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1  |  INTRODUC TION

The new world of technological change affects every facet of our lives. 
Recommendations, especially from friends and family, and endorse-
ments from celebrities have been considered trustworthy sources 
that affect the decision- making process (Chen & Shen, 2015; Lopes 
& Goulart- da- Silva, 2021; McCormick, 2016). Traditionally, compa-
nies have exploited the influence of celebrities on consumers for the 
formers’ expertise, talent, credibility and attractiveness to advertise 
a brand or product (Kumar & Ramana, 2019; Vrontis et al., 2021). 
With the advance of social networks, celebrities continue to be 
a key element in advertising (Kusumasondjaja & Tjiptono, 2019; 
Schimmelpfennig & Hunt, 2020) and influencers have been added 

to this list of influential online sources (Bilro et al., 2021; Evans 
et al., 2017). In comparison to celebrities, social media influencers 
add value to advertising endorsements (Schouten et al., 2020).

Influencers are users of social networks who have gained fame 
via this channel, as expressed by a significant number of followers. 
Influencers create attractive profiles for the public through which 
they share their interests and opinions, and have a strong impact on 
the decision- making of their followers (van Reijmersdal et al., 2020). 
Due to this high impact, advertisers often sponsor influencers or 
otherwise collaborate with them to promote their brands, and 
several studies have corroborated the success of this type of en-
dorsement (De Cicco et al., 2021). Nevertheless, despite the grow-
ing relevance of this advertising type, research on Instagram is still 
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Abstract
This study examines the effects of influencer posts on Instagram users. Based on uses 
and gratifications theory, this experiment- based investigation analyses the effect of 
three different levels of product exposure (strong, mild and low) within an influencer 
ad post on users’ attitudes toward the ad, and their purchase intentions. Based on 
a sample of 602 Instagram users from Generations Y and Z, the empirical findings 
show that users who attribute infotainment and credibility to an influencer ad post 
perceive it to have greater ad value, which improves their attitude toward the ad and, 
consequently, positively affects their purchase intentions. However, the results do 
not find support for the negative effect of irritation on ad value. The contributions 
of this study highlight that once users have freely decided to follow influencers on 
Instagram, they assume that their posts are going to be ad- related and this does not 
cause them to reject posts; consequently, endorsement exerts a similar effect on the 
value attributed to an ad post regardless of the level of salience of the product in the 
post.
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scant (see review by Vrontis et al., 2021), and the power of Instagram 
influencers’ online advertising warrants further investigation (Kumar 
& Gupta, 2016).

Several studies have considered the factors affecting influ-
encer marketing motivations (Lee et al., 2015), endorsement 
(Carrillat & Ilicic, 2019; Cheah et al., 2019; McCormick, 2016), ad-
vertising recognition (Evans et al., 2017), influencer credibility 
(Djafarova & Rushworth, 2017; Sokolova & Kefi, 2020) and rec-
ommendation intentions (Casaló et al., 2020; Jiménez- Castillo & 
Sánchez- Fernández, 2019), among others (see the review of Vrontis 
et al., 2021). Recent endorsement studies have analysed the ef-
fect of the faces (Wang et al., 2016), facial expression (Kulczynski 
et al., 2016; Liu et al., 2016), poses and body postures (Liu & 
Liu, 2019), and picture properties (Mittal et al., 2017) of influencers 
and their posts. However, to the best of our knowledge, no study so 
far has examined the role of product placement in an Instagram post 
and the advertising value (ad value) thereof.

The objective of this study is to understand how ad value is 
determined and how it affects Instagram users’ attitudes and pur-
chase intentions. Since a picture comprises the main element of an 
Instagram post, our model will be tested using three influencer en-
dorsement posts with different degrees of salience (strong, mild and 
low regarding the placement of the product in the post). Specifically, 
this study analyses the effects of the infotainment, credibility and ir-
ritation cues of influencer posts on the attribution of advertisement 
value and the consequences for users’ attitudes and intentions in 
three different scenarios.

This research shows the positive direct effects of ad value on 
users’ attitudes toward an influencer endorsement post and pur-
chase intentions. Moreover, this study reveals that regardless of the 
level of salience of the product in the picture of the influencer post, 
the effect produced is similar. The main contribution relates to per-
ceived irritation: our findings reveal that irritation has no negative 
effect on advertising value. Thus, we conclude that the key to ad 
value generation of the endorsement post is the added value of the 
Instagram influencer via the infotainment they provide, and their 
credibility. From a theoretical point of view, this research advances 
the study of online advertising, particularly the role of Instagram in-
fluencers as product endorsers and their effect on ad value.

2  |  THEORETIC AL FR AME WORK AND 
HYPOTHESIS DE VELOPMENT

Instagram (a picture- sharing application) is a creative online platform; 
that is, a social network based on creative visual content that en-
tertains users and can be quickly updated (Voorveld et al., 2018). 
The characteristics of Instagram, as an image- based social network, 
make this environment a propitious location for influencer endorse-
ment. Recently, social networks based on image sharing have been 
growing, increasing the interest of marketers and advertisers (Kim 
et al., 2017). On Instagram, pictures are the most important element 
of the message. In today's digital world, content such as text, videos 

or pictures have become part of people's daily lives, and picture- 
intensive social media applications such as Instagram have gained 
wide adoption by social media users (Mittal et al., 2017).

Influencers on Instagram can be categorized depending on the 
number of followers as nano (10 k or less), micro (10– 50 k), medium 
(50– 250 k), macro (250 k– 1 M) and top (+1 M) (IAB, 2022). Reports 
have frequently highlighted influencers’ recommendation power. 
For example, in one study almost 50% of micro- influencer followers 
stated that they had tried something that had been recommended 
by influencers, and 26.9% reported that they had made a purchase 
after seeing an influencer post (Statista, 2019). Regarding macro- 
influencer followers, more than 60% of the participants of a recent 
study conducted in Italy declared that they had bought an influenc-
er- /celebrity- sponsored product (Statista, 2020).

Even though it is generally thought that people avoid advertise-
ments, the reality is that advertisements are constantly present on 
social networks. In fact, social network users follow celebrities and 
influencers with the assumption that these individuals will endorse 
products and share advertisement content in their posts. Therefore, 
beyond advertisement avoidance, it seems that users accept adver-
tisements in influencer posts. Uses and gratifications (U&G) theory 
(Blumler & Katz, 1974; Katz, 1959) helps in explaining users’ mo-
tivations and is a useful theoretical framework to understand the 
reasons why users perceive value in influencer advertisement posts. 
On Instagram, users follow influencers voluntarily because they find 
their posts entertaining or useful; thus, it makes sense they will also 
show gratitude to influencers.

U&G theory considers that certain motivations lead to greater 
gratification from the use or consumption of specific media or con-
tent (Blumler & Katz, 1974; Katz, 1959). U&G theory supports the 
notion that looking at psychological needs can shed light on what 
motivates people to engage in the use of media for the sake of their 
own gratification related to these needs (Lin, 1999). Users’ engage-
ment on social media has received significant attention, particular 
in relation to understanding their engagement in and evaluation of 
advertising (Voorveld et al., 2018). Regarding the consumption of 
online content, studies using U&G theory have focused on the mo-
tivations of information- seeking and entertainment (Ko et al., 2005; 
Shao, 2009). The importance of studying these motivations lies in 
the fact that the value attributed to content affects users’ attitudes 
and purchase intentions (Ko et al., 2005).

In recent years, U&G theory has been harnessed to understand 
users’ motivations and expectations when using social media such 
as Facebook, Twitter, Snapchat and Instagram (Krause et al., 2014; 
Phua et al., 2017). Research on Instagram analysed the platform's so-
cial and psychological effects (Marcus, 2015; Pittman & Reich, 2016; 
Sheldon & Bryant, 2016). These studies agree on the association be-
tween Instagram and a focus on personal identity. Therefore, the 
needs of information- seeking and entertainment are related to seek-
ing social and personal gratification.

Based on previous research using U&G theory (Ko et al., 2005; Liu 
et al., 2012), this study hypothesizes that the information and enter-
tainment motivational factors that positively affect the consumption 
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of Instagram influencer ad posts are infotainment and credibility. 
Nevertheless, there are also factors that reduce the motivation to 
use social media, which also negatively influence the perceived value 
of the content. Specifically, in online advertising research, several 
authors have found empirical support for the notion that irritation 
can negatively affect perceived advertising value (Liu et al., 2012; 
Martins et al., 2019; Okazaki, 2004). Based on the above, in the next 
section the hypotheses of this study are developed, grounded in 
U&G theory.

2.1  |  Ad value antecedents

Advertising infotainment refers to the extent to which an ad con-
tains entertaining and useful information (Liu et al., 2012). It is 
widely believed that entertainment adds value (Ducoffe, 1996; 
Eighmey & McCord, 1998). Thus, users who find influencer posts en-
tertaining and useful also perceive greater advertising value therein. 
Advertising infotainment has been considered one of the main factors 
of U&G theory and has contributed to understanding the value that 
users attribute to online advertisements (Ducoffe, 1996; Hongyan 
& Zhankui, 2017; Kang, 2014; Lin et al., 2016; Okazaki, 2004). Thus, 
H1 is proposed:

Hypothesis 1 The perceived infotainment of an Instagram post is posi-
tively associated with the post's perceived advertising value.

Recently, followers have begun to perceive some posts to look 
like advertisements rather than actual opinions of influencers and 
have thereby begun to see influencers as actors who create infor-
mation about brands (Lou & Yuan, 2019; Stubb et al., 2019). At the 
same time, consumers prefer influencers to make genuine recom-
mendations and share their real opinions about brands (Bendixen 
et al., 2018); therefore, the perceived credibility of the user is a de-
cisive factor in predicting the perceived usefulness of advertising to 
the consumer.

Advertising credibility has been defined as a factor that can 
determine the persuasiveness of a message (Petty & Cacioppo, 
1986)— that is, the degree to which a consumer perceives the ad 
to be truthful and believable (MacKenzie & Lutz, 1989; MacKenzie 
et al., 1986). In the case of endorsement, credibility is the consumer's 
perception of the attractiveness, expertise and trustworthiness of 
the person lending their image to the product in question (Dwivedi 
et al., 2015). Thus, when people lend their image in this way, the 
credibility effect on endorsement is more positive (Bergkvist & 
Zhou, 2016). Consequently, credibility perception affects message 
evaluation, attitudes and behavioural intentions (Choi & Rifon, 2002; 
Ling et al., 2010). Hence, credibility has been considered a key deter-
minant of advertising value (Liu et al., 2012), which affects attitudes 
toward the advertisement and, subsequently, purchase intentions 
(MacKenzie et al., 1986). In this line, recent studies on Instagram 
have confirmed that users who perceive a post to have credibility 
will develop positive attitudes toward the brand being advertised 

(Djafarova & Rushworth, 2017; Sokolova & Kefi, 2020). In particular, 
several empirical studies have shown that credibility has a significant 
effect on advertising value (Dao et al., 2014; Gvili & Levy, 2016; Liu 
et al., 2012; Martins et al., 2019). Thus, we propose H2:

Hypothesis 2 The perceived credibility of an Instagram post is posi-
tively associated with the post's perceived advertising value.

Companies are increasingly posting and advertising on social 
networks despite the risk that consumers will experience saturation 
and become more distant from the brand (Ramadan, 2017). Typically, 
consumers try to avoid advertising conducted via any medium due 
to the irritation ads induce (Niu et al., 2021). This argument is in line 
with brand avoidance theory (Knittel et al., 2016), which states that 
consumers avoid advertising when they feel annoyed. Although 
the degree of the impact of irritability varies depending on the ad-
vertising channel used, past research has shown that perceived ir-
ritation has a significant negative effect on advertising value (Dao 
et al., 2014; Gvili & Levy, 2016; Liu et al., 2012; Martins et al., 2019).

It is commonly believed that when consumers who are exposed 
to advertising become irritated, which has negative consequences 
on ad value (Lee et al., 2017). It could be assumed that when we 
use digital technologies, such as smartphones, the irritability effect 
disappears (Tsang et al., 2004); however, consumers are exposed to 
advertising by the simple fact of using smartphones, which produces 
an ad wear- out effect (Alwreikat & Rjoub, 2020), leading them to 
perceive equal irritation and thus negatively impacting ad value (Lee 
et al., 2017). However, even on social media, where entertainment is 
a key factor, if consumers feel irritated by advertising, they will tend 
to avoid it by one means or another (Niu et al., 2021).

Advertising irritation has been described as a negative psycho-
logical feeling that triggers consumer avoidance of the advertising 
(Ducoffe, 1996). Irritation is a negative emotion that influences con-
sumer behaviour, leading to negative reactions to advertising (Sun 
et al., 2010). Hence, perceived irritation is associated with advertis-
ing annoyance, scepticism, and, consequently, a decrease in adver-
tising effectiveness and perceived value (Baek & Morimoto, 2012; 
Martins et al., 2019; Okazaki, 2004). Therefore, irritation may act 
as an inhibitor of positive attitudes toward the advertising (Yang 
et al., 2013). This leads us to propose H3:

Hypothesis 3 The irritation felt as a result of an Instagram post is neg-
atively associated with the post's perceived advertising value.

2.2  |  Ad value consequences

U&G theory supports the idea that the effects of users’ motivational 
factors influence their attitudes and intentions. Liu et al. (2012) 
found empirical support for the notion that ad value has a positive 
effect on attitudes toward the ad. These attitudes are defined as 
the extent to which users perceive the ad as helpful and useful to 
them (Ducoffe, 1996; Liu et al., 2012). These favourable attitudes 
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toward the ad are assumed to occur when users attribute value to 
the ad, as supported by empirical research (Gvili & Levy, 2016; Liu 
et al., 2012). Thus:

Hypothesis 4a The perception that an Instagram post has high value 
is positively associated with attitude toward the advertisement.

Purchase intention refers to the likelihood that an individual will 
purchase the item in question in the future. Determining how to en-
hance purchase intention via Instagram is key in influencer marketing. 
Liu et al. (2012), proposed a model for determining consumers’ per-
ceptions toward advertising, though they did not study how attitude 
affects intention. However, some authors have highlighted the need 
to extend the model to analyse the final effect on purchase intention. 
The ad value is the perceived utility of the advertisement by the con-
sumer (Ducoffe, 1995), and therefore refers to consumers’ level of 
satisfaction with the advertisement (Haghirian et al., 2008). Thus, a 
higher perception of ad value will have positive consequences for the 
brand, which will translate into higher purchase intention. In this vein, 
some researchers have proposed that advertising value can have a 
significant effect on purchase intention (Dao et al., 2014; Martins 
et al., 2019). Zeng et al. (2009) found that advertising value relates 
to positive intention and behaviour on social media. Other research-
ers have identified that advertising value leads to purchase intention, 
specifically in mobile advertising environments (Choi et al., 2008), 
and in general (Van- Tien Dao et al., 2014). Likewise, based on the 
idea that positive attitudes trigger positive intentions, positive atti-
tudes toward an Instagram post increase purchase intention (Chang 
et al., 2020; MacKenzie et al., 1986). Thus, our study extends the 
model of Liu et al. (2012) to analyse the effect of advertising value on 
purchase intention. This leads to H4b:

Hypothesis 4b The perception that an Instagram post has high value is 
positively associated with purchase intention regarding the prod-
uct advertised in the post.

According to the theory of reasoned action, a positive attitude 
results in positive behaviour (Ajzen & Fishbein, 1980). Hence, our 

study analyses the effects of both advertising value and attitude to-
ward the ad on purchase intention. When the attitude toward an ad 
is positive, it is expected that purchase intention will increase ac-
cordingly. Thus:

Hypothesis 5 A positive attitude toward an ad increases the purchase 
intention toward the product promoted in the ad.

Based on the reviewed literature, the research model of this 
study is developed as illustrated in Figure 1. The research model 
incorporates ad value antecedents (infotainment, credibility and 
irritation) and ad value consequences (attitude toward the ad and 
purchase intentions).

3  |  METHODS

3.1  |  Endorsement selection

The first step of the research was to select a well- known (non- 
celebrity) influencer who had published several endorsement 
posts for the same product; that is, posts where the influencer 
showed the same product from different perspectives. After a 
deeper observation of the types of endorsement posts on similar 
influencer accounts, we selected an influencer account with 1.5 
million followers.

Usually, influencer endorsement posts can be categorized as 
strong, mild or low depending on the main role of the product 
advertised in the picture. Strong (Image 1) is when the influencer 
post solely contains the product as the focus of the image (e.g. a 
photo of a watch). Mild (Image 2) is when the influencer is pres-
ent in the post and is showing a close- up of the product (e.g. a 
photo with the influencer at the forefront wearing a watch). Low 
(Image 3) is when neither the influencer nor the product is at the 
forefront of the post, and the post's focus is a story from the 
influencer's life (e.g. a photo with the influencer in a landscape 
wearing a watch). Participants were randomly assigned to the 
posts.

F I G U R E  1  Research model
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3.2  |  Survey

A survey was designed to filter as valid only responses from partici-
pants who were Instagram users. After answering some descriptive 
questions, the participants were assigned to one of the three posts 
randomly. Therefore, each participant only saw one of the three 
posts. The participants were able to see the assigned post through-
out the survey while they were answering the questions. At the end 
of the survey, the participants were asked about Instagram advertis-
ing in general.

3.3  |  Participants

The sample consisted of 602 participants with ages ranging from 
16 to 34, comprising Generations Y and Z (Herrando et al., 2019). 
Instagram can be considered the best social network for reaching 
young people, as it is seen as the least- intrusive social network by 
millennials (Belanche et al., 2019; Sashittal et al., 2016). Participants 
were Instagram users, and 81.9% reported following influencer ac-
counts on Instagram. Participants were recruited through a market 

research agency to fit socio- demographically with the typical distri-
bution of Spanish social network users. The participants were ran-
domly and equally distributed among the three posts (see detailed 
demographic characteristics of the sample in Table 1).

Among the reasons why the respondents followed influencers, 
76.6% said that they wanted to be entertained during their every-
day lives; 54.6% stated that they liked the influencers’ lifestyles; 
48.7% wanted to be updated on trends and fashion products; 46.7% 
wanted to learn about new products; 36.7% wanted to get informa-
tion about products before purchasing them; and 18.3% wanted to 
buy the products the influencers were endorsing.

To ensure the participants were exposed to a specific image, 
they were also asked about the main element of the influencer en-
dorsement post they were randomly assigned to. For the strong post 
(Image 1), 76% of participants highlighted the watch as the central 
element. For the mild post (Image 2), 48% pointed to the influencer 
and 48% pointed to the watch. For the low post (Image 3), 36.1% un-
derlined the landscape and 32.7% underlined the watch. Therefore, 
the watch was perceived as the endorsed product, at different lev-
els, in the three images. Hence, the advertisement cues of the influ-
encer post were perceived within the three posts. In fact, 76.3% of 

Age Data collected
Image 1: 
Strong (watch)

Image 2: Mild 
(influencer)

Image 
3: Low 
(pyramids)

16– 24— generation Z 265 44% 44% 44.1% 44%

25– 34— generation Y 337 56% 56% 55.9% 56%

Total 602 100% 100% 100% 100%

Genre

Men 302 50.2% 50.5% 50.0% 50.0%

Women 300 49.8% 49.5% 50.0% 50.0%

Total 602 100% 100% 100% 100%

TA B L E  1  Detailed demographics of the 
participants

  
 

3.2 Survey 

Image 1: 

Strong  

(watch) 

Image 2: 

Mild  

(in�luencer) 

Image 3: 

Low  

(pyramids) 

I M A G E  1  Tested posts
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the participants realized that the image was an ad- related post— in 
this case an ad for a watch endorsed by the influencer.

In response to the general questions about advertising through 
Instagram, 11.6% of the participants stated that they were not ir-
ritated by any type of advertising on Instagram; 14.1% stated that 
they found it annoying when influencers used their accounts for 
advertising- related activities; and 33.2% stated that targeted adver-
tising posts on Instagram were the type of advertising that both-
ered them most (i.e. advertisements not directly from or related to 
the influencer). Finally, when the participants were asked whether 
they would unfollow an influencer due to the influencer sharing this 
type of endorsement post, 82.6% said no; of the 17.4% of those who 
would stop following the influencer, half highlighted that the main 
reason for this as because the type of product endorsed did not fit 
their needs.

3.4  |  Measurement model validation

All variables were measured on a seven- point Likert scale, with the 
lowest score being 1 (strongly disagree) and the highest being 7 
(strongly agree). To ensure content validity, we thoroughly reviewed 
the literature on the variables included in our model, adapting them 
to the Instagram context. The variables of infotainment, credibility, 
irritation, ad value and attitude toward the ad were adapted from 
the scale of Liu et al. (2012). The variable of purchase intention was 

based on the scale of Kumar et al. (2009). Table 1 shows all of the 
scale items.

Moreover, several experts checked the survey. Likewise, the sur-
vey was pretested to ensure that all of the questions and text were 
understandable, as well as to assess its length and ease of comple-
tion (Table 2).

To ensure the validity and reliability of the measurement 
scale, the construct validity was analysed using partial least 
squares (PLS) with the statistical software SmartPLS 3 (Ringle 
et al., 2015). Construct validity relates to whether there are 
high correlations between measures of the same construct 
(convergent validity) and low correlations between measures 
of constructs that are expected to differ (discriminant validity) 
(Campbell & Fiske, 1959).

Based on the work of Fornell and Larcker (1981), to assess the 
convergent validity we examined the reliability of each item, with in-
ternal consistency considered to be acceptable when the Cronbach's 
alpha values were higher than 0.70 (Nunnally, 1978; Nunnally & 
Bernstein, 1994), the composite reliability value of each construct 
was greater than 0.60 (Bagozzi & Yi, 1988; Fornell & Larcker, 1981) 
and the average variance extracted (AVE) exceeded 0.50 (Fornell & 
Larcker, 1981) and 0.70 (Hair et al., 2014).

We tested the discriminant validity to confirm that the con-
structs differed from each other. To do so, first, we analysed the 
cross- loadings (Hair et al., 1999). Second, in a symmetric matrix, we 
corroborated that the AVE on the diagonal was larger than its cor-
responding squared correlation coefficients in its rows and columns 
(Fornell & Larcker, 1981; Hair et al., 1999). The measurement model 
results are shown in Tables 3 and 4.

4  |  RESULTS

The validity of the model was assessed by analysing the structural 
path coefficients and the percentage of variance explained. We per-
formed bootstrapping with 5,000 subsamples to test the statistical 
significance. The empirical results, as shown in Table 5 and Figure 2, 
support all hypotheses except H3 (irritation ad value).

The blindfolding analysis, through cross- validated redundancy 
(Hair et al., 2014), confirmed that the model had predictive rele-
vance. The findings show that infotainment and credibility increased 
ad value; as a result, attitude toward the ad and purchase intention 
also increased. Moreover, attitude toward the ad had a positive ef-
fect on purchase intention. Nevertheless, it must be highlighted that 
the relationship between irritation and ad value, as exposed by Liu 
et al. (2012), was not significant. These results will be discussed in 
detail in the Conclusions and Discussion section.

Additionally, we tested the level of product exposure, consider-
ing the strong (Image 1), mild (Image 2) and low (Image 3) conditions 
regarding the level of awareness of the product in the post. To this 
end, we calculated the model separately for each post and performed 
multi- group analyses (PLS- MGA) to check for differences between 
the levels of exposure (see Table 6). The empirical results show that 

TA B L E  2  Scales

Based on Liu et al. (2012):
Infotainment
This instagram post is entertaining
This instagram post is a good source of information
This instagram post is a good source of up to date product 

information

Credibility
This instagram post is convincing
This instagram post is believable
This instagram post is credible

Irritation
This instagram post is annoying
This instagram post irritating

Ad value
This instagram post is useful
This instagram post is important
This instagram post is valuable

Attitude toward the ad
This instagram post helps know new trend
This instagram post helps me to find products that match my 

personality and interests
This instagram post helps me buy the best

Based on Based on Kumar et al. (2009):
Purchase intention
If I woud have to buy a watch with this features…
I would buy the watch of the instagram post
I would try to by the watch of the instagram post
I would express my interest for the watch of the instagram post
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there were no significant differences, suggesting that the model re-
mained steady across the different levels of ad endorsement.

Moreover, to assess whether there was an indirect effect of ad 
value on purchase intention through attitude toward the ad, we an-
alysed the mediating role of the former variable. We considered the 

significance of the indirect effect using the bootstrapping method 
(Baron & Kenny, 1986; Preacher & Hayes, 2008; Real et al., 2014). 
The overall effect of ad value on purchase intention can be expressed 
as the sum of the direct and indirect effects (Taylor et al., 2008). 
Using PLS, we performed bootstrapping with 5,000 subsamples. 

TA B L E  3  Construct reliability and validity

Beta coefficient
Image 1: Strong 
(watch)

Image 2: Mild 
(influencer)

Image 3: Low 
(pyramids)

p- value
Images 1– 2

p- value
Images 1– 3

p- value
Images 2– 3

Infotainment Ad value 0.559 0.650 0.649 .777 .809 .500

Credibility Ad value 0.377 0.288 0.316 .232 .279 .405

Irritation Ad value −0.026 0.056 0.027 .968 .888 .809

Ad value Att. toward ad 0.732 0.770 0.795 .756 .882 .286

Att. toward Ad Purchase intention 0.653 0.602 0.698 .244 .771 .068

Ad 
atitude

Ad 
value Credibility Infotainment Irritation

Purchase 
intention

Ad attitude 0.945

Ad value 0.762 0.930

Credibility 0.738 0.864 0.923

Infotainment 0.778 0.891 0.853 0.903

Irritation −0.008 0.081 0.039 0.080 0.873

Purchase 
intention

0.650 0.660 0.615 0.668 0.037 0.937

TA B L E  4  Discriminant validity

Standardized 
coefficients (ß)

T- Value 
(bootstrapping) R2

H1: Infotainment Ad value 0.564 13.952*** 83.40%

H2: Credibility Ad value 0.382 7.222***

H3: Irritation Ad value 0.020 1.484

H4a: Ad value Ad attitude 0.762 35.842*** 58.00%

H4b: Ad value Purchase 
intention

0.393 6.750*** 48.80%

H5: Ad attitude Purchase 
intention

0.351 6.504***

***p < .01 (t = 2.6012). When the t value obtained using the bootstrap method is greater than 
Student’s t value, the hypothesis is confirmed with a significance of 99%.

TA B L E  5  Structural model testing

F I G U R E  2  Structural model
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Table 7 shows the overall, direct and indirect effects; the variance 
accounted for (VAF); and the confidence interval for ad attitude 
as the mediator variable. When the confidence interval does not 
contain zero, the indirect effect is significantly different from zero, 
with a 95% confidence level (Williams & MacKinnon, 2008). As can 
be seen in Table 7, the path ad value ad attitude purchase intention 
did not contain the value zero; thus, the indirect effect for this re-
lationship was statistically significant. When the VAF is between 
20% and 80%, there is a partial mediation effect (Hair et al., 2014). 
Therefore, the empirical findings suggest that there was significant 
partial mediation between ad value and purchase intention through 
attitude toward the ad; consequently, the total effect of ad value on 
purchase intention had a coefficient of 0.66.

5  |  CONCLUSIONS AND DISCUSSION

The aim of this study was to understand how advertisement value 
is determined and how it affects Instagram users’ attitudes and 
purchase intentions. Based on U&G theory (Blumler & Katz, 1974; 
Katz, 1959), our study extended the model proposed by Liu 
et al. (2012) to assess the effect of Instagram influencer endorse-
ment on purchase intention, analysing three types of influencer 
posts based on the level of product salience. In line with previous 
research on online advertisements (Dao et al., 2014; Ducoffe, 1996; 
Gvili & Levy, 2016; Liu et al., 2012; Martins et al., 2019), our study 
supports the notion that users who attribute infotainment and cred-
ibility to an influencer ad post perceive the post to have greater ad 
value, supporting H1 and H2. However, the results do not support 
the negative effect of irritation on ad value (H3). These results are 
in line with those of other studies confirming that Instagram users 
look for entertainment to pass the time, with the knowledge that 

product endorsements are more common on this social network 
than on others (Voorveld et al., 2018). Our results are also in line 
with those of another study in the social media advertising field (i.e. 
Pintado et al., 2017). Pintado et al. (2017) did not find a negative and 
significant relationship between irritation and ad value regardless of 
whether the consumer previously trusted or distrusted the brand. 
While irritation leads to a decrease in advertising effectiveness 
(Jeong & Hwang, 2015; Wang et al., 2015), this is not the case with 
Instagram. Thus, the intrinsic characteristics of the social network 
drive users to assume that they will be exposed to advertising on 
the platform; therefore, they deal with irritation issues in a different 
way. A primary contribution of the study pertains to the non- existent 
effect of irritation on ad value. This result can be explained by the 
fact that influencer marketing generally tends to aim for influencer– 
product congruence, which improves the reception of ad posts (De 
Cicco et al., 2021; Lou & Yuan, 2019; Schouten et al., 2020). That is, 
influencer endorsement posts fit the characteristics of the Instagram 
account users have freely decided to follow. In this vein, when the 
endorsement fits the influencer, users perceive similarity between 
them and the influencer's actions (Lou & Yuan, 2019; Schouten 
et al., 2020). Hence, this practice on Instagram might reduce per-
ceived irritation. Future lines of research should explore this further.

The above idea aligns with the descriptive analysis of our sam-
ple, in which the vast majority of respondents realized that the in-
fluencer was endorsing a product in the post. Our results provide 
support for the notion that Instagram is an appropriate social net-
work site to market products through influencer endorsements to 
target Generations Z and Y.

Even though it is commonly thought that people try to avoid on-
line advertisements, it seems that the gratification factors involved in 
following an influencer surpass the cost of being exposed to their en-
dorsement posts. In this vein, our research highlights that enhancing 

TA B L E  6  Structural model testing for the strong, mild and low endorsement posts

Beta coefficients
Model - Image 1: 
Strong (watch)

Model -  Image 2: 
Mild (influencer)

Model -  Image 3: 
Low (pyramids)

p- value
Image 1– 2

p- value
Image 1– 3

p- value
Image 2– 3

Infotainment Ad value 0.559 0.650 0.649 .777 .809 .500

Credibility Ad value 0.377 0.288 0.316 .232 .279 .405

Irritation value −0.026 0.056 0.027 .968 .888 .809

Ad value Att toward Ad 0.732 0.770 0.795 .756 .882 .286

Att toward Ad PI 0.653 0.602 0.698 .244 .771 .068

TA B L E  7  Indirect effect of the mediating model

Relationship (H3’)
Total effect β 
(t- value) Indirect effect path

Indirect effect β 
(t- value)

Variance 
accounted for 
(VAF)

Indirect effect 
confidence interval

Ad value Purchase intention 0.393 (6.750***) Ad value Ad 
attitude 
Purchase 
intention

0.267 (6.301***) 67.93% (0.118; 0.351)

Note: When the t value obtained using the bootstrap method is greater than Student's t value, the hypothesis is confirmed with a significance of 99%.
***p < .01 (t = 2.6012).
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the infotainment and credibility of an influencer endorsement post 
increases the post's ad value. This finding aligns with the idea that 
motivations such as credible information- seeking and entertain-
ment boost the use of Instagram influencer posts (Ko et al., 2005; 
Shao, 2009). Moreover, the empirical findings allow us to conclude 
that users who perceive ad value in an influencer post will show posi-
tive attitudes toward the ad, resulting in an increase in their purchase 
intentions, supporting H4a, H4b and H5. There is also an indirect ef-
fect of ad value on purchase intention through attitude toward the ad.

Regarding the effect of the type of product salience of the influ-
encer post, this investigation analysed the effect of strong, mild and 
low endorsement (based on the placement of the advertised product 
in the post). The results suggest that once users have assumed that 
posts are going to be ad- related in one way or another (strong, mild 
or low), different levels of endorsement exert similar effects on the 
value attributed to the ad post. This finding has interesting implica-
tions for marketers, as discussed in the next section.

6  |  IMPLIC ATIONS FOR THEORY AND 
PR AC TICE

This study raises some notable implications for theory and practice. 
On the one hand, this study contributes to extending the online ad-
vertisement model of Liu et al. (2012) by including the effects of 
ad value and attitude toward the ad on purchase intention. This 
theoretical implication highlights the efficiency of influencer mar-
keting for business purposes. Users follow influencers based on dif-
ferent motivations and needs, and the gratifications or benefits of 
following Instagram influencers seem to exceed the cost of being 
exposed to the endorsement posts of the influencers. In particular, 
this investigation points out that regardless of whether the level of 
salience of the product is strong, mild or low, the effect on ad value 
is similar. Inappropriate, overly frequent or excessive product place-
ments and forced exposures on web platforms annoy users (Edwards 
et al., 2002) when users perceive that advertising is not in line with 
the reasons why they are browsing. All these issues are reduced on 
platforms such as Instagram. Our study shows that when advertising 
is associated with scenes of everyday life the result is positive and 
independent of product placement. Therefore, companies should 
focus on the values that influencers convey and the ability they have 
to entertain their followers through the stories their pictures tell. 
This research advances the study of online advertisements, confirm-
ing the positive role of influencers as product endorsers, as well as 
the effect of this type of advertising on consumer behaviour.

On the other hand, this study sheds light on influencer market-
ing, providing marketers and influencers with the insights needed to 
maximize their benefits or return on investment. Specifically, the re-
sults suggest that influencers should enhance the infotainment and 
credibility of their endorsement posts to improve associated ad value. 
Once Instagram users perceive that a post is useful, entertaining and 
credible, the value of the ad will increase, improving their attitudes 
toward the ad and, consequently, positively affecting their purchase 

intentions. In the social media world, users do not experience irrita-
tion when seeing post that includes advertising; rather, they consider 
this to be part of the new way to contact, relate to and communicate 
with people in the digital world. Our study shows a strong support 
to the model of Ducoffe (1996) for Instagram, with the exception of 
the irritation variable. Advertising that is considered intrusive by the 
consumer (such as banner ads or pop- up ads) causes feelings of a loss 
of freedom, which irritates the consumer and has negative effects 
on advertising effectiveness (Huang, 2019). Our study offers new 
insights in the advertising research field in that when consumers per-
ceive that advertising is part of the content posted by influencers that 
they have decided to follow freely, the feeling of intrusiveness disap-
pears. Thus, when consumers are exposed to influencers’ ads, they 
do not experience the irritation associated with traditional ads. As a 
consequence, the negative effect of perceived irritability on the ad 
value is not significant. Based on our theoretical contribution pertain-
ing to the non- existent effect of perceived irritation on ad value in 
influencer marketing, we suggest that future lines of research study 
the similarity- attraction paradigm (Tajfel, 1982) to confirm whether 
influencer– endorsement congruence and perceived similarity have a 
positive effect on curbing irritation.

7  |  LIMITATIONS AND FUTURE LINES OF 
RESE ARCH

This study is subject to certain limitations. First, although the 
model remained steady across the three studied levels of endorse-
ment, it would be interesting to widen the research and include 
a greater range of ages in the sample, and even to compare be-
tween generations and genders. Second, future lines of research 
should consider conducting within- subjects experiments instead of 
between- subjects experiments to examine the influence of personal 
traits and preferences. Third, in the same line, it would be interesting 
to analyse the moderating effect of personality. Moreover, it would 
be useful to assess the sentiments expressed in reactions to posts 
at each level of endorsement to gain a better understanding of such 
reactions.
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