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ABSTRACT

The power of social media has been experienced in various ways and in the last few
years, social media has seen a sharp increase in the use of social media influencers,
who are regarded as experts in their respective fields. Some consumer brands have
realised the powerful impact of social media influencers to their brands, which has seen

well-known social media influencers endorsing certain brands.

The purpose of this study is to explore the impact that social media influencer attributes
have on brand awareness and the strength of brand associations. The study further
investigated the relationship between social media influencer attributes and the impact
on consumers, using the AIDA hierarchy of effects model. The dimensions of the
hierarchy of effects model (HOE model) that are based on the AIDA model are
attention, interest, desire, and action. The study investigated which social media
influencer attributes impacted brand awareness and strength of brand associations,
and how these brand elements have an effect on consumers in terms of consumer

attention, interest, desire and action.

The methodology used in the study was a self-administered electronic questionnaire
that focussed on the following constructs: social media attributes; strength of brand
associations; brand awareness; attention, intention, desire, and action. The
requirement was that respondents had to be users of at least one of the three social
networking sites, namely, Twitter, Facebook, or Instagram. The questionnaire was
posted online on all three of the social media platforms. The number of respondents
who completed the online survey is 217 social media users who completed the survey
on Facebook, Twitter and Linkedin. Hypotheses were formulated to test the

relationship between the constructs.

By using a quantitative data analysis method, the results of the study showed that there
is a positive correlation between attributes of social media influencers and brand
awareness and brand association strength. The results also revealed that consumers
are impacted by social media influencer attributes through consumers’ awareness,
interest, desire and purchase of promoted brands. It was recommended that future

studies, which will have managerial impact, should include a bigger sample and should



make a comparison of various brands that are promoted by social media influencers

who have contrasting attributes.

Keywords: AIDA Hierarchy of Effects, brand awareness, brand association strength,

social media influencer attributes
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1 CHAPTER 1: INTRODUCTION

1.1 Introduction

This chapter provides a detailed overview of the study and it will introduce key
marketing concepts around brand management and consumer effects. The chapter

includes the following sub-sections:

e Purpose of the study

e Context of the study

e Problem statement, which will summarise the issues that they study aims to
resolve

e Significance of the study

e Delimitations

e Research questions, and

e Study assumptions

1.2  Purpose of the study

The purpose of this study is to apply AIDA’s Hierarchy of Effects (HOE model) in
understanding the effects of influencer marketing on brand awareness and strength of
brand associations. Marketers seem to be using social influencers without a deeper
understanding of its effect on consumers, which ultimately impacts consumer purchase
behavior (Bognar, Puljic & Kadezabek, 2019). There are various objectives that brands
want to reach with their marketing and advertising campaigns and some of these
include educating consumers on their product offering, creating awareness, convincing
them to purchase or even convert them to brand loyalists by encouraging repeat
purchases. Whatever the goal of the advertising campaign might be, understanding
the target market and how the brand message is delivered, are key to elevating the
brand. Advertising is no longer one-way push communication with the aim of increasing
sales. Through social media platforms, consumers and brands can now engage with

each other to build sustainable relationships directly (Belch & Belch, 2017). Influencer



marketing has become popular where brands use well-known individuals who have a
positive influence on the target market, to drive their brand message (Sudha & Sheena,
2017). Influencer marketing is also about relationship building and humanising brands
by allowing well-known faces to represent them. Using social influencers amplifies
brand messages, delivers them appropriately through various promotional channels to
the relevant target market, and allows for two-way communication, thereby giving value
and benefits for using the product (Belch & Belch, 2004).

The use of social media influencers has an impact on the buying behaviors of
consumers and this behavior can either negatively or positively affect brand equity,
depending on how the consumer perceives the influencer (Sudha & Sheena, 2017).
Consumers now want to participate in the journey of brands they feel represent them
and through the combined use of social media and influencers, this has become
possible, thereby empowering consumers in the purchasing process and giving less
power to brands (Belch & Belch, 2017). For this reason, it is important for brands to
know what the needs of their customers are, and to understand the effects of their

marketing campaigns on these customers.

Against this backdrop, the purpose of the study is to investigate the impact of social
media influencers on the two elements of brand knowledge; brand awareness and
strength of brand associations, with specific focus on attributes of the influencer and
how the consumer behavior process is impacted when consumers receive the brand

message from the influencer.

1.3  Context of the study

1.3.1 The use of Social Network Sites (SNS) in South Africa

The power of technology and the use of social media has been experienced in various
ways, whether it is to promote a social cause, to create an awareness on current affairs
or for general communication purposes such as expressing an opinion. Social
networking sites (SNS) have provided consumer brands with innovative ways of

reaching their target market, as well as to engage with them personally so they can



use the feedback to understand their customers so they can offer value and benefits

relevant to these customers.

For consumers, the over-reliance on technology in daily life does not come easy,
especially to poor South Africans who cannot participate in online conversations due
to the high cost of data in South Africa and the limited availability and maintenance of
free Wi-Fi. A 2018 article by Research Africa ICT found that South Arica’s data cost is
the highest in Africa. Even though internet data costs might be the highest in the
continent, findings from a research report by technology research company, World
Wide Worx, show that South Africa ranks high in terms of social media users in Africa.
The report states that South Africa has “16 million Facebook users, followed by Twitter
with 8 million, LinkedIn at 6.1 million and Instagram and You Tube at third and fifth
place respectively” (South African Social Media Landscape, 2017). A survey
conducted by the Global Web Index indicates that social media topped the list for the
activity that most users spend their time on their mobiles, with South African users
spending most of their time on WhatsApp, Facebook, and Twitter. The survey
forecasted that South Africa’s internet penetration rate, which is defined as the number
of internet users per 100 people, will be over on 65% percent by end of 2020 (Global
Web Index Report, 2018). The survey went on to breakdown how users are turning to
mobile as a primary means of accessing current news, followed by keeping in touch
with friends and lastly for engaging with brands they like or brands they are considering
making purchases from (Global Web Index Report, 2018).

1.3.2 Why people use SNS

It is important for brands to understand why consumers use social media so they can
respond accordingly by packaging their messaging in a way that appeals to customers
in order to promote action, which usually takes the form of a purchase. Jenkins (2006)
states that media convergence is not created by technology but rather by its users who
have shifted their thinking to allow for more interaction and participation, thereby
resulting in these users forming their own opinions which they then share on the
internet. Zimmer (2008) adds that SNS are regarded as participatory media platforms

due to user-generated content and the ability for users to express themselves.



Hoffman and Novak (2011) added that there are four reasons why people use social
media; to connect, to create, to consume and control. Users connect by allowing more
interaction and online participation; they create by forming their own opinions by
posting online, writing blogs, responding to other users; they consume by actively
participating in social media conversations or by making an online purchase, and they
are able to control their online behaviour through privacy settings which allows or limits

what other users can see.

A study by Lin and Lu (2011) applied the motivation theory to investigate why people
use social media and found that enjoyment, peer pressure and usefulness were the
top three reasons why people used SNS. Although the sample used in the study was
Taiwanese university students; a similar approach can be used to investigate how and
why consumers use social media, which can allow brands to position their messaging
in such a way that it appeals to their target market, ultimately leading to an increase in

brand awareness and sales.

1.3.3 Vehicle sales and marketing

There are various industries that use social media influencers to increase brand equity.
One such industry is the motoring or vehicles industry that uses influencers to boost
sales. According to South Africa’s TransUnion Vehicle Pricing Index (2019), car sales
are at their lowest due to petrol increases and overall constrained economy. This
volatile situation in car sales is at an advantage to consumers as they are in a better
position to negotiate with dealerships to get better deals as these dealerships are
desperate for sales. Dealerships are also becoming aggressive in their marketing
efforts to boost sales. Although television commercials are still the preferred platform
by most dealerships, Morrissey, Stricker, Tsang & Zayer, (2017) state that a majority
of new car sales start online. This is because dealerships are able to use social media
platforms to fulfil more goals than television. Morrissey et al., (2017) further state that
research of the vehicle purchasing industry in the US, Germany, UK, China and India,
revealed that consumer purchasing behaviour is changing with the introduction of
online sales, especially since digital natives are becoming mainstream buyers who

have expectations of how their online sales experience should be. Morrissey et al.,



(2017) assert that a consumer looking at purchasing a vehicle is firstly influenced by
friends and family members, followed by reviews or other users of the car model, then
lastly by dealers. This partly focuses on reviews as influencers are promoters who have
knowledge and experience of the specific brand. Social media allows dealerships to
take potential customers on a visual journey in their cars; allows for live streaming so
followers are part of the experience; is aesthetically appealing, provides a platform that
will cover more features and specifications of the vehicles all at a fraction of the price
when compared with costs of a television commercial (Hart, 2019). Murad-Patel (2018)
states that influencer marketing has become popular in the automotive industry and
the buzz started with celebrity endorsements to increase brand awareness, then
ultimately sales. But a recent trend has seen popular vehicle brands using ordinary
people as influencers. Murad-Patel (2018) distinguishes between macro and micro
influencers. Macro influencers are well-known celebrities who usually position brands
to millions of their followers, increasing brand awareness, while micro influencers are
credible and approachable, they may have a smaller following, but they provide
authority, which in turn can bring in brand loyalists for the dealership. It is
advantageous for dealerships with a heterogeneous customer-base, to use both

marketing strategies that will see the use of micro and macro influencers.

Percentage who chose each category as their most trusted source of information
A4%

Social media

Word of mouth

Forums & blogs

Friends & family Product reviews Car doaler

Saurce: Bain Global Automative Consumer Survey, 2017 [n=1,000 per country: UK, Germany, US, China, India)

Figure 1.1: Graph depicting network of influence for car brand choice (Bain Global
Automotive Consumer Survey, 2017)



1.4 Problem Statement

There is a lack of deeper understanding on the impact of social media influencer
attributes on brand awareness and strength of brand associations, and the effects on
consumer purchase intention (Sadek & Elwy, 2018; Lamapeitl & Aberg, 2017; Severi
& Ling, 2012). With the growing trend of using social media influencers to promote
brands, there has been an increase in research over the last five years, on
understanding the impact of influencers on brands but not enough research on the
attributes scale that will ensure influencers are the correct fit for the brand they are
representing and to ensure that the effect on consumers is favourable.

The need for this study emanates from a study by Sadek & Elwy (2018), which looked
at the effects of the constructs of brand equity, namely brand awareness, perceived
quality, brand association, brand loyalty and brand trust on brand communication
through Facebook. The study focused on the strength of brand equity and the
relationship it has with its constructs and how these impact brand communication. This
study will look will at the relationship between some constructs of brand equity and
social media influencer attributes. The study will attempt to assess the impact of social
media influencer attributes on two of the constructs of brand knowledge: brand
awareness and the strength of brand associations, which is one of the four sub-
constructs of brand image (Keller, 1993). Another element of the study will look at the
effects of the communication aspect between the social influencer / brand and the
consumer. This was a limitation in the study by Lim, et al. (2017) as they asserted that
in order for brands to create value for consumers, they need to create dialogue with
their target market without considering the effects of that dialogue; therefore the study
will explore whether attributes of social influencers, such as authority, likeability,
attractiveness and resonance have an impact on brand awareness and strength of

brand associations and how these impact the consumer purchase decision process.

1.4.1 Main problem

To establish a scale for social media influencer attributes and determine if the attributes
positively impact brand awareness and strength of brand associations and the effects



on consumers in order to help guide brand managers when appointing social media
influencers to represent their brands (Severi & Ling, 2012; Hassan et al., 2005; Booth
& Matic, 2011).

1.4.2 Sub-problem 1

The first sub-problem will investigate the effects of influencer attributes on brand

awareness and strength of brand associations.

H1o: Individual or multiple attributes of a social media influencer positively affect

brand awareness.

H2o: Individual or multiple attributes of a social media influencer positively
affects strength of brand associations.

1.4.3 Sub-problem 2

The second sub-problem will investigate the effects of social media influencer
attributes on consumer, using the AIDA model.

H3o: Individual or multiple attributes of a social media influencer positively affect

consumer attention.

H4o: Individual or multiple attributes of a social media influencer positively affect

consumer interest.

H5o: Individual or multiple attributes of a social media influencer positively affect

consumer desire.

H6o: Individual or multiple attributes of a social media influencer positively affect
consumer action.

1.4.1 Sub-problem 3

The third sub-problem is to evaluate if consumer effects — using the AIDA model —

impact brand awareness and strength of brand associations.
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H70: Consumer action has a positive impact on strength of brand associations
H8o0: Consumer interest has a positive impact on strength of brand associations
H90: Consumer attention has a positive impact on strength of brand associations
H100: Consumer desire has a positive impact on strength of brand associations
H11o: Consumer action has a positive impact on brand awareness

H120: Consumer interest has a positive impact on brand awareness

H130: Consumer attention has a positive impact on brand awareness

H140: Consumer desire has a positive impact on brand awareness

1.5 Research Questions
The following research questions identified for this study are based on the above sub-
problems:
1.5.1 Research questions: Sub-problem 1
e Do influencer attributes have an effect on brand awareness?
¢ Do influencer attributes have an effect on the strength of brand associations?
1.5.2 Research questions: Sub-problem 2

e Do influencer attributes affect consumer attention?
e Do influencer attributes affect consumer interest?
e Do influencer attributes affect consumer desire?

e Do influencer attributes affect consumer action?



1.5.3 Research questions: Sub-problem 3

e |s there a relationship between consumer attention and brand
awareness?

e |s there a relationship between consumer interest and brand
awareness?

¢ |Is there a relationship between consumer desire and brand awareness?

¢ |s there a relationship between consumer action and brand awareness?

e Is there a relationship between consumer attention and the strength of
brand associations?

e Is there a relationship between consumer interest and the strength of
brand associations?

¢ |Is there a relationship between consumer desire and the strength of
brand associations?

e Is there a relationship between consumer action and the strength of

brand associations?

1.6  Significance of the study

For companies to build strong brand experiences, companies need to know what the
needs of their target market is, so they respond proactively, thereby increasing the
value to their brand (Yasin & Zahari, 2011). At the basis of building and increasing
brand equity, is communication. SNS has changed the communication landscape and
allows a wider reach of information, which in turn provides brands with useful feedback
through engagement. How the brand-related communication is packaged, forms part
of the marketing mix and how consumers perceive the brand, will impact brand equity.
Studies have been conducted around the impact of brand equity on purchase intent,
the impact of customer perception on brand equity and on the impact of social media
influencers on purchase intent (Cobb-Walgren, Beal & Donthu, 1995; Lassar, Mittal &
Sharma, 1995; Sudha & Sheena, 2017). Brands often focus on the popularity of the
influencer and seldom focus on how the consumer interacts with the influencer and
how they perceive the influencer or how brand awareness and brand associations are

impacted by the attributes of the influencer used in the campaign (De Veirman,
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Cauberghe & Hudders, 2017). Very few of the existing literature focuses on the
relationship between the customer and the social influencer that the brand has chosen
to build brand awareness and strong brand associations. The hierarchy of effects
model will be used to assess how the consumer responds to brand communication

when delivered by social influencers based on a several personality attributes.

The outcome of this study will be significant to brand marketers when they consider
using social influencers; in that they would not only look at the popularity of the
individual, but also consider the relationship between the brand and the consumer; the
effects of influencer attributes on consumers and which influencer attributes will be
effective in reaching their marketing objective. Brands will also need to differentiate
between popularity — which is based on number of followers one has — and influence,
which is about being credible and authoritative in order to offer advice to current
customers for retention purposes, as well as influential in order to attract new

customers (De Veirman, et al., 2017).

Influencer
Attributes

Strategy

Brand
Awareness &
Strength of
brand
associations

Consumer
Effects

Figure 1.2: Relationship model of influencer marketing, brand awareness, strength of
brand associations and consumer effects
1.7 Delimitations of the study

The nature of the study is exploratory, with specific focus on social media influencer
attributes and their impact on brands and consumers. The primary data collection

method used was an online questionnaire, with respondents delimited to social media
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users even though non-social media users may be familiar with social media

influencers.

1.8 Definitions of terms

Influencer Marketing: Influencer marketing is the use of social influencers to deliver
brand message to the target market (Lim, et al., 2017). Sudha & Sheena (2017) define
influencer marketing as a marketing process where brands identify and select
individuals who have influence over the brand’s market segment in order to help the
brand increase its sales, reach or engagement levels. Influencer attributes are traits
that influencers need to possess for consumer persuasion to be deemed possible.

Influencer marketing and social influencers will be used interchangeably in the study.

Social Networking Sites (SNS): These are computer-mediated platforms that allow
for the exchange of information by users and content producers which can be used for
various reasons. It is usually free to be a member of SNS and requirements include
internet access, registering a profile and selecting groups of interest to follow to access
the information (Sledgianowski & Kulviwat, 2015). Facebook is one example of a social
networking site which requires one to register their details and complete a profile in
order to share and create content, while also being able to access information on the

platform.

Social influence: This concept states that people who belong to a certain network,
usually disregard their own personal opinion over the position of others who belong in
that network (Friedkin & Johnsen, 2011). The theory recognises that interpersonal

influences and attitudes play a role in shaping individual perceptions.

1.9 Assumptions

e Respondents answered questions truthfully and based their responses on
their own personal perspectives.
¢ Respondents are not necessarily active social media users but they all have

one or more social media accounts on Twitter, Instagram and LinkedIn.
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e The study assumes that all respondents know of at least one social media
influencer.

e |tis assumed that the findings of the study can be generalised across other

brands besides Lays potato chips.

1.10 Conclusion

The inference of this study is theoretical and managerial. Chapter 2, the literature
study, reports on the theoretical implications of the study while Chapter 3, 4 and 5
address the managerial implications on how brand managers can elucidate the sub-
problems.

12



2 CHAPTER 2: LITERATURE REVIEW

21 Introduction

The literature review chapter will focus on scholarly articles on the hierarchy of effects
model as a way to understand how consumers receive brand communications through
the use of social influencers, with the intention of increasing brand knowledge. The
dimensions of brand knowledge that will be covered are brand awareness and strength
of brand associations — a construct of brand image. Since the focus of the study is
limited to SNS, the structure of the literature chapter will start with a review of
communication as it forms the basis of all integrated marketing communications plans.
Research studies on communications are far and wide so this will only be covered

within the context of consumer engagement on SNS.

The dimensions of the hierarchy of effects model will be reviewed based on how
consumers receive and process messages from social influencers. The study will
present hypotheses on the relationship between a social media influencer attributes
and the consumer’s purchase process regarding the brand being promoted by the
influencer. This is an important research area as it will ultimately impact brand
knowledge based on how consumers receive and store brand messages. The literature
review will focus on Keller's (1993) study on brand equity, with particular focus on
brand awareness and the strength of brand associations. Strength of brand

associations is one of four dimensions of brand image. (Refer to Figure 2.5)

2.2 Brand Communications on SNS

The internet revolution has changed the communication landscape in terms of how
people communicate and how this type of communication has impacted their
interactions with other users, as well as interactions with brands they follow. Social
media has also altered the advertising landscape as the dissemination of content is no
longer solely reliant on marketers through their advertising campaigns but now
customers can have a direct impact on brands and their reputation (Brown, 2009; Solis
& Breakenridge, 2009).
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Vance, Howe & Dellavalle (2009) state that SNS have increased individuals’
connectivity and enabled users’ direct participation in the journeys of their preferred
brand, which enables users to be more independent in their thinking and be able to
create their own online identities, relative social standing and the therapeutic value of
expressing self. This has blurred the boundary between content producers and content
consumers as audiences are now becoming amateur journalists, which means that
every individual who has internet access has the power to produce their own story
without relying on messages produced by marketers or those published on traditional
media platforms such as television (Deuze, 2006). This is the promise of the digital
revolution introduced by the interactive functionality of the internet and has reshaped

what brand communication means.

The Internet and its web 2.0 technologies is interactive and allows for user-generated
content of which social networking sites are in abundance. SNS has provided a
platform for users to be empowered in that they can freely express themselves and
according to van Dijck (2013), sites are popular for self-expression, communication
and self-promotion, which help shape public identities. This form of empowerment has
also changed the brand communication landscape as consumers can take to SNS to
have discussions on certain brands, which can impact how users perceive those
brands. In the digital world, brand communication focuses on creating awareness of a
product or service, building and maintaining consumer relationships, as well as

creating value for customers (Rowley, 2002).

Brand communication on social networking sites takes various forms of brand-related
communications that is distributed on social media with the purpose of engaging
targeted audiences with deliberately packaged messages that can be shared, re-
created or even rejected (Alhabash, et al.,, 2017). What distinguishes brand
communication on SNS from traditional media like newspaper advertising is that the
interactive component is almost non-existent in traditional media platforms. While the
objective of both forms of brand communication are to expose consumers to the brands
they like, SNS has allowed the value of brands to be maximised in terms of unprompted
recall, brand loyalty and awareness by consumers (Panda, 2004). SNS has taken

power from brands and placed it in the hands of consumers as they can produce their
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own content relating to brands, drive these conversations, which can ultimately make
or break these brands (Deuze, 2006). Traditional forms of brand communication
entailed the sender, the message and the receiver of the message. SNS has altered
this process in that there can be several senders of the communication, the message
can be packaged in several ways, which takes into consideration the type of platform
being used such as blogs, videos, short-to-the-point content, images and games. The
receiver can actively respond to the content in several ways like sharing it, re-creating
the message or directly responding to the sender. User-generated messages relating
to brands carries weight when it comes to reviews and recommendations as word of
mouth is considered more trustworthy and credible (Karakaya & Barnes, 2010). This
phenomenon has given rise to the use of social media influencers as part of brand

communication to expand the value of the brand in a way that is thought to be reliable.

2.3 Influencer Marketing

Influencer marketing is the use of influencers as endorsers who will drive and deliver
brand communication in a form of advertising, to the target market (Freberg, Graham,
McGaughey & Freberg, 2011). Weimann (1994) defines influencer marketing as part
of the marketing mix and is a process that drives brand communication by strategically
identifying influential individuals who are active on social media, to deliver carefully
structured messages to the target audience with the objective of increasing brand
awareness, sales and loyalty. Chaudhuri and Holbrook’s (2001) notion of influencer
marketing includes brand effect and is defined as the use of an influential person to
highlight the brand’s potential and use, in order to prompt a positive emotional
response in the average consumer. Influencer marketing is a form of advertising that
enhances brand awareness by using social influencers to expose customers to brands
(Aaker, 1991; Batra et al., 1995). Several studies have been conducted which confirm
that the use of social influencers brings personality to brands; gives brands a face and
derives value such as brand awareness, brand loyalty and positive brand image
(Freberg et al., 2011; Booth & Matic, 2011). A study by Sudha & Sheena (2017) on the
use of social influencers in the fashion industry, differentiates between earned
influencer marketing that focuses on engaging consumers around the brand and paid

influencer marketing that is concerned about brand awareness and brand loyalty.
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Earned influence marketing usually uses unknown bloggers who are experts in their
field, to establish relationships with brands for the sake of relationship building or for
them to grow their social presence. A study by Forbes (2016) looked at personality
traits of unknown make-up artists and selected influencers who were relatable,
knowledgeable, helpful, confident, and articulate to represent Maybelline, the make-up
brand. A study by Gretzel (2018) also found that unknown bloggers who were travel

experts were effective in enhancing brand awareness.

Once brands recognise these influencers, their following grows. There are some who
become popular and move to become paid influencers. Paid influencer marketing uses
well-known endorsers who have a high social media following and can be in a form of
advertorials, sponsorship, testimonials, or ambassadorship (Gladwell, 2000). Social
media influencers are mediators between brands and consumers and help build
positive, likeable brand image for the brands, while encouraging brand loyalty and
entrenching brand knowledge (Booth & Matic, 2011).

On the other side of the influencer conundrum are negative feelings that may come
about as the result of brand promotion by the social influencer, especially if it is luxury
brands that some consumers cannot afford. In psychology, this negative emotion is
known as envy and it emanates from social comparison, when one person is aware of
the social advantages of another person who is similar to them (Festinger, 1954).
Social media influencers are relatable to the target market, and this suggests that
consumers may envy the life of the influencer, which may ultimately result in a negative
brand association for the brand (Smith, 2004). To avoid envy, brand managers need
to ensure that their target market can relate to the social influencer they have selected
as a mismatch between the social influencer and the target market can lead to a

negative brand association and ultimately a decline in sales.

In order to achieve its objectives of influential marketing, brands need to consider all

aspects of the conundrum such as:

e The brand equity dimensions, they want to measure,
e The platform they want to use to communicate the brand message,

e Time frame,
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e The influencer’s attributes,
e Understand how their target market processes the brand’s messaging and
e Reviewing the criteria for selecting their influencer, and

e Measuring their campaign objectives against the results.

Several studies have been done on how social influencers impact purchase intention,
consumer attention, what the effects of influencer marketing are on brand equity, on
the consumer decision making process and on the impact of eword-of-mouth and
reviews (Freberg et al., 2011; Booth, 2011; Wijaya, 2012; Yun Yoo et al., 2013). Some
studies have also focused on consumer attitudes towards influencers and how this
impacts their buying behaviour. One such study is that of Gageler & Van der Schee
(2016), which found that there is a strong purchase intention if the consumer has a
positive attitude towards the social influencer, combined with how the product image
is portrayed in the brand communication.

Very few studies have focused on the characteristics of influencers as there is no
influencer attributes scale to benchmark against (Sudha & Sheena, 2017; Lim et al.,
2017; Ho-Dac et al., 2013; Schivinski, 2013). Hoyer and Brown (1990), asserted that
the use of influencers was popular amongst brands that involved high involvement
purchases where the level of brand awareness was low and required cognitive effort
and more time spent on research before a purchase is made. These high involvement

purchases are usually lifestyle brands, like purchasing a vehicle.

Very few studies have focused on how consumers experience a product endorsed by
a social influencer, whether their behaviour changes simply because of the personality
traits of the influencer or due to a combination of factors like pre-existing brand

knowledge combined with liking the social influencer selected.

According to Fowles (1996), consumers buy-in towards products that are endorsed or
recommended by influencers that they like. The question is, how do marketers know
that the influencer they have selected is revered by their target market in such a way
that it will help them reach their marketing objectives? There are several factors that
brand managers need to consider when selecting an influencer to represent their

brand. These include the number of followers an influencer has, how an influencer
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uses referral links, the frequency of their posts and engagement rates (Chatterjee,
2011). Other factors that determine if an influencer will be the correct fit for a brand are
based on personality traits. Although there are no influencer attributes models or
scales, a study by Freberg et al. (2011) showed that influencer traits that were
appealing to respondents included intelligence, attractiveness, ambitious and poised
and they contributed to enhanced awareness and an increase in return on investment
for brands. A study by Lou & Yuan (2019) found that influencer credibility and perceived
trust are other traits that influencers have to possess in order for followers to positively
react to branded posts. According to the source credibility model, credibility asserts
that the effectiveness of a message depends on perceived level of expertise and
trustworthiness in an endorser (Dholakia & Stemthal 1977). Ohanian (1990) added a
third element to the source credibility model, which is attractiveness and affirms that it
gives rise to the message source or influencer’s likeability, thereby increasing a

consumer’s interest in what the influencer is saying.

| Trustworthiness |

‘ Attractiveness | I Expertise ‘

Figure 2.1: Ohanian source credibility model (Ohanian, 1990)

The use of social influencers is important for brands that want to build relationships
with their target market in order to convert them into loyalists through credibility and
trust. Other positive drivers of influencer marketing are reach, relevance and
resonance (Sudha & Sheena, 2017). Booth & Matic (2011) describe these drivers as
participation level, frequency of activity and prominence in the market. Resonance,
reach and relevance as outlined by Sudha & Sheena (2017), will be discussed in detalil

as they form the foundation for the selection of social media influencers.
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a. Resonance

According to Keller (2010), brand resonance is about the degree in which the consumer
resonates with the brand. In influencer marketing, resonance is based on the
appointment of a suitable influencer who is popular to the specific target market and
they can identify with. Resonance refers to both the individual's characteristics and the
type of content they publish. Brand managers will count the number of followers an
influencer generates through published content, how they engage with followers or
simply by the number of people they follow as this shows that they can maintain
relationships with their audience, thereby giving rise to consumer trust (Sudha &
Sheena, 2017). When followers can relate to the social media influencer, they can
borrow aspects of these influencers in order to look like them, which raises an
opportunity for brand awareness as followers would want to own what the influencer
owns (Peter & Olson, 2004; Boon & Lomore, 2001).

b. Reach

The number of followers reflects one’s network size, which measures reach (De
Veirman, et al., 2017; Sudha & Sheena, 2017). A study by De Veirman, et al. (2017)
looked at the criteria that brand managers use to select influencers who will represent
their brand and the study found that the number of followers an influencer has should
be the starting point but not the only criteria to be used as other factors such as the
kind of topics discussed, and the type of audience reached are more important than
the size of the audience. Miles (2014) states that through influencer reach, a brand can

also increase its reach, as well as generate sales through influencer recommendations.
C. Relevance

Once awareness of the brand is achieved, the message has to crafted in such a way
that it is relevant to the target market to avoid them asking, so what (Sevier, 2001)?
This is especially true in social marketing as the influencer represents the brand,
therefore his message needs to be relevant to the target audience and depict a level
of expertise about the product they are promoting. The use of social influencers to drive

brand communication should be designed with the receiver in mind as it is about the
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careful selection of the influencer who will not only drive awareness, but ensure that
the message is delivered in the most relevant way to promote the desired effectiveness
(Sevier, 2001). Jiménez-Castillo & Sanchez-Fernandez (2019) support this notion by
asserting that brand managers should first assess that consumers have a positive
perception of the influencer before investing in that social influencer who should be
suitable in driving the message. Therefore, careful selection of influencers should be
considered as these individuals should not promote products that are not relevant to
them, as consumers will be able to notice the incompatibility between product and the
influencer (Sudha & Sheena, 2017). A study by Brown and Fiorella (2013) on
increasing car sales through the use of influencer marketing, found that they had
selected the correct influencer for the campaign, which the target market could identify
with and carefully crafted messages that prompted engagement from the target market
but did not result in an increase in vehicle sales. On close inspection of the campaign,
they found that their target market was at different stages of the decision-making
process and therefore the effects of the messaging was processed differently. This
resulted in the campaign being re-evaluated and messages to be crafted in such a way
that it was relevant to consumers at different levels, making the study of consumer

effects an important aspect in influencer marketing.

2.3.2 Six principles of persuasion

Various studies extensively outline factors that influence persuasion in different
disciplines such as psychology and advertising (Ledgerwood, Chaiken, Gruenfeld &
Judd, 2006; Watkins, 2001). These factors are said to guide people in their decision-
making process. Cialdini & Rhoads (2001) came up with six principles of persuasion
that are used to coerce one into giving in. The principles can be used in relation to
attributes that social influencers should possess to effectively guide consumers
through the attention, interest, desire and action (AIDA) process. Cialdini’'s six

principles of persuasion are:

Authority: This principle states that people will generally listen and follow those
who they deem as experts or credible.
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Consistency: In order for persuasion to be possible, people need to be

consistent by writing or publicly committing to doing something.

Consensus: The consensus principle states that when people are in doubt about
the next plan of action to take, they will look at the actions and behaviours of

those around them in order to make a decision.

Liking: The principle asserts that a person will agree to or buy into an idea if the

source is someone they like.
Reciprocity: People will respond and exchange things with others.

Scarcity: This principle is of the idea that when people know that a product is
limited or hard to find, then they are likely to be interested in owning it. (Cialdini
& Rhoads, 2001)

‘ RECIPROCITY ,
COMMITMENT &
CONSISTENCY

Figure 2.2 portrays Cialdini’s six principles of persuasion, with influence being central
to each element (Cialdini & Rhoads, 2001).

2.3.3 Proposed influencer attributes

There is no readily available scale that measures influencer characteristics; therefore,

a pilot survey was conducted to extract information from consumers on which social

media influencer characteristics are important to them when they see a social media

post from an influencer. The results of the pilot showed that consumers follow and

engage with specific influencers based on aesthetics and personal perceptions

towards the influencer. The top reasons that were mentioned for following influencers
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included: they look fun; attractive; comes across as clever (expert); | just like the person
(likeability); always responds to my comments (engagement); seems like a person who
can be my friend (resonance) and | aspire to be like them. By integrating the source
credibility model, some of the principles of persuasion, as well as the results of the pilot
survey, this study proposes four attributes in relation to the effectiveness of influencer
marketing. To measure social media influencer attributes that are most effective in
driving strength of brand associations and brand awareness, this study will measure
expertise (authority), likeability (liking), attractiveness, familiarity, entertaining,

inspiration, trustworthiness, and resonance (similarity).

2.4 Hierarchy of Effects Model

The emergence of brand communication through social media has had an impact on
how consumers process information relating to their favourite brands (Keller, 2009).
For the purposes of this study, Brown and Fiorella’s (2013) interpretation of the use of
influencer marketing will be used, which states that it is about using various marketing
tools over customers to exert influence that will result in desire and awareness of the
product, ultimately leading to purchase, which is known as action in the AIDA model.
Marketers identify social influencers by the number of followers they have, which
reflects network size and serves as an indication for popularity. Accordingly, higher
numbers of followers may result in a higher reach for the brand, but few strategies and
marketing campaigns focus on how the consumer processes messages contained in
an influencer’s social media post and how certain traits of the influencer can impact
the brand’s awareness and image. There are few hierarchy of effects (HoE) models
which all state that consumers process advertising messages in an orderly way,
cognitively, affectively and conatively (Egan, 2007). Cognitive is about consumers’
mental state when they engage with the message, affective is their feelings or attitudes
towards the brand communication and conation is the action or behaviour consumer
will take as a result of the message (Keller & Kotler, 2016). However, this consumer
effects sequence is not always practical or applicable in this exact order, but it is vital
for marketers to understand the stages that consumers might go through (Bovee et al,
1995). For marketers, the HoOE models offers information on how their target market

will respond to the message by predicting their action at each of the stages, meaning
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that through the brand communication campaign, marketers can choose which of the
stages they would like to focus on. The model assumes that the target market moves
through several stages from awareness, to knowledge, to liking, to preference and
intention before taking action which is usually the purchase (Tolba & Hassan, 2009).
Technology has shifted how consumers process information but still allows for
consumers to go through the steps of the HOE model, like how eword-of-mouth can
negatively impact a brand through negative online reviews, which will affect the

cognitive stage.

2.4.1 The AIDA Model

The AIDA model focuses on attention, interest, desire and action that a consumer will
take after engaging with a brand. This model was created by Strong (1925) and
encourages consumer action from unawareness to acquisition through marketing
campaigns. The AIDA model states that brand awareness precedes interest, then
desire and action as these steps cannot happen without a consumer being aware of a
brand, and ultimately alters attitudes toward the brand (Miller & Lisette, 1998). The use
of social influencers is just one of the many marketing tools that takes consumers
through the four stages. Few studies that have been conducted, show that influencer
marketing has a positive impact on consumer effects; taking a consumer from
awareness, to preference then to purchase or purchase intention (Rawal, 2013;
Ghirvu, 2013; Yun Yoo et al., 2013). The AIDA model has been applied in traditional
marketing campaigns such as above-the-line advertising but has received less
attention regarding social marketing or the use of social influencers to promote a brand.
As previously mentioned, that brand communication is about brand awareness of a
product or service, enhancing the image of the brand, building relationships and
creating customer value, this can be achieved by using the AIDA model (Rowley,
2002).

According to Kojima et al. (2010), the AIDA model is a psychological process that
guides the steps of a consumer from awareness of a product to purchase. Wijaya
(2012) states that the final stage of the model, action can be interpreted in many ways

as social media has redefined action and is no longer just about purchase. Action can
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be an online review, can be adding a product into a cart without checking it out or can
even mean engaging with the brand online. Lagrosen (2005) asserts that attention in
the first step of the AIDA model is weak when it comes to online marketing, compared
to traditional promotions campaign. This is because there is a lot of clutter online which
makes it challenging for marketers to grab the users’ attention, but creating interest is
more successful online as information can be packaged in various ways that ensures
that the user’s interest is ignited. Using social influencers is one way to address the
challenge with grabbing the user’s attention as messages proclaimed by influencers
are said to have more influence and credibility than traditional promotional platforms
(Freberg et al., 2011). A study by Ghirvu (2013) found that it is easier for marketers to
measure attention and action, but more challenging to measure interest and desire of
the consumer as some consumers may be aware of a product, express interest and
desire to purchase it, but never reach the final stage of doing the actual buying. This
notion is supported by a study by Yun Yoo et al., (2013), who found that there is lack
of evidence in successfully applying the complete AIDA model in marketing campaigns
as attention and purchase are easier to measure. Each stage of the AIDA hierarchy of
effects model can be successfully measured if done so over a longer period for causal
relationships to be concluded (Barry, 2002; 1990). This may be the reason most

research studies focus on one stage, which is usually the final stage: action.

ATTENTION (AWARENESS)

Creating brand awareness or affiliation with your product or
service

INTEREST OF THE CUSTOMER

Generating interest in the benefits of your product or
service, and sufficient interest to encourage the buyer to
start to research further

DESIRE

For your product or service through an ‘emotional
connection’, showing your brand personality. Move the
consumer from ‘liking' it to ‘wanting it'

ACTION

Move the buyer to interacting with your company and taking
the next step ie. downloading a brochure, making the phone
call, joining your newsletter, or engaging in live chat etc.

Figure 2.2: The AIDA Model (Strong, 1925)
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2.5 Brand Equity

According to Keller (1993), customer-based brand equity is about how consumers’
brand knowledge will influence their responses when they engage with the marketing
of that brand. Brand equity is also about influencing customers’ hearts and minds in
order to have better brand knowledge over competitors (Power & Hague, 2008). For
brand managers to know the strength of their brands, the starting point is to know how
to measure brand equity. Keller (1993) asserts that the two main reasons for measuring
brand equity are for financial and strategic reasons. Financial in order to assess the
value of the brand for return-on-investment purposes and strategic to drive marketing
campaigns once marketers have a better understanding of consumer behaviour. Brand
equity is the difference in outcomes arising from the added value that a brand endows
on a product (Yoo & Donthu, 2001). Brand equity provides a unique selling point which
will ultimately maintain a sustainable competitive advantage and dominance over
competing brands. Aghaei et al., (2014) categorised brand equity into customer
attitude (brand awareness and perceived quality) and customers’ attitude (brand
loyalty). Aaker (1996) proposed the Brand Equity Ten, a measuring tool that is grouped
into five categories, four of the categories being from the four dimensions that make
up brand equity and the fifth category measuring market behaviour. The four
dimensions are brand awareness, brand loyalty, brand associations and perceived
quality (Aaker, 1991). Brand equity exists when the customer is familiar with the brand
and holds some favourable, strong, and unique associations in memory. Of all the
definitions of brand equity, Aaker (1996) and Keller (1993) have the most influential

and widely used elements.

Loyalty Perceived Quality/l eadership Associations/Differentiation
- Price Premium - Perceived Quality - Perceived Value
- Satisfaction/Loyalty - Leadership - Brand Personality

- Organizational Associations

Awareness Market Behaviour
- Brand Awareness - Market Share
- Price and Distribution Indices

Figure 2.3: Aaker’s Brand Equity Ten model (Smith, Gradojevic & Irwin (2007)
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There are various measurement scales for brand equity, and these include price
premium, customer satisfaction and attitudes through surveys, as well as product
distribution coverage amongst others. Brands that have a high brand equity
measurement, are better positioned to be resilient against competitors, are more
successful in brand extensions and can form more solid barriers of competitor entry
(Farquhar, 1989; Rangaswamy et al., 1993). For brand equity to be strong, the
customer has to have existing knowledge that is stored in their memory (Keller, 1993).
Marketers need to understand the impact of brand knowledge on future marketing

campaigns.

2.5.1 Brand knowledge

In order to initiate customer-based brand equity, the starting point for marketers is to
present brand knowledge to the consumers’ minds (Hague & Jackson, 1994). This is
the first step in the AIDA model, which is about attention and creating awareness.
Brand knowledge will help with brand awareness and imagery which mean that the
memory of the brand is etched in the consumer’s mind and when given a cue, they can
be able to recognise the brand or recall it. Customer-based brand equity refers to the
value that customers link to the brand based on what they have directly or indirectly
experienced about that brand (Kotler & Keller, 2006). Keller (1993) asserts that brand
knowledge comprises of two components: brand awareness which is the likelihood of
a brand name easily being recalled or recognised, secondly brand image which is the
attitude about a brand based on the brand associations that are in the consumer’s
memory. Baalbaki and Guzman (2016) assert that brand association and brand
knowledge are more challenging to measure as they are based on the consumer’s
subjective perception of the brand. For marketers, brand awareness is easy to
measure in terms of recognition and recall. Recognition is the extent in which
consumers are able to recognise a brand if given a cue and recall is their ability to
remember the brand name when provided with the product category (Baalbaki and
Guzman, 2016). While measuring brand image is seen as a near impossible task as
marketers do not have total control over consumer associations about a brand, they
can however use marketing mix tools that can lead to favourable and strong brand

image (Baalbaki and Guzman, 2016).
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For the purpose of this study, focus will be on brand awareness and the strength of
brand associations (brand image); the two components of brand knowledge from the
brand equity model as depicted by Keller (1993). Brand knowledge is important in the
consumer decision making process as it explains what comes to mind when a
consumer thinks about a specific brand (Keller, 1993). Keller (1993) further adds that
brand knowledge consists of brand nodes in consumer's memory, which has brand
associations. Brand image has four categories, namely; types, favourability,
uniqueness and strength of brand associations (Keller, 1993). As previously
mentioned, the study will focus on brand awareness and the one brand image sub-

construct: strength of brand associations.
a. Brand Awareness

Brand awareness is the unaided ability of a customer to recall and recognise the brand
under various conditions and it is the first step in creating brand equity (Keller & Sood,
2003). Rossiter & Percy (1987) inferred that brand awareness is mental in that it is
about how strong and quickly a memory regarding a certain brand will come to mind
under different conditions. Brand recall and brand recognition are two of the elements
that make up brand awareness even though recalling a brand is not necessary for a
purchase to happen (Rossiter & Percy, 1987). Aaker (1996) adds brand knowledge,
brand opinion and brand dominance to the definition of brand awareness and states
that these elements are necessary for brand recall. In order for brand awareness to be
possible, the consumer needs to be exposed to the brand-related stimuli in order to
recall and recognise the brand even though it might not lead to a purchase (Lynch &
Srull, 1982).

Brand awareness is a key element in the AIDA effects model, which predicts consumer
response and helps marketers predict how a consumer will move through the stages
of the effects model (Hutter, Hautza, Dennhardt & Fuller, 2013). Awareness also forms
part of the first step of the AIDA model, and it is when the consumer first attains
information or knowledge about the brand, then develops a positive attitude about the
product if they are interested in it and desire to have it, before taking action (Kotler &
Bliemel, 2001).
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For marketers, creating the awareness in consumers’ minds is critical, but marketing
strategies also have to know how to measure the awareness of their brand against
competitors in order to acquire a higher brand position in the minds of the target
market. Aaker (1996) set out four criteria for measuring the elements of brand equity.
Firstly, that the measurement tool should be strategically designed to measure brand
equity and not the marketing plans initiated to promote brand equity. The measure set
has to be flexible and responsive to stimuli so a true measurement can be determined;
thirdly, brand managers have to select brand equity elements that they know will have
a positive impact on profit or sales when measured and lastly, measurement tools need
to be generic so they can be applied across different product categories. According to
Baalbaki and Guzman (2016), brand awareness is the easiest brand equity dimension
to measure as it is based on the consumer’s ability to recognise the brand when
prompted and to recall it when provided with product category. A research study by
Lehmann et al. (2008) on how brand awarenessis measured, revealed that survey-
based brand metrics that follow the HOE’s AIDA model, can be used to measure a
brand’s performance. The study acknowledges that the challenge with measuring a
brand’s performance is that different cultures may interpret the survey questions
differently or may even have opposing views of the brand, meaning that the findings
cannot be generalised geographically (Lehmann et al.,, 2008). To prevent this, the
study was applied in two nations, the USA and China, in order to assess whether
culture and consumer behaviour had implications on a brand’s performance. A similar
study by Hakala et al. (2012) measured top-of-mind brand awareness across different
product categories and different countries to mitigate generalised findings. What is
common in these studies is that the data collection method used was the same;

questionnaires or surveys as these allow for a bigger sample across different cultures.
b. Strength of brand associations

Strength of brand associations is one of the key drivers of brand image. Brand image
is the general perception and feelings that consumers have regarding a brand (Zhang,
2015). Abratt and Kleyn (2012) add that brand image is associated with the physical
and behavioural attributes of a brand and these attributes include tradition, service, the

people and experience. Keller (1993) defines brand image as perceptions of brand
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guality held in consumer memory, which gives rise to their attitude towards the brand.
For a brand to have a positive brand image, marketers ought to create unique brand
associations that highlight the brand’s attributes and benefits (Bullmore, 1984;
Kapferer, 1994). Strength of brand associations is one of four types of associations
making up brand image as depicted by Keller's (1993) brand equity model (Figure 2.5).
The strength of brand associations is about how brand communication enters
consumer’s memory and how it is stored. Strength is about quality and quantity of the
brand-related information; how the consumer thinks about the information and the
manner in which they think about the information (Keller, 1993). The longer the
consumer takes in thinking and processing the information they are receiving, the
stronger the association in their memory, which translates to ease of retrieving the
information through prompted and unprompted stimulation. Therefore brand
associations help consumers make decisions about brands and purchases. Brand
attributes are descriptive features that characterise a product and brand benefits have
to do with the value and meaning consumers attach to the product. Aaker and Biel
(1993) contend that brand associations can be tangible like premium price or number
of years being operational, or they can be soft and emotive like innovative or fun. They
further state that strength of brand associations has three components which may not
always be present in the brand communication (Aaker & Biel, 1993). Namely the image
of the service or product provider, image of the user and an image of the actual product
or service. With consumer products that use social influencers to promote awareness,
most brands will have their corporate icon, image of the product, and replace the image
of the user with that of the social influencer in order for the target audience to form
strong brand associations of the product being endorsed by the influencer. Hermanda,
Sumarwan & Tinaprillia (2019) measured the relationship between influencer attributes
(attraction, visibility, credibility and power) and brand image, brand associations and
purchase intentions for cosmetics products. The findings of their study found that the
four influencer attributes have a positive effect on brand image, brand associations and
purchase intention. Influencers can help strengthen brand associations when a
consumer relates product information to their existing brand knowledge or if the
influencers’ attributes are relatable to the customer and their needs (Bendixen, Bukasa
& Abratt, 2004).
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Low & Lamb Jnr (2000) made the assertion that it was a challenge for academic
scholars to measure brand associations as previous studies have always been
specialised and could not be applied to general studies on brand image. Low and Lamb
Jnr (2000) further add that dimensions of brand association can be different for
consumers who have a deeper knowledge of their brands as more dimensions can be
entrenched in their memory. Brand association needs to be measured as part of a
product category, which can include competitors and cannot be measured
independently as the dimensions may be too vast and too different. The dimensions of
brand association that need to be measured, depend on the product category, market
segment and individual brand knowledge (Low & Lamb Jnr, 2000). Unlike the
measurement scales for perceived quality and brand attitude, which are extracted from
available literature, the measurement scales for brand association are determined by
the brand manager, in terms of what they would like the target market to specifically
associate their products with when prompted. For example, if they want to measure
how useful their product is, they determine their scale using usefulness / not useful as
a measurement scale (Low & Lamb Jnr, 2000). Guzman and Sierra (2009) used five
measurement scales (handsome, agreeable, open, empathy and competence) to
assess the associations of presidential candidates in Mexico’s 2006 elections as they
determined that these were the factors that voters took into consideration when casting
their votes. Guzman and Sierra (2009) extracted their five measurement scales from
Aaker’s (1997) brand personality scale and Caprara, Barbaranelli & Zimbardo’s (2002)
candidate personality scale. The reason these were combined was that Aaker’s scale
was generic and could not necessarily be applied to human beings, while Caprara et

al’s (2002) scale could measure personalities as brands.

Positive and unique brand associations that exist in the consumer’s memory, usually
lead to strong, favourable beliefs and emotions towards a brand (Aaker, 1991).
Marketers need to outline which associations they want their target to have in their
minds when they think of the brand. Through marketing communication campaigns,
the quality and quantity of the information has to be effective in such a way that the
consumer knows more about the brand and its products, over competing brands so a
strong association can be made (Keller, 1993). For the purpose of this study, strength

of the brand association will be measured in terms of how social media influencers can
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have an effect on how strong the connection is between the brand and the consumer.
The strength of the brand association depends on how the consumer receives the
information and stores it in their memory; how much effort and depth they take in
encoding the brand message when they see or hear it (Keller, 1993). The study will
look at how social media influencers with specific attributes can enhance the strength
of brand associations for the brands they are representing. Consumers can have a
negative attitude towards adverts as they may be perceived as disruptive but when the
brand message is delivered by an influencer they admire, it becomes an added
advantage for the brand as the influencer’s followers already have a strong association
with him / her, otherwise they would not be following them. This enhances the strength
of the brand association for consumers, association of the product or service, with the

influencer.

Keller (1993) outlines two approaches to measuring brand equity; the indirect approach
focuses on the source of brand equity while the direct approach measures the impact
of brand knowledge based on how consumers respond to marketing campaigns. The
study will use the direct approach to measure the effects of influencer attributes on
consumers. Keller (1993) mentions the conjoint analysis approach, which is the effects
of the brand and other marketing mix elements to promote consumer action. This study
will use the conjoint approach to rate respondents’ belief of associations using brand
name, combined with the attributes of a social media influencer. The use of influencers
causes a secondary association for the brand as the consumer will have added
associations linked to the influencer. The strength of the brand association will
therefore be linked to both the consumer’s attitude towards the influencer based on the

influencer’s attributes, as well as the consumer’s perception about the brand.
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Figure 2.4: Brand equity model, (Keller, 1993)

2.6 Hypothesis Development

2.6.1 Influencer attributes, brand awareness and strength of brand

associations

Few studies have investigated the relationship between attributes of social influencers
and brand awareness, more specifically, whether the use of social influencers has a
positive effect on brand awareness and the strength of brand associations. Lagrosen
(2005) states that creating product attention is weak in online marketing compared to
traditional marketing as consumers rarely search for brand information unless
prompted and the use of social influencers does exactly that. Brands that frequently
use social influencers are business to consumer (B2C), but in 2017, a business to
business (B2B) engineering company sought the services of a social influencer to
increase brand awareness by attracting new customers (Meltzer & Zech, 2018). At the

end of the campaign, the engineering company had an increase in their You Tube
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views, 20% lead generation and conversion rate and 11 000 Twitter impressions
(Meltzer & Zech, 2018). Booth & Matic (2011) emphasise the importance of setting
clear, measurable objectives before embarking on an influencer marketing campaign
as some brands will see a change in their brand awareness but cannot contribute it to
the influencer as the goals set were not clearly related to the campaign. Booth & Matic
(2011) identify the importance of this study, which is to align the marketing goal with
the characteristics of the selected influencer. A study by Jiménez-Castillo & Sdnchez-
Fernandez (2019) looked at how digital influencers promote brand engagement, which
may lead to brand value and intention to purchase. Although their study was based on
engagement rather than awareness, it showed a positive relationship between the use
of an influencer and brand engagement. There is little evidence to understand the
relationship between the use of a social media influencers and brand awareness,

whether specific attributes of the influencer are the correct fit for the brand.

Strength of brand associations is about how much a consumer thinks about a brand
and the meaning associated with that brand (Keller, 1993). De Veirman, et al., (2017)
found that specific influencer attributes such as likeability play a role and that the more
followers a social influencer has, the more they are liked or perceived as a
knowledgeable leader. The argument is that if the social influencer has attributes that
are liked by social media users, then this will lead to stronger of brand association
between influencer and the brand they are representing. The same approach is
adopted regarding a social influencer who is not liked or is perceived negatively; that
this may also negatively affect the brand. De Veirman, et al., (2017) contend that if a
social influencer does not engage with his or her followers, then this can affect their
likeability and therefore weaken the brand association of the brands they are

associated with.
Therefore, the following hypotheses are formulated:

Hlo: Individual or multiple attributes of a social media influencer positively

affects brand awareness.

H2o: Individual or multiple attributes of a social media influencer positively

affects strength of brand associations.
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2.6.2 Consumer effects and influencer attributes

AIDA’s Hierarchy of Effects model is one of several effects model that a consumer
follows while forming brand attitudes and prior to making a purchase or accepting a
new product or service (Dudley, 1993). Influencer marketing is one form of advertising
that takes the target market through the steps of the HOE model which comprise of the
cognitive, affective and conative stages (Smith, Chen & Yang, 2008). Employing social
influencers to create brand awareness by means of attention and interest, is the first
step of AIDA’s Hierarchy of Effects model, known as the cognitive processing step
(Smith et al., 2008). There are several studies on the relationship between advertising
and HoE models and how advertising impacts customer purchase intentions. Very few,
if none, of the studies test the relationship between social influencers and hierarchy of
effects models on brand equity, as this may provide marketers with insight on how
effective the use of social influencers is in the information processing steps of AIDA’s
HoE model. While it is a requirement by the Advertising Regulatory Board that adverts
using social influencers to promote their brands should disclose that the content is in
fact advertising, a study by Evans, Phua, Lim & Jun (2017), found that consumers’
attitudes and purchase intentions become negative once they establish that the social
influencer is being paid to promote content. To intercept getting negative feedback for
campaigns using social influencers, it becomes vital for brand managers to understand
how consumers process the information in each step of the AIDA model so they know
which step is critical for yielding positive results and understanding which influencer
attributes will help catch the attention of the consumer. The cognitive phase in the AIDA
model consists of attention and interest, which are two elements that facilitate brand
awareness (Smith et al., 2008). Customer interest is stimulated once the consumer
accepts the message claims made by the social influencer (Smith et al., 2008). Mackey
(2005) states that interest is maintained when the customer realises a benefit that is

presented to them.

Desire forms part of the affective stage of the AIDA model, which focuses on feelings
that the consumer has towards the product or brand, resulting in the consumer being
inclined to wanting to acquire the product (Hadiyati, 2016). This stage has some doubts

and hesitation in the consumer’s mind; therefore, this becomes the crucial step in
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convincing the consumer that that they need the product to solve a particular problem.
For marketers, how they deliver the message becomes critical in this phase, therefore
a correct fit between attributes of the social media influencer and brand is key so that
the target market is convinced and negates any hesitations that might come up in the
consumer’s mind. Although being one of the most important steps for marketers in
occupying a top position in the mind of the consumer, there is very little understanding
of the relationship between the use of social influencers and bolstering customer

desire.

Action represents the final stage of the AIDA model and is when the consumer finalises
the steps with an actual purchase or acquisition of the product or service. Measuring
this step in social marketing is deemed as the easiest step of the AIDA model as click
through rates and online purchases can be tracked (Hoek & Gendall, 2003). The
relationship that needs to be determined, is whether brand awareness and strength of
brand associations through the influence of social influencers, increases the likelihood
of a consumer making a purchase or takes any other form of action such as making

an enquiry, referring friends and family members, or simply visiting the website.

Thus, the following hypotheses are established to test the relationship between the

consumer effects as outlined in the AIDA model, and influencer attributes:

H3o: Individual or multiple attributes of a social media influencer positively affect

consumer attention.

H4o: Individual or multiple attributes of a social media influencer positively affect

consumer interest.

H5o: Individual or multiple attributes of a social media influencer positively affect

consumer desire.

H6o: Individual or multiple attributes of a social media influencer positively affect

consumer action.
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2.6.3 Consumer effects and brand awareness and image

There is extensive research on customer effects and brand equity, but the research
looks at these two models separately (Ambler et al., 2002). There are studies that
assess how marketing campaigns drive customer equity and on the other hand, studies
that look at the association between marketing campaigns and brand equity. Brand
equity is about the perceived value that customers place on a brand, and as a result
of this added value that customers endow on a brand, customers will behave, think
and talk about the brand in a particular way (Keller, 2003). The AIDA model is one
example of how customers react to the impression that the brand makes. There are
few studies on assessing a link between brand and customer effect needs to be made.
A similar study was by Gani and Groler (2014), which looked at the relationship
between customer equity and brand equity by using a system dynamics methodology
assessed a causal relationship between two or more complex variables. Although their
study focused on post-purchase behaviour of consumers using the ATR model
(awareness/ trial/ repurchase), their research found that there are strong linkages
between customer equity and brand equity but the marketing strategy should be the

foundation of both these equities rather than having strategies that focus only on one.
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Conceptual model of linking brand equity and customer equity
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Figure 2.5: Preliminary conceptual model of brand equity and customer equity
relationship (Gani and Groé(3ler,2014).

This study looks at the relationship between the AIDA hierarchy of effects model and
two components of brand knowledge - brand awareness and strength of brand
associations. Brand and customer effects go hand in hand as the one cannot exist
without the other (Keiningham et al. 2005). Strength of brand associations and brand
awareness are examined as part of brand knowledge, which has to do with how the
customer retains brand-related memory, which are then expressed in their behaviour
(Woodward, 2000). To test the relationship between AIDA and brand awareness and

brand association strength, the following hypotheses are formulated:
H70: Consumer action has a positive impact on strength of brand associations
H8o: Consumer interest has a positive impact on strength of brand associations
H90: Consumer attention has a positive impact on strength of brand associations
H2100: Consumer desire has a positive impact on strength of brand associations

H11o: Consumer action has a positive impact on brand awareness
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H120: Consumer interest has a positive impact on brand awareness
H130: Consumer attention has a positive impact on brand awareness

H140: Consumer desire has a positive impact on brand awareness

2.7 Conceptual Model

The proposed conceptual model is based on the literature study that outlines the multi-
relationship between attributes of social media influencers, brand equity and the
hierarchy of effects consumer model. The framework depicts the study’s hypotheses
on the positive impact of individual or multiple social media influencer attributes on
strength of brand associations and brand awareness; if individual or multiple attributes
of a social media influencer positively affect the elements of the AIDA Model and lastly,
whether elements of the AIDA Model positively affect strength of brand associations

and brand awareness.

Individual or multiple attributes of a social media influencer positively affects the
: strength of brand associations and brand awareness
Social Media Influencers

Attributes (SMIA)

Entertaining BRAND KNOWLEDGE
Expertise
Familiarity
Inspirational
Likability
Similarity
Trustworthy
Entertaining

Strength of Brand Associations
Brand Awareness

AIDA

Attention

Individual or multiple attributes of a social media Interest

: - Elements of the AIDA Model positively affects
m[;i:r;ﬁﬁgeulosmvew affects ihe elements of the Desire Sirength of brand associations and brand

awareness

Action

Figure 2.6: Conceptual framework of the study

2.8 Conclusion

The literature review highlights that there are several factors that brand managers

consider before selecting influencers, with popularity and number of followers being
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the main criteria that is used. Influencer marketing is about the strategic use of an
influential person to amplify the brand message and communicate the brand’s use in
such a way that it creates a desire and a need in the consumer’s mind, which will
prompt a positive response in a form of making a purchase. The goal of the influencer
is to boost the brand’s awareness and image, while guiding the consumer through the
AIDA process, which will ultimately lead to a purchase. The scholarly articles refer to
various influencer attributes which suggests that there are no accepted set of attributes
yet that brands need to consider. Social media influencer attributes depend on how
suitable and relevant they are to a specific brand. The decision for the study to only
focus on these attributes: expertise, likeability, attractiveness, familiarity, entertaining,
inspiration, trustworthiness, and resonance, is based on them repetitively being

mentioned by different scholars.
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3 CHAPTER 3: RESEARCH METHODOLOGY

31 Introduction

This section will describe the research methodology in terms of how the data was
collected and analysed to investigate the research problem and test the hypotheses
relating to the impact of social influencer attributes on brand awareness and strength
of brand associations, with focus on AIDA’s hierarchy of effects model. The data
collection method seeks to test the assumption that brand campaigns that use social
influencers are more impactful to consumers in terms of awareness of the product,
interest and desire, which will result in the consumer taking positive action in a form of

making a purchase, an enquiry or a referral.

3.2 Research paradigm

This study seeks to better understand the effects of influencer attributes on brand
awareness and strength of brand associations, as well as the resulting effects on
consumers. To measure the consumer effects, consumers need to understand the role
of social media influencers to brands, therefore the research sample needs to be
defined from social media users as that is where the interaction with social media
influencers takes place. Since the study is exploratory, it seeks to highlight the gaps
and weaknesses found in influencer marketing, through the research questions and
proposed study framework. The study does not seek to offer conclusive solutions to
the sub-problems raised. Singh (2007) noted that exploratory research studies form
the basis of future studies as it challenges research problems on which little or no
existing study has been conducted. Singh (2007) further adds that since exploratory
research can take various directions, the best data collection method is unstructured
interviews. The current study could not allow for unstructured interviews as
convenience sampling method was used based on a chance willingness of participants
to partake in the study. The approach of the study is to answer the research questions,

understand the sub-problems while being cognisant of the research assumptions.
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There is extensive epistemological evidence that covers influencer marketing, brand
awareness, strength of brand associations and the AIDA model. While the literature
review is based on authoritative knowledge, the study is distinctive in that it seeks to
find associations amongst the various studies (Davidson, 2000). The quantitative
approach of the research study allows for the use of mathematical statistics to
generalise findings as very little knowledge exists on the topic; it reduces the complex
relationships that are tested by focusing on specific variables and can test hypotheses
(Sandelowski, 2000).

3.3 Research design

With research methodology, there are various steps that a researcher can adopt in
studying a research problem along with trying to explain the logic behind the research
problem, which will enable conclusions to be drawn and to assess if a relationship
exists between the use of social influencers and brand knowledge, as well as the
impact of social marketing on how consumers process the messages (Fox,1958).
Therefore, the research design must be specific to solving this research problem as

designs differ from problem to problem.

The qualitative research methods try to answer the whys and hows of human
behaviour, opinion, and experience. This approach collects information that would be
hard to gather through quantitative methods. Qualitative researchers are interested in
understanding how people view the world and how their experiences and opinions
shape them, and data collection methods include in-depth interviews, focus groups
and observation (Merriam, 2009). Qualitative research is after meaning and it is about
the “social meaning people attribute to their experiences, circumstances and situations
as well as the meanings people embed into texts and behaviours” (du Plooy, 2009:
143). This form of research has more depth and richness of context as the number of
respondents is generally small and entails a longer and more flexible relationship

between the researcher and respondents (Kumar, Aaker & Day, 2002).

According to Hopkins (2008), quantitative research methodology determines the
relationship between an independent variable and a dependent variable in a
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population. Quantitative research designs can be descriptive where they are analysed
once or experimental which looks at the before and after (Hopkins, 2008). A descriptive
study only looks at the relationship between variables. An experiment assesses the

connection between cause and effect.

3.4 Population and sample

3.4.1 Target population

Wimmer and Dominick (2006:88) state that an entire population cannot be examined
or take part in a research study due to time and resource constraints, so a sample is
selected once the research methodology has been formulated. The target population
is the entire population of respondents which we want to base the generalised results

on (du Plooy, 2009). The target population in this study is as follows:

e SNS users: respondents have to be active users of Instagram, Twitter or

Facebook.
e Have internet access.
e Respondents have to be South African citizens; and
e Over the age of 18.

Questions to determine these factors will form part of the survey.

3.4.2 Sampling frame

An online survey was developed using Wits’ Qualtrics. There is no readily available
database that exists of the sample, so a convenience sample was used, which means
each unit or responded accidentally forms part of the unit of analysis based on their
availability or acceptance to participate (du Plooy, 2009). This form of non-probability
sampling involves respondents who are conveniently available or happened to see the
survey link online while doing other things. The survey link was published on the

researcher’s personal social media accounts on Facebook, Twitter and LinkedIn for
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interested participants to click and complete the survey. The participants are the
researcher’s Twitter followers, LinkedIn connections and Facebook friends who are
already social media users. An introduction outlined the objective of the study,
requested for participation and asked the participants to also share the survey link with
their social media connections, increasing the likelihood of attaining between 200 and
250 participants. Convenience sampling was selected as it is cost effective and can
get a positive response from the sampling units, while the main disadvantage is that it
is not directly representative of a definable target population, therefore results cannot
be generalised to the entire population, and hence the research is exploratory
(Malhotra & Peterson, 2006). The progress of the responses was closely monitored,
and the response rate was slow with only 55 responses after four weeks on the survey
being posted. The researcher then sponsored an advert on Facebook — which is the
most cost effective platform — and the advert set-up included a heading, text (study
objective) and url or survey link. Facebook’s advertising platform allows for population
parameters such as age, gender and location to be defined. The parameters selected
were social media between the ages of 18 — 55, not gender specific and only South
African citizens could participate. Then based on these parameters, Facebook
provided an estimated sampling frame or reach, based on advert duration and budget.
The advert ran for two weeks on a budget of R220, VAT inclusive and reached 246

respondents. A total of 29 respondents were disqualified for not completing the survey.

3.4.3 Sampling method

It is unrealistic for researchers to study entire populations; therefore, sampling allows
researchers to extract information from a subset of the population (Ben-Shlomo,
Brookes & Hickman, 2013). This study used the non-probability sampling method,
which has no sampling frame and allows for respondents to have no equal chance of
completing the questionnaire if they do not have a social media profile required for the
study (Ben-Shlomo et al., 2013). The form of non-probability sampling method used is
convenience sampling, which is based on the availability and willingness of
respondents to complete the questionnaire (Du Plooy, 2009). Convenience sampling
method is considered as the least reliable form of sampling method as participants

may not necessarily be representative of all the characteristics such as gender, level
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of education, but it is the best method for the study as it allows for data collection that
would not be possible with probability sampling method as that would have required a

sampling frame (Du Plooy, 2009).

3.4.4 Sampling size

The sample size can either be determined through the use of statistical techniques or
ad hoc methods such as comparable studies (Kumar, Aaker & Day, 2002). This study
based its sample size on comparable studies, whereby similar studies have used a
sample size of between 200 and 300 respondents (Sudha & Sheena (2017; Lim et al,
2017; Buil & Martinez, 2013). This study targeted a sample size of 250 respondents.
A larger sample size that is greater than 200 will be sought in order to be able to
eliminate potential respondents who do not qualify or who do not complete the

guestionnaire.

3.5 Theresearch instruments

The next step was to establish the most effective way of extracting information from
respondents. There are several methods in which this can be done, and these include
observations, surveys, and self-administered questionnaires amongst others. For the
purpose of this research study, the data collection method that was used is an online
survey as these allow for a high response rate and costs are low to medium. (Savin-
Baden & Howell, 2013). Since this study focuses on social media influencers, it was a
requirement that respondents be active users of social media and therefore have
internet access. For this reason, the link to the self-administered survey was published
on three of the social media accounts (LinkedIn, Twitter and Facebook) and a paper-
and-pen option will not be used as an alternative. A similar study by Sudha & Sheena
(2017), which looked at the impact of influencers on the consumer decision making
process in the fashion industry, utilised a structured online and offline questionnaire

that targeted 200 respondents using primary and secondary data.

Self-administered surveys must be worded carefully to ensure that the correct data is

extracted since the researcher is not present to ask follow-up questions. Surveys allow
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for data to be collected from a large number of individuals, in order for the study to
learn about the larger target population (Dillon, Madden, Firtle, 1987). The starting
point of this kind of questionnaire is the introduction, which needs to clearly outline the
purpose and objectives of the study, introduce the researcher, and have the closing
date of the survey (DuPlooy, 2009).

3.5.1 Research instrument items

Since an online survey means that the researcher has no contact with the respondents,
the questionnaire had to be designed in a clear and concise manner. The questionnaire
was designed in a simple manner, providing clear instructions of how it should be
completed as respondents were completing it independently. The questionnaire was
divided into five sections, with each section dedicated to the type of information
required. The introduction page included the purpose of the research study, which is
for academic reasons; details and contact details of the researcher, what the research
was about, approximate duration to complete the survey and a voluntary agreement
clause. The introduction also included a definition of what social media influencer is as

the term was salient to the study.

Section A asked qualifying questions so the researcher can qualify the results in terms
of the research criteria set. This included age, of the respondent, description of social

media behaviour, nationality and to name their favourite social media influencers.

Section B focused on the first hypothesis to assess the effect of social media
influencers’ attributes on brand awareness. This section also assessed which
attributes were important to respondents, which is important information for brand
managers when appointing influencers to represent their brands. Questions in Section
C tested the hypothesis on the impact of social media influencers’ attributes on strength
of brand associations and brand awareness. The section used a case study with a
well-known lifestyle influencer who is promoting Lays Potato Chips. Using the same
Lays Potato Chips case study, Section D tested hypothesis on how influencer-
determined strength of brand associations and awareness can have an effect on

purchase intention which is classified using the AIDA model (attention, interest, desire
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and action). To acquire a general overview of the respondents’ perception of social
media influencers, Section E asked respondents to provide their level of
consciousness if and when they choose to follow an influencer. Lastly, Section F
focused on extracting demographic data from respondents such as their education
background, gender, age and racial group. Section F questions were not included at
the beginning of the questionnaire as part of section A as some respondents will not
continue with the survey if they perceive that the researcher is asking for personal

information.

The survey used closed-response questions in a form of a Likert scale which measures
intensity of attitudes and feelings (Kumar, Aaker & Day, 2002). This study will use the
five-point Likert scale which has the following options: strongly agree, agree,
undecided, disagree and strongly disagree. One of the main advantages of the 5-point
Likert scale compared to the 7-point scale is that it is easy for respondents to
understand and complete as it does not give them too many options to choose from,
which can distort the truthfulness of the responses. To test the truthfulness of the
responses, statements that are unrelated to the objective of the research were included

in the various sections. The statements are:

e | sometimes like to gossip
e | always try to practice what | preach.
¢ | have never been annoyed when people expressed ideas quite different from

my own.

3.6 Data Collection

The data collection method that was used was electronic questionnaires, with the link
to that survey being posted on personal social media platforms, namely: Facebook,
Twitter and LinkedIn. Accompanying the link, was an introduction of what the survey
was about, request for participation including a participation clause and information of

how long the questionnaire would take to be completed.

After four weeks of publishing the survey online, there were only 55 completed

responses. The second stage of the data collection process was to advertise the
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survey on Facebook. The reason Facebook was chosen over the other platforms was
that it was the most cost-effective advertising platform, while guaranteeing a wider
reach within South African social media users. A total of R220.00 was spent in two
weeks, which yielded 191 respondents, combined with the 55 organic responses. A
total of 29 respondents were disqualified. Pen and paper questionnaires were not
going to be viable as the criteria included respondents being social media user and
this form of survey was not going to be able to prove the truthfulness of the answers
that indeed respondents are active social media users as posting the survey link on
social media showed that respondents accessed the survey through their social media

accounts.

3.7 Data Analysis

Qualitative data analysis usually involves analysing verbal or written content derives
from subjects to confirm existing theories or to form new ones (du Plooy, 2009). For
this reason, qualitative designs are flexible as they may start with one objective in mind,
then can transform to another based on data collected. In contrast, quantitative data
analysis starts with hypotheses and uses data collection methods such as
questionnaires to numerically prove or disprove the hypotheses such as proving

relationships or frequencies of variables (Kumar, Aaker & Day, 2002).

The data analysis was conducted using statistical methods of data analysis. These
included the Cronbach alpha test, frequency tables, crosstab analysis, factor analysis
and regression analysis. As in all social science studies, the data was analysed with a
significance level of p<0.05 (5%) (Du Plooy, 2009).

The data was sourced from responses provided on Excel; the responses were
encoded into numeric values. As single source of data and no file integration was
required. Data cleansing actions were performed. No modification was applied, and
only records removed that does not qualify with research criteria. Initial EDA was done
using RStudio version 1.2.5019 statistical software. Factor analysis and Regression

analysis was done using IBM SPSS Statistics version 25.
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The Cronbach Alpha test (2016) was used for ensuring reliability and internal
consistency in measurement tools. To guarantee reliability in this research, Cronbach’s
alpha coefficient test was used to investigate the internal consistency of the results. A
Cronbach alpha coefficient of 0.7 or higher was accepted for the purposes of this
research.

Factor Analysis, according to Khan (2018), is a useful tool for investigating variable
relationships for complex concepts such as socioeconomic status, dietary patterns, or
psychological scales. The key concept of factor analysis is that multiple observed
variables have similar patterns of responses because they are all associated with a
latent (i.e. not directly measured) variable. The eigenvalue is a measure of how much
of the variance of the observed variables a factor explains (Khan, 2018). Any factor
with an eigenvalue =1 explains more variance than a single observed variable (Khan,
2018).

To establish relationships, an ordinal regression analysis is suitable (Lunt, 2001; Long
& Freese, 2006). Ordered logit models are used to estimate the relationships between
the dependent variable and a set of independent variables (Lunt, 2001). Principal
component analysis (PCA) is a statistical technique used for data reduction (STATA,
2014). It is a data reduction method which picks out factors that are critical in each

dimension in affecting another dimension.

3.8  Study limitations

In most research studies, a researcher will come across factors that are beyond her
control and these are called limitations and they have an impact in the findings
(Malhotra & Peterson, 2006). These limitations must be reported once identified. For
this study, the limitations that are envisioned have to do with the sample of
respondents. Since these social media platforms are free, anyone can have access to
the questionnaire, which will impact on the sample not meeting the parameters set or
being untruthful in their responses since the survey is anonymous, meaning the
findings cannot be generalised to the target population. Results of this type of non-
probability sampling method may not be generalised as the survey leaves out a large
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number of the population; which are those who may have social media accounts but

are passive users or those who do not have social media accounts.

Another study limitation which may impact the results of the study is that it is a cross-
sectional study, which means that it was conducted over a short space of time. Many
types of quantitative surveys become increasingly accurate with time as respondents
become aware of the variables mentioned in the survey, therefore a longitudinal study

would be recommended to negate this limitation (Malhotra & Peterson, 2006).

3.9 Validity and Reliability

Patton (2002) states that validity and reliability are two factors which any researcher
should be concerned about while designing a study, analysing results and judging the
quality of the study. Reliability is ensured through the trustworthiness of the information
extracted from the respondents and whether there was any researcher bias that could
influence the findings of the study. Validity is to reflect reality as closely as possible in
the study, so there are less of chances of generalisation of the findings (Du Plooy,
2009). Validity and reliability testing acts as a form of quality check for research studies
and this can include a pilot pre-testing questionnaire or a pilot study to ensure that
there is no researcher bias that will affect the data collection process, thereby

influencing the results.

3.9.1 Pilottesting

A pilot study was undertaken to ascertain the reliability of the research design or any
potential issues with the questionnaire (Malhotra & Peterson, 2006). The purpose of
the pilot study was to establish the feasibility of the intended approach that will be used
in the main, large scale study. Due to the size of the sample, a pilot study does not test
hypotheses, but rather tests reliability and validity (Malhotra & Peterson, 2006). The
link to the pilot study was posted as a WhatsApp status, requesting contacts to please

partake in the study and offer their general overview of the study.

Respondents found the questionnaire easy to comprehend and questions to be clear.

Some respondents commented that the survey was too long and some of the questions
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were repeated. This resulted in the questionnaire being reduced from 72 questions to
5 main sections, with a total of 18 questions by removing the repeated questions, using
one influencer case study, rather than two case studies and removing negatively-
phrased statements, which could cause confusion. Therefore, the main study is
feasible, with changes to the protocol.

3.9.2 Results of the pilot study

The Cronbach Alpha test was used for ensuring reliability and internal consistency in
measurement tools. The questionnaires used as measuring instruments contained
simple, unambiguous questions with a structured response format. This aims to make
the instrument very reliable. To guarantee reliability in this research, Cronbach’s alpha
coefficient test was used to investigate the internal consistency of the results. A
Cronbach alpha coefficient of 0.7 or higher is deemed acceptable for research
purposes of this kind (du Plooy, 2009).

The alpha coefficient for the 26 items is .915, suggesting that the 26 items have

relatively high internal consistency.

3.10 Ethical Considerations

The ethical considerations are about the researcher’s integrity and maintaining the
respondents’ privacy. The researcher has to ensure that the research design (methods
and techniques) is suited to the objectives and nature of the research problem or and
hypotheses to be tested (Gray, 2004). Obtaining informed consent is required protocol
as the researcher has the responsibility to explain to respondents as fully as possible

what the research is about and why they are participating in the survey (Bell, 2010).

Before respondents can start the survey, there is an introduction that provides an
overview of the study by introducing the researcher, what the study is about as well as
contact details should the respondent want to reach out to the researcher. The cover
page also informs participants about their informed consent, which is their right to
participate or not participate in the study and that their participation is voluntary; that

they were not paid or coerced into participating (du Plooy, 2009).
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3.10.1 Anonymity and confidentiality:

The Wits Business School Faculty Academic Ethics Committee reviewed the research
proposal and questionnaire and granted an ethical clearance certificate before the

research was conducted, particularly to ensure that no harm would befall respondents.

3.11 Conclusion

This chapter summarises the research findings and answers the research questions.
By identifying the gaps and limitations in the study, recommendations for future

research studies will be conducted.

This is an exploratory study on the impact of social influencers on brand awareness
and strength of brand associations and how consumers process the brand messaging
delivered by these influencers. The findings of the study will not only reveal whether
the use of social influencers is effective in brand campaigns promoted on Twitter,
Instagram and Facebook, but the results will also provide insights to marketers on how
consumers feel about the use of social media influencers. This will assist marketers in
their marketing strategies, to not only focus on the selection process of who the social
influencer is, but also take into consideration, how their target market will process the
messaging once delivered by the selected influencer.
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4 CHAPTER 4: RESEARCH RESULTS

4.1 Introduction

The previous chapter focused on the process of collecting data and the reasons for the
choice of the data collection method chosen, with the objective of answering the
research questions and test the hypotheses presented.

This chapter provides analysis of data from 217 respondents, using STATA software
version 14. The presentation of the results begins with the demographic characteristics
of the respondents, followed by a detailed analysis of the results of each of the 3three
sub-problems and their hypotheses.

4.2 Descriptive Data Analysis

4.2.1 DEMOGRAPHIC PROFILE OF RESPONDENTS
a. Demographic Analysis
Question 13: Please state your gender?

Q13: Gender Analysis

Male, 36, 17%

H Female H Male

Female, 181, 83%

Figure 4.1: Gender Analysis

A total of 217 people responded to the survey. 17% were male and 83% were female.
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Question 14: What is your age group?

Q14: Age group analysis

10, 5% 4, 2%

m18-24
m25-34 93,43%
m35-44

45-54

M Younger than 18

Figure 4.2: Age group analysis

A total of 217 people responded to the survey. 93 (43%) fell in the age group of
between 18 and 24 followed by 74 respondents (34%) in the age group 25-34.

Question 15: Which province do you reside in?

Q15: Provincial Analysis

B Gauteng

M Free State

B Western Cape 1, 1%
Mpumalanga

B Limpopo

B KwaZulu-Natal 189, 87%

B North West

B Eastern Cape.

Figure 4.3: Provincial Analysis
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As shown in Figure 4.3, the majority of the participants are from Gauteng Province.
The rest of the participants are almost evenly spread out across the remaining

provinces. 189 (87%) of the participants are from Gauteng.

Question 16: Please indicate your ethnic group?

Qle: E}’};Qm group 1a%naIyS|s
6, 3% _\ !

17, 8%

M African

m White

m Coloured
Other

W Asian
188, 86%

Figure 4.4: Ethnic group analysis

Figure 4.4 shows that 189 (86%) of participants were African followed by 17(8%) white

participants and 6 (3%) coloured participants.

Question 17: What is your highest level of education? - Selected Choice

Q17: Education level analysis
1, 0%

12, 5%

19, 9%
B Undergraduate degree
67,31%
B Grade 12

M Honours 33, 15%
Diploma

B Masters

B Other [please specify]

B PHD

36,17%
49, 23%

Figure 4.5: Education level analysis
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Sixty-seven (31%) of participants have an undergraduate degree while 49 (23%).
b. Social Media usages

Question 1: Please tick which social media platform you use very often

Q1: Social Media Usage Analysis

40
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? IIII
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ox 5 fz3iceffosftagsac3as33 383 0gg gy
2‘8gg\i"\'—\m'cg.t;hg\t;iw-'—.g‘—i'—.g"—\'—\'—\'c'—‘—‘.'s'—\t;EE_E_E‘
u,_Q~—_zoxxangxxEo%xmxxmxxxwxxwxE'Exxx
2 @9 3 0 5800 @9 2000890 0o 0 f0o9o0ogoo9o 3o 9o o0
@ OF 0 53 0 0+ & O g O 9 goa 88 O w9 0w o 0L 090 s O gg 9 9 9
< © _QCU_Q_QV’ﬁQHQ_Q-Hwa_QmD.Q(U.Q.Q.Q—IQDq)_QHH.QQQ
= 0o v o EEE v R 0 0oL oYL 0oy OO0 O Wy OE EQ0 Q0w
SeER FREREEESEEERERRE BRTREZERE
w v d L Ll S Lo T o T W ow o [ Y M N
H Total

Figure 4.6: Social Media Usage Analysis

Although the respondents use multiple social media applications as shown in Figure
4.6, the dominant social media apps are WhatsApp, Facebook, Twitter and Instagram.

LinkedIn was ranked low as the social media platform respondents use.

Question 2: On average, how much time do you spend on social mediain aday?

Q2: Time spend Social Media Analysis
12,6%_ 1,0%

N

B More than 5 hours
H1-3hours

m3-5hours

Figure 4.7: Time spent on Social Media
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Ninety-two (42%) of participants spends more than 5 hours on social media per day.
The next position is shared in terms of 56 (26%) respondents between 1-3 hours and

3-5 hours. The remainder spends less than an hour on social media per day.

Question 3: Which best describes your social media personality type

Q3: Social media personality type

No show, 1, 1%

B Mingler
M Lurker Lurker, 105, 48% 111, 51%

No show

Figure 4.8: Social media personality type

Hundred and eleven (51%) of the participants are mingles meaning that they
participate actively on multiple social media platforms and they follow brands in order
to keep up with the latest news and trends. An almost equal number of lurkers exists,
105 (48%), who does access social media to know what is happening in your network

but never post anything about themselves.

Question 4: Have you been living in South Africa for 5 years or more?
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Q4: Years living in SA

4, 2%

HYes

® No

213,98%

Figure 4.9: Years living in SA
213 (98%) of the participants have lived in South Africa for more than five years.

Question 5: Please mention at least two of your favourite South African social

media influencers that you follow?

\Ndamase

1B ERIVA

Bonang

Mihlali

Figure 4.10: Social Media influencers

Bonang, Mihlali, Ndamase seems to most amongst the most common influencers
based on the survey Reponses. This question was included to assess whether the
respondents were familiar with who South African social media influencers are.

4.2.2 SUB-PROBLEM 1 RESULTS: INFLUENCER ATTRIBUTES

The first sub-problem investigated which influencer attributes impacted brand awareness

and strength of brand associations. This section has a specific focus on the various
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personality traits of the influencers the respondents rated based on specific constructs:
attractive, entertaining, expertise, familiarity, inspirational, likability, similarity and
trustworthy and which traits were effective in brand awareness and strength of brand

associations.

For hypothesis 1, the paper endeavoured to understand the relationship individual or

multiple attributes of a social media influencer and brand awareness.

Hypothesis 2 sought to establish whether there was a relationship between individual
or multiple attributes of a social media influencer and the strength of brand

associations. The results are as follows:

a. Influence Attributes - Attractive

Table 4.1: Influence Attributes - Attractive

Construct | Question Statement S Agree | Undecided | Disagree S_trongly
Agree Disagree
Attractive Q6.4 Social media influencers are physically 19% 28% 179% 129 3%
= attractive. ° ° ° 0 0
Attractive
An attractive social media influencer makes o o ® o o
Brand Q6_17 me aware of the brand they are endorsing. S D it e 1%
awareness
Attractive
I will easily recall a social media influencer ® o ® o o
Strength of | Q6_6 that is good looking. S e 15% 6% 2%
brand
association

Table 4.1 indicates that over 70% of respondents believe that attractiveness is an important
attribute for influencers and that their influencers are attractive in terms of dressing well and
good looks. Based on these results, attractiveness is an important attribute that drives brand
awareness (85%). Per question6_6, 77% believe that an attractive social media influencer
will help with memory retrieval, while less than 12% believe that attractiveness is not an

important attribute of their influencers.
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Table 4.2: Attractive - Summary

QUESTIO | OB MEA MODE
CLASSIFICATION MEASURE | N S N MODE SD Description
Influencer Attributes Attractive Q6 4 217 4 4 1.02 | Agree
Attractive —
Strength of
brand
Influencer Attributes association | Q6 6 217 4 0.96 | Agree
Attractive —
brand
Influencer Attributes awareness | Q6 17 217 4 0.84 | Agree

The results of the table indicate that the respondents agree that attractiveness is a key and

important attribute of social media influencers and is effective in enhancing brand awareness

and strengthening brand-related associations.

b. Influence Attributes - Expertise

Table 4.3: Influence Attributes - Expertise

" Strongly . . Strongly
Construct | Question Statement Agree Agree | Undecided | Disagree Disagree
Expertise
Social media influencers who are field experts
Strength of | Q6_1 are good at helping me remember what they 10% 32% 25% 24% 8%
brand said.
association
Social media influencers serve as credible
Expertise Q6_2 sources of information about the products or 14% 51% 14% 17% 5%
companies they endorse.
Expertise Q6. 11 The lifestyle of social media influencers fits my 3% 14% 19% 47% 17%
lifestyle very well.
Expertise
When | want to know about latest brand-related
Q6_12 trends, | can rely on the expertise of social media 18% 40% 12% 21% 11%
Brand influencers | follow.
awareness
Expertise Q6_13 Social media influencers are knowledgeable. 5% 37% 32% 19% 6%

As per Table 4.3, 51% of respondents felt that influencers are a credible source of

information about products while feelings seem fairly distributed in terms of the expertise of

influencers in helping with brand awareness and related trends. 64% of respondents
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disagree that there is a direct relationship between the lifestyle of influencers and their own

lifestyles. Feelings seem mixed in terms of influencers being knowledgeable, while 42%

agrees that influencers who are knowledgeable in their respective fields help with

strengthening brand associations, 32% remains undecided in terms of the expertise of

influencers around products they endorse.

Table 4.4: Expertise - Summary

MODE

CLASSIFICATION MEASURE QUESTION | OBS MEAN | MODE SD Description

Expertise

Strength  of

brand
Influencer Attributes associations | Q6 1 217 3 4 1.14 | Agree
Influencer Attributes Expertise Q6 2 217 4 4 1.06 | Agree
Influencer Attributes Expertise Q6 11 217 2 2 1.02 Disagree

Expertise —

brand
Influencer Attributes awareness Q6 12 217 4 4 1.27 | Agree
Influencer Attributes Expertise Q6 13 217 3 4 1.00 | Agree

The results indicate that the lifestyle of the respondents does not fit that of the lifestyle social

media influencer. The expertise of social media influencers is highly regarded with respect

to be a source of information and helping strengthen brand association, and their expertise

about products and the latest trends enhances their awareness of brands.

C. Influence Attributes - Familiarity

Table 4.5: Influence Attributes - Familiarity

Construct | Question Statement el Agree | Undecided | Disagree SFroneg
Agree Disagree
Familiarity . . . .
I am very familiar with social media
Q6_8 influencers who help brands with 12% 38% 23% 19% 7%
Brand awareness
awareness
Familiarity Q6.9 | ha\_/e seen many adverts that use social 280 48% 9% 13% 1%
media influencers
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As per Table 4.5, 78% of respondents have seen adverts with influencers, yet only 50% of

the respondents are familiar with social media influencers who work with brands to increase

awareness. 23% of respondents are undecided in terms of influencer familiarity.

Table 4.6: Familiarity - Summary

CLASSIFICATION MEASURE QUESTION | OBS MEAN | MODE SD I\D/It(a)';.‘[():lr:_iption
Influencer Attributes

Brand awareness Familiarity Q6 8 217 4 4 1.13 | Agree
Influencer Attributes Familiarity Q6 9 217 4 4 1.01 | Agree

General agreement exists with respect to the familiarity of the influencers, respondents are

familiar with them and have seen influencers promoting brands (brand awareness).

d.

Table 4.7: Influence Attributes - Inspirational

Influence Attributes - Inspirational

- Strongly . . Strongly
Construct | Question Statement Agree Agree | Undecided | Disagree Disagree
Inspirational

Social media influencers are trendsetters . ® o ® o

Brand Q6.3 for brand they are promoting. A5k SR 2 i 20
awareness
Inspirational | Q6_20 ﬁ‘s’;'i";‘;gf‘d'a influencers are a source of 14% 55% 18% 9% 4%
Inspirational | Q6_21 quzgrﬁ]ﬂtger?fer“ke my favourite social 13% 27% 15% 34% 11%
Inspirational
Strength of | Q6_22 Social media influencers promote 12% 5206 24% 11% 2%

Brand
association

products and ideas that are useful to me.

As per Table 4.7, 79 % of respondents believe that influencers are trendsetters for the

brand they are representing, meaning that influencers help enhance brand awareness,

12% are undecided. 69% of respondents believe that influencers are a source of

inspiration, while 18% are undecided on the inspiration issue. 45% of respondents do not

aspire to be like their influencers while a smaller percentage of 40% do aspire to be like
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their influencers.64% of respondents believe that influencers promote products that are

useful and relevant to them while 13% agrees with the statement.

Table 4.8: Inspirational - Summary

MODE

CLASSIFICATION MEASURE QUESTION OBS | MEAN | MODE SD Description

Inspirational —

Brand
Influencer Attributes Awareness Q6 3 217 4 4 0.93 | Agree
Influencer Attributes Inspirational Q6 20 217 4 4 0.97 | Agree
Influencer Attributes Inspirational Q6 21 217 3 2 1.26 Disagree

Inspirational —

Strength of

brand
Influencer Attributes association Q6 22 217 4 4 0.91 | Agree

General disagreement exists in terms of the inspiration to be like social media influencers.

Social media influencers are seen as trendsetters for brands, a source of inspiration and it

is believed that they promote products that are relevant to consumers.

e.

Table 4.9: Influence Attributes - Likability

Influence Attributes - Likability

Construct | Question Statement el Agree | Undecided | Disagree S.trongly
Agree Disagree
Likability Q6.5 Social medla influencers have a likeable 18% 5206 18% 8% 4%
personality.
Likability
Q6 14 | tal§e note of bran'ds advertised by social 35% 56% 50 204 204
Brand media influencers | like.
awareness
Likability Q615 I have high regard for the social media 17% 1% 27% 11% 4%
influencers | follow.

Table 4.9 reflects that 70% of respondents agree that influencers have a likable personality,

while 12 % disagrees with the statement. 91% of the respondents believe that they easily

notice the brands promoted by influencers they like while only 58% of respondents have a
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high regard for the influencers they follow. 42% are undecided or disagree in terms of

having a high regard for the influencers they follow.

Table 4.10: Likability - Summary
MODE
CLASSIFICATION MEASURE | QUESTION OBS MEAN | MODE SD Description
Influencer Attributes Likability Q6 5 217 4 4 0.99 | Agree
Likability —
Brand
Influencer Attributes awareness | Q6 14 217 4 4 0.77 | Agree
Influencer Attributes Likability Q6 15 217 4 4 1.01 | Agree

General agreement exists with social media influencers have great personalities and high

levels of admiration by their followers. A majority of respondents (91%) will notice the brand

if it is promoted by an influencer they like.

f.

Influence Attributes - Similarity

Table 4.11: Influence Attributes - Similarity

. Strongly . . Strongly
Construct Question Statement Agree Agree Undecided Disagree Disagree
My interests are very similar to
Similarity Q6_7 the interests of my favourite 14% 38% 20% 20% 7%
social media influencers.
Similarity
I can relate very well to the
Strength of | Q6_10 lifestyle of my favourite social 8% 23% 24% 31% 14%
Brand media influencers.
Assaociation

As per table 4.11, 52 of respondents believe they have similar interest as their influencers

while 20% remains undecided and 27% disagree that they have similar interests.

Correlation is terms of lifestyle seems exceptionally low at 31% of respondents agreeing

to this statement. 45% of the respondents disagree that they can relate to the lifestyle of

their influencers while 245 remains undecided.
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Table 4.12: Similarity - Summary

MODE
CLASSIFICATION MEASURE QUESTION | OBS MEAN | MODE SD Description
Influencer Attributes Similarity Q6 7 217 4 1.16 | Agree
Similarity —
Strength  of
Brand
Influencer Attributes association Q6_10 217 2 1.18 Disagree

The interests of social media influencers are very similar to that of the respondents while

there are fundamental differences between, he lifestyle of social media influencers and the

respondents.

g.

Influence Attributes - Trustworthy

Table 4.13: Influence Attributes - Trustworthy

have integrity.

Construct Question Statement SKoneg Agree | Undecided Disagree S_trongly
gree Disagree
| find social media influencers to o o ® 9 ®
Trustworthy Q6_16 be trustworthy. 4% 18% 41% 27% 11%
Trustworthy
A trusted social media influencer
Strength of | Q6_18 can make me take time to 8% 37% 31% 18% 5%
brand process what they are saying.
association
Trustworthy Q619 | find social media influencers to 6% 34% 39% 16% 5%

As per table 4.137, 41% of the respondents are undecided in terms of trustworthiness while

38% of the respondents believe that influencers are not trustworthy. Only 45% believe that

influencers who are trustworthy can help them effectively think about the information they

are relaying. 39% of the respondents are undecided in terms of the integrity of influencers

while 40% trusts the integrity of the influencers.
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Table 4.14: Trustworthy - Summary

MODE

CLASSIFICATION MEASURE QUESTION | OBS MEAN | MODE SD Description
Influencer Attributes Trustworthy Q6 16 217 3 3 0.98 | Undecided

Trustworthy —

Strength of

brand
Influencer Attributes association Q6 18 217 3 4 1.01 | Agree
Influencer Attributes Trustworthy Q6 19 217 3 3 0.95 | Undecided

Indecisiveness exists within the trustworthiness attribute, this questions the trustworthiness

of the social media influencers, although most agree that if a social media influencer is

believable, it helps in processing brand-related information they are conveying to

consumers.

h.

Influence Attributes - Entertaining

Table 4.15: Influence Attributes - Entertaining

Construct Question Statement el Agree Undecided Disagree S.trongly
Agree Disagree
Entertainin
g Social media influencers who
are entertaining help me easily 2 o 5 9 ®
Strength of | Q6.23 remember products they are e 2 210 2 s
brand endorsing.
associations
Entertaining Social media influencers who
are entertaining are effective o o o o ®
Brand Q6_24 in creating awareness for S o et O 2
awareness brands.
| enjoy the conversational
interaction that social media ® B ® 9 0
Q6_25 influencers often have with 0 e O 5 Lo
Entertaining followers
Entertainin
9 | follow the pages of
influencers to see what other o ® . 2 ®
Strength of | Q6_26 people are saying about the = “O it L o
ggasr(])(éiation brands being endorsed.

As per table 4.15, 85% of the respondents agree that social media influencers who are

entertaining help enhance brand awareness. Only 37% of participants agree that influencers

who are entertaining, help them easily store brand-related information in their memory while
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27% are undecided and 36% disagree with the statement. 65% of participants follow the

pages of influencers to see the comments from other followers regarding the promoted

brand. Balanced views exist in terms the conversational interaction between influencers and

their followers.

Table 4.16: Entertaining - Summary

MODE
CLASSIFICATION MEASURE QUESTION | OBS MEAN | MODE SD Description
Entertaining —
Strength of
Brand
Influencer Attributes associations Q6 23 217 3 2 1.08 Disagree
Entertaining —
Brand
Influencer Attributes awareness Q6 24 217 4 4 0.83 | Agree
Influencer Attributes Entertaining Q6 25 217 3 4 1.26 Disagree
Entertaining —
Strength of
Brand
Influencer Attributes associations Q6 26 217 4 4 1.08 | Agree

Disagreement exists in terms of entertaining influencers making participants store and easily

remember information about the brands they are endorsing. Further disagreement in term

of the conversational interactions between influencers and their followers. Agreement exists

in terms of finding influencers entertaining and helping with brand-related information.

Observations from Social Media Influencers

Table 4.17: Summary of Influencer Attributes that impact brand awareness and strength of brand

associations

ATTRIBUTE

Attractiveness

SURVEY RESULTS
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The attractiveness of social media influencers is absolutely key to their
followers and makes followers become aware of brands they promote. It is
rated high in the survey conducted. 77% of respondents believe that an

attractive influencer helps strengthen their brand-related associations.




Familiarity The rating in terms of familiarity is found to be lower than the attractiveness

of social media influencers.

Inspirational Social media influencers are seen as trendsetters, inspirational and

promote products that are relevant to their followers.

Entertaining This is the highest rated attribute in terms of finding influencers entertaining
for followers following their pages on social media. This attribute increases
brand strength association as followers will recall the brand if the influencer

is entertaining.

Expertise The expertise of social media influencers is highly regarded with respect to
be a source of information, their expertise about products and the latest

trends

Likability High rating exists for social media influencers in terms of having great

personalities and are admired by their followers.

Similarity Interests of social media influencers coupled with the lifestyle comparison
received lower ratings. This attribute positively impacts brand awareness,

but does increase brand association strength.

Trustworthy Social media influencers are seen as being believable, but their
trustworthiness is questioned. 45% of respondents believe that even if an
influencer is trustworthy, this will not help strengthen their brand

association.

4.2.3 SUB-PROBLEM 2 RESULTS: Consumer effects and influencer

attributes

The second sub-problem investigated the effects of social media influencer attributes on
consumer effects, using the AIDA model framework. The section is split into 4 components,

an analysis of action, interest, attention and desire based on influencer attributes.

67



In hypothesis 3, the study intended to establish the relationship between individual or
multiple attributes of a social media influencer and consumer attention.

Hypothesis 4 assessed the relationship between individual or multiple attributes of a
social media influencer and consumer interest.

Hypothesis 5 assessed the relationship between individual or multiple attributes of a
social media influencer and consumer desire.

For hypothesis 6 evaluated the relationship between individual or multiple attributes of
a social media influencer and consumer action.

a.

Consumer Effects - Action

Table 4.18: Consumer Effects - Action

Measurement | Question Statement Seme/y Agree Undecided | Disagree St_rongly
Agree Disagree
. | am likely to purchase Lays Potato o e o o 5
Action Q10_2 Chips because of the influencer post. &0 e o N Zei
Action Q10 3 | sometimes like to gossip 11% 46% 13% 18% 9%
Action I will choose a brand recommended b
wi y
Similarity Q10_4 an influencer that is similar to me. 0 B AU S 12
Imilari

As per table 4.25, 64% of respondents will not buy Lays chips as a result of influencer post.

Only 36% of respondents will buy the product recommended by an influencer they resonate

with while 20% remains undecided and 31% will buy based on influencer recommendation.

57% of respondents admit that they do like to gossip from time to time. This question was

included to test the authenticity of the respondents’ answers to the rest of the questionnaire.

Table 4.19: Consumer Action - Summary

CLASSIFICATION MEASURE QUESTION OBS MEAN | MODE SD 'I\DASSI(D:I:_iption
Consumer Effects Action Q10 2 217 2 2 1.23 Disagree
Consumer Effects Action Q10 3 217 4 4 1.17 | Agree
Consumer Effects Action Q10 4 217 3 2 1.16 Disagree
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‘ Similarity ‘ ‘ ‘ ‘ ‘ ‘

The general consent is that the respondents will not purchase or choose the Lays brand

based on social media influencer recommendations even if they resonate with the influencer.

b. Consumer Effects - Attention

Table 4.20: Consumer Effects - Attention

. Strongly . . Strongly
Measurement | Question Statement Agree Agree | Undecided | Disagree Disagree
Attention | easily notice brands that dorsed
010 1 easily notice brands that are endorse 12% 24% 13% 3506 14%
. = by an attractive influencer.
Attractive
| have never been annoyed when people
Attention Q109 expressed ideas very different from my 17% 36% 14% 20% 8%
own.
Attention My immediate attention is towards
Q10_10 brands that entertaining social media 5% 18% 24% 35% 13%
Entertaining influencers are associated with.

As per table 4.27, 49% of respondents do not notice brands that are promoted by attractive
influencers, while 36% do notice brands that are promoted by attractive influencers. 48% of
respondents disagree that their attention is drawn towards brands associated with

influencers that are deemed as entertaining.

Table 4.21: Consumer Attention - Summary

CLASSIFICATION MEASURE QUESTION OBS MEAN | MODE SD I\D/IeC)SI:c):II’Eiption
Attention

Consumer Effects Attractive Q10 1 217 25 2 1.28 | Disagree

Consumer Effects Attention Q10 9 217 4 4 1.23 | Agree
Attention

Consumer Effects Entertaining Q10 _10 217 2 2 1.10 Disagree

The majority of respondents do not notice brands endorsed by social media influencers that
are attractive. Respondents disagreed that their attention is drawn to products endorsed by

social media influencers considered as entertaining.
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C.

Consumer Effects - Desire

Table 4.22: Consumer Effects - Desire

Measurement | Question Statement Strongly Agree | Agree | Undecided | Disagree glt;gg?ge
Desire
Q08 | Jlong to own brands endorsed by 5% 10% 12% 48% 21%
o influencers | find inspirational.
Inspirational
Desire Q10 7 | always try to practice what | preach. 23% 65% 9% 0% 0%

As per table 4.29, 88% of the respondents claim that they practise what they preach (fact-

testing question), while 69% do not long for brands recommended by their influencers. Only

15% of respondents long for brands which are promoted by influencers they find

inspirational.

Table 4.23: Consumer Desire - Summary

MODE
CLASSIFICATION MEASURE QUESTION | OBS MEAN | MODE SD Description
Consumer Effects Desire Q10 7 217 4 4 0.61 | Agree
Consumer Effects Desire Q10 8 217 2 2 1.07 | Disagree

Respondents generally do not practice what they preach while many do not long for products

that are recommended by inspiring social media influencers.

d.

Consumer Effects - Interest

Table 4.24: Consumer Effects - Interest

Measurement | Question Statement Sl Agree | Undecided | Disagree S.trongly
Agree Disagree
Interest Itis very likely that | will be interested in
Lays brand if they are endorsed by a
Q10_5 ; L 8% 27% 15% 32% 16%
o social media influencer who has a
Similarity lifestyle similar to mine.
Interest I am willing to try new products of any
Q10_6 brand promoted by an influencer that is 11% 37% 16% 25% 8%
Likeable likeable.
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As per table 4.31, it is likely that only 35% of respondents will be interested in in the Lays

brand because it is endorsed by an influencer similar to them. 48% of respondents will not

be interested in the Lays Brand even if is endorsed by influencers similar to them. 48% of

respondents are willing to try new products endorsed by likeable influencers. 33% of

respondents are not willing to try out products even if the influencer is likeable.

Table 4.25: Consumer Interest - Summary

MODE
CLASSIFICATION | MEASURE QUESTION | OBS MEAN | MODE SD Description
Consumer Effects Interest Q10 5 214 3 2 1.24 | Disagree
Consumer Effects Interest Q10_6 213 4 4 1.18 | Agree

Respondents feel that it is very unlikely that they would be interested in a product endorsed

by a social media influencer they resonate with, but they are willing to try products endorsed

by a likeable social media influencer.

e. Summary of Consumer Effects

ATTRIBUTE

SURVEY RESULTS

Action

Respondents will not necessarily purchase a product based on
influencer recommendation, irrespective of the influencer being

entertaining or attractive.

Attention

The products endorsed by attractive or entertaining influencers

do not necessarily draw the attention of the respondents.

Desire

There is little or no desire for products endorsed by influencers,
but a small number of respondents do long to own brands owned

by influencers they find inspirational.
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Interest It is unlikely that respondents would be interested in products
endorsed by influencers but are willing to try products endorsed

by influencers who are similar to them.

424 SUB-PROBLEM 3 RESULTS: Consumer effects, Brand awareness

and strength of brand associations

The third sub-problem is to evaluate if consumer effects — using the AIDA model -

impact brand awareness and strength of brand associations.

In hypothesis 7, the study intended to establish the relationship between consumer
action and the strength of brand associations.

Hypothesis 8 assessed the relationship between consumer interest and the strength
of brand associations.

Hypothesis 9 assessed the relationship between consumer attention and the strength
of brand associations.

For hypothesis 10 evaluated the relationship between consumer desire and the
strength of brand associations.

In hypothesis 11, the study intended to establish the relationship between consumer
action and brand awareness.

Hypothesis 12 assessed the relationship between consumer interest and brand
awareness.

Hypothesis 13 assessed the relationship between consumer attention and brand
awareness.

For hypothesis 14 evaluated the relationship between consumer desire and brand
awareness.

The following section is split into 3 components, an analysis of brand awareness, strength
of brand associations and an analysis of the case study that used the Lays Potato Chips

brand.
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a. Brand Awareness

Table 4.26: Brand Awareness

. Strongly . . Strongly
Measurement Question Statement Agree Agree | Undecided | Disagree Disagree
Brand Awareness . .
It is easy for me to recognise the
Q9 1 . . 40% 47% 4% 6% 3%
. product being endorsed in the post.
Attention
Brand Awareness Q9 3 | am aware of Lay Potato Chips. 50% 40% 3% 5% 2%
Brand A 96 | can easily recall the symbol or logo - 33% 150 250 6%
rand Awareness Q9 _| of Lays potato chips. o () o () (]
Brand Awareness I will purchase Lays Potato Chips
Q9.8 e 14% 27% 12% 35% 12%
Action because of this influencer post.

According to the responses in Table 4.18, 90% of respondents are aware of the Lays brand

while 87% agreed that it is easy for them to recognise the brand that is promoted by an

influencer.47% of respondents will not purchase Lays potato chips because of the influencer
post while 41% say they will. A large majority 54% is able to identify the lays logo easily,
while 31% cannot identify the logo easily.

Table 4.27: Brand Awareness - Summary

CLASSIFICATION | MEASURE QUESTION | OBS | MEAN | MODE SD g(?s?:lr_:iption
Brand Awareness
Brand Knowledge | Consumer attention Q9 1 217 4 4 0.88 | Agree
Strongly
Brand Knowledge | Brand Awareness Q9 3 217 5 5 0.84 | agree
Brand Knowledge | Brand Awareness Q9 6 217 4 4 1.13 | Agree
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Brand Knowledge

Brand Awareness

‘ Q9_8

‘ 217‘ 3 ‘ 2 ‘ 1.14 ‘Disagree ‘

Respondents are very aware of the Lays brand. The product is easily recognisable, and it is

easy to recognise the Lays logo. It does seem that the post does not increase the likelihood

of respondents purchasing the product.

Table 4.28:

b.

Strength of brand associations

Strength of brand associations

Measurement Question Statement & Agree | Undecided | Disagree S_trongly
Agree Disagree
The use of this influencer means the
:;rseor::?g:ioﬁfs brand | g 5 quality of Lays Potato chips is extremely 53% 44% 1% 1% 1%
high.
| do not have difficulty imagining La:
Strength of brand | g 4 nav ity imagining Lay |- o 40% 2% 2% 1%
associations Potato Chips in my mind.
Strength of brand
associations | desire having Lay potato chips because
Q95 they are a brand leader £ S = S0 200
Desire
Strength of brand
associations | am only interested in Lays potato chips
Q9 7 when | am having fun 16% 33% 21% 24% 6%
Interest
:;;eor::gi];r:ioﬁl; brand Q9 9 Lays potato chips has a good reputation. 16% 31% 13% 29% 11%
| have a good feeling about Lays potato
Strength of brand Q9_10 ¢} ¢} ys p 27% 5206 9% 8% 4%

associations

chips.

As per table 4.20, 97%

of the respondents agree that the use of Kefilwe means that Lays

produces a high-quality product, and 95% has no difficulty in imagining or recalling Lays

potato chips. At the same time, 82% of respondents believe that because Lays are a brand

leader, their desire to have them increases.49% of respondents believe that they are only

interested in Lays when they are having fun while 47% believe that lays has a good

reputation. 79% of the respondents generally have a good feeling about Lays.

Table 4.29: Strength of brand associations - Summary

CLASSIFICATION

MEASURE

QUESTION | OBS

MEAN

MODE

SD

MODE

Description
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Brand Knowledge

Strength of
brand
associations

Q9 2

217

0.62

Strongly
agree

Brand Knowledge

Strength of
brand
associations

Q9 4

217

0.71

Strongly
agree

Brand Knowledge

Strength of
brand
associations

Consumer
Desire

Q9 5

217

0.81

Agree

Brand Knowledge

Strength of
brand
associations

Consumer
interest

Q9 7

217

1.07

Agree

Brand Knowledge

Strength of
brand
associations

Q9 9

217

1.13

Agree

Brand Knowledge

Strength of
brand
associations

Q9 10

217

4

4

0.92

Agree

There is general agreement in terms of the strength of brand associations for Lays Potato

Chips. Majority of respondents do not have difficulty in encoding the Lays brand and there

are strong associations about the brands as respondents have positive sentiments in terms

of the brand having a good reputation, a good quality product and that it is seen as a brand

leader that is also associated with having fun or being consumed when fun memories are

being made.

C. The Lays Brand

Table 4.30: The Lays Brand

. Strongly . . Strongly
Measurement | Question Statement Agree Agree | Undecided | Disagree Disagree
Lays Brand Q9 11 | am interested in Lays potato chips is a 17% 38% 14% 6%
brand leader
Lays potato chips’ good reputation grabs o ® o ®
Lays Brand Q9_12 my attention over competing brands. 208 e S 2
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The good feeling | have towards Lays
Lays Brand Q9 _13 potato chips makes me want to buy 22% 56% 14% 6% 1%
them.

55% of respondents are interested in Lays because it is a brand leader, while 65% believe
that Lays good reputation’ grabs their attention. 78% of respondents will buy Lays potato

chips because they have a good feeling about the brand.

Table 4.31: Lays Brand - Summary

CLASSIFICATION | MEASURE QUESTION OBS MEAN | MODE SD ,I\Dﬂeos?:lr_:iption
Brand Equity Lays Brand Q9 11 217 4 4 0.99 | Agree
Brand Equity Lays Brand Q9 12 217 4 4 0.74 | Agree
Brand Equity Lays Brand Q9 13 217 4 4 0.82 | Agree

General agreement in terms of Lays as a brand leader, having a good reputation and that

people generally have a good feeling about lays as a brand.

d. Summary of Brand awareness and strength of brand

associations

Table 4.32: Brand Summary

ATTRIBUTE SURVEY RESULTS

Brand Awareness Respondents are aware of the brand with an easy recognisable logo and can
easily recall them. Even though the post draws their attention to the Las

brand, it does not necessarily prompt craving or action.

Strength  of  brand | The general sentiment is that the brand has a good reputation, is associated
associations with fun, delivers good quality products and it is perceived as a brand leader.

The respondents agree that even if the strength of association for Lays potato
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is high, it will not necessarily lead to a purchase, but they desire consuming
them and are interested in the chips only when they are having fun

Lays Brand Lays is perceived as a brand leader with a good reputation.

4.2.5 SECTION E: CONSUMER ATTITUDES TOWARDS SOCIAL MEDIA

This section summarises the general perception of consumers towards social media
influencers. The rationale in measuring influencer sentiments is to determine
respondents’ attitude towards influencers as influencer attributes will be immaterial if

the brand’s target market has a negative discernment on social media influencers.

4.2.6 INFLUENCERS

a. Consumer Attitudes towards Influencers

Table 4.33: Consumer Attitudes towards Influencers

Question | Statement StArg:gy Agree Undecided Disagree gggg?&;
Q111 | have strong interest in social media 12% 27% 21% 29% 10%
Q112 Social media influencers are an important part 6% 8% 13% 38% 33%
Q11_3 | select social media influencers very carefully. 27% 38% 13% 13% 8%
Q11_4 Which social media influencer to follow matters 23% 35% 13% 16% 12%
Q115 Choosing social media influencers is an 16% 25% 17% 24% 18%
Q116 | think a lot before | make a decision about 18% 32% 14% 20% 15%

As per table 4.33, 39% of respondents have an interest in influencers while an equal number
of respondents have no interest in social media influencers. The majority of respondents,

72% feel that influencers are not an important part of their lives. 65% of respondents choose
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their influencer very carefully while 13% remains undecided on this issue. In the same
breath, 58% of respondents believe that having the right influencer is important to them.
42% of the respondents feel that it is not an important decision to choose a social media
influencer while 41% feels that it is an important decision for them. 50% of respondents

thinks a lot about choosing the right influencer while 35% don'’t really spend a lot of time

thinking about it.

Table 4.34: Consumer Attitude - Summary

CLASSIFICATION | MEASURE QUESTION | OBS | MEAN | MODE | SD I\D/ltf:‘)s?:lr:_iption
Consumer Attitudes | Consumer Attitudes Q11 1 214 3 2 1.20 | Disagree
Consumer Attitudes | Consumer Attitudes Q11 2 215 2 2 1.15 | Disagree
Consumer Attitudes | Consumer Attitudes Q11 3 215 4 4 1.24 | Agree
Consumer Attitudes | Consumer Attitudes Q11 4 216 4 4 1.33 | Agree
Consumer Attitudes | Consumer Attitudes Q11 5 216 3 4 1.37 | Agree
Consumer Attitudes | Consumer Attitudes Q11 6 216 4 4 1.35 | Agree

Positive attitudes prevail over social media influencers. General agreement exists in terms
of the positive impact they have on the decision-making process and choosing the right
influencer is also very important. Respondents generally do not have a strong interest in

social media influencers, and they are not really an important part of the lives of respondents.

4.3 Reliability

Reliability is determined by the repetition of results (Kaboub, 2008). Testing for reliability is
important as it refers to the consistency across the parts of a measuring instrument (Huck,
2007). A scale is said to have high internal consistency reliability if the items of a scale “hang

together” and measure the same construct (Huck, 2007, Robinson, 2009).

The researcher seeks to discover, describe, explain facts, and replicate the results given the

same set of parameters within the unchanged environment (Yeasmin & Rahman, 2012).
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Reliability tests conducted during this research includes Cronbach’s Alpha, the normal

distribution and spearman’s correlation.

4.3.1 The Cronbach Test

The Cronbach Alpha test was used for ensuring reliability and internal consistency in
measurement tools. The questionnaires used as measuring instruments contained simple,
unambiguous questions with a structured response format. This aims to make the instrument
very reliable. To guarantee reliability in this research, Cronbach’s alpha coefficient test was
used to investigate the internal consistency of the results. A Cronbach alpha coefficient of
0.7 or higher is deemed acceptable for research purposes of this kind.

Table 4.35: Case Processing Summary

Case Processing Summary

N %
Cases Valid 19 73,1
Excluded? 7 26,9
Total 26 100,0

a. Listwise deletion based on all variables in the procedure.

Table 4.36: Cronbach Alpha Co-efficient

Cronbach's Alpha N of Iltems

0,915 67
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The alpha coefficient for the 26 items is .915, suggesting that the 26 items have
relatively high internal consistency. Please refer to figure 4.36 for the Cronbach

Co-efficient for this test.

4.4 Conclusion

The main problem of the study was to explore if social media influencer attributes
positively impact brand awareness and strength of brand associations and what the
effects are on consumers in order to help guide brand managers when appointing
social media influencers to represent their brands. Fourteen hypotheses were
established to test relationships between these variables by conducting a correlations
analysis and regression analysis from data extracted from 217 respondents.

The chapter provided a detailed analysis of the results against the 14 hypotheses and

the data concluded the following correlations between the constructs:

Hypothesis Statement Significant (P<0.05) P-Value Impact [B Value (+) B
or (-) (Coefficient)

H1: Individual or multiple Yes 0.24 Positive 0.140

attributes of a social media
influencer positively affects

brand awareness.

H2 Individual or multiple = No o il il

attributes of a social media
influencer positively affects
the  strength of brand

association.

H3: Consumer attention is = Yes 0.040 Negative -0.114

positively affected by
Individual or multiple
attributes of a social media

influencer

H4O: Consumer interest is Yes 0.050 Positive 0.124

positively affected by
Individual or multiple
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attributes of a social media

influencer

H50: Consumer desire is

positively affected by
Individual or multiple
attributes of a social media

influencer

HGO: Consumer action is

positively affected by
Individual or multiple
attributes of a social media

influencer

H7O: Consumer action has a

positive impact on the strength

of brand associations

H80: Consumer interest have a

positive impact on the strength

of brand associations

H90: Consumer attention have

a positive impact on the
strength of brand

associations.

H100: Consumer desire have a

positive impact on the strength

of brand associations

H110: Consumer action have a

positive impact on brand

awareness

H120: Consumer interest have

a positive impact on brand

awareness

H130: Consumer attention

have a positive impact on

brand awareness

H140: Consumer desire have a

positive impact on brand

awareness

Yes

Yes

No

No

Yes

Yes

No

No

No

No

0.006

0.000

*kkk

0.052

0.003

0.007

0.128

0.051

0.377

0.206
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Positive

*kkk

Negative

Positive

Positive

Negative

Positive

Positive

Negative

0.189

0.0264

*kkk

-0.124

0.163

0.062

-0.080

0.125

0.054

-0.080



The following chapter will discuss the results in detalil.
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5 CHAPTER 5: DISCUSSION OF RESULTS

51 Introduction

This chapter will discuss the findings of the research on the impact of social media
influencer attributes on consumer effects and how it affects brand awareness and
strength of brand associations. Data was collected using an online questionnaire to
test 14 hypotheses, which would assess the following relationships: Social media
influencer attributes — Brand awareness; Social media influencer attributes — Strength
of brand associations; Social media influencer attributes — AIDA; Strength of brand
associations — AIDA and Strength of brand associations — AIDA. The study looked at
each component of the AIDA model, which entails attention, interest, desire, and

action.

The results are based on the results of valid data collected from respondents (n=217)
and will evaluate the descriptive analysis or demographic breakdown of the

respondents, as well as evaluate the results of each hypothesis.

5.2 Demographic Results

Data was collected from 217 respondents, with a majority (83%) of respondents being
female and 17% being male. The number of males and females who are active social
media users in South Africa, is almost equal, with 51% being active users (Digital 2020
South Africa, 2020). The gender dynamics of respondents means that female social
media users are more inclined to follow social media influencers or may show interest

in influencers than men.

A majority of respondents (43%) were between the ages of 18 — 24 and 25 — 34 (34%),
which translates to Gen Y and Gen Z being more interested in influencers, which could
be useful information for brand marketers promoting products targeting these age
groups, that using social media influencers for their campaigns could be commercially

viable.
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According to the latest statistics from StatsSA (2019), South Africa’s population has
80.7 Africans, followed by Coloureds 8.8%, then Whites (7.9%). This trend is also
evident in the racial classification of respondents, with Africans being the majority of
respondents (86%). The same report by StatsSA (2019) shows that Gauteng is the
most populated province in South Africa, again this is evident in the study with 87% of
respondents residing in Gauteng and the rest of the respondents are evenly spread
amongst the other 8 provinces. 31% of the respondents have an undergraduate
degree, meaning that the respondents are intellectually and socially prepared for their
chosen careers. This also illustrates that people who know about social media
influencers, are educated and well-informed and can therefore influential in adding

value to brands.

To ensure that respondents met the minimum requirement of being social media users,
a question on which platforms they were active on was asked and to also understand
what kind of social media behaviour they reflected, the questionnaire outlined three
kind of social media users: minglers, lurkers and no-shows and time spent on online.
A majority of respondents (51%) were minglers, meaning that they posted often and
respondent to other people’s posts and 42% of respondents spent more than 5 hours
on social media. Social media behaviour can help brand managers understand their
target market better and for influencers to publish exciting and captivating content that

will grab the attention of minglers, who can help promote brands online.

51 Sub-problem 1 discussion

The first sub-problem investigated the effects of social media influencer attributes on
brand equity brand awareness and strength of brand associations. The first hypothesis
tested this sub-problem projected a null relationship between individual or multiple
influencer attributes and brand awareness (H1lo) and the other hypothesis tested the
relationship between individual or multiple influencer attributes and strength of brand

associations (H2o).

The following sub-sections will discuss hypotheses relating to each sub-problem by

examining the correlation and regression analyses results.
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5.1.1 Individual or multiple attributes of a social media influencer

positively affects brand awareness.

This hypothesis showed that there is a significant relationship between influencer
attributes and brand awareness with a P-value of 0.24. The relationship between these
two variables is positive and has a coefficient of 0.140, which translates to the strength
of the relationship between social media attributes and brand awareness; that if the
value of attributes of a social media influencer are positive, then brand awareness will
increase. The relationship between the attractiveness of an influencer and brand
awareness is the strongest. This indicates that the hypothesis is significant and
supported. The findings are consistent with findings by Freberg et al. (2011) and Booth
(2011), who confirmed that the use of social influencers brings personality to brands;
give brands a face and derive value such as brand awareness, brand loyalty and
positive brand image.

A study by Forbes (2016) looked at five characteristics (relatable, knowledgeable,
helpful, confident, and articulate) that were inherit in influencers representing the
cosmetics company, Maybelline. The study assessed the characteristics according to
the social learning theory and the attribution theory and found that consumers related
more to influencers who depicted the five characteristics as they learned about the
brand through learning experiences through You Tube. Consumers perceived the
brand in a positive light if the influencer provides a positive review for Maybelline
products. The results of the study by Forbes (2011), further support the hypothesis,
that there is a positive relationship between one or more influencer attributes and brand
awareness. Gretzel's (2018) study conducted a similar study within the travel and
tourism industry on the effectiveness of travel social media influencers and how their
traits enhances brand awareness for tourist destinations. The study by Gretzel (2018)
also found that travel influencers was more professionalised than influencers from
other industries, which made measuring their effectiveness due to the development of

technological tools that supported their various engagements.
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5.1.2 Individual or multiple attributes of a social media influencer

positively affects strength of brand associations

H2, found that a significant relationship between social media attributes and strength
of brand associations does not exist. Strength of brand associations is one of the
drivers of brand knowledge and refers to a consumer’s general perception and feeling
about a brand, which influences their behaviour (Zhang, 2015). This relationship states
that a social media influencer’s attributes will positively impact the image of a brand,
and Zhang (2015) argues that the strength of brand associations is the dominant factor
that determines the consumer’s action to purchase or not. This argument can be
interpreted that should the attributes of an influencer be negative, then this will

adversely impact the brand associations and consequently lead to a decrease in sales.

The study by Hermanda et al. (2019) does not support the findings of the hypothesis
that there is no relationship between influencer attributes and brand associations. Their
study analysed the relationship between influencer attributes and brand image, brand
associations and purchase intention, using Structural Equation Modelling -Partial Least
Square (SEM-PLS).

Although the research results state that there is no relationship between influencer
attributes and strength of brand associations, Park et al (1986) and Lassar et al (1995)
highlight that brands need to first understand their target market and have deeper
insights into consumer behaviour before implementing marketing campaigns as it is
not easy for strength of brand associations to change once it is entrenched in the
memory of the consumer. Abratt & Kleyn (2012) argues that the results of the
hypothesis would have need to consider other factors which impact the strength of
brand associations, such as the influencers representing the brand, as well as how the
mass communication is relayed to the target market. Social media influencers form of
agents representing the brand and should therefore constantly enhance their
personalities or attributes to ultimately strengthen the image of the brands they stand

for.
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5.2 Sub-problem 2 discussion

The second sub-problem examined the effects of social media influencer attributes on
consumer effects, using the AIDA model (H3o0, H40, H50, and H60). Several studies
have focused on personality traits of social media influencers, with each study focusing
on different traits since there is no explicit influencer attribute scale. This study
compiled a list of influencer attributes based on the most popular traits referenced by

various studies.

Regarding the consumer effects, studies that have focused on the different hierarchy
of effects models had diverse approaches as some looked at each effect separately
and took the holistic approach (Wijaya, 2012; Ghirvu, 2013; Yoo et al, 2004).
Consumers process brand communication in three steps: cognitively, affectively and
conatively (Egan, 2007). Cognitive is about consumers’ mental state when they
engage with the message, affective is their feelings or attitudes towards the brand
communication and conation is the action or behaviour consumer will take as a result
of the message (Keller & Kotler, 2016). This study examined each stage of the AIDA
hierarchy of effects model. To address the second sub-problem, investigation of the
data through correlation and multiple regression analyses were conducted and the

results are as follows:

5.2.1 Individual or multiple social media influencer attributes positively

affect consumer attention

The p-value of 0.040 suggests that there is a significant effect between the two
variables even though the coefficient estimate of this hypothesis is -0.114 and validates
that there is a negative relationship between consumer attention and social media
influencer attributes. This means that changes to the attributes of a social media
influencer will not have an effect on the attention of the consumer with regards to their
awareness of the brand and its products. As part of consumer effects, attention is about
raising the awareness of a brand and how the consumer will comprehend the brand
message, and if the comprehension is positive, then the consumer will move to other
stages of the AIDA model (Wijaya, 2012). The findings state that the attributes of a
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social media influencer will not impact the awareness of the brand or its product,
although study by Kumar (2011) refutes these findings by concluding that social media
endorsers increase product awareness based on source attractiveness, product-
influencer match up and messaging. A study by Yun Yoo et al., (2013), also
disapproves of the findings of this hypothesis by stating that attention as part of the
AIDA model, increases through marketing campaigns. The reasons the findings
disagree with the literature, may be due to the inability of the research being
reproduced using a different data collection method or that the underlying framework
used in this study focuses on specific attributes of social media influencers, rather than

on influencer marketing as a complete concept.

Egan (2007) also disagrees with the findings by asserting that the two variables have
a positive relationship and brand managers can use influencer marketing campaigns
to try persuade consumers to turn their attention on certain brands even though there
is no empirical evidence that suggests that a consumer is at a certain stage of the
model. Attention is about being aware that certain brands exist and if attributes of a
social media influencer can help heighten consumer attention, then the two variables
should impact each other, though the results state otherwise.

5.2.2 Individual or multiple social media influencer attributes positively

affect consumer interest

The p-value indicates a 0.050 significant relationship between the two variables. The
path coefficient estimate for this hypothesis is 0.124 and supports a positive
relationship between consumer interest and influencer attributes. The results of this
study can be understood as showing that that social influencers and their attributes
can encourage consumers to show an interest in promoted brands only if they like the

influencer or the influencer has traits that the consumer likes.

Hutter et al (2013) supports a positive relationship between influencers and consumer
interest through their study which found that social media has allowed for influencers
to convey messages through eWord of Mouth, which is more effective in influencing

consumers’ decision-making process than any other form of marketing communication.
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As stated previously in this study, that social media influencers are means of spreading
information and directing consumer attention and interest. eWord of mouth plays an
effective role in the AIDA Hierarchy of Effects model. By using social media influencers
who have carefully thought-out attributes, the input and output component becomes
evident once consumers become interested in the brand and start to consider making

a purchase based on what an influential person said (Hutter et al (2013).

Wajiya (2012) supports the findings by stating that consumers show interest in a brand
after being influenced by the brand message; which in this study, is conveyed by a
social media influencer and the effectiveness of the message relies on the attributes
that the influencer has, which should appeal to the target market. To further support
the findings, Ohanian (1990) found that credibility or trustworthiness increases an
influencer’s likeability, which results in the target market being more interested in what

the influencer has to say.

5.2.3 Individual or multiple social media influencer attributes positively

affect consumer desire

Results of H50 indicate that there is a significant relationship between one or more
influencer attributes and consumer desire a P-value of 0.06. The relationship between
these two variables is positive and has a coefficient of 0.189, which translates to the
strength of the relationship between social media attributes and the aspiration for
consumers to own the product. In marketing, desire is defined as a state of mind of a
consumer who in inclined to act in a certain way (Gollwitzer & Sheeran, 2006). ). A
study by Ghirvu (2013) supported the relationship between desire and influencer
attributes by looking at adverts displayed in videogames. The study found that to create
or desire for advertised products, the adverts had to incorporate personalities that are
the most relevant for the product and adapt them to the characters of the video game.
A study on the impact of social media for small businesses using the AIDA model,
found that desire of products by consumers, is elevated in various ways, but mostly
through entertainment (Hassan et al., 2015). The study also explains why entertaining
received the highest ranking (85%) in this study. Desire is part of the affective stage
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where feelings such as cravings and longing are prompted by the brand

communication (Keller & Kotler, 2016).

In this study the brand communication is relayed by the social media influencer,
therefore the feelings of desire for the advertised product are influenced by the
personality of the influencer. The results of the desire regression indicated that a
relationship exists between consumer desire and these influencer attributes:
trendsetter and attractive. Each one of these independent variables have a positive

relationship with consumer desire.

5.2.4 Individual or multiple social media influencer attributes positively

affect consumer action

The P-value of 0.000 shows that there is a significant relationship between the two
variables and a coefficient path of 0.264 demonstrates a positive relationship; if there
Is an intensification of influencer attributes, then consumer action will increase, which
could mean more sales. This hypothesis translates to how social media influencer
attributes can encourage action, which can vary from making an enquiry about a
product, product referral or actual purchase. Action forms part of the conation stage,
which is the final step in the consumer effects model resulting from the message and
this is the step which most marketers are interested in and it quantifies the marketing
spend (Keller & Kotler, 2016). Selecting the correct influencer to represent a brand
becomes evident in this step as consumers can be interested or desire the product but
if the influencer attributes do not appeal to the consumer, then acquisition may not
occur. The results of this study show that resonance, how similar the influencer is to

the consumer, is the strongest attribute that determines action.

To support this result, a study by Hassan et al (2015), looked at how social media was
effective in promoting the consumer effect of action. Instead of testing the relationship
between social media influencer attributes and the AIDA consumer effect, their study
focused on how small businesses can use social media to promote their brands. Their
results are aligned with the results of this hypothesis as they revealed that consumer

action is higher on social media due to the platform’s convenience in terms of making
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an enquiry or purchase. Similarly, studies by Evans (2013) and Lim et al., (2017) found
that there is a positive relationship between influencer attributes and purchase or
purchase intention. The influencer attribute that does not support the findings is that of
expertise as consumers found that brands selected influencers that were not experts
in the respective fields, and therefore this negatively affected purchase intention.
Accordingly, if the objectives of a brand campaign is to increase sales, then marketers
should appoint social influencers who are experts in their fields and who can relate to

the target market and vis-a-vis.

5.3 Sub-problem 3 discussion

The third sub-problem is to evaluate if consumer effects — using the AIDA model - are
affected by influencer-based brand awareness and strength of brand associations.
These variables have been discussed separately as part of Sub-problem 1 and sub-
problem 2, with this section seeking to test if a correlation exists. As mentioned earlier
that brand awareness and strength of brand associations form part of brand knowledge
which is created though marketing campaigns and communicates facts or ideas (Bell,
1973). The AIDA Hierarchy of Effects model will be assessed on whether it impacts
brand awareness and image, whether attention, interest, desire and action promote
brand knowledge. The basis for testing these relationships, it is to assess if a social
influencer’s added role could be to strengthen relationships that show a positive and
significant correlation, which could provide a better understanding of what consumer
effects reinforce strength of brand associations and brand awareness.

5.3.1 Consumer action has a positive impact on strength of brand

associations

The regression and correlation results state that a relationship does not exist between
these two variables. Although this study indicates that there is relationship between
consumer action and strength of brand associations, a study by Wang & Tsai (2014)
states otherwise and the reason may be because of the sample size in this study.

Wang and Tsai (2014) had a sample size of 691 respondents, compared to 217.
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Their study assessed whether mutual funds that are recognised and receive awards,
have an improved strength of brand associations, which increase purchase intention.
Since strength of brand associations is about feelings and attitudes held by consumers
towards a brand, marketers have to use brand or product features to intrinsically create
a positive image that will reside in the memory of the target market. The resulting
positive strength of brand associations is what promotes a purchase (Richardson et al,
1994). The mutual funds study tested whether strength of brand associations leads to
purchase or purchase intention and strength of brand associations’s influence on
perceived quality, perceived risk and perceived value. Data analysis using Structural
Equation Modeling (SEM) found a significant relationship between strength of brand
associations and purchase intention but the impact of strength of brand associations
on perceived risk and strength of brand associations on perceived value were not
significant.

Another study by Aghekyan-Simonian et al (2012) similarly found that strength of brand
associations does impact purchase intention (action). The study evaluated the role of
product online image on perceived risks and purchase intention. To limit
generalisations, four versions of the questionnaire were created, each reflecting
different brand names. Again, SEM was used to analyse each brand name then a
coefficient estimates and statistical significance was examined using regression
analyses for the latent variables (Aghekyan-Simonian, 2012). The results found that
there was an impact on online store image on purchase intention though the impact
was smaller than that of a physical store as online purchases are associated with

security risks.

5.3.2 Consumer interest has a positive impact on strength of brand

associations

With a P-value of 0.052, there is an insignificant relationship between consumer
interest and strength of brand associations and the relationship is antithetical, with a
coefficient path of -0124. Detailed results of the regression analysis (refer to Table 40)
illustrates that there are no significant relationships between the two variables; that an

increase in consumer interest will not necessarily make the brand association stronger
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when the consumer processes or retrieves memory relating to a specific brand. As a
research area, there is little or no studies on consumer interest from the AIDA model
perspective. Although indirectly related, the study by Chaharsoughi & Hamdard (2011)
partly supported the results of this hypothesis by concluding that there is no correlation
between sales promotion and strength of brand associations in a study that assessed
the impact of sales promotion on consumer interest to purchase products from IKCO
Automotive. The T-Test result of 0.38 and a level of significance of 0.7, which is above
0.05 and means there is no significant correlation between the variables
(Chaharsoughi & Hamdard, 2011).

5.3.3 Consumer attention have a positive impact on strength of brand

associations

The results of the hypothesis suggest that the more attention consumers give to a
specific brand, the stronger the strength of brand associations will be. There is a
positive correlation between consumer attention and strength of brand associations
(0.163) and a significant correlation exists between these variables (0.003). Strength
of brand associations is about the understanding and knowledge that a consumer has
about a brand (Keller, 1993). Marketers use strength of brand associations as a tool
that promotes positive buying behaviours, but strength of brand associations can be
negative and still receive consumer attention through the negativity (Malik et al, 2013).
Sjodin & Torn (2006) use a phrase called strength of brand associations incongruity to
explain the inconsistency between brand communication and the strength of brand
associations that resides in consumers’ minds. According to Sjodin & Térn (2006), the
effects of image incongruity is customer attention, which was more long term as
incongruent brand information is more memorable in the mind of the consumer.
Although the correlation between consumer attention and strength of brand
associations for this study is based on a positive strength of brand associations, Sjodin
& Torn’s (2006) study proves that negative strength of brand associations can also

result in consumer attention, albeit damage the brand.
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5.3.4 Consumer desire have a positive impact on strength of brand

associations

If more consumers have the desire for the brand, then this will increase the image of
the brand, with a coefficient value of 0.007. The relationship between these two
variables is positive and has a coefficient of 0.062, which translates to the strength of
the relationship between consumer desire and strength of brand associations.Strength
of brand associations affords consumers the opportunity to learn about the brand so
they can make an informed decision on what behaviour they would like to take once
they are knowledgeable about the brand. This means that each aspect of the AIDA
process is vital as it leads to the purchase decision, which is based on the symbolic
image of the brand rather than on the actual product and the attributes (Triplett, 1994).
Desire precedes action and is therefore an important step that marketers should focus
on as it is the top predicting factor that can guarantee behavioural changes between
attention and interest, in preparation for the action (Bahram et al, 2011). Few studies
focus on just one element of the AIDA model but a doctoral study by Hassan et al
(2012), examined the factors that influenced desire for consumers to buy
environmentally friendly products. Using SEM, the study revealed four main external
factors that will influence desire for these products, and these are: tradition media
advertising, policy, change agent promoter and social interactions. From these four
factors, change agent promoting is most important factor to influence desire. The
coefficient is 0.48. In the context of this study, social media influencers can be referred
as change agents as they attempt to influence consumers’ purchase decisions in a
direction that is deemed desirable by a change agency (Rogers, 2003). Therefore the
study by Hassal et al. (2012) supports this hypothesis that consumer desire will

strengthen brand associations.

AIDA Consumer effects has a positive impact on brand awareness
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5.3.5 Consumer action has a positive impact on brand awareness

The path coefficient of this hypothesis shows a -0.80 correlation and that the correlation
is extremely negative. A stronger insignificant correlation suggests that changes in the
predictor are not supplementary to the changes in the response. A study by Hutter et
al. (2013) refutes the findings as their study concluded that brand awareness increases
when consumers engage with the MINI brand on social media, which results in an

increase in word-of-mouth and purchase intention for the brand.

The findings may be positive and significant if the sample size was increased as the
more people talk about a brand or purchase its products, the more exposure to the
brand. Another reason the findings disagree with the literature that there is a
relationship between purchase and brand awareness is that there is no evidence that
consumers go through each step of the AIDA model (Weilbacher, 2001; Egan, 2007).
An influencer may help elevate the awareness of a brand but there is no direct
evidence that it will lead to an action such as sales. Wijaya (2012) notes that social
media platforms have made it challenging for marketers to accurately measure the
effectiveness of their campaigns as the opinions of other consumers also play a role

in creating brand awareness.

5.3.6 Consumer interest have a positive impact on brand awareness

The p-value of 0.051 suggests that relationship between the variables fell short of
statistical significance, however the coefficient estimate of this correlation is 0.125
which suggests that if consumer interest increases, then awareness of the brand will
also increase. For this sub-problem, which assesses the relationship between AIDA

and brand awareness, H12o is the only hypothesis that is supported by the findings.

The results of this hypothesis are supported by the notion from Lagrosen (2005), which
states that attention in the AIDA model is weak when it comes to social media
marketing, compared to traditional promotions campaign. This is because there is a lot
of clutter online which can negatively affect the attention of consumers to a campaign,
but creating interest is more successful online as information can be packaged in

various ways that ensures that the user’s interest is ignited.
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A study by Wood and Burkhalter (2014) refutes the results of the hypothesis, which
looked at how influencers on Twitter can help increase brand awareness and better
engage with their target market. The findings of their study found that although
influencers and endorsers can drive brand awareness, there was little empirical data
to suggest that consumers will be interested with the brand by engaging with the
influencer on Twitter. While attention and action are considered the key steps that
marketers are interested in for increasing sales and driving brand awareness, interest
is thought to be important in highly competitive markets. A study by Baca, Holguin &
Stratemeyer (2005) found that in the AIDA steps, pharmaceutical companies were

keen on the interest stage as they did not struggle with product awareness.

5.3.7 Consumer attention have a positive impact on brand awareness

The p-value of 0.377 advocates that the correlation between consumer attention and
brand awareness is not significant. There is little or no correlation between the
variables, but the coefficient path is positive with a value of 0.054 but this is
inconsequential. Attention and awareness are similar terms and should have a
correlation; that when consumer attention is fixated on a specific brand, then
awareness of that brand should also increase. Studies by Rawal (2013); Ghirvu (2013)
and Yun Yoo et al. (2013) disagree with the findings by claiming that through the use
of influencer marketing, consumer attention should increase the brand’s awareness

levels, making way to the other steps of the AIDA model.

A study by Cappo (2003) supports the hypothesis by assessing which AIDA step was
able to accommodate online technology to drive awareness. Cappo (2003) concluded
that social media has changed how consumers engage with brands, how they socialise
and changed the general consumer behaviour process, thereby making it challenging
for brands to grab the attention of consumers, long enough to guarantee that they can

move to the next step in the purchase process.
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5.3.8 Consumer desire have a positive impact on brand awareness

The impact of consumer desire on brand awareness has a P-value of 0.206 and
reveals that, a significant correlation does not exist between the variables and with a
negative coefficient value of -0.080. Strong (1925) conceded that if desire for a product
decreases or is non-existent, then there is no desire for action to take place. This
standpoint supports the findings of this hypothesis, as brand awareness also has no

correlation to action as per H11o.

Another reason there is no significant correlation between the two variables is that
desire is stems from consumers’ feelings, which are challenging to predict or confirm
as numerous factors are responsible for driving people’s sentiments, especially on
social media (Ghirvu (2013).

A study by Rehman, Nawaz, llyas & Hyder (2014) used the AIDA model to assess
whether brand awareness was more effective through email marketing or mobile
marketing. The results found that consumers preferred mobile marketing as they could
access the information conveniently, anytime on their mobile devices. Therefore the
immediate marketing-channel specific effects of AIDA were more evident through
mobile marketing. In terms of consumer effects, there was insignificant correlations
between desire and awareness through mobile marketing while attention, interest and

action showed positive correlations.

5.4 Conclusion

This chapter presented a detailed discussion of the descriptive analysis and results of
the hypotheses based on the regression and correlation analyses. The results show
that not all the hypotheses are significant and positive, with hypotheses 11 — 14
concluding that a relationship between consumer effects and brand awareness does

not exist.
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6 CHAPTER 6: CONCLUSION AND RECOMMENDATION

6.1 Introduction

This section will discuss conclude the study by discussing the recommendations for
future studies, with reference to the sub-problems and results of the hypotheses.
Theoretical and managerial implications, as well as study limitations will also be

discussed.

6.2 Conclusions of the study

The purpose of this study was to explore how AIDA’s Hierarchy of Effects (HOE) model
can be used to explain the impact of social media influencer attributes on brand
awareness and strength of brand associations. Conclusions from the results analysed
in Chapter 5 support that multiple influencer attributes do impact brand awareness and
strength of brand associations, with an influencer being attractive, likeable and
entertaining being the best traits that an influencer should possess. The results also
conclude that influencer attributes also influence how consumers respond to the brand
message based on each aspect of the AIDA model. Conversely, the multiple
regression analysis on whether consumer effects has an impact on brand awareness
and shows that there is no relationship between these constructs. This means that a
multi linear relationship between the variables does not exist. Marketers can choose
influencers based on specific attributes, to achieve desirable consumer effects or to
elevate the strength of brand associations to warrant brand loyalists but they cannot
use consumer effects to measure how strong their brand’s awareness is in the

marketplace.

The results support the argument by Vance, Howe & Dellavalle (2009), that consumers
are more empowered and can take their own independent stance when it comes to
how brands communicate to them. However, it is worth noting that brand managers
should assess consumer effects individually according to campaign objectives so

independent relationships can be concluded between the variables.
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Section E of the questionnaire assessed consumer attitudes towards social media
influencers and a majority of the respondents responded that based on the AIDA
model, only social media influencers with desirable traits will help draw their attention,
towards the brands the influencers are promoting but that they will not necessarily
purchase a product based on influencer recommendation. Respondents’ attitude
slightly contradicts results of the regression analysis and the reason for this could be
the size of the sample used for the study; that it should be increased so a generalization

can be made.

Although consumer attitudes towards social media influencers was not part of the study
framework, knowing how the target market generally feels about social media
influencers is an important aspect that brand managers should be aware of before
starting the process of choosing influencers based on attributes they possess. Section
E also asked respondents about their general perceptions on social media influencers
and if influencers affect their purchase behavior. 39% of respondents have an interest
in influencers and another 39% have no interest in social media influencers. 58% of
respondents believe that following the right influencers are important to them while
42% of the respondents feel that it is not an important decision to choose a social
media influencer. There was consensus amongst respondents that social media
influencers make a positive impact to their decision-making process and choosing the
right influencer, who has certain traits was also very important. Therefore, the results
from Section E suggest that consumers who have a favorable attitude towards social
media influencers, will generally be more inclined to show interest in the products being

promoted by the influencer.

6.2.1 Sub-problem 1

The first sub-problem investigated which influencer attributes impacted brand

awareness and strength of brand associations as per the following hypotheses:

Hlo: Individual or multiple attributes of a social media influencer positively

affects brand awareness.
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H2o: Individual or multiple attributes of a social media influencer positively

affects strength of brand associations.

To answer the research question for sub-problem1:
e Do influencer attributes have an effect on brand awareness?
The findings state that social media influencer attributes do have an impact
on brand awareness.
¢ Do influencer attributes have an effect on the strength of brand
associations?
Social media influencer attributes have a positive effect on the strength of

brand associations.

The results of the study support the hypotheses that there is a relational impact
between influencer attributes, strength of brand associations and brand awareness.
The results are similar to the findings of a study by Launchmetrics (2018), which
showed that influencer marketing helped increase brand awareness by 90% although
the study did not focus on influencer attributes. A study by Chaudhuri and Holbrook
(2001) found that influencers amplify the brand’s potential by prompting a positive
response from consumers. Their findings are supported by the findings of the study,
however, some influencer attributes can have a negative effective on a brand such as
similarity and expertise, which were rated low by respondents. The findings
demonstrate that influencer marketing can be an effective tool to enhance brand
awareness and improve the image of the brand if the correct influencers are selected

to represent the brand in such a way that it resonates with the target market.

6.2.2 Sub-problem 2

The second sub-problem investigated the effects of social media influencer attributes

on consumer effects, using the AIDA model.

H3o: Individual or multiple attributes of a social media influencer positively affect

consumer attention.
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H4o: Individual or multiple attributes of a social media influencer are positively

affected by consumer interest.

H50: Individual or multiple attributes of a social media influencer positively affect

consumer desire.

H6o: Individual or multiple attributes of a social media influencer positively affect

consumer action.

To answer the research questions for sub-problem 2:

Do influencer attributes affect consumer attention?

The findings of the study conclude that influencer attributes do not have
an impact on consumer attention.

Do influencer attributes affect consumer interest?

Social media influencer attributes do have an effect on consumer
interest.

Do influencer attributes affect consumer desire?

The study found that influencer attributes do affect the desire for
consumers towards the brand.

Do influencer attributes affect consumer action?

Influencer attributes do have a positive impact on the action the

consumer.

The results show that influencer attributes have an effect on consumers. The findings

provide brand managers with a better understanding of the importance and

appreciation for adapting personality or attribute scales to select influencers to

represent their brands. Current knowledge has been focused on selecting influencers

based on the number of followers they have, which is not a reliable source for favorable

consumer effects for brands. While the study used the AIDA consumer effects model,

there are other consumer effects models that can be used as determining factors of

consumer behaviour. Setting a goal of how consumers should react or behave towards

influencer marketing efforts is an important strategy for brands as it also determines

the type of influencer selected for campaigns.
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6.2.3

Sub-problem 3

The third sub-problem evaluated if consumer effects — using the AIDA model - are

affected by influencer-based brand awareness and strength of brand associations.

H70: Consumer action has a positive impact on strength of brand associations

H80: Consumer interest has a positive impact on strength of brand associations

H90: Consumer attention has a positive impact on strength of brand associations

H100: Consumer desire has a positive impact on strength of brand associations

Hllo
H12o
H13o0
H140

: Consumer action has a positive impact on brand awareness
: Consumer interest has a positive impact on brand awareness
: Consumer attention has a positive impact on brand awareness

: Consumer desire has a positive impact on brand awareness

To answer the research questions for sub-problem 3:

Is there a relationship between consumer attention and brand
awareness?

The study’s findings state that there is no correlation between
consumer attention and brand awareness.

Is there a relationship between consumer interest and brand
awareness?

The study concluded that no significant correlation exists between
consumer interest and brand awareness exists.

Is there a relationship between consumer desire and brand awareness?
There is no causal relationship between desire and the awareness of
consumers regarding the promoted brand.

Is there a relationship between consumer action and brand awareness?
The findings concluded that consumers do not have the intention to buy
even if an influencer is used to elevate the awareness of the brand.

Is there a relationship between consumer attention and the strength of
brand associations?

There is a causal relationship between consumer attention and the

strength of brand associations.
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Is there a relationship between consumer interest and the strength of
brand associations?

There is no causal relationship between interest and the strength of the
brand association in the memory of consumers.

Is there a relationship between consumer desire and the strength of
brand associations?

The study found that desire will strengthen the brand associations for
consumers.

Is there a relationship between consumer action and the strength of
brand associations?

No. When consumers have a purchase intent or actually do an actual

purchase, this will not necessarily strengthen the brand association.

The results investigating sub-problem 3 are inconclusive due to each variable being

investigated separately, testing the relationship between action and brand awareness,

rather than investigating AIDA consumer effects as a complete variable. Therefore, the

findings show that in the AIDA model, only attention has an impact on strength of brand

associations, while desire, action and interest have no impact. There is an opportunity

to improve on the research by changing the hypothesis to test consumer effects

holistically. Findings between the impact of AIDA effects and brand awareness found

that interest was the only construct that showed a positive impact on brand awareness,

while attention, interest and desire found that there was no significant correlation.

6.3

Implications of the study

The below section will outline the theoretical and practical implications of the study.

6.3.1 Academic or theoretical implications

With regards to the theoretical implications on influencer marketing, the study

combined various personality scales to propose an influencer attributes scale relevant
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to the research. The study provided researchers with consideration to construct an
influencer attributes scale that is measurable and can be applied across various
marketing fields. There is compelling evidence that positive correlations exist between
influencer attributes and brand awareness and strength of brand associations and the
study outcome validated the effects of influencer attributes on brands and revealed the
need for scholarly articles on how consumer effects impact brands. The main
theoretical outcome is that the findings of the research will provide academics with an
opportunity to investigate multi-dimensional relationships of brand equity, consumer
effects and behaviour, as well as the chosen marketing mix.

6.3.2 Management implications

The study offers practical implications that marketers can execute to improve and
better understand the effects that their campaigns on their target market. The study
provides brand managers with an appreciation for social influencers; that appointing a
brand-relevant influencer is a process that needs to consider the reaction from
consumers, the marketing objective that the influencer needs to achieve, as well as
being cognisant of the personal attributes of the influencer and whether these attributes
will appeal to consumers. The AIDA model explains the process that leads to consumer
purchase and highlights the need for marketers to not only focus on the purchase
stage, but also on stimulating desirable consumer attitudes that will enhance the image
of the brand.

Another study implication is that marketers should use both quantitative and qualitative
data to appoint social media influencers to represent their brands as the current
challenge is that marketers look at the number of followers an influencer has before
deciding on whether to appoint them and the numbers can be superficial and
meaningless to brands if the followers are not the correct target.

Lastly, understanding and knowing how the target market feels about social media
influencers and whether their attitude towards influencers is positive, should be the first

step in the process for brand managers.
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6.4 Limitations of the study

Firstly, the study should consider increasing the sample size so the results can be
conclusive and generalised. A bigger sample also means that results can be applied

across different sectors and brands.

A convenience sample means that there is more risk of getting a non-representative
sample which leads to results that cannot be generalised. Using probability sampling
for a social media-based research study is a challenge as there is no sampling frame

or readily available list of respondents who meet a set criterion.

Publishing the questionnaire on social media platforms also limits the sample to active
users of social networking sites, while those who do not have internet access, or a
social media profile are excluded from participating in the study. Although the research
topic was focused on social media influencers who are found on social networking

sites, therefore the study was limited to social media platforms although.

A key limitation central to the study was that there is little or no evidence of the
existence of a social media influencer attributes model or scale that can be used to

measure the effectiveness or impact of the influencer’s personality traits for brands.

6.5 Opportunities for future research

To explain the propensity to buy, product involvement is even more meaningful than
the type of advertising. Overall, this shows that the effect of situational and personal

factors on dependent variables of consumer behaviour cannot be generalised,

A snowball sampling may be ideal for future studies as it allows the research to start
with a small sample that meets the study criteria, then through referrals, respondents

will be able to share questionnaire with other suitable respondents.

To have a paper-pen version of the questionnaire for those who are not active social
media users or have no internet access as another version of the questionnaire will

also help increase the sample size.
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There is little evidence about the influencer attributes model, therefore the study
combined the source credibility model and the six principles of persuasion model to
determine a suitable attributes scale for the research. There is opportunity for future
research to focus on developing a measurable social media influencer model or scale

that can be practically used by marketers.

There is opportunity for future research to use other forms of consumer effects models
or models that measure consumer behaviour. Although the study was based on the
AIDA consumer effects model, there are other alternatives that can measure specific
consumer behaviour such as loyalty, attitude, or purchase.

Future research should include gender roles in measuring consumer attitudes towards
social influencers to explore if a particular gender is more inclined to influencers over
the other. The findings will provide marketers with knowledge about what will appeal
to their target market.
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APPENDIX A: MEASURING TOOL

MMSM 2020 study

| am a student at the Wits Business School, completing my master's degree in
Management in the field of Strategic Marketing. As part of my requirements to fulfil my
degree, | am required to complete a research project. For my project | am investigating
the impact of social media influencer attributes on brand awareness and strength of
brand associations, and the effect this has on you as the consumer and social media
user. Social media influencers are well-known individuals who are active on social
media and are paid by brands to deliver carefully structured messages to consumers,
with the objective of increasing brand awareness, sales and brand loyalty. | would like
your assistance in completing the online questionnaire by clicking on the below
link. Your participation will be greatly appreciated. This research project is purely for
academic purposes and results will be held in confidence. Participation in this research
study is completely anonymous and voluntary. By completing the survey, this indicates
your agreement to participate in this study. This survey will take approximately 6 - 8

minutes to complete.

If you have questions regarding this study, you may contact me, Lebogang Kholoane,
on 0113208R@students.wits.ac.za or my research supervisor Dr Yvonne Saini at

yvonne.saini@wits.ac.za
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Please tick which social media platform you use

Facebook

Twitter

Instagram

LinkedIn

SnapChat

Pinterest

WhatsApp

On average, how much time do you spend on social media in a day?

Less than 30 minutes
30 mins - 1 hour
1-3hours
3-5hours

More than 5 hours
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Which best describes your social media personality type:

No show (30 days can go by without logging on to your social media account)

Lurker (access social media to know what is happening in your network but never post
anything about yourself)

Mingler (you participate actively on multiple social media platforms, you follow brands in
order to keep up with the latest news and trends)

Have you been living in South Africa for 5 years or more?

Yes

No

Please mention at least two of your favourite <u>South African</u> social media

influencers that you follow?
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Below is a series of statements on influencer attributes that will be used to determine
the personality traits of social media influencers you like. Please indicate the extent

to which you disagree or agree with each statement by clicking the appropriate

response:
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Social media
influencers who
are field
experts, are
good at helping
me remember

that they said.

Social media

influencers
serve as
credible
sources of
information
about the

products or
companies they

endorse.

Social media
influencers are
trendsetters for
brands they are

promoting.

Strongly

disagree

Disagree
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Undecided

Agree

Strongly

agree



Social media
influencers are
physically
attractive.

Social media
influencers
have a likeable

personality.

I will easily
recall a social
media

influencer that

is good looking.

My interests
are very similar
to the interests
of my favourite
social media

influencers.
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I am very
familiar with
social media
influencers who
help brands
with

awareness.

| have seen
many adverts
that use social
media

influencers.

| can relate very
well to the
lifestyle of my
favourite social
media

influencers.

The lifestyle of
social media
influencers fits
my lifestyle

very well.
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When | want to
know about
latest trends, |
can rely on the
expertise of
social media
influencers I
like.

Social media
influencers are

knowledgeable.

| take note of
brands

advertised by
social media
influencers are
admired by a lot

of people.

| have high
regard for the
social media
influencers I

follow.
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I find social
media
influencers to

be trustworthy.

An  attractive
social  media
influencer

makes me
aware of the
brand they are

endorsing.

A trusted social
media

influencer can
make me take
time to process
what they are

saying.

| find social
media
influencers to

have integrity.

130



Social media
influencers are
a source of

inspiration.

| aspire to be

like my
favourite social
media
influencer.

Social media
influencers
promote
products and
ideas that are

useful to me.

Social media
influencers who
are
entertaining,
help me easily
remember
products they

are endorsing.
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Social media
influencers who
are
entertaining,
are effective in
creating

awareness for

new brands.
| follow the
pages of

influencers to
see what other
people are
saying about
the brands

being
endorsed.

| enjoy the
conversational

interaction that
social media
influencers

often have with

followers
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| consider my favourite social media influencer to be ...

Strongly . _ Strongly
' Disagree Undecided  Agree
Disagree agree

... an expert

... attractive

. similar to

me

... likeable

trustworthy

inspirational

entertaining

...familiar
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I would like you to imagine that you are going through your Facebook, Twitter or
Instagram feed and you come across the below post that shows a South African social
media influencer promoting Lays Potato Chips. Please carefully look at the image to
answer the questions that follow regarding social media influencer involvement in

brand awareness and strength of brand associations:

This is Kefilwe Mabote; a South African social media influencer with 802 000 Instagram

followers and 118 000 Facebook likes. She is an award-winning influencer for luxury
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brands in fashion, beauty and travel. In the below image, Kefilwe is eating Lays potato
chips

Kefilwe Mabote

12 November at 12:54 - ©
There's nothing like ending off a long day pampering myself, and indulging in
Lay’s. #MakelLifeFlavouriul Lay's South Africa
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Below is a series of statements based on the above image, please indicate the extent
to which you disagree or agree with each statement by clicking the appropriate

response.

137



It is easy for
me to
recognise

the product

being
endorsed in
the post.

| am aware
of Lay
Potato
Chips.

| can easily
recall  the
symbol or
logo of Lays
potato
chips.

Strongly

Disagree

Disagree

Undecided
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Agree

Strongly

agree



I can
recognise
Lays Potato
Chips
among other
competing

brands.

The strength
of Lays
Potato
Chips is in
the
associated
taste over
competing

brands.

Generally, |
have a
stronger
association
to Lays
Potato
Chips over
other
competing
brands.
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| am only
interested in
Lays when |
am having

fun.

| put a lot of
thought on
Lays potato
chips before
buying

them.

| buy Lays
Potato
Chips
because of
the strong
association |
have to the
brand.

| do not
have
difficulty
imagining
Lay Potato
Chips in my

mind.
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I desire
having Lays
potato chips
because
they are a
brand

leader.

Lays potato

chips has a
good
reputation.

| have a
good feeling
about Lays
potato

chips.
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Below is a series of statements on the effects brand awareness and strength of brand
associations have on your purchase behaviour. Please indicate the extent to which

you disagree or agree with each statement by clicking the appropriate response
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I believe
brands that
my favourite
influencers

endorse  will

be my first
choice when
buying  that
product.

| will purchase
Lays Potato
Chips
because of
the influencer

post.

| sometimes

like to gossip.

Strongly

disagree

Disagree
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Undecided

Agree

Strongly

agree



I will choose

the brand
recommended
by an

influencer that

is similar to

me.
It is very likely
that | will be

interested in
Lays if they
are endorsed
by a social
media
influencer
who has a
lifestyle
similar to

mine.

| am willing to
try new
products  of
any brand my
favourite
influencers

recommend.
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| always try to
practice what |

preach.

I am willing to
pay a higher
price for
brands that
my favourite
influencers

recommend

than others.

| have never
been annoyed
when people
expressed

ideas very
different from

my own.

| intend to buy
brands  that
my favourite
social media
influencers
are
associated
with.
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End of Block: Section D: Consumer Effects

Start of Block: Section E: Consumer perception

146



Below is a series of statements to gauge your general perception towards social media
influencers. Please indicate the extent to which you disagree or agree with each

statement clicking the appropriate response:
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Strongly

disagree

I have
strong

interest in
social media

influencers.

Social
media
influencers
are an
important
part of my
life.

I select
social media
influencers
very

carefully.

Disagree

Undecided
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Agree

Strongly

agree



Which social
media
influencer to
follow
matters a lot

to me.

Choosing
social media
influencers
is an
important
decision for

me.

| think a lot
before I
make a
decision

about which
social media
influencer to

follow.
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Please indicate your answer by clicking the appropriate box.

Please state your gender?

Male
Female

Other

What is your age group?

Younger than 18
18-24
25-34
35-44
45 -54

Older than 55
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Which province do you reside in?

Eastern Cape.
Free State
Gauteng
KwaZulu-Natal
Limpopo
Mpumalanga
Northern Cape
North West

Western Cape
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Please indicate your ethnic group?

African
Coloured
White
Asian

Other

What is your highest level of education?

Grade 12

Diploma
Undergraduate degree
Honours

Masters

PHD

Other [please specify]

End
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APPENDIX B: CONSISTENCY MATRIX

Sub-problems

Literature Review

Hypotheses

Data Source

Data Analysis

Sub-problem 1

The first sub-
problem will
investigate the
effects of
influencer
attributes on
brand equity
(brand
awareness &
strength of brand
associations).

Sub-problem 2

The second sub-
problem is to
evaluate if
consumer effects
— using the AIDA
model - are
affected by
influencer-based
brand awareness
and strength of
brand
associations.

Sub-problem 3

The third sub-
problem will
investigate the
effects of social
media influencer
attributes on
consumer
effects, using the
AIDA model.

Aaker (1991)
Aaker (1996)

Abratt & Kleyn
(2012)

Belch & Belch
(2004)

Booth & Matic
(2011)

De Veirman et al.
(2017)

Freberg et al.
(2011)

Hassan et al.
(2015)

Hadiyati (2016)
Keller (1993)

Keller & Kotler
(2016)

Lim, Radzol,
Cheah & Wong,
(2017).

Wijaya, (2012).
Zhang, (2015)

Yoo & Donthu,
(2001)

H1o: Individual or multiple
attributes of a social media
influencer positively affects
brand awareness.

H2o: Individual or multiple
attributes of a social media
influencer positively affects
strength of brand
associations.

H3o: Individual or multiple
attributes of a social media
influencer positively affect
consumer attention.

H4o: Individual or multiple
attributes of a social media
influencer are positively
affected by consumer
interest.

H50: Individual or multiple
attributes of a social media
influencer positively affect
consumer desire.

H6o: Individual or multiple
attributes of a social media
influencer positively affect
consumer desire.

H70: Consumer action has a
positive impact on strength
of brand associations

H80: Consumer interest has
a positive impact on strength
of brand associations

H90: Consumer attention
has a positive impact on
strength of brand
associations

H100: Consumer desire has
a positive impact on strength
of brand associations

Online survey:

Sections B to
Section E

Correlational
Analysis

Regression
Analysis
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H110: Consumer action has
a positive impact on brand
awareness

H120: Consumer interest
has a positive impact on
brand awareness

H130: Consumer attention
has a positive impact on
brand awareness

H140: Consumer desire has
a positive impact on brand
awareness
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APPENDIX C: CRONBACH RESULTS FOR PILOT STUDY

Case Processing Summary

N %
Cases Valid 19 73,1
Excluded? 7 26,9
Total 26 100,0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized N of
Alpha Items ltems
0,915 0,898 67
Summary ltem Statistics
Maximum
/ N of
Mean Minimum Maximum Range Minimum Variance Items
Item 4,636 1,263 6,737 5,474 5,333 1,367 67
Means
ANOVA with Friedman's Test and Tukey's Test for Nonadditivity
Friedman's
Sum of Mean Chi-
Squares df Square Square Sig
Between People 432,633 18 24,035
Within Between Items 1714,288 66 25,974 12,711 0,000
People  pesidual Nonadditivity ~ 17.574 1| 17574 8,656 0,003
Balance 2410,108 1187 2,030
Total 2427,683 1188 2,044
Total 4141,970 1254 3,303
Total 4574,603 1272 3,596

Grand Mean = 4.64

a. Tukey's estimate of power to which observations must be raised to achieve additivity = 1.805.
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APPENDIX D: PILOT TO DETERMINE SOCIAL MEDIA ATTRIBUTES SCALE

Attributes of social media influencers

Expertise

o bk 0 DR

o

Social media influencers have great expertise in many areas.

Social media influencers are experienced at what they do.

Social media influencers are knowledgeable.

Social media influencers are important sources of information on many issues.
Social media influencers serve as credible sources of information about the
products or companies they endorse.

Social media influencers are trendsetters.

When | want to know about the latest trends in fashion and beauty, | follow
social media influencers.

When | need information about a subject that | am not too familiar with, | often
follow social media influencers to get ideas.

| often follow social media influencers to get more information on breaking

stories.

10.1 often follow social media influencers to get more information about trends.

11.Most social media influencers provide consumers with relevant information.

Attractiveness

© © N o g A~ WD PRE

Social media influencers are physically attractive.

My favourite social media influencer is good looking.

Social media influencers have a likeable personality.

Social media influencers have unique abilities that make them attractive.
Social media influencers are elegant.

Social media influencers are sexy.

Social media influencers are classy.

Social media influencers are admired by many.

Social media influencers dress very well.

10. Social media influencers represent very cool brands that appeal to me.
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Similarity

1. My interests are very similar to the interests of my favourite social media
influencers.

2. My personal values are very similar to the values of my favourite social media
influencer.

3. Social media influencers are good looking yet they are ordinary people just
like me.

4. The things | like most are very similar to the things that my favourite social

media influencer like.

| can relate very well to the lifestyle of my favourite social media influencers.

| can identify with my favourite social media influencers.

The lifestyle of social media influencers fit my lifestyle very well.

© N o 0

My self-image overlaps with the self-image of my favourite social media

influencer.

9. My self-identity is consistent with the identity of my favourite social media
influencer.

10. Following influencers on social media is compatible with my social media

activities.
Familiarity

Social influencers seem popular on social media.

| have been exposed to social media influencers on various media platforms.
Social media influencers remind me of many things in my life.

| am often exposed to social media influencers many times in a day.

| am very familiar with social media influencers.

I have seen many adverts that use social media influencers.

N o gk~ wDbd e

Social media influencers often capture my attention.
Likeability
1. 1like social media influencers.
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Social media influencers are fun to follow.

It is very pleasing to follow social media influencers.

Social media influencers are supportive.

| find social media influencers to be very friendly.

| have high regard for the social media influencers | follow.

I hold social media influencers in high esteem.

I have a lot of respect for social media influencers.

Social media influencers are sometimes personal and directly engage with

followers.

10. Social media influencers are admired by a lot of people.

Trustworthiness

© N o g A~ WD PRE

| find social media influencers to be trustworthy.

| have confidence in the ability of social media influencers.
| find social media influencers to be reliable.

| find social media influencers to have integrity.

| find Social media influencers to be dependable.

| find social media influencers to be sincere.

| find social media influencers to be honest.

| find social media influencers to be believable.

Inspiration

Social media influencers are a source of inspiration.

2. Social media influencers are a source of encouragement.

W

© N o g &

| am sometimes encouraged by advice and support that social media
influencers provide.

| like the fact that social media influencers serve as important role models.
Social media influencers make me feel good about myself.

| aspire to be like my favourite social media influencer.

| find social media influencers to be meaningful to me.

| often learn something from social media influencers | didn’t know before.
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9.

Social media influencers promote products and ideas that are useful to me.

Entertainment

o ok 0N PE

It is a lot of fun to follow social media influencers.

Social media influencers make me feel positive about myself.

Social media influencers are lively.

Social media influencers are playful.

Social media influencers are entertaining.

| enjoy the conversational interaction that social media influencers often have
with followers.

| follow the pages of influencers to see what other people are saying about
their posts, especially when | am bored because some of the comments are

funny.

Social media influencer involvement

N o gk wDbdhd e

| have strong interest in social media influencers.

Social media influencers are very important to me.

| choose social media influencers very carefully.

Choosing social media influencers is an important decision for me.
Which social media influencer to follow matters a lot to me.

Social media influencers are an important part of my life.

The decision about which social media influencer to follow takes a lot of
thought.

Social media influencer evaluations

1. The overall impression | have about social media influencers is bad — good.

The overall impression | have about social media influencers is not favourable
- favourable.

The overall impression | have about social media influencers is not satisfactory
— satisfactory.

The overall impression | have about social media influencers is negative —

positive.
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Purchase intentions

1. | believe brands that my favourite influencers endorse will be my first choice
when buying that product.

2. 1 will choose the brand that my favourite influencer recommends when | buy
the product category.

3. ltis very likely that I will buy products endorsed by my favourite social media
influencers.

4. | am willing to try new products of any brand my favourite influencers
recommend.

5. I am willing to pay a higher price for brands that my favourite influencers
recommend than others.

6. |intend to buy brands that my favourite social media influencers are
associated with.

7. ltis very likely that | will also recommend brands that my favourite influencers
endorse to others who ask for my suggestions.

8. 1 will speak positive things about brands endorsed by my favourite influencers

to others.

Here respondents will be presented with a brand with social media influencer in the ad.

Based on this, they will answer the following questions from Yoo and Donthu (2001):
Brand awareness/associations

| can recognize X among other competing brands.

| am aware of X.

Some characteristics of X come to my mind quickly.
| can quickly recall the symbol or logo of X.

I do not have difficulty in imagining X in my mind.

The likely quality of X is extremely high.

N o gk wDbdh e

The likelihood that X would work well is very high.
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Overall Brand Equity

It makes sense to buy X instead of any other brand, even if they are the same.
Even if another brand has the same features as X, | would prefer to buy X.

If there is another brand as good as X, | prefer to buy X.

A

If another brand is not different from X in any way, it seems smarter to

purchase X.
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