percent of the younger respondents agreed with the state-

ment while only 25 percent of the older respondents did. The item examining if a sexy influ-

encer is perceived as credible showed no notable differences between the different age groups. 

 

While testing if the differences were significant, there is no significant association between the 

age/gender of the respondents and their perception of credibility. 
 

4.1.2 Internal Aspects of Source Credibility 
 
Item 1-4 in this chapter refers to the items measuring the internal aspects of source credibility (trustworthiness). 
Item 1: I perceive an honest influencer as credible. 
Item 2: I perceive a sincere influencer as credible. 
Item 3: I perceive a dependable influencer as credible. 
Item 4: I perceive a reliable influencer as credible. 
 

The items investigating the internal aspects of source credibility all resulted in the majority of 

the respondents agreeing to the statements made in item 1-4. A total of 86,6 percent did com-

pletely agree or partly agree with the statement that an honest influencer is perceived as credi-

ble, followed by 78,3 percent agreeing on the reliable influencer being perceived as credible. In 

item 2, 69,2 percent of the respondents agreed to the statement, and 73,3 percent of the respond-

ents agreed with item 3. 
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Figure 6. Internal aspects of source credibility 

 

Looking at the mean and standard deviation presented in Table 3, all items showed a mean 

above the neutral point, and are therefore considered perceiving the internal aspects of source 

credibility as credible align with the statistics presented in Figure 6 above. All items did have 

similar standard deviations with an exception for item 2, with a standard deviation of 1,283 

where the respondents opinions did vary in a higher extent. 
 

Table 3. 
Mean and standard deviation - internal aspects of source credibility 

 
Examining differences between the perception of credibility based on internal aspects of source 

credibility in relation to the gender of the respondents, item 1 and item 4 showed that the female 

respondents perceived the influencer as slightly more credible than the male respondents. The 

same tendency was shown in item 3, but with the exception that the male respondents, rather 

than disagreeing with the statement, were unsure of their perception of credibility. On the con-

trary, the male respondents did perceive a sincere influencer as credible to a higher extent than 

the female respondents as can be seen in appendix 4 “Crosstabulation gender.” 
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Examining the varying opinions within the age groups, the respondents between the age of 16-

25 did perceive the internal aspects mentioned in item 1, item 3 and item 4 as credible in a 

higher extent than the older respondents. In contrast, item 2 showed the opposite, where the 

older respondents in a higher extent did agree with the statement that a sincere influencer is 

perceived as credible as can be seen in appendix 5 “Crosstabulation age.” 
 

While testing if the differences were significant, there are no significant association between 

the age/gender of the respondents and their perception of credibility. 

 

4.1.3 Good Fit 
 
Item 1-2 in this chapter refers to the items measuring the perception of credibility when the influencer and the 

brand are a good fit. 
Item 1: I do not perceive the post as credible when the influencer and the brand do not have matching character-

istics. 
Item 2: I perceive the post as credible when the influencer and the brand are standing for the same values. 
 

The study resulted in 80 percent of the respondents agreeing with the statement that when the 

influencer and the brand do not have matching characteristics the post is not perceived as cred-

ible. The importance of a good fit between the influencer and the brand was strengthened by an 

85,8 percentage of the respondents agreeing with the statement that the post is perceived as 

credible when the influencer and the brand are standing for the same values. 
 

 
Figure 7. Good fit 
 

As can be seen in Table 4, both item 1 and item 2 had a mean above the neutral point. Item 1 

did, however, have a slightly higher standard deviation than item 2. 
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Table 4. 

Mean and standard deviation - Good fit 

 
 

When examining the variating perceptions between the categories of age and gender, some 

differences occurred. The male respondents who were agreeing with the statement made item 

1 reached a percentage of 71,4 percent while the percentage of female respondents agreeing to 

the same item reach a number of 82,6 percent. This shows that the female respondents, to a 

greater extent than male respondents, perceive the sponsored post as credible when the influ-

encer and the brand have matching characteristics. Examining item 2 in terms of different opin-

ions within the genders, 91,3 percent of the female users did perceive the post as credible when 

the influencer and the brand are standing for the same values, while 67,8 percent of the male 

respondents did agree to the statement as can be seen in appendix 4 “Crosstabulation gender”. 

Comparing both age groups, 76,8 percent of the young respondents agreed with item 1 while 

the amount of agreeing respondents reached 83,4 percent in the older segment. No major dif-

ference was shown in item 2 between the separate age groups (See Appendix 5 “Crosstabulation 

age). However, none of the items did show a significant association between gender or age 

affecting the perception of credibility based on the influencer and the brand being a good fit. 

 

4.1.4 Message Credibility - Content  
 
Item 1-5 in this chapter refers to the items measuring the content aspect of message credibility. 
Item 1: I perceive the post as credible when the message of the post is clear. 
Item 2: I do not perceive the post as credible when the message of the post is unclear. 
Item 3: I perceive the post as credible when the post has a correct language. 
Item 4: I do not perceive the post as credible when the post has an incorrect language. 
Item 5: I do not perceive the post as credible when I find it troublesome to decode the message of the post. 
 

When examining the items questioning the content aspect of message credibility the study did 

show that 62,5 percent of the respondents perceived it as credible when the post has a clear 

message. The result is strengthened by the 70,8 percent of the respondents agreeing with the 

statement made in item 2. That the post has a correct language was of even higher importance, 

and a total of 75,9 percent agreed on the statement that a post consisting of correct language is 

perceived as credible strengthened by the 77,6 percent agreeing on the statement that a post 

with an incorrect language is not. 68,3 percent of the respondents did also state that when it is 

troublesome to decode the message in the post the post is not perceived as credible. 
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Figure 8. Content aspect of message credibility 
 

Looking at the means in Table 5, all means are greater than 3 and are therefore considered 

positive. The item with the highest standard deviation was item 4 with 1.088. 
 

Table 5. 
Mean and standard deviation - Content 

 
Examining differences between the perception of credibility based on the content aspect of 

message credibility considering the gender of the respondents, item 2 and item 4 did not show 
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any major differences related to gender. The item that showed the greatest difference in the 

perception of credibility was item 5 where 72,8 percent of the female respondents did agree 

with the statement while 64,2 percent of the male respondents did agree to the statement. In 

item 1 and item 3, the amount of unsure respondent had a higher frequency among the female 

respondents in comparison to the male respondents who in a higher extent did not agree with 

the statements in those items (see appendix 4 “Crosstabulation gender”). However, the differ-

ences among the genders are not significant. 
 

The difference between the age groups showed that the younger segment in a higher extent did 

value a clear message while the older segment did value a correct language in terms of credi-

bility (see appendix 5 “Crosstabulation age”). However, the majority of both groups of respond-

ents did agree to the statements in all items. Item 5 did show a difference in uncertain respond-

ents with a higher frequency among the younger segment. When testing if the associations are 

significant, the Chi-Square test shows that there is an association between the age of the re-

spondents and their perception of credibility when it is troublesome to decode the message as 

can be seen in Table 6. The null hypothesis “there is no association between the age of the 

respondent and the perception of credibility when it is troublesome to decode the message of 

the post” is rejected, and according to our survey, there is an association between the age of the 

respondents and their perception of credibility. As mentioned, the noted difference in this item 

is foremost within the uncertain respondents that had a higher frequency among the younger 

respondents, while the older respondents in a higher extent did disagree with the statement. 
 

Table 6. 

Chi-square test item 5 

 
 

In item 3, there was also a significant association between the age of the respondents and their 

perception of credibility when the post has a correct language according to the Likelihood Ratio 

as can be seen in Table 7. Yet again, the differences were foremost within the uncertain re-

spondents that had a higher frequency among the older segment. 
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Table 7. 

Chi-square test item 3 

 
 

In item 1, item 2 and item 4, there was no significant association between the age of the re-

spondents and the perception of credibility. 

 

4.1.5 Message Credibility - Consensus 
 
Item 1-4 in this chapter refers to the items measuring the consensus aspect of message credibility. 
Item 1:  I perceive the post as credible when the content feels relevant to me. 
Item 2:  I do not perceive the post as credible when the content does not feel relevant to me. 
Item 3: When the content matches my general opinion of the brand I perceive the post as credible. 
Item 4: When the content does not match my general opinion of the brand I do not perceive the post as credible. 
 

In item 1, the general opinion among all respondents was that when the content appears as 

relevant, it is perceived as credible with slightly over half of the respondents, 56,7 percent, 

agreeing to the statement. However, this stands in contrast to the 37,5 percent agreeing to the 

item stating that when the content does not appear as relevant the post is not perceived as cred-

ible. The study did also show that 80 percent of the respondents did agree with the statement 

that when the content match the respondent’s general opinion about the brand, the post is per-

ceived as credible. In item 4, 60,8 percent did agree with the statement. Common for item 1, 

item 2 and item 4 was that approximately a fourth of the respondents was uncertain and an-

swered “I do not know”. 
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Figure 9. Consensus aspect of message credibility 
 

Looking at the mean and standard deviation in Table 8, all items showed a mean over 3. Item 2 

stood out in comparison to the other items where the mean is slightly higher than three and also 

with the highest standard deviation which indicated that the respondents had various opinions 

in this item, in line with the presented information in Figure 9. The highest mean, 4,02, was 

shown in the item examining if the post is perceived as credible when the content matches the 

general opinion about the brand. This item did also have the lowest standard deviation which 

indicates that the respondents had similar opinions in this matter. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

31 
 

Table 8. 

Mean and standard deviation - Consensus 

 
When cross-tabulating the items in terms of gender, see appendix 4 “Crosstabulation gender,” 

item 1 and item 2 had a similar distribution over the percentage of agreeing, unsure and disa-

greeing respondents. In item 3, both genders perceived the post as credible when the content 

reflects their general opinion about the brand, but with a higher frequency of agreeing respond-

ents within the female group. As for the negatively stated statement in item 4, the male agreeing 

respondents were more frequent. 
 

Looking at differences within the age groups, the older respondents did in a higher extent per-

ceive the content as credible when the content feels relevant with 62,5 percent agreeing to the 

statement while the agreeing respondents from the younger segment were 55,2 percent. In item 

2, this tendency did not exist and a third of the older respondents were unsure of their opinion 

in this item with an equally high percentage of agreeing and disagreeing respondents. Among 

the younger respondents, there was a slightly higher percentage of agreeing answers in this 

item, see appendix 5 “Crosstabulation age.” Among the older respondents, the agreeing per-

centage was higher in item 4 compared to the younger segment. In item 3, there was no major 

difference between the opinions within the age groups. Testing the significance, there was no 

association between the various answers within either of the items or the categories of gender 

or age. 
 

4.1.6 Number of Brands being promoted & Obvious Economic Profit 
 
Item 1-4 in this chapter refers to the items measuring the number of brands being promoted and the obvious 

economic profit in relation to the perception of credibility. 
Item 1: I perceive the post as credible when the influencer is working with only one brand. 
Item 2: I perceive the post as credible when the influencer is working with multiple brands. 
Item 3: I perceive the post as credible when I know that the influencer is gaining economic profit. 
Item 4: I perceive the post as credible when I am not noticing that the influencer is gaining economic profit. 
 

The study did show varying opinions in terms of the number of brands being promoted affecting 

the perception of credibility. When the influencer is promoting only one brand, 46,7 percent of 

the respondents stated that the post was perceived as credible while 33,3 percent did not per-

ceive the post as credible. The remaining 20 percent was uncertain of their standpoint in the 
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matter. A similar situation occurred within the statistics from item 2. Here, 40,8 percent did not 

believe it as credible when promoting multiple brands while 30,9 percent did. 
 

In item 3, slightly over half of the respondents, 58,3 percent, disagreed with the statement while 

24,2 percent agreed and 17,5 percent of the respondents were uncertain. 42,7 percent did agree 

with the statement saying that the post is perceived as credible when the economic profit is not 

noticed while 24,1 percent disagreed with that statement. The number of uncertain respondents 

regarding the credibility when the economic profit is not noticed was as high as 34,2 percent. 
 

 
Figure 10. Number of brands & obvious economic profit 
 

Item 1 and item 4 had a mean above the neutral point of 3,00, and are therefore considered 

positive. However, item 1 had the highest standard deviation of all items measuring the number 

of brands and obvious economic profit which indicate that the opinions in a higher extent did 

vary regarding this particular item. As can be seen in Table 9, item 2 and item 3 had a mean 

below the neutral point and the respondents are therefore considered negative towards the state-

ments in those items. The respondents opinions were most similar in item 2 and therefore also 

had the lowest standard deviation. 
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Table 9. 
Mean and standard deviation - number of brands being promoted & obvious economic profit 

 
Align with the statistics shown in Figure 10, the opinions did vary a lot between the genders. 

In item 1, there was around 20 percent of uncertain respondents within both the male and female 

group as can be seen in appendix 4 “Crosstabulation gender”. The male respondents did agree 

to a slightly higher extent to the item with 50 percent of agreeing respondents versus 45,6 per-

cent of agreeing respondents within the female group. The male respondents did also in a higher 

extent disagree with the statement made in item 2 with 46,4 percent of disagreeing respondents. 

The female respondents did disagree in 39,1 percent of the case. For the female respondents,  

the uncertain answers were more frequent. 
 

As for the items measuring the credibility when it is obvious or not that the influencer is gaining 

economic profit, item 3 showed that 67,8 percent of the male respondents did disagree with the 

statement while 55,4 percent of the female respondents did disagree with the statement. Both 

genders had a similar percentage of uncertain respondents, which show that the female respond-

ents in a higher extent did perceive it as credible. In item 4, there was a higher frequency of 

uncertain respondents within the female group and a higher percentage of disagreeing respond-

ents within the male group. 

 

When cross-tabulating the items with age, the younger respondents had a higher percentage of 

agreeing answers in all items. The results within the respondents between 16-25 were similar 

to the general results presented in Figure 10 as can be seen in appendix 5 “Crosstabulation age”, 

most likely as a result of the majority of the respondents being within this group of age. The 

older segment did in all items show a higher tendency to disagree with the statements. 
 

Neither the differences between gender or age was significant for none of the items tested 

through the Chi-Square test. 

 

4.2 Empirical Findings from the Qualitative Study 

 

To examine how and why certain factors affect the credibility of influencer marketing we have 

performed five qualitative interviews. What they all have in common is their daily usage of 
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Instagram and that they are in the relevant group of age, that is 16-35 years old. The respondents 

are anonymous and presented as “Respondent A” “Respondent B” etcetera, as could be seen in 

Table 10. The empirical findings are presented with a layout where each respondent are pre-

sented individually. To get a coherent feeling from the interviews, we constantly cite the re-

spondents. The interviews are conducted in the respondents native language, Swedish, and later 

translated into English when cited. 
 

Table 10. 
The respondents 

 
 

4.2.1 Respondent A 
 

The respondent describes a credible influencer as an influencer who choose what companies he 

or she wants to cooperate with based on what product the influencer likes. Further, the match 

between the product and the influencer is highlighted as a factor affecting the credibility. Re-

spondent A describes a situation where an influencer who is good at fishing and always show 

his followers examples of great fishing products, would post something that differs from this 

interests, the followers would react. 
 
She states that: “It would not feel credible if that influencer one day posted something in coop-

eration with L'Oréal.” 
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In terms of external aspects of source credibility, the respondent state that external attributes do 

affect the credibility, but implied that these attributes are not as important as knowledge or other 

internal attributes, such as personality, in order for an influencer to be perceived as credible. 

 

The respondent explains it as: “Well, I follow influencers more because they are good at some-

thing, like makeup or showing how to put their makeup on, more than the fact that they are 

good looking.” 
 

The respondent also states that the external attributes could have a negative effect on the cred-

ibility if it is clear that the influencer is striving for the “ideal picture of beauty”. She says that 

both elegant and classy implies that a person is good at something or has an interesting job, 

while sexy and attractive are more shallow aspects. Further, she explains that attractiveness can 

be important in terms of buying a product but not in terms of the perception of an influencer 

being a credible person or not. She states that sexy and beautiful are standing for the most 

shallow aspect of a person. 

 

“I feel like it is very shallow if a person is sexy. That it is only body and nothing more. Like 

really the most shallow thing that a person is standing for. So I feel like that is not affecting the 

credibility to the same extent as if a person is... Well, as we talked about before about being 

classy, it feels like that type of person has something more intellectual to bring to the table…” 

 

When talking about the internal aspects affecting the perception of credibility, Respondent A 

state that an influencer should take a stand in societal issues. Moreover, she appreciates when 

the influencer is using her platform to cherish about something more than shallow things. When 

posting things more than just a picture of an outfit, she experiences the credibility to increase. 
 

Talking about internal aspects such as an influencer being honest, reliable, sincere and depend-

able, the respondent is highlighting sincere and honest as aspects that have the greatest impact 

on credibility. She says that if someone is dishonest, the credibility is affected negatively be-

cause of the fact that the respondent does not trust a person who is a liar. Respondent A also 

highlights the importance of the influencer being personal with their followers in order to be 

perceived as credible. 

 

“I have more trust in an influencer where I can recognize myself and relate to the things that 

she says and not only look at her appearance.” 

 

When mentioning an influencer that she perceives as credible, the Swedish influencer Therese 

Lindgren is highlighted as credible. The reason is, according to the respondent, that she is se-

lective with her collaborations and her intentions with the sponsored posts feel honest and 

thereby credible. 

 

”She loves animals, which she is writing about a lot, and everyone who are following her knows 

that she really is an animal lover. When she does cooperations with companies who care about 

animals, for example, an animal shelter, that feels very real and I feel like she really wants to 

help that shelter. I find that credible.” 
 

The respondent continues with describing that the influencer mentioned is very open and is 

telling her followers about her everyday life, which she describes as credible. She also high-

lights the fact that an influencer which you have a connection to is perceived as credible due to 

the fact that there is a feeling of knowing one another. This entails a higher ability to trust the 
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influencer. 
 

When talking about the effect on credibility when the influencer and the brand are a good fit, 

she states that she perceives it as credible due to the fact that matching characteristics are per-

ceived as honest. In the event of the two being a poor fit and when the influencer posts some-

thing that is not associated with their expected personality and characteristics, she states that it 

is affecting the credibility in a negative way since it entails uncertainty and confusion in what 

the influencer stands for. 
 

She describes it as: “If an influencer is associated with animal rights, and later do a sponsored 

collaboration with a company that sells fur - the credibility in that person would be dimin-

ished.” 
 

In terms of message credibility, she argues that the message needs to be presented in a clear 

way - both with a correct language and presenting the product in a suitable context. Otherwise, 

the credibility is negatively affected. When an influencer uses a correct language with compli-

cated words, the credibility is affected in a positive way. 
 

“The more complicated words you use, the smarter and more serious you sound and the more 

credible you will be perceived.” 

 

Respondent A state that a post could be perceived as credible even though it consists of a mes-

sage that appears as irrelevant to her. Further, she explains that if the influencer is a well-known 

person with a certain interest and knowledge within that area, the influencer could still be 

trusted and thereby the post is perceived as credible, regardless of the lack of relevance. 

 

She describes it as: “Everything does not need to be relevant in order for me to like and trust a 

person” She continues: “I think credibility is more affected of the overall perception of the 

influencer. If the influencer has an interest in purses, and I don’t, the post with purses could 

still be credible.” 

 

Regarding the obvious economic profit, the respondent argues that the sponsored post itself is 

perceived as less credible. On the contrary, the credibility directed towards the influencer is 

affected in a positive way due to the fact that the influencer is being honest towards her follow-

ers about the post being sponsored. However, the general perception of a sponsored post is that 

the credibility is affected in a negative way. 

 

“Even though the product might be a good fit with the influencer, I have in mind that the influ-

encer shares this because she has been paid, and for me, that always has a negative effect on 

credibility.” 

 
 

In terms of the number of brands being promoted, Respondent A state that there is a negative 

effect when promoting multiple brands due to the fact that it feels fake and indicates that the 

influencer collaborates with the brand solely in order to earn money. If the influencer is pro-

moting the same brand multiple times, it feels credible. 

 

“If an influencer is doing a collaboration with a major company several times I get the impres-

sion that the influencer really likes the products and can stand for what the company wants to 

mediate. She likes the product so much that she wants to collaborate with the company again, 
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in other words, that she sees it more as a long-term collaboration. I think that is affecting the 

credibility in a good way.” 

 

Respondent A explains that if an influencer is promoting brands within different categories, it 

is perceived as more credible because it is showing a fuller picture. 

 

4.2.2 Respondent B 
 

Respondent B describes a credible influencer as a person who shares an interest with oneself 

and thereby there is a connection with that person. According to the respondent, the credibility 

is affected in a positive way when the influencer possesses some kind of knowledge within the  

field and if it is a person you look up to. 
 

“It feels important to know that the person you follow knows what he is talking about. That he 

can perform in the field, and that he has some sort of knowledge in what he is doing.”   
 

Further, he explains how there has to be a match between the influencer and the product in order 

for the cooperation to be credible. He uses an example of when an influencer publishes a spon-

sored post with shampoo, and that the credibility towards that person and product would in-

crease if the influencer himself have a beautiful hair. 
 

”There has to be a good fit between the person and the product that is exposed, otherwise it is 

not perceived as credible.” 
 

When it comes to external attributes that affect credibility within an influencer, Respondent B 

experience outer attributes to be important when an influencer expose shallow products, such 

 as make-up or skincare. 
 

He expresses that: “It feels like external factors affect the credibility when it is a beauty product 

or other products that have an affect on appearance. If for example a sports profile who looks 

good market a protein powder, it feels important that the person is physically fit and maybe 

good at some sport, in order for the post to be perceived as credible.” 
 

According to Respondent B, attributes such as if an influencer is elegant or classy could have a 

positive impact on credibility. He explains how these words are related to some kind of perfor-

mance and that the person has achieved something more than just being beautiful. Moreover, 

he experiences a classy person as someone who is higher in the hierarchy, which leads to respect 

to that person which could have an impact on credibility. Further, attributes such as an influ-

encer being beautiful, attractive or sexy do not have a direct impact on credibility. He experi-

ences these attributes as shallow, and that it is not these attributes that have a direct impact on 

credibility within that person. He explains how a beautiful, attractive or sexy influencer also 

needs to be something more, in order to be perceived as credible. Such as having an interesting  

job or being good at something 
 

”It feels very shallow when a person is sexy. I would say it has a very small impact, if any, on 

credibility. What is more interesting is to know if the person is good at something or possess 

knowledge within a subject. That would have a greater impact on credibility.” 
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Regarding internal attributes of source credibility, he experiences it as important that the person 

mediates a feeling of being honest. Though, Respondent B finds it hard to know when an influ-

encer is being honest or not, since it is just a feeling that is being mediated and that he does not 

know the influencer in person. Further, the credibility is affected in a positive way when the 

influencer is perceived as a decent person with knowledge within the subject. According to the 

respondent, other words to describe a credible influencer would be a person who has a good 

rhetorical ability, determination and drive as well as being perceived as an enthusiastic person 

who is down to earth. He explains that attributes such as reliable, honest, dependable and sincere 

are similar to each other, but all play a vital role when it comes to credibility. The attributes are 

valued high, but he also says that the influencers that he follows himself, not necessarily possess 

any of these attributes. However, he still perceives many of them as credible. What affects the 

credibility is instead the fact that they have a passion for what they do and possess some sort of 

knowledge. Other attributes that could have a positive impact on credibility is when he has 

some kind of relationship or connection towards the influencer. 

 

“You listen to someone you know, or has a relationship to rather that you listen to a stranger. 

It is like turning towards a friend, and it feels like you have some sort of virtual friendship, just 

because you know who that person is and share the same interests.” He continues with: ”I feel 

more trust within a person that I know, rather than a random person that might post the same 

content.” 

 

He explains how credibility within an influencer is directly affected when they share an interest, 

or have something else in common. Further, he explains the importance of the influencer and 

product being a good fit. If the influencer posts something about a product that cannot be asso-

ciated with that person, the credibility is negatively affected. There would be a confusion in 

why the influencer would post something that is not associated with himself, which would affect 

the credibility of the post in a negative way. The respondent also says that he would accept one 

“mistake” as he calls it when the influencer posts something that is not associated with the 

influencers personality, but if it happens multiple times he would eventually unfollow that per-

son due to lack of credibility. If the influencer instead posts something that is related to and 

associated with the influencer himself, Respondent B experience the credibility to increase, 

both towards the influencer but also towards the product. 

 

He states that: ”If the influencer continues to post collaborations that are associated with him-

self, I think a relationship would occur, and thereby I would trust him.” 
 

When looking at the message itself and the post, Respondent B explains that the post needs to 

have a correct spelling, due to the fact that the influencer is perceived as more serious and 

competent and thereby also perceived as more credible. According to him, the message needs 

to be clear and there is no room for misspelling without the fact that the credibility would be 

affected in a negative way, both towards the product and the influencer himself. If the message 

is unclear, he interprets the message as complicated, which not always might be the case. 
 

“You will feel like; this product might not be as good as they try to tell me.” 
 

If it additionally is a relatively easy message that is supposed to be presented and the influencer 

fails to convey the right message, he explains that he would lose his trust in that person. Further, 

he explains that when the content within a message is in line with his interests, he adapts the 

information more easily. Though, if a post is irrelevant to him, he still argues that it could be 

perceived as credible. What determines the credibility is instead how competent the influencer 
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is, how good he writes and that he mediates seriousness in the message. 
 

“I understand that others might find this product useful, even though the message is not that  

relevant to me.” 
 

Regarding the fact that the economic profit is obvious, Respondent B experience a higher level 

of credibility towards an influencer who post something that is not obviously sponsored.  How-

ever, the credibility towards that person would not be diminished if he did paid collaborations 

as long as the post is in line with how the influencer is perceived in general and that there is a  

match between the product and the influencer.   
 

When an influencer post multiple collaborations with different companies or brands the credi-

bility is diminished when the products speak against each other. He explains it to be acceptable 

when an influencer does multiple collaborations as long as the products are in line with their 

personality. If the exposed products are concurrating brands, a confusion would occur. 
 

He states that: ”As long as the products speak the same language, the post could still be credi-

ble.” 
 

4.2.3 Respondent C 
 

According to Respondent C, a credible influencer is a person who proves to be herself, and who 

shares pictures with her followers that are not to edited by Photoshop for example. The respond-

ent also says that the followers play a vital part when determining whether an influencer is 

perceived as credible or not. She explains how influencers buy followers in order to get more 

collaborations with companies. This has an impact on credibility which makes her question 

whenever she sees followers with strange names that comment or like the influencer’s posts on 

Instagram. 
 

Regarding external attributes that have an impact on the credibility towards an influencer, Re-

spondent C says that:”Well.. Yes, of course it has an impact. You follow someone because you 

want inspiration and then you are interested in following someone who looks good.” 
 

Further, she expresses how internal attributes affect credibility more than external attributes, 

but argues how internal and external attributes in combination with each other could have a 

positive impact on credibility. Respondent C experience attributes such as an influencer being 

elegant or classy to have a greater impact on credibility than for example beautiful, due to the 

fact that someone who is perceived as elegant or classy more often is related to some kind of 

profession. Further, Respondent C experience attributes such as an influencer being attractive 

or sexy not being as important in order to perceive an influencer as credible, in comparison with 

the other external attributes. 
 
 

”Overall, that is not what affects credibility the most. There could be a person who is extremely 

good looking, but I do not trust her at all, since I know that she might not know what she is 

talking about. Then it really does not matter whether a person is attractive or not” She contin-

ues: ”Well, the trust in someone and to determine whether someone is credible or not is not 

measured in whether the person is sexy.”   
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Respondent C explains how the external attributes in combination with internal attributes could 

have an impact on credibility, but it is not the external attributes that determine whether a person 

is perceived as credible or not. She experience the internal attributes to have a greater impact 

on credibility within a person. Further, the influencer should share things from her personal life 

in order to be perceived as credible. 
 

”I am so tired of influencers who only share pictures that reflects a perfect life. It feels more 

credible when they share something that is real, directly from their everyday life.” She contin-

ues with: ”The more you share of yourself, the more credible you will be perceived.” 

 

Further, attributes such as an influencer being reliable, honest, dependable or sincere has an 

impact on credibility according to the respondent. 
 

Overall, Respondent C experience how some sort of relationship occurs when she follows 

someone on Instagram. She also explains how an influencer, whom she has a relationship to, is 

trusted to a higher extent than someone else. This is due to the fact that the influencer is per-

ceived as a friend, and friends are someone she trusts. Further, if she experience a connection 

with the influencer, such as shared interests, an invisible connection is created which entails a 

higher level of credibility towards the influencer. 
 

“If you have something in common with a person, I think you trust her more. It feels like you 

have an invisible connection with each other, even though it might not be that way.” 
 

According to respondent C, the credibility towards an influencer is diminished when the influ-

encer publishes something that is not associated with his or her image. The respondent state 

that she gets the feeling that the influencer is only in it for the money. 
 

She says: ”It feels pointless for a person to publish something that she actually do not like. It 

gets so obvious that it is not a genuine cooperation and according to me, it looks like she only 

wants to gain economic profit.” 
 

She explains how a cooperation with a brand that do match the influencer would feel more 

credible due to the fact that the followers would get the feeling that the product is something 

that the influencer would genuinely use, regardless of it being a cooperation or not. Further, if 

the post is correctly spelled with a good language, Respondent C explains how that person is 

perceived as more credible than someone who does not seem to care whether there are mis-

spellings or not in the text. 
 

”If the post is correctly spelled, the influencer is perceived as smart…  Then I get the feeling 

that she has put an effort into what she wrote which affect the credibility in a positive way”. 

 

Besides a good language without misspelling, the message within the post has to be clear. 
 
 

She states that: ”To be able to relate to something, the message has to be clear. It will not be 

credible if the person herself can’t understand what she mediates”. 
 

When an influencer publish content that is not relevant and in line with her interest, she argues 

that the post still could be perceived as credible. The post could, in combination with a good 

formulation and that the influencer is someone that she looks up to, have the possibility to affect 
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the credibility in the influencer in a positive way. However, she argues how she more easily 

could determine if the post is credible or not if the post relates to her interest. 
 

“The relevance does not affect the credibility, but you can easily decide if the content is credible 

if you have knowledge about it yourself and if it is something that is relevant to you.” 
 

When the economic profit is obvious, the credibility towards the post is diminished. The cred-

ibility towards the influencer herself, could also be diminished depending on what kind of per-

son she is.  Respondent C argues a genuine person to be less affected by the economic profit 

being obvious. When the influencer is perceived as honest and seen as an intelligent person, the 

respondent experience that she could trust that person to a higher extent. 
 

Further, when the influencer posts multiple collaborations with different brands, she express 

the credibility not to be affected. According to the respondent, this is due to the fact that it is 

very common for influencers to collaborate with different brands today. Though, if the brand is 

not related to the influencer or if the products are within the same category the credibility is 

diminished. 
 

”If the influencer does a lot of collaborations that are not in line with the general perception 

of the influencer, I get suspicious and the credibility towards that person is diminished.” 
 

4.2.4 Respondent D 
 

Respondent D describes a credible influencer as someone who, rather than just posting pictures 

of shallow things which she refers to like clothes and make-up, is posting about an interest or 

hobby. In terms of external aspects affecting the credibility, she highlights that the external 

factors have some influence on her perception of credibility. 

 

She states that: “You are drawn towards someone who is good looking.” 

 

The respondent also argues that the external attributes on Instagram affect her more than the 

internal attributes. 

 

“Since I do not know the person in real life, I would say I go for the external. Overall, that 

world is so shallow and I find it hard to take my glasses off to see the person behind all the 

filters. The external aspects feel more concrete in some way, and I guess I am more affected of 

the outer looks than me trying to read between the lines and guess what kind of person this 

influencer is.” 

 

The respondent explains how she experience Instagram as a “shallow world” and find it hard 

to “take her glasses off” which implies that she has a certain way of looking at the posts on 

Instagram which affect her perception. She finds it hard to define what attractive stands for, but 

state that she would be affected by a good looking person on Instagram. Sexy, however, she 

describes not to be as important in terms of affecting her perception of credibility. 
 

“I feel like maybe the person needs to have something more, like the fact that I like the person 

overall and maybe that I know something more about the person, more than just looking at the 

appearance.” 
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When asking her again, she realizes that she does not, in fact, perceive a beautiful or attractive 

influencer as more credible than someone who is not. Further, the respondent explains that the 

external attribute of being elegant is connected to something more than solely looks and ex-

plains that it is the reason she perceives an elegant influencer as credible. 

 

She states that: “It feels like I trust a businesswoman who dresses elegant more than if it is just 

a regular, beautiful girl.” 
 

The respondent state that knowledge affects the credibility in a positive way, but she also ex-

plains how it is hard to determine what internal aspects an influencer possess due to the fact 

that the influencer gets to decide herself what image to show on social media. 

 

She explains it further with an example: “Take openness for example. How do I know that the 

person is being open? It is just a feeling that the influencer tries to mediate to me.” 

 

She highlights knowledge as affecting the credibility in a positive way. Also the fact that an 

influencer is being personal with her followers can increase the level of credibility. She explains 

that the influencer is perceived as an honest person when she is sharing opinions and personal 

thoughts from her everyday life on Instagram. In the event of having similar interests, she ex-

presses the credibility to increase. When she experiences some sort of connection or relation-

ship toward the influencer it increases the level of credibility towards the posts. She states that 

she can decide whether a post is credible or not since she knows who the influencer is and what 

he or she stands for. 

 

“I know what the influencer use to share and thereby I can recognize what is credible for that 

person.” 
 

When talking about the influencer and the brand being a good fit, she states that it feels fake 

and strange if the influencer post something that is not associated with her personality or image 

and thereby the credibility is diminished. There is more trust in an influencer who post recom-

mendations within her subject or style. The reason why, is because she thinks that the influencer 

in that case genuinely likes the product. 

 

Respondent D also explains how the level of credibility within the influencer marketing is af-

fected by a correct language due to the fact that the influencer is perceived as more credible and 

smart while using correct sentences and avoiding to misspell words. She also states that if it is 

troublesome to decode the message of the post, the influencer feels uncommitted which has an 

effect on the credibility of both the post and influencer. She expresses how the message needs 

to be well composed with the picture and the text relating to each other. 

 

When talking about a complicated message that is difficult to decode, she states that: “It feels 

uncommitted. It does not interest me. The person has probably not put enough effort into it. It 

feels rushed. That is affecting the credibility in a negative way I would say.” 
 

The respondent state that a post with irrelevant content is not necessarily perceived as not cred-

ible. However, she describes that a post consisting of relevant content to be perceived as more 

credible. Further she states that the credibility is based on if the influencer likes the product or 

not and the fact that the influencer and the product are a good fit. Other aspects that have an 

impact on credibility is when the influencer possesses some kind of knowledge within the field. 
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Regarding the aspect of promoting multiple brands, the respondent state that an influencer who 

does multiple collaborations with different brands could still be perceived as credible. She high-

lights the fact that the products need to be in line with the general perception of the influencer 

such as relating to her style. However, if the products are within the same category it is affecting 

the credibility in a negative way according to the respondent, foremost within categories that 

you seldom purchase. When talking about the economic profit being obvious, she states that 

the credibility is affected in a negative way when it is clear that the post is sponsored. When it 

is not obvious, the respondent explains that her perception is that the influencer herself really 

likes the clothes she is wearing and that makes the post perceived as more credible. 
 

4.2.5 Respondent E 
 

According to Respondent E, a credible influencer is someone who carefully choose her collab-

orations. She experiences that there has to be a good fit between the influencer and the product. 

Further, the respondent believes in sportsmen more than others due to the fact that sportsmen 

value their health and body, since their body is their tool in order to perform. 
 

”It feels like they really think their corporations through, since they have a very strong image 

to think about.” She continues with: ”If an athlete would drink some kind of protein shake, I 

would assume that it is a good products, not containing bad additives.” 
 

When it comes to external attributes in relation to credibility, the respondent experience an 

influencer as more credible when he or she has the look that she wants herself. She can not utter 

any certain attributes that would affect credibility towards someone, but express how attributes 

such as classy or elegant are similar to each other and indicates something more than looks. In 

relation to credibility, she experience these words to have a positive impact on the credibility 

towards an influencer due to the fact that he or she does something more than just being good 

looking. The words convey a feeling of business and achievement. She express how she expe-

rience attributes such as being beautiful, attractive or sexy as very shallow attributes, that could 

have an impact on credibility. However, is not what determines whether an influencer is per-

ceived as credible or not. According to the respondent, there has to be much more than solely 

appearance in order to trust someone. 

 

”Well… Of course I could trust a sexy or attractive person, but it is not due to the fact that they 

have these attributes. The external attributes are not the reason I choose to like someone, or 

the reason why I trust someone. That is way to shallow. There has to be something more than 

their appearance.” 
 

Internal attributes were expressed to have a positive impact on credibility within a person. The 

respondent experiences a personal influencer, who share pictures and thoughts from their eve-

ryday life as more credible than someone who post pictures with a lot of filters. When the re-

spondent experiences a feeling of the influencer being honest and real with what he or she 

shares, the credibility increases. She refers to the importance of an influencer who post collab-

orations to mediate a feeling of actually using the products in real life. When she experiences 

this, a feeling of the influencer being honest with her followers occur, which has a positive 

impact on credibility. When an influencer is being perceived as reliable, honest, dependable 

or sincere, it has a positive impact on credibility, even though she experience the attributes 

very similar to each other and hard to rank. 
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“The credibility increases a lot if I can feel any of those words, absolutely!” She continues: 

“They feel like synonymous with each other, which makes them hard to rank”. 
 

Moreover, when the respondent experiences a connection with an influencer, such as a relation-

ship, the credibility is affected in a positive way. She experiences it easier to determine whether 

a post is credible or not due to the fact that she knows the influencer, and know what kind of 

content she usually post, and what is associated with her. She expresses it to have a positive 

impact on credibility when the brand is associated with the influencer. Further, the credibility 

could be negatively affected when she experiences the influencer to post something that is not 

related to her personality. She uses an example with an influencer that she has been following 

for a long time who now publish collaborations every day. 
 

”Earlier she published sponsored posts that felt genuine. Now she publish something every day 

and since I am familiar with her, I know what kind of person she is and what is associated with 

her personality. The posts that she publish now are not in line with her personality and thereby 

the credibility is negatively affected.” 

 

Further, the respondent explains how posts that are in line with her own interests, are perceived 

as more credible and more interesting than posts that are not. Even though posts that are in her 

interest could be perceived as credible, she argues that post with irrelevant content not neces-

sarily has to be less credible. 
 

She refers to the source and says: ”It all has to do with who it is that publish the content.” She 

continues: ”If I get the feeling that the person is credible, the content and post could also be 

perceived as credible even though the post might be irrelevant to me.” 

 

The respondent experiences the credibility to be diminished when the influencer publish content 

that is not related to their personality or life situation. She considers an influencer as a personal 

brand, who has built an image around themselves. According to her, both the personal brand 

and the credibility towards that influencer would be negatively affected when he or she post 

something that is not associated with their personality. She also claims that a sponsored post, 

that do match the influencer’s personal brand, could have a positive impact on the influencer, 

since it could be a part of her brand building. 
 

“A brand stands for different values, and if you are an influencer who strive to reach some kind 

of image, you could cooperate with a brand who possess those values.” 
 

Other aspects that could have an impact on credibility is when the post contains bad language 

or misspellings. The respondent expresses how an influencer would be perceived as serious and 

intelligent if the post is correctly spelled. Otherwise the message would not be perceived as 

credible. 

 
 

She explains:“Then it feels like she does not even believe in this herself. If she can not present 

it in a good way, I guess I would not buy anything that she would recommend.” Further, she 

says: ”There has to be a read thread in both the text and picture of course.” 

 

Moreover, she express that the picture, product and text have to be coherent with each other in 

order for the message to be perceived as credible. If there is any imprecision within the message, 

the credibility is negatively affected. 
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The respondent expresses how a post where the economic profit is obvious is affecting the 

credibility in a negative way. However, if the product and the influencer are a good fit, the post 

could still be perceived as credible. 

 

She explains: ”It feels more credible when a post is not paid, but it depends on whether the 

product is in line with the persons image or not. If they are in line with each other, it could still 

be perceived as credible.” 
 

Further she explains how it is more important that the brand match with the influencer, than if 

the post is obviously sponsored or paid. Also, if the influencer does multiple collaborations with 

different companies or brands, she experiences it as important with a red thread between the 

collaborations. If the influencer one day post a collaboration with a brand that is very sporty, 

such as Adidas, and the other day post a collaboration showing feminine clothes, a confusion 

would occur. 
 

”I would get confused. Who are you? Are you sporty or feminine?” She continues: ”That is why 

it is important that the collaborations are in line with each other and the influencers image.” 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 



 
 

46 
 

5. Analysis 

 

5.1 Analysis of the Empirical Findings from the Quantitative Study 

 

When analyzing the data, some aspects were shown to be align with previous studies suggesting 

that the aspects examined are affecting the credibility while some are not. All of the internal 

aspects of source credibility was shown to affect the perception of credibility in a positive way, 

with a majority of the respondents agreeing to the statements examining these aspects. Even 

though the percentage of agreeing respondents differ between the internal aspects, all of the 

internal aspects of source credibility is making the influencer being perceived as credible due 

to the fact that the majority of the respondents did agree to the statements in the survey. Among 

the external factors of source credibility, the perception of credibility varied among the different 

aspects. The study did show that the respondents stated that a classy, elegant or beautiful influ-

encer is being perceived as credible while a sexy or attractive influencer is not by a majority of 

the respondents. Even though the study did show varying results among the genders and age 

groups, with attractive being perceived as credible in a higher extent among the female and 

younger respondents, the associations were not significant according to the Chi-Square test. 

Thereby, both sexy and attractive are argued not to be perceived as credible based on the find-

ings within the quantitative study. Since beautiful was an external factor perceived as more 

credible by 16-25-year-olds according to the empirical findings, this feature could be more im-

portant when targeting the younger segment with an influencer marketing campaign. Thus, the 

association were not significant and are thereby not taken into consideration while moving for-

ward in this study. In relation to each other, the external aspects that had the greatest impact on 

the perceived credibility towards the influencer as a source were classy and elegant followed 

by beautiful and lastly the least credible attributes were attractive and sexy. 
 

The study highlighted that the influencer and the brand should have matching characteristics 

and that the influencer and the brand should stand for the same values in order to be perceived 

as credible. Even though female Instagram users were proved to perceive sponsored posts as 

credible when the influencer and the brand stand for the same values in a higher extent than 

male Instagram users, both genders had a majority of the respondents stating that this entails 

perceived credibility. Therefore, in combination with the associations not being significant, the 

difference between the male and female respondents are not taken into further consideration. 
 
When examining the items questioning the content aspect of message credibility the study did 

show that both a clear message and a correct language is making the post being perceived as 

credible. The majority of the respondents did also state that when it is troublesome to decode 

the message of the post, the post is not perceived as credible. The content aspect of message 

credibility was the only aspect that did show significant associations between age and the per-

ception of credibility. Both the statement about finding it troublesome to decode the message 

as not being perceived as credible and the item stating that a correct language is perceived as 

credible showed significant associations with age. However, the noted differences in the items 

are foremost within the number of uncertain respondents. Even though the study did show as-

sociations between the age of the respondents and items mentioned, there was only a slight 

difference within the agreeing percentage and the both categories of age had a majority of 

agreeing respondents. This leads us to the conclusion that a correct language is making the post 

being perceived as credible while finding it troublesome to decode the message is not. 
 

The consensus part of message credibility was examined through two different aspects. The 

statement “When the content matches my general opinion of the brand I perceive the post as 
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credible” resulted in a majority of agreeing respondents. However, the study resulted in con-

trasts between a relevant content being perceived as credible, with slightly over half of the 

respondents agreeing to the statement, while only 37,5 percent stated that when the content does 

not appear as relevant the post is not perceived as credible. The statistics conducted from the 

quantitative study could not establish the importance of the consensus aspect of message cred-

ibility in terms of influencer marketing being perceived as credible or not. 
 

A general opinion among the respondents was that a majority disagreed with the statement that 

an obvious economic profit is perceived as credible while the economic profit being unnoticed 

entailed uncertainty. However, since as many as 34,2 percent of the respondents were uncertain 

of their opinion and none of the agreeing or disagreeing sides reached a majority, we could not 

establish whether the obvious economic profit is perceived as credible or not based on the quan-

titative study. When examining the number of brands being promoted in terms of affecting the 

perception of credibility there was a high frequency of uncertain respondents which resulted in 

neither of the opinions, agree or disagree, reaching a majority. 
 

5.2 Analysis of the Empirical Findings from the Qualitative Study 
 

When describing a credible influencer, three out of five respondents implies that a good fit 

between the product and influencer is one of their “top of mind” factors and argue that to be a 

crucial factor in terms of credibility within an influencer. Both Respondent A, B and E state 

that a good fit is crucial in order to perceive an influencer as credible as can be seen in Table 

11. Further, Respondent A describes it with an example of when an influencer, who is good at 

fishing and continuously show her followers examples of great fishing products, would post 

something that differs from her interests, the followers would react. 
 

“It would not feel credible if that influencer one day posted something in cooperation with 

L'Oréal.” 
 

Further, both Respondent C and Respondent D highlights the importance of sharing personal 

posts and showing something more than only shallow products and posts. Respondent C also 

indicate that the credibility directed towards an influencer is affected by the fact that some 

influencers buy followers with the aim to get offered to corporate with more companies which, 

according to the respondent, has a strongly negative effect on the credibility in that person. 

Further on, all of the respondents find it important that the influencer possess some kind of  

knowledge or ability to perform within the subject. 
 

Respondent B explains that: “It feels important to know that the person you follow knows what 

he is talking about. That he can perform in the field, and that he has some sort of knowledge 

about what he is doing.”    
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Table 11. 

General Opinions of credibility in influencer marketing 

 
 

5.2.1 Source Credibility 
 

When asking our respondents how external aspects affect credibility in an influencer, varying 

answers occurred. Common for all respondents was that they did not mention any specific at-

tributes that would affect the credibility towards an influencer. Four out of five respondents 

instead referred to internal attributes while answering the question and highlighted the im-

portance of the influencer and product is a good fit. Respondent D state that the external factors 

are perceived as more concrete than the internal factors and thereby affect her in a higher extent. 

The respondent experience Instagram as a “shallow world” and finds it hard to change the way 

she is looking at the posts on Instagram. Her opinion differs from the other respondents in the 

matter and she highlights the importance of external aspects. Respondent A express that exter-

nal attributes do affect the credibility, but implies that these attributes are not as important as 

knowledge or other internal attributes, such as personality, in order for an influencer to be per-

ceived as credible. Further, respondent B implies that the credibility is affected depending on 

what product the influencer expose. He expresses that external aspects affect the credibility 

when it is a beauty product or other products that have an effect on appearance. According to 

Respondent C, external attributes are not as important as internal attributes in order to affect 

the perception of credibility. She explains that it is more important to feel like a part of the 

influencers daily life in order for her to be perceived as credible. 
 

Regarding if attributes such as elegant, classy, beautiful, attractive and sexy affect the credibil-

ity, all respondents indicated that there is an underlying value within the aspect of being classy 

and elegant which are perceived as more credible than the aspects directed solely towards ap-

pearance. Respondent B connects the word classy with some kind of performance and someone 

who are of a higher hierarchy than oneself which entails a higher level of perceived credibility 

within that person. According to both respondent A, C and E, an influencer who is perceived 

as elegant and classy mediates a feeling of being good at something or having an interesting 
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job. Respondent D express that a businesswoman who is perceived as elegant convey a higher 

level of credibility than the other external attributes does. Further, attributes such as an influ-

encer being attractive or sexy have little or no impact on credibility within an influencer ac-

cording to all of the respondents. They argue these attributes as not being important regarding 

credibility and that there has to be something more than external attributes in order to trust 

someone. According to respondent E, the external attributes, such as attractive, beautiful or 

sexy are shallow aspects and not what affects credibility the most. Respondent E further de-

scribes the words elegant and classy as being perceived as synonyms to each other conveying  

a feeling of “business” and “achievement”. 

 

Further, Respondent A expresses it as: “I feel like it is very shallow if a person is sexy. That it 

is only body and nothing more. Like really the most shallow thing that a person is standing for. 

So I feel like that is not affecting the credibility in the same extent as if a person is.. Well, as we 

talked about before about being classy, it feels like that type of person has something more 

intellectual to bring to the table…” 
 

As a summary of the above, found in Table 12, the respondents did state that the external aspects 

could affect the perception of the influencer, but not in relation to credibility. All of the re-

spondents did connect either classy, elegant or both aspects to achievements or being intellec-

tual which entailed credibility in a higher extent than the other external factors. 

 

Table 12 

Source credibility - External attributes 

 
 



 
 

50 
 

When examining the internal attributes in terms of credibility, the opinions differ in some extent 

between the respondents but all of the respondents had in common that they highlight the im-

portance of the influencer being honest affecting the credibility in a positive way. 

 

For all respondents, except Respondent B, honest was characterized by being personal by shar-

ing more than shallow things. Respondent C describes credibility to be affected by what kind 

of information the influencer shares with their followers. The more personal an influencer is, 

the higher level of credibility is perceived. 
 

Respondent C states: “The more personal things you share, the more credible you will be per-

ceived.” 

 

Respondent A express the importance of the influencer being personal with their followers in 

order to be perceived as credible due to the fact that it makes her able to recognize herself and 

relate to the influencer. Moreover, Respondent A express how she appreciates it when the in-

fluencer uses her platform to take a stand in societal issues and express that she cherishes about 

more than just shallow things. When posting more than just a picture of an outfit, she experi-

ences the credibility to increase towards the influencer. 
 

Respondent B experience it hard to determine whether an influencer is being honest or not, 

since it is just a feeling they mediate and the fact that you do not actually know the person might 

have an effect on the credibility. He implies that when the influencer succeeds to mediate a 

feeling of being honest, the credibility is affected in a positive way. He also states that the 

credibility is affected in a positive way when the influencer is perceived as a decent person with 

knowledge within the subject. Words such as: rhetorical ability, drive, determination, enthusi-

astic and that the influencer is down to earth, all have a positive affection of credibility in an 

influencer, according to him. This makes Respondent B stand out from the other respondents 

in this matter. 
 

Common for all respondents, words such as reliable, honest, dependable and sincere all plays 

an important role in terms of being perceived as credible. The words are however, according to 

all interviewees, hard to rank in relation to each other due to the fact that they are perceived as 

synonyms. 

 

Respondent B claim that words such as honesty and dependable are important in order for 

someone to be perceived as credible and implies that the influencers he follows on Instagram 

do not meet those attributes. The reason why he chooses to follow influencers is, in fact, that 

they have some sort of passion and knowledge in what they do. 

 

In terms of internal aspects of source credibility, four out of five respondents expressed the 

importance of an influencer sharing personal thoughts and pictures with their followers as can 

be seen in Table 13. Respondent B differs from the others, whereas he experiences words such 

as rhetorical ability, drive, determination, enthusiasm and that the influencer is down to earth  

to have a positive impact in credibility in an influencer. 
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Table 13 

Source credibility - Internal attributes 

 
 

When the respondents experience a connection towards the influencer, the influencer is per-

ceived as more credible due to the feeling of knowing one another. This entails a higher level 

of trust towards the influencer. 
 

Whether a relationship or connection to the influencer has an effect on the perceived credibil-

ity, all respondents agree on that it does. According to Respondent A, B and C you develop a 

virtual friendship when following an influencer which is explained as the reason for the in-

creased level of credibility. Further, Respondent D and E stated that a perceived relationship 

with the influencer entails certain expectations on what the influencer stand for which results 

in a better ability to determine whether the post is credible or not. Further, all of the respond-

ents (as can be seen in Table 14) did highlight the credibility to be affected by the fact that 

you have a to the influencer, such as a shared interest. 
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Table 14. 

Source credibility - Community 

 
 

5.2.2 Good Fit 

 

Throughout the interviews, all respondents highlighted the importance of the influencer and the 

brand or product is a good fit. They all shared the opinion that when an influencer posts some-

thing that is not associated with their personality and characteristics, they would be confused. 
 

Respondent A: “If an influencer is associated with animal rights, and later do a sponsored 

collaboration with a company that sells fur - the credibility in that person would be dimin-

ished.” 

 

The aspect of credibility in terms of a good fit could affect the credibility in two ways - the 

credibility within the content of the post and the credibility towards the influencer. By all re-

spondents, the opinion was that a poor fit entails the credibility to be diminished within the 

posted content. Respondent B express how the credibility towards the influencer also can be 

affected by posting products that are a poor fit with what the influencer stands for. He explains 

how he would accept one “mistake,” as he calls it when the influencer post something that does 

not match his or her personality, but eventually this behavior would make him unfollow the 

influencer due to the lack of credibility. 
 

Respondent C also associated a poor fit with the fact that the influencer solely is cooperating 

with the brand in order to gain economic profit, which she express to be perceived as not cred-

ible. Further, Respondent E consider an influencer a personal brand who has built an image 

around themselves. According to her, both the personal brand and the credibility in that influ-
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encer would be negatively affected when posting something that is not associated with the in-

fluencer. She also claims that a sponsored post that does match the influencer’s personal brand 

could have a positive impact on the influencer since it could be a part of the influencers own 

brand building. 
 

Respondent D express that she has more trust towards an influencer who post recommendations 

within her style, and thereby the brand being a good fit with what she stands for. The reason 

why, according to her, is because she thinks that the influencer in that case genuinely likes the 

product. 
 

A can be seen in the summary presented in Table 15, all of the respondents state that a good fit 

is highly important in regards of credibility. When the influencer and the brand are a good fit, 

it entails a perception of that the influencer genuinely likes the product. In the event of the 

influencer and the brand being a poor fit, the credibility is affected in a negative way. 

 

Table 15. 

Good fit 

 
 

5.2.3 Message Credibility 
 

When the post consists of a correct language and a clear message, the post is perceived as more 

credible than when a post has an incorrect language or an unclear message. All respondents 

expressed how a correctly spelled post has a positive effect on how credible the post is perceived 

as a correct language indicates that the influencer is smart and thereby can be trusted. Respond-

ent E describes how she is critical towards an influencer who post something that is mediocre 

or badly presented. 
 

Respondent A states that: “The more complicated words you use, the smarter and more serious 

you sound and the more credible you will be perceived.”   
 

Likewise, the credibility is negatively affected when there is a gap between what the picture 

represents and what is presented in the text. Respondent D states that if it is troublesome to 
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decode the message of the post, the influencer is perceived as uncommitted which has a negative 

effect on the credibility of both the post and influencer. She expresses how the message needs 

to be well composed, with the picture and text relating to each other. Further, she says that there 

is a correlation between the level of trust towards a product based on how the influencer presents 

the information about the product. Further, Respondent C express that besides a correct lan-

guage without misspelling, the message within the post needs to be clear in order to be per-

ceived as credible. 
 

Respondent B agrees with the fact that the message needs to be clear but further states that there 

is no room for misspelling without the fact that the credibility would be negatively affected, 

both towards the product and the influencer. If the message is unclear, he interprets the message 

as complicated, which might not always be the case. If it additionally is a relatively easy mes-

sage that is supposed to be presented and the influencer fails to convey the right message, he 

expresses that he would lose his trust in that influencer and thereby the credibility towards the 

influencer is diminished. 

 

As can be seen in Table 16, all of the respondents expressed that a correct language increases 

the level of credibility. Further, all respondents express how the message needs to be clear in 

order to perceive the post as credible. 

 

Table 16 

Message credibility - Content 

 

 
 

All of the respondents, as can be seen in Table 17, agreed with the statement that a post could 

be perceived as credible even though it contains an irrelevant message. The reason why the 

content is still perceived as credible did vary among the respondents. Respondent A, B, and D 

highlights the credibility to be dependent on the knowledge the influencer possesses within the 

product category promoted. 
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Further, Respondent B and C express how a post with irrelevant content can be perceived as 

credible based on how well the post is formulated. Both respondent C and E stated that irrele-

vant content could be perceived as credible based on the level of trust towards the influencer. 

 

Table 17 

Message credibility - Consensus 

 
 

5.2.4 Obvious Economic Profit 
 

When examining the perception of credibility in terms of whether the economic profit is obvi-

ous or not, similar answers occurred. All of the respondents did state that the credibility is higher 

when the economic profit is not obvious than when it is obvious as can be seen in Table 18. If 

the economic profit is obvious, the post can still be perceived as credible but with varying rea-

sons why. Respondent B and E did express that a post where the economic profit is obvious but 

where there is a good fit between the influencer and the brand could still be perceived as cred-

ible. Generally, Respondent E has more trust in a post that is not sponsored, but she also argues 

it more important that the brand and the influencer are a good fit, rather than if she gets paid or 

not. However, Respondent A and C state that it is the honesty within the influencer that deter-

mines whether the post is still perceived as credible or not.   

 

Respondent D express that the credibility is negatively affected when the economic profit is 

obvious without mentioning any aspects that could maintain the credibility in the sponsored 

post. 
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Table 18. 

Obvious economic profit 

 
 

5.2.5 Number of Brands being promoted 
 

If an influencer collaborates with several brands, the general opinion among the respondents is 

an acceptance towards promoting different brands, as can be seen in Table 19. The reason for 

this acceptance varied. Respondent A did perceive it as credible if the collaborations were 

within different categories. Respondent B, C, and D was in line with the foregoing and ex-

pressed it as not being credible if the influencer collaborates with different brands that are com-

petitors to each other. Respondent E did instead highlight the credibility to be affected by the 

products being in line with the influencers image or not. Respondent B agreed with the forego-

ing and highlighted the importance of the influencer collaborating with brands that are in line 

with their perceived image as well as with each other. Respondent C express that an influencer 

could do multiple collaborations without any impact on credibility, just as long as the brand 

matches the profile. 
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Table 19. 

Number of brands being promoted  

 
 

5.3 Theoretical Analysis 

 

5.3.1 Source Credibility 
 

All of the internal aspects of source credibility (trustworthiness; honest, sincere, dependable 

and reliable) was shown to affect the perception of credibility in a positive way within the 

quantitative study, with a majority of the respondents agreeing to the statements examining if 

an honest/sincere/reliable/dependable influencer is perceived as credible. Even though the per-

centage of agreeing respondents differ between the internal aspects, all of the internal aspects 

of source credibility was proved to have an impact on the perception of an influencer as a cred-

ible source. The result was further supported with the findings within the qualitative study 

where the internal aspects were highlighted to affect the credibility in a positive way. Both 

reliable, honest, dependable and sincere was expressed to increase the level of source credibil-

ity, but expressed to be a synonym to each other. Further, all the interviewees highlighted honest 

as being a crucial factor for affecting the credibility in a positive way. The respondents charac-

terized honest as sharing more than shallow things and being personal with their followers in 

four out of five cases. However, some respondents expressed that it is hard to decide whether 

an influencer is being honest or not. The result of the empirical study is align with previous 

findings within the field of credibility in celebrity endorsement stating that these aspects affect 

the source credibility (Ohanian, 1990; Kowalczyk, 201; Roy et al., 2013). The theories regard-

ing celebrity endorsement in terms of source credibility (trustworthiness) should therefore be 

able to be applied onto influencer marketing due to the fact that influencer marketing, according 

to Yang (2012), is when a company cooperate with a celebrity with the aim to influence others 

and reach their target audience with the right message and celebrity endorsement is, according 

to Gong et al. (2017) to create a link between the brand and a celebrity. The fact that the em-

pirical findings are in line with what the theories indicates that the internal aspects affecting the 

source credibility in celebrity endorsement can be applied to influencer marketing as well. 
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However, these were not the only internal factors the respondents mentioned to have an impact 

on credibility. When describing a credible influencer based on internal aspects all respondents 

lifted knowledge as being a crucial factor affecting the source credibility. The knowledge in 

this content was described as possessing some sort of knowledge within the field of the pro-

moted product, for example being good at applying makeup and thereby a post promoting a 

makeup brand is perceived as credible. According to Diffley et. al (2011), a social influencer 

can be divided into three categories; Mavens, salespersons and connectors. A connector is 

someone with a wide network who connect people to each other while a salesperson in this 

context is someone who recommends products through cooperation’s with companies. There is 

no doubt that this is what an influencer is doing whereas influencer marketing, according to 

Yang (2012), is described as a marketing strategy where companies cooperate with bloggers, 

celebrities or others with a great amount of engaged followers as a way to reach their target 

audience online with the right message. The third type of social influencer is Mavens who has 

earned trust by expertise and thereby a person whom people turn to for advice (Diffley et. al, 

2011). Since we received indications that knowledge is important in order to be perceived as 

credible, an influencer ought to have the characteristics that a Maven possess as well. However, 

we excluded the aspect of expertise when examining the subject based on the fact that a celeb-

rity is argued by Kowalczyk (2011) not to possess any actual expertise within the product cat-

egory they promote in combination with the aspect of expertise being argued by Roy et al. 

(2013) to not being crucial for source credibility. Based on the fact that all respondents men-

tioned knowledge as an internal aspect affecting source credibility and some respondents men-

tioned this aspect to be one of their “top of mind” factors in terms of credibility, we argue this 

to be affecting the source credibility within influencer marketing. With support from the Oha-

nian model of source credibility stating that expertise is a crucial factor affecting the source 

credibility within celebrity endorsement (Ohanian, 1990) and the 4C Credibility model that 

highlights competence as one of the determining factors within the framework of WOM (Gillian 

et al., 2014), a connection can be made that the aspect of expertise (in some extent) can be 

applied onto influencer marketing in terms of determining the level of credibility. However, the 

aspect of knowledge or expertise does not have support from the findings within the quantitative 

study due to the fact that this was not included in the conceptual model tested. 
 

Regarding the external factors of source credibility on the other hand, the perception of credi-

bility varied among the different aspects. The quantitative study did show that the respondents 

stated that a classy, elegant or beautiful influencer is being perceived as credible by the majority 

of the respondents while a sexy or attractive influencer is not. The findings were similar to the 

findings within the qualitative study with the exception of beautiful not being argued to affect 

the credibility. Both beautiful, attractive and sexy did not indicate credibility according to the 

respondents within the qualitative study who described it rather to be crucial with internal as-

pects. This was strengthened by the findings within the qualitative study where all of the inter-

viewees expressed that a classy or elegant influencer indicate credibility in higher extent than 

the other external attributes examined. Since the respondents expressed that classy and elegant 

are connected to achievements and performance, this makes an argument in the words having 

an underlying meaning rather than solely being perceived as external attributes. Our empirical 

findings in this matter stand in contrast to the previous findings regarding source credibility 

within celebrity endorsement where studies show that attractiveness is affecting the source cred-
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ibility (Ohanian, 1990). The fact that our empirical study was made within the field of influ-

encer marketing, not celebrity endorsement, could be one of the reasons why this certain out-

come occurred. Within previous research of celebrity endorsement, it is stated that one of the 

main purposes of that type of marketing is to transfer the image and composition of meanings 

that the celebrity stand for onto the branded product (Popescu, 2014; Subhadip & Varsha, 

2017). However, previous studies state that the main purpose with communication through so-

cial media is to increase brand awareness and to interact with the social media users (Ashley et 

al., 2015). The purpose of increasing brand awareness is also one of the main purposes when 

performing Social eWOM as a marketing strategy (Gillian et al., 2014). Even though WOM  is 

argued to be affected by the perception of source credibility (Wu et al., 2011) the source credi-

bility in this context is not defined by the external aspect of attractiveness. This leads us up to 

the reasoning that influencer marketing, in fact, is more related to the theories of WOM and 

communication through social media than to celebrity endorsement, which can explain this em-

pirical deviation from the theory. Thereby, in this matter, the theories regarding WOM and 

communication through social media should be more applicable than the theories regarding 

celebrity endorsement. Through the qualitative study the respondents revealed that both classy 

and elegant are connected to some kind of underlying meaning. According to their opinion the 

aspects are related to either achievements, performance or “business” which entails a higher 

level of credibility. One of the respondents did state that a classy influencer indicate some sort 

of higher hierarchy than he belongs to. This could further be explained by social identity theory 

where members within low-status groups are explained to strive towards high-status groups 

(Korte, 2007). Both the empirical finding and the theoretical framework relate to each other due 

to the fact that this could possibly be a result of the respondent striving to reach a group with 

higher status with a group leader that the respondent sees as a role model and thereby perceive 

as a credible source. However, only one of the respondents expressed the urge of striving to-

wards a higher hierarchy being the reason for a higher level of perceived credibility. 

 

One of the respondents indicated that classy and elegant, beyond indicating performance, 

achievements and “business”, stand for something more intellectual, as can be connected to 

knowledge. Yet again, the aspect of radiating some sort of expertise was highlighted to affect  

the credibility in a positive way. 

 

Examining the community aspect of source credibility, the empirical findings resulted in the 

fact that both a relationship and a connection to the influencer has an effect on the perceived 

credibility. There was an experienced feeling of knowing one another when there is a connec-

tion towards the influencer, which entails a higher level of credibility. All of the respondents 

expressed how they feel like they develop a friendship with the influencer. The empirical find-

ings are thereby in line with the theories regarding WOM that state that a connection towards 

the sender of the message entails a perceived honesty and truthfulness. The 4Cs of credibility 

model state that the level of credibility is increased depending on how strong the connections 

are (Gillian et al., 2014). The fact that the respondents did experience a friendship with the 

influencer, makes an argument in that the theories of WOM credibility are being applicable to 

influencer marketing within this matter. Further, the desirable outcome when using influencer 

marketing is to utilize the relationship between the consumer and the influencer in order to 

establish a positive view on the message (Kilgour et al., 2015). This strengthens the indication 

that the community aspects of source credibility can be applied to influencer marketing. A fur-

ther connection to previous findings are the aspects of familiarity and similarity that, by Roy et 

al. (2013) are argued to be determining factors of source credibility in celebrity endorsement, 
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which in the conceptual model, Figure 2, was a part of the community aspect of source credi-

bility. The theories state that when the consumer experience a likeness or being familiar with 

the celebrity, the credibility was increased (Roy, Jain & Rana, 2013), which also makes the 

theory of celebrity endorsement applicable onto influencer marketing in this matter. 

 

5.3.2 Good Fit 
 

Both the quantitative and the qualitative study highlighted that the influencer and the brand 

should have matching characteristics and stand for the same values in order to be perceived as 

credible. Previous research within celebrity endorsement states the endorsement effectiveness 

is based on the celebrity/product fit, which addresses the match between the endorser and the 

product or brand being promoted (Amos et al., 2008). Further, according to previous theories, 

the importance of a good fit creates a clear reflection of what the product aims to mediate 

(Bergkvist et. al., 2015; Thamaraiselvan et al., 2017).  Even though a good fit is proven through 

previous studies mainly to have an impact on brand attitudes (Amos et al., 2008), our empirical 

findings give an indication that a good fit is also crucial in order for influencer marketing to be 

perceived as credible. Popescu (2014) state that a poor fit between a celebrity and the brand 

diminishing the trustworthiness within celebrity endorsement and thereby gives us a reason to 

suggest the contrary - the perception of credibility is positively affected in the event of a good 

fit. Thus, the theories regarding celebrity endorsement in this matter should be applicable on 

influencer marketing. Further, three out of five respondents highlighted a good fit to be crucial 

in regards of credibility when examining what internal aspects affect credibility without men-

tioning this to the respondents. Thus this becomes another argument when highlighting the ap-

plicability of the previous findings on celebrity endorsement onto influencer marketing. 

 

5.3.3 Message Credibility 
 

All of the respondents within the qualitative study as well as a majority of the respondents 

within the quantitative study expressed the importance of a correct language and clear message 

in order to perceive a post as credible. The empirical finding was in this matter in line with the 

theoretical framework stating that the content aspect of message credibility in WOM commu-

nication is affecting the perception of credibility (Gillian et al., 2014). This indicates that the 

content aspect of message credibility is to be seen as a vital aspect affecting the credibility in 

influencer marketing as well. This is strengthened by the fact that influencer marketing is a way 

for companies to communicate their brand. Brand communication is, in turn, described as 

providing a message towards an audience and the effect of this action (Danaher et al., 2011). 

Thus, the message credibility is suggested to play a vital role in creating the total perception of 

credibility. Further, Appelman et al. (2016) state that message credibility is dependant on how 

the message itself is built. According to all respondents within the qualitative study the credi-

bility is negatively affected when there is a gap between what the picture represents and what 

is presented in the text, in other words - when the message is unclear. This, additionally, gives 

us further reason to apply the theories regarding message credibility onto influencer marketing. 
 

All respondents expressed how a correctly spelled post is perceived as credible due to the fact 

that an influencer who manage to use a complex language is perceived as smart and thereby 

can be trusted which in turn increase the level of credibility. Yet again, the connection between 

an influencer who possesses some sort of expertise is increasing the level of credibility. 
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The consensus aspect of message credibility state that if the message matches the receiver's 

general opinion of the brand or product the receiver tend to show more interest in the content 

due to the perceived relevance of it which in turn affect the credibility in a positive way (Gillian 

et al., 2014). Hence, the empirical findings stand in contrast to the theoretical framework 

whereas the respondents expressed that an irrelevant content still can be perceived as credible. 

The credibility was expressed to rather be dependent on the influencer’s knowledge within the 

promoted product category, that the post is well formulated and that there is a high level of trust 

in the influencer as a credible source. The consensus aspect is argued to affect the credibility 

since it entails a higher level of interest in the post, which the empirical study did confirm. 

However, the connection between the interest making the post being perceived as more credi-

ble, was not supported within the empirical study. Instead, the credibility was highlighted to be 

dependent on knowledge and a high level of trust towards the source, in line with previous 

studies within celebrity endorsement. Further, the credibility was argued to be dependent on the 

post being well formulated with a correct language which makes an argument in that the mes-

sage affect the perceived credibility through its content rather than its consensus.  Moreover, 

this gives us reason to suggest that the consensus aspect of message credibility is not to be  

applied onto influencer marketing. 

 

5.3.4 Obvious Economic Profit 
 

All of the respondents within the qualitative study did state that the credibility is higher when 

the economic profit is not obvious compared to when it is obvious. This was confirmed through 

the quantitative study where a majority of the respondents did state that an obvious economic 

profit is not perceived as credible. However, the respondents within the quantitative study did 

show an uncertainty in the matter of an unnoticed economic profit being perceived as credible 

or not. Previous studies state that the credibility in celebrity endorsement is affected in a nega-

tive way when the fact that the celebrity is gaining economic profit is obvious, without express-

ing the opposite situation (Prentice et al., 2017). Based on this, the empirical findings were in 

line with previous studies.  Further, four out of five interviewees stated that if the economic 

profit is obvious, the post can still be perceived as credible. The reason why, however, did vary 

among the respondents. Two of the respondents stated that the post could still be perceived as 

credible in the event of the influencer and the brand is a good fit. The other respondents did 

highlight honesty to be determining whether the post could still be perceived as credible or not. 

Generally, there was a negative association between an obviously paid collaboration and the 

perception of credibility. 
 

Within the previous findings in this matter, there are differences in how significant this aspect 

is in terms of determining the credibility. Prentice et al. (2017) state that the credibility in ce-

lebrity endorsement is affected in a negative way when the fact that the celebrity is gaining 

economic profit and solely being a marketing activity is obvious. On the contrary, the obvious 

economic profit can be disregarded (Saleem, 2007; Silvera et al., 2004) when the impression is 

that the influencer fancies the product for real (Silvera et al., 2004). The fact that four out of 

five respondents did express that the post still could be perceived as credible based on either 

honesty or the product and influencer being a good fit make us able to connect the empirical 

findings with previous studies. There is room to interpret that to like a product for real equals 

either being perceived as honest or the perception of the influencer and the brand being a good 

fit. By this, there is an indication that obvious economic profit within the field of influencer 
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marketing has a negative impact on credibility but with other factors having a more significant 

impact on credibility. 
 

Moreover, the theories within WOM state that the receiver of the message perceives a source 

that is linked to or controlled by a company as less credible compared to an independent source 

(Meuter et al., 2013). Since all of the respondents within the qualitative study, with support 

from a majority of respondents within the quantitative study, did experience the credibility to 

in some extent be perceived in a negative way when the economic profit is obvious, this can be 

an explaining factor to consider. When a sponsored post is marked as “paid”, the post is revealed 

to be controlled by a company. In that matter, the theories of independent sources versus sources 

controlled by companies within WOM might be applicable onto influencer marketing. 
 

5.3.5 Number of Brands being promoted 
 

According to the empirical findings within the quantitative study, there was a high frequency 

of uncertain respondents who did not state whether the credibility was affected if the influencer 

did work with one brand versus multiple brands. The qualitative study did however result in a 

deeper understanding in the matter. The interviewees all expressed an acceptance in the event 

of an influencer promoting several brands when the collaborations were within different prod-

uct categories. However, if the collaborations were made with competitive brands, the 

 perceived credibility is diminished. 

 

Further, three out of five respondents did also state that a good fit between the influencer and 

the brand are of higher importance and thereby promoting multiple brands that correlate to their 

image was still perceived as credible. Previous studies indicate that there is a negative correla-

tion between the number of promoted brands and the level of perceived credibility (Saleem, 

2007; Prentice et al., 2017). The theories within celebrity endorsement also state that if the 

celebrity is promoting several brands the consumer can perceive the celebrity as dishonest due 

to the fact that the celebrity is trying to influence the consumer into different directions (Saleem, 

2007). Theories within celebrity endorsement state that the set of meaning that the celebrity 

mediate are formed by both achievements but also associations to previous campaigns they 

have been promoting (Subhadip et al., 2017). This makes an argument in explaining why influ-

encer marketing with an influencer promoting several competitive brands is not perceived as 

credible. The reason could be that the consumer still associates the influencer with the values 

the competitive brand stands for. Moreover, the respondents expressed it as being confusing 

when an influencer is promoting several brands not in line with each other. With standpoint in 

the qualitative study, the theories examining the aspect of multiple brands affecting the credi-

bility can, in some extent, be applied to influencer marketing. 

 

5.4 Analysis of the Conceptual Model 
 

Throughout the study, the aspect of the brand and the influencer being a good fit was empha-

sized as being a determining factor for the general perception of credibility. The aspect was 

highlighted continuously during the qualitative study, and the respondents often returned to this 

aspect while discussing other aspects such as obvious economic profit, number of brands being 

promoted and the source credibility. The respondents expressed how matching characteristics 

between the brand/product and the influencer trump the fact that the economic profit is obvious. 

On the contrary, the obvious economic profit was in fact proved to affect the credibility in a 
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negative way when the criteria of being a good fit were not fulfilled whereas the economic 

profit was perceived as the influencer not genuinely liking the product. Another factor playing 

a vital role was when the influencer as a source was perceived as honest and thereby also per-

ceived as credible with the obvious economic profit having a minor impact on the credibility. 

All of the respondents opinions are based on their perception, and the perception of an influ-

encer being honest or a good fit is, according to Krueger (2007) an interpretation of the detected 

information within the post which is presented to the brain leading up to the perceived credibil-

ity. We connect this to the perception of the influencer liking the product for real, which is 

highlighted in previous theories regarding celebrity endorsement as trumping the aspect of 

when the economic profit is obvious. However, we cannot determine if one or the other has a 

greater impact on credibility, but both aspects (an honest source or a good fit) do in some way 

reflect or radiate that the influencer likes the products for real. Whether the influencer likes the 

product for real or not, based on the reasoning above, could be a new aspect to consider, merg-

ing the good fit and honesty together. Yet again, to define whether an influencer likes the prod-

uct for real or not is complicated due to the fact that it is all about perception which is based on 

individual interpretation of the presented information. Perception is based on different aspects, 

where we argue a good fit and perceived honesty to be the different components determining if 

the influencer really likes the product or not. Further, both the perceived honesty and a good fit 

are of higher importance than if the economic profit is obvious or not. Therefore, the aspect of 

the influencer and the brand being a good fit and the influencer being perceived as an honest 

source are determining factors in whether obvious economic profit is affecting the level of per-

ceived credibility within the post. Further, even though the criteria of being a good fit or radi-

ating honesty are fulfilled, the post is perceived as more credible when the economic profit is 

not obvious. 
 

Regarding the number of brands being promoted, the good fit was highlighted by three out of 

five respondents to be of higher importance than solely promoting one brand in terms of a pos-

itive effect on credibility. This is underlining a good fit to be crucial in terms of the perceived 

credibility. Moreover, there was an expressed acceptance to promote multiple brands within 

different product categories. Instead of diminishing the credibility, the different products cre-

ated a fuller picture of who the influencer is. However, when promoting competitive brands 

within the same product category, the credibility was diminished due to the fact that the re-

spondents felt confused about what the influencer stand for which also correlates to the im-

portance of the influencer and the brand being a good fit. 
 

In terms of source credibility, the internal aspects were all of highest importance but with the 

examined components (honest, reliable, sincere and dependable) being seen as synonyms with 

each other. The word honest was most frequently used to express the internal source credibility 

among the respondents. An honest influencer was in turn described to be an influencer who is 

personal by sharing personal opinions and pictures of their everyday life rather than just sharing 

shallow things with their followers. This leads us to the reasoning that in order to be perceived 

as credible, you need to be perceived as honest which is achieved by being personal in the 

shared content. Another crucial aspect of being perceived as a credible source was knowledge. 

The respondents frequently mentioned this aspect to be important in terms of credibility. Fur-

ther, knowledge was expressed as in this context stand for possessing some sort of knowledge 

within the subject related to the promoted product. Even though a connection can be made to 

the aspect of expertise, knowledge stands in contrast to the previous studies stating it to be a 

factor determining the source credibility within celebrity endorsement. Expertise is highlighted 
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to stand for being an expert in the field of the promoted product (Ohanian, 1990) - which the 

respondents did not express to be important in terms of credibility. Instead, the crucial factor 

was that the influencer, for example, was good at applying her makeup and thereby possesses 

knowledge within the field without being an actual expert. Therefore, the aspect of knowledge 

is argued to be included in our model consisting of aspects making influencer marketing  

perceived as credible. 

 

The male respondent (Respondent B) did highlight aspects such as being down to earth, deter-

mined and passionate with a rhetorical ability to be important internal aspects of source credi-

bility. Since this was the only male respondent examined in the qualitative study, it is hard to 

establish if the aspects are crucial for men rather than women or if the aspects are a result of his 

unique opinions. 
 

As for the external aspects of source credibility within influencer marketing, the general opinion 

was that these aspects had a minor influence on the perceived credibility. However, both classy 

and elegant was to some extent affecting the credibility in a positive way based on the fact that 

the attributes mediated a deeper meaning rather than solely stand for a shallow aspect. Achieve-

ments, performance and business were associated with classy and elegant and thereby argued 

to stand for something more intellectual. Since the credibility lies within the deeper meaning 

associated with the words rather than in the external aspect itself, the external aspects should 

be excluded from the conceptual model in terms of determining source credibility. Instead, the 

focus of the source credibility is directed towards the internal aspects where achievements, per-

formance, and business are further developed to an aspect combining them together - success-

ful. The accuracy of this aspect can further be explained through social identity theory which, 

according to Korte (2007), state that individuals strive to achieve self-improvement. 

 

The perceived relationship and connection with an influencer were proved throughout both the 

qualitative and quantitative study to be important in terms of credibility, and therefore the com-

munity aspect of source credibility is still a part of the conceptual model. 

 

The content aspect of message credibility was proved to be important in terms of credibility 

whereas a correct language and a clear message were indicated to imply seriosity and intellect 

within the source. This implies that the message credibility is just a tool, used by the receiver 

of the message, to determine whether the source is perceived as credible or not. Further, the 

consensus aspect should be excluded from the conceptual model due to the results stating that 

a post with an irrelevant content still is perceived as credible. The determining factor when 

examining this aspect, was yet again that the source possesses knowledge within the product 

category and that there is a good fit between the influencer and the brand. Regardless of if these 

aspects being fulfilled or not, the consensus was still not affecting the credibility itself. 
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6. Conclusion and Contributions 

 

6.1 Conclusion 

 

The conclusions made from this study is that the original conceptual model based on the theo-

retical framework within the field of credibility within celebrity endorsement and WOM in 

some extent can be directly applied onto influencer marketing. However, the model needs to be 

revised based on the empirical findings in order to gain an understanding of what factors are 

crucial for influencer marketing to be perceived as credible. Our research questions aimed to 

investigate what factors affect the credibility in influencer marketing and how and why these 

certain factors affect the perceived credibility. As an answer, we have reached the following 

conclusion: 
 

 Source credibility: The source credibility is crucial for influencer marketing to be per-

ceived as credible. That the influencer is seen as a competent, successful and honest 

source as well as there is a connection or relationship between the influencer and the 

target audience all has a positive impact on the perception of credibility. The various 

components all have a positive impact on credibility. To possess knowledge and intel-

lect indicates trust within the source and what the influencer mediates, while achieve-

ments and performance are related to the followers strive of improving oneself in order 

to advance into a higher status group. Further, a relationship or connection to the influ-

encer is creating a perceived friendship which has a positive impact on credibility due 

to the fact that you are more likely to trust a friend than a stranger. 

 

 Good fit: A good fit between the influencer and the brand/product affect the credibility 

in a positive way. The reason why is that a good fit is perceived as the influencer liking 

the product for real and thereby the post is perceived as genuine. 
 

 Message credibility: The content within a post needs to be well presented with a correct 

language and clear message in order to be perceived as credible. The reason why is that 

the influencer is perceived as intelligent and competent and thereby a credible source. 

 

 Obvious economic profit: Could have a negative impact on the perception of credibil-

ity but not in the event of the brand and the influencer being a good fit or perceived as 

an honest source. The reason why the obvious economic profit itself is perceived as not 

credible is that it indicates that the influencer does not like the product for real which is 

not perceived as genuine in combination with the perception of a post generated by a 

company. 

 

 Number of brands being promoted: The number of brands being promoted can affect 

the credibility in a negative way in the event of the brands being competitors to each 

other within the same product category. This is due to the fact that a confusion occurs 

within what values the influencer represent and thereby the perception of a poor fit 

emerge. In the event of the two being within different categories, the perception of cred-

ibility is not affected. 
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In summary, the revised model as can be found in Figure 11 “Häregård-Boestam model of 

credibility in influencer marketing,” consists of two main factors affecting the credibility 

whereas the source credibility, in turn, is composed of four aspects, each having a positive effect 

on the influencer as a credible source. The Häregård-Boestam model of credibility in influencer 

marketing is highlighting solely the aspects and factors having a positive effect on the 

 credibility in influencer marketing. 

 

 
Figure 11. “Häregård-Boestam model of credibility in influencer marketing” 

 

6.2 Contribution 

 

How credible is the incredible influencer? We experienced a gap in science regarding what 

determines the credibility in influencer marketing. Thereby, our contribution to science is a first 

step towards finding out what aspects makes influencer marketing being perceived as credible 

as well as how and why. Further, our contribution to science is the conceptual model that can 

give indications to companies who strive to perform credible influencer marketing or be used  

in order to examine the subject further. 

 

6.3 Limitations and Future Research 

 

Since our study had the limitation of a distorted sample of respondents, with 80 percent of the 

respondents being female and only 20 percent being male, our findings are not representative 

for the entire population. The same reasoning goes for the uneven distribution of respondents 

within the age categories. With this in mind, our suggestion for further research is to conduct a 

survey where a more equitable depiction of the population included. Moreover, the result of 

this study cannot be generalized due to both the uneven distribution of respondents in combi-

nation with the low number of respondents. In order for the result to be generalized, we propose 

that future research is directed towards empirical generalizability through examining a wider 

sample. The required sample in order to generalize is 384 respondents conducted from a random 

sample where a fair depiction of the population is collected. Due to the distorted sample, we 

are unable to distinguish if there is any actual differences in between the different genders and 

age groups. This also makes a suggestion for further examination in order to discover any in-

teresting differences that can affect the formation of the conceptual model. 
 

Moreover, the different aspects in the model might contain various levels of importance in re-

lation to the perception of credibility and should thereby most certainly be able to rank. How-

ever, our study does not take the level of importance into consideration when presenting the 
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conceptual model. This leaves room for future research to investigate. 

 

Influencer marketing are used by companies as a marketing strategy, not only to increase brand 

awareness but also in order to convert prospects into customers. This study does not focus on 

the buying intentions that credible influencer marketing might entail. For marketers, this aspect 

should be of highest importance to further investigate, suggestively through observations. 
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Appendix 1 – Original Survey 

 

Kön 

o Kvinna 

o Man 

o Annat 

 

Ålder 

o Yngre än 16 

o 16-25 år gammal 

o 26-35 år gammal 

o Äldre än 35 

 

Jag har ett Instagramkonto 

o Ja 

o Nej 

o Vet inte 

 

Jag använder Instagram 

o Dagligen 

o Någon gång i veckan 

o Varannan vecka 

o Mer sällan än varannan vecka 
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Jag uppfattar en attraktiv influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag uppfattar en sexig influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag uppfattar en elegant influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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Jag uppfattar en classy influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag uppfattar en ärlig influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag uppfattar en uppriktig influencer som trovärdig 

o Instämmer inte alls 

o Instämmer inte 

o Vet inte 

o Instämmer delvis 

o Instämmer helt 

 

Jag uppfattar en tillförlitlig influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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Jag uppfattar en pålitlig influencer som trovärdig 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

 

När en influencers egenskaper inte stämmer överens med varumärkets 

egenskaper uppfattar jag inte innehållet* som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När det en influencer står för stämmer överens med det varumärket står 
för uppfattar jag inlägget som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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När inläggets meddelande* är tydligt uppfattar jag innehållet* som 
trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När inläggets meddelande* inte är tydligt uppfattar jag inte innehållet* 

som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När inlägget har ett korrekt språk uppfattar jag innehållet* som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När inlägget har ett felaktigt språk uppfattar jag inte innehållet* som 
trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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När innehållet i inlägget känns väsentligt för mig uppfattar jag inlägget 
som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När innehållet i inlägget inte känns väsentligt för mig uppfattar jag inte 

inlägget som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När innehållet i inlägget samspelar med min generella bild av varumärket 
uppfattar jag inlägget som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

När innehållet i inlägget inte samspelar med min generella bild av 

varumärket uppfattar jag inte inlägget som trovärdigt. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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När jag upplever det problematiskt att tyda ett meddelande* uppfattar jag 
inte innehållet som trovärdigt.   

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag upplever inlägget som trovärdigt då influencern samarbetar med 

endast ett varumärke. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag upplever inlägget som trovärdigt då influencern samarbetar med ett 
flertal varumärken. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 

 

Jag upplever inlägget som trovärdigt då jag vet att influencern får betalt 

för att göra inlägget. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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Jag  upplever inlägget som trovärdigt då jag inte noterar att influencern 
får betalt för att göra inlägget. 

o Instämmer helt 

o Instämmer delvis 

o Vet inte 

o Instämmer inte 

o Instämmer inte alls 
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Appendix 2 – Schedule of Operationalization 

 

AUTHOR TEORETICHAL 

TERM 

MAIN COMPONENT SUBCOMPONENTS SURVEY 

STATEMENTS 

Ohanian, 1990 Source credibility External aspect of 

source credibility 

(Attractiveness) 

A) Attractive 
B) Sexy 

C) Elegant 

D) Classy 

E) Beautiful 

A) I perceive an 

attractive influencer as 

credible. 

B) I perceive a sexy 

influencer as credible. 

C) I perceive an elegant 

influencer as credible. 

D) I perceive a classy 

influencer as credible. 

E) I perceive a beautiful 

influencer as credible. 

 

Ohanian, 1990 Source credibility Internal aspect of 

source credibility 

(Trustworthiness) 

A) Reliable 

B) Honest 

C) Dependable 

D) Sincere 

 

A) I perceive a reliable 

influencer as credible. 

B) I perceive a honest 

influencer as credible. 

C) I perceive a 

dependable influencer 

as credible. 

D) I perceive a sincere 

influencer as credible. 

 

Thamaraiselvan, 

Arasu & Inbara, 

2017 

 

Popescu, 2014 

Good fit A good match between 

the source and the 

brand 

A) Matching 

characteristics 

between the source 

and the brand  

B) Matching image 

between the source 

and the brand 

A) I perceive the post as 

credible when the 

influencer and the brand 

have matching 

characteristics. 

B) I perceive the post as 

credible when the 

influencer and the brand 

are standing for the 

same values. 

Gillian & 

Laurent, 2014 

Message credibility Content A) Clarity 

B) Language 

C) Decoding 

A1) I perceive the post 

as credible when the 

message of the post is 

clear. 

A2) I do not perceive 

the post as credible 

when the message of the 

post is u unclear. 

B1) I perceive the post 

as credible when the 
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post has a correct 

language. 

B2) I do not perceive 

the post as credible 

when the post has an 

incorrect language. 

C) I do not perceive the 

post as credible when I 

find it troublesome to 

decode the message of 

the post. 

Gillian & 

Laurent, 2014 
Message credibility Consensus A) Relevance 

B) Matching general 

opinion of brand 

A1) I perceive the post 

as credible when the 

content feel relevant to 

me. 

A2) I do not perceive 

the post as credible 

when the content does 

not feel relevant to me. 

B1) When the content 

matches my general 

opinion of the brand I 

perceive the post as 

credible. 

B2) When the content 

does not match my 

general opinion of the 

brand I do not perceive 

the post as credible. 

 

   Number of brands 

being promoted 

A) I perceive the post as 

credible when the 

influencer is working 

with only one brand. 

B) I perceive the post as 

credible when the 

influencer is working 

with multiple brands. 

   Obvious economic 

profit 

A) I perceive the post as 

credible when I am not 

noticing that the 

influencer is gaining 

economic profit. 

B) I perceive the post as 

credible when I know 

that the influencer is 

gaining economic profit. 
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Appendix 3 – Interview Guide 

 

Definitioner: 

* En influencer definieras i denna studie som en känd person på sociala medier med möjlighet att 

påverka andras uppfattningar. En influencer har minst 10000 följare och ett högt engagemang av 

dessa. 

*Meddelande betyder i denna undersökning det budskap som skapats med hjälp av text och bild.  

*Innehållet betyder i denna undersökningen ett sponsrat inlägg på instagram.  
 
 

Inledningsfrågor  

 

 Ålder: 

 Kön: 

 Hur ofta använder du Instagram?  

 

 Beskriv en trovärdig influencer! 

 

 Vad är det som gör denna person till trovärdig?  

 

Kärnfrågor Source credibility 
 

 Vilka yttre attribut  anser du påverkar trovärdigheten hos en influencer? Hur påverkar 

de olika attributen trovärdigheten? 

 

 Hur påverkar det trovärdigheten i ett sponsrat inlägg på instagram om en influencer är 

elegant, classy eller vacker? Varför? Förklara!  

 

 Rangordna elegant, classy och vacker i förhållande till trovärdighet! Varför är den ena 

bättre än den andra? 

 

 Vilka interna attribut(personlighet osv) påverkar trovärdigheten hos en influencer? 

Hur?  

 

 Hur påverkar det trovärdigheten i ett sponsrat inlägg på instagram om en influencer är 

ärlig, uppriktig, tillförlitlig eller pålitlig? Varför? Förklara!  

 

 Rangordna ärlig, uppriktig, tillförlitlig och pålitlig! Varför är den ena bättre än den 

andra? 

 

 Kan du nämna någon influencer som du tycker är antingen ärlig, uppriktig, tillförlitlig, 

pålitlig? Vad hos den här personen gör att din uppfattning är att den är just ärlig 

exempelvis? 

 

 Hur påverkar det trovärdigheten om du har en relation till influencern? Alltså känner 

till eller har följt sedan tidigare. 
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 Hur påverkar det trovärdigheten om du känner någon slags koppling till influencern? 

Alltså har liknande intressen eller kommer från samma stad. 

 
 

 Varför? På vilket sätt kan detta påverka trovärdigheten? 

 

Kärnfrågor Good fit 
 

 På vilket sätt påverkas trovärdigheten då influencern publicerar innehåll om ett 

varumärke du inte anser vara associerat med influencern? Varför? 

 

 Och omvänt? 

 

 Varför upplevs ett inlägg som mer trovärdigt om influencern och varumärket har 

matchande karaktärsdrag? 

 

Kärnfrågor Message Credibility  

 

 Varför är det viktigt med ett korrekt språk för att ett inlägg ska upplevas som 

trovärdigt? 

 

 Varför är det viktigt med ett tydligt meddelande (det budskap som skapas mha text 

och bild) i inlägget för att det ska upplevas som trovärdigt? 

 

 På vilket sätt anser du detta påverka trovärdigheten?  

 

 Hur påverkas trovärdigheten om meddelandet är otydligt eller svårt att tolka? Varför? 

 

 Vår undersökning visade att Relevant innehåll upplevs som trovärdigt, men att 

Irrelevant innehåll inte upplevs som otrovärdigt. Varför är det så? 

 

Kärnfrågor number of brands being promoted och obvious economic profit 

 

 Hur skiljer sig trovärdigheten åt då en influencer gör reklam för ett varumärke vs flera 

olika varumärken? Varför?  

 

 Spelar det någon roll om det är inom samma kategori eller produkter inom samma 

kategori? Varför? 

 

 Hur påverkas ett inläggs trovärdighet om du vet att det är sponsrat och betalt?  

 

 Reflektera kring bilden. Vilket inlägg känns mest trovärdigt? 

 

 Anser du det vara någon skillnad på inlägg som är markerade som “betalda” jämfört 

med inlägg där du inte kan notera att influencern arbetar med sponsring?  
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Appendix 4  – Crosstabulation Gender 
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Appendix 5 – Crosstabulation Age 
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