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Abstract 
 

Today’s teenagers belong to Generation Z, a generation known for being the first one to grow up 

with smartphones having therefore a big presence in social media. And it is through social media 

that they are in contact with their favourite influencers. 

Influencer marketing happens to be at its best moment: firms keep investing in these new figures, 

but what is it known about them? Both, Generation Z and influencers happen to be so new in the 

market, that they are surrounded by question marks. 

The present thesis aims at understanding the nature of the relationship between the influencer and 

the teenager, and its relation with brand credibility and brand attitude. In order to do so, this study 

will carry five in-depth interviews followed by an online questionnaire (N=88) among Spanish 

teenagers. 

Results show that the teenagers see influencers rather as peers than media, and that the strength 

of the relationship has an influence in influencer credibility, brand credibility and brand attitude.  

Taking a closer look into the elements that construct the perceived relationship is suggested as 

further research. 

Keywords: Generation Z, influencer marketing, relationship influencer-teenager, influencer 

credibility, brand credibility, brand attitude  



4 
 

Table of contents 
Acknowledgment ........................................................................................................ 2 

Abstract .......................................................................................................................... 3 

List of figures ................................................................................................................ 8 

List of tables .................................................................................................................. 9 

1. Introduction ......................................................................................................... 10 

1.1. Problem Statement ......................................................................................................... 10 

1.2. Research objectives and research question ......................................................11 

1.3. Research outline............................................................................................................... 12 

2. Theoretical background ...................................................................................13 

2.1. Teenagers as consumers............................................................................................ 13 

2.1.1. Generation Z .............................................................................................................. 14 

2.1.2. Teenagers and their identity construction ................................................ 14 

2.1.3. Children socialization theory ............................................................................ 15 

2.1.4. Consumer socialization in the context of socialization agents: 
peers and media ...................................................................................................................... 16 

2.1.5. Teenagers as competent consumers .............................................................. 18 

2.2. Influencer marketing ...................................................................................................... 18 

2.2.1. Influencers.............................................................................................................................. 19 

2.2.1.1. YouTube and YouTubers......................................................................................... 20 

2.2.1.2. Instagram and Instagramers .............................................................................. 21 

2.2.1.3. Snapchat and Snapchat influencers............................................................... 21 

2.2.2. Influencer marketing ....................................................................................................... 21 

2.2.3. The relationship influencer-follower ...................................................................... 22 

2.2.3.1. What defines a relationship?.............................................................................. 22 

2.2.3.2. What do we know about the relationship influencer-follower? ...... 23 

2.3. Credibility and attitude towards the brand as outcomes of the 
relationship influencer-follower ........................................................................................... 25 

2.3.1. Brand credibility .......................................................................................................... 25 



5 
 

2.3.1.1. Endorser credibility ........................................................................................... 26 

2.3.2. Brand attitude .................................................................................................................... 27 

3. Conceptual framework .................................................................................... 27 

4. Methodology ....................................................................................................... 30 

4.1. Research method ........................................................................................................... 30 

4.1.1. Choice of research philosophy....................................................................... 30 

4.1.1.1. Ontology .................................................................................................................. 31 

4.1.1.2. Epistemology ....................................................................................................... 32 

4.2. Choice of research strategy.......................................................................................... 33 

4.3. Choice of method ............................................................................................................... 34 

4.3.1. Data Type ......................................................................................................................... 34 

4.3.2. Data Collection ............................................................................................................. 35 

4.3.3. Research evaluation ...................................................................................................... 37 

4.3.4. Research validity ............................................................................................................. 37 

4.3.5. Research reliability.......................................................................................................... 38 

4.3.6. Data collection: in-depth interviews with teenagers ................................... 39 

4.3.6.1. Setting the right stage for the interview: considerations when 
conducting a study with teenagers............................................................................... 39 

4.3.6.2. The interview’s script or structure ................................................................... 40 

4.3.7. Data collection: questionnaire for teenagers ................................................... 40 

4.3.7.1. Sampling ....................................................................................................................... 40 

4.3.7.2. Questionnaire structure and explanation .................................................... 41 

5. Data Analysis ...................................................................................................... 42 

5.1. In-depth interviews ............................................................................................................. 43 

5.1.1. Types of influencers when talking about Generation Z ............................. 44 

5.1.2. Perception of the relationship................................................................................ 45 

5.1.3. Influencer credibility .................................................................................................... 48 

5.1.4. Brand credibility and brand attitude ................................................................. 48 

5.1.5. New findings.................................................................................................................... 49 



6 
 

5.2. Redefined framework after qualitative research ........................................... 50 

5.3. Questionnaire..................................................................................................................... 51 

5.3.1. Data Cleansing and Manipulation................................................................. 51 

5.3.2. Sample’s description ............................................................................................ 52 

5.3.3. Preliminary analysis: Cronbach’s Alpha .................................................... 52 

5.3.4. Analysis of the data.............................................................................................. 53 

5.3.5. Hypotheses evaluation ....................................................................................... 57 

6. Discussion ............................................................................................................ 65 

6.1. Interpretation of the results ............................................................................................ 65 

6.1.1. Characteristics of the respondents ..................................................................... 65 

6.1.2. Number of social media platforms..................................................................... 65 

6.1.3. Perceived relationship ............................................................................................... 66 

6.1.4. Influencer’s credibility................................................................................................. 67 

6.1.5. Brand credibility ............................................................................................................ 68 

6.1.6. Brand attitude ................................................................................................................ 68 

6.3. Summary of the discussion ...................................................................................... 69 

6.4. Answering the research question and sub-questions ............................... 69 

6.5. Limitations........................................................................................................................... 70 

7. Conclusion ............................................................................................................ 71 

7.1. Revised framework .............................................................................................................. 73 

7.2. Further research .............................................................................................................. 73 

7.3. Managerial implications ............................................................................................. 74 

BIBLIOGRAPHY ............................................................................................................. 76 

APPENDICES .................................................................................................................84 

APPENDIX I......................................................................................................................................... 84 

Interview guide.......................................................................................................................... 84 

In-depth interviews’ transcriptions ................................................................................ 85 

Respondent 1 – ALEX (17 YEARS OLD) ............................................................................ 86 



7 
 

Respondent 2 – LIDIA (16 YEARS OLD) .......................................................................... 90 

Respondent 3 – LUCÍA (15 YEARS OLD) ........................................................................ 93 

Respondent 4 – ALONSO (17 YEARS OLD) ................................................................... 95 

Respondent 5 – ALEJANDRO (16 YEARS OLD) ........................................................... 98 

APPENDIX II ......................................................................................................................................103 

ONLINE QUESTIONNAIRE .............................................................................................................103 

APPENDIX III .................................................................................................................................... 108 

Internal reliability tests ........................................................................................................ 108 

PEERS/MEDIA ............................................................................................................................... 113 

Spearman's rho correlations ............................................................................................. 116 

Kruskal-Wallis Test.................................................................................................................. 118 
 

  



8 
 

List of figures 
FIGURE 1. Research outline............................................................................................................. 12 

FIGURE 2. The Inclusion of Other in the Self (IOS) Scale................................................. 22 

FIGURE 3. Conceptual framework with theoretical links................................................. 27 

FIGURE 4. Conceptual framework with hypotheses......................................................... 29 

FIGURE 5. Research strategy.......................................................................................................  33  

FIGURE 6. Coding Tree..................................................................................................................... 42 

FIGURE 7. Updated framework after the qualitative research took 

place........................................................................................................................................................ 50 

FIGURE 8. Histograms of brand attitude, brand credibility, influencer’s credibility 

and perceived relationship.......................................................................................................... 57 

FIGURE 9. Scatter diagram between the influencer and the brand 

credibility............................................................................................................................................... 59 

FIGURE 10. Scatter diagram between the influencer credibility and the 

brand....................................................................................................................................................... 60 

FIGURE 11. Scatter diagram between brand credibility and 

attitude.................................................................................................................................................... 61 

FIGURE 12. Revised framework..................................................................................................... 72 

  



9 
 

List of tables 
TABLE 1. Cronbach’s Alpha coefficient scores.................................................................... 51 

TABLE 2. Social media platforms.............................................................................................. 53 

TABLE 3. Scoring criteria for RCI Scales................................................................................. 54 

TABLE 4. Descriptive statistics on influencer credibility, brand attitude, brand 

credibility and their subconstructs......................................................................................... 55 

TABLE 5. Kolmogorov-Smirnov test.......................................................................................... 56 

TABLE 6. Strength of the correlation coefficients............................................................. 58 

TABLE 7. Hypotheses revision...................................................................................................... 63 

  



10 
 

1. Introduction 
 

The aim of this first chapter is to stress the importance of the research and the problem statement 

of the present thesis. Also, the research objectives are discussed, and the research question will 

be stated. At the end, the research outline is drawn for the reader to have a better understanding 

of the structure of the present project. 

1.1. Problem Statement 
Nowadays, in a constantly connected world, social media has a huge influence in our lives, 

especially in the teenager’s lives. Part of their social lives takes place on social media, where they 

spend many hours per week (Wallace, 2015). Within social media (including YouTube), it is a 

known phenomenon the emergence of influencers, but so far, little is known about them.  

Teenagers happen to be in a moment of their lives, where they are fighting to understand who 

they are, but also, they are trying to find their own place in the group, to fit in. Even though their 

understanding of brands and consumption is more sophisticated (John, 1999), they can still, as all 

of us, be influenced by commercial attempts. Of course, the fact that they can identify mass media 

and its commercial intent, does not mean that they are not at all accessible, but it makes it more 

difficult for brands to reach them. As the members of Generation Z are growing up, as does their 

purchasing power, they need to be studied. But generalizing a generation might be naïve. Different 

nationalities among teenagers (in this case, the Generation Z) might have effects on the behaviour 

of teenagers, even within Europe. In the present paper, Spain has been chosen as the country 

where the research will take place. This was decided to be done in this way because of pragmatic 

reasons: the author of the paper is Spanish, and it was much easier for her to obtain Spanish 

interviewees and respondents because of her network. Also, the language barrier would have been 

a significant bias otherwise. 

Teenagers spend a great number of hours watching videos of their influencers, following them on 

different platforms (e.g. Instagram, YouTube…) until the point that they do feel close to some of 

these figures. It is known that the socialization agents are family, friends, school and mass media 

(Marshall, 2010). When children are growing up the influence of peers happen to surpass the 

parents’ authority, becoming the group norms the most relevant for them (Buckingham, 2011). 

What if teenagers were not uniquely being reached though media, but teenagers were also being 

advertised by influencers, whom some of them consider belonging to their peers/friend’s 

socialization agent rather than the media agent? How is this relationship built and of which nature 

is it?  
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Influencers also seem to have a key role in brand credibility (Childers et al., 2018). Brand 

credibility refers to the credibility inspired to customers through the brand’s communication, 

which is measured by the customers believability in the trustworthiness and expertise of the firm 

(Huur, Kim & Woo, 2014). Building brand credibility is acknowledged as being a long-term 

process built and solidified through repetitive customer/brand positive interactions (Sweeney & 

Swait, 2008).  

Moreover, celebrity endorsement leads to a favourable attitude toward the endorsed brand (Till et 

al., 2008). Brand attitude represents the consumer’s preferences and overall evaluation of a brand 

(Solomon, 2014) and it has a very big influence on terms of purchase intentions (Vidyanata et al., 

2018).  

Many firms know about how relevant influencers happen to be in the lives of some teenagers so 

more and more companies try to monetize this new way of reaching teenagers. In this model, 

influencers have the role of an intermediary between the brand and the teenager and are used as 

a tool to achieve greater levels of brand credibility and brand attitude. How does this bond or 

relationship between the influencer and the follower (teenager in this case) influences brand 

credibility and brand attitude?  

1.2. Research objectives and research question  
The main research objective of the present thesis is to understand the nature of the relationship 

between the influencer and the teenager. Also, it is very relevant to understand its relation with 

brand attitude and brand credibility. This relationship between these two new agents on the market 

with ever-increasing power and influence and its nature lacks documentation and 

conceptualization.  

Moreover, it is also an objective to shed light on two these major new concepts that have not been 

studied in depth in the business literature: Generation Z and digital influencers. Teenagers, even 

though they appear to have an understanding of the market and its construct, seem to have a high 

level of trust towards these digital influencers to whom they are very often exposed.  

Furthermore, Generation Z is a generation, unlike the Millennials, which has not been widely 

studied despite its unique characteristics. It can be argued that teenagers share common traits 

across generations but of course the also present differences. Generation Z is different to the 

Generation Y and therefore, their way of reacting to technology, media, digital social settings is 

arguably different from the previous generations and thus requires investigating.  

All of this leads us to the following research question: 



12 
 

How does the relationship between the influencer and the follower affect the brand credibility 

and brand attitude? 

And thus, the following sub-questions: 

How is the construct relationship influencer-teenager built? 

How do teenagers perceive influencers in relation to the four different socialisation agents? 

How does the nature of the relationship influencer-teenager affect the credibility of the 

influencer and thus, brand credibility and brand attitude? 

 

1.3. Research outline 
In order to successfully answer to the research question, this thesis will follow the outline stated 

in Figure 1. The introduction chapter gives an overview to the reader in terms of the topics that 

will be touched upon this thesis and the relevance of the research gap. Also, the research 

objectives preceding the research question and sub-questions were discussed.  

Once the introduction has taken place, the theoretical chapter as such is following. In this chapter, 

the theoretical framework is exposed in order to understand the topic as whole. In this chapter, 

three big literature blocks are developed: children as consumers, influencer marketing and brand 

outcomes. This theoretical framework will lay the foundations for the posterior creation of the 

conceptual framework. 

As stated, the conceptual framework will be drawn. In order to answer the research question and 

sub-questions, the conceptual framework is built based on different theories and findings already 

exposed on the theoretical framework. Hypotheses will be formulated at the end of this chapter, 

where the final research model is presented. 

Then, the methodology of the research is discussed. Consequently, the analysis of the collected 

data and results follow this section. 

Once all of this has been presented, a discussion of the obtained results takes place. Furthermore, 

the limitations and implications of the research are discussed upon.  

Finally, a conclusion addressing managerial implications together with a revision of the proposed 

framework will take place. 
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Figure 1: Research outline. Source: Author’s creation 

 

2. Theoretical background 
 

In order to provide the knowledge and background adequate to conduct the present paper, a review 

of the most relevant literature takes place. This literature review will be divided in three main 

blocks: teenagers as consumers, influencer marketing and brand outcomes. This division is 

coherent with the research question “How does the relationship between the influencer and the 

teenager affect brand credibility and brand attitude?” 

2.1. Teenagers as consumers 
 

For a better understanding of the context of this study, it was found extremely relevant to start 

explaining who and how teenagers are today and what are the characteristics that differentiate 

them from previous generations. Thus, Generation Z will be introduced. The teenager’s identity 

construction will be introduced as it happens to be defining the adolescence from its beginning to 

its end. The children socialization theory will be reviewed in order to understand in what stage of 

their socialization teenagers are at, as well as the socialization agents which happen to be directly 

related to the adolescent’s identity construction. Lastly, the competence of teenagers as consumers 

will be analysed. 

Conclusion

Discussion

Analysis

Methodology

Conceptual framework

Theoretical background

Introduction
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This first literature block is the foundation for a better understanding of teenagers as a whole and 

also, to understand teenagers as consumers. The importance of this literature block relies on a 

better understanding of the Generation Z as the age group that will be studied within this paper, 

thus this contributes to better understand the context. Understanding the specificities of this 

generation will help understanding their relationship with influencers and its effect on some brand 

outcomes. 

2.1.1. Generation Z 
In order to better understand the teenager of today’s behaviour as consumer, it is important to 

comprehend the generation who are currently teenagers, because they will present some 

characteristics notoriously different from the former generation, the Millennials, and also from 

the later generations. 

Generation Z (also known as post-millennials, Centennials or iGen) is the generation born 

between 1995 and 2010 (Seemiller & Grace, 2016). This generation, despite growing in terms of 

importance and purchasing power, has not been studied in depth by scholars, being one of the 

main reasons for it the young age of its components (Southgate, 2017). Centennials are known as 

the first generation who grew up (and still is growing up) with smartphones, a generation who 

feels very comfortable with technology and have a very high presence on social media, where a 

big part of their social lives is taking place (Southgate, 2017). As they are the first generation to 

grow up in a smartphone society, they are also the first generation to co-exist with social media 

since they were born and thus, their need for instantaneous information is now integrated in their 

lives (Ortín & Ruiz, 2018). 

Post-millennials are technology heavy users and see technology as a useful tool (Priporas, Stylos 

& Fotiadis, 2017). This generation has the opportunity to be in constant contact with their 

favourite brands and of course, their favourite influencers (Priporas et al., 2017).  

2.1.2. Teenagers and their identity construction 

Adolescence are the last years of childhood (Erikson, 1968) and it is often described as an 

“evolutive transition” since it is a period of change, growth and transformation from the infantile 

immaturity to the physical, psychosocial and sexual maturity of adulthood (Kimmel, Weiner & 

Ascaso, 1998). The adolescence is completed when the individual has found his/her identity 

achieved in perfecting his/her social capabilities and in the competitive learning with his/her peers 

(Erikson, 1968). 

This section will have a special focus on this topic: the search of identity of teenagers. This search 

of identity happens to define the adolescence and thus, it is relevant for the present study in order 

to define and better understand teenagers. Often teenagers will be preoccupied about what others 
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think of them as compared to what they feel they are. They will need to connect the skills 

developed in earlier years with what they think they are supposed to become (Erikson, 1968). The 

teenager will seek for the approval of peers and will look for people and ideas to put his/her ideals 

in (Erikson, 1968). The “identity crisis” Erikson talks about is resolved when a satisfactory 

adjustment is achieved between personal self-definition and the social roles that the subject 

performs. This "fit" will allow the teenager to experience a feeling of inner identity in the form of 

progressive continuity between what he/she has become during the years of childhood and what    

he/she promises to be in the future; between what he/she thinks he/she is and what he/she 

perceives that others see in him/her and expect from him/her (Erikson, 1968). 

Some authors have highlighted the applicability of the Eriksonian theory in today’s society. For 

instance, Kay (2018) examined the impact of the defining technology of contemporary society—

the Internet—on the development of individuals who grew up with social media. Syed and Fish 

(2018), Alberts and Durrheim (2018) and Rogers (2018) addressed Erikson’s analysis of cultural 

influences on the identity development. In this way, they proved that Erikson theories are still in 

force.  

Sierra, Reyes and Córdoba (2010) when studying the teenager’s identity search noticed that the 

teenagers were experimenting isolation from their family and were finding “refuge” in their group 

of friends. However, the teenagers in Sierra et al.’s study expressed feeling little supported by 

their environment (family and friends). This seemed to be a reason for the media to play a big 

role in their lives, absorbing many hours of their time (Sierra et al., 2010). 

Relationships between teenagers enable the communication regarding their interpretation of the 

world, their knowledge and values which contributes to the identity building (Lacasa, De la 

Fuente, García-Pernía & Cortés, 2017). Thus, part of the identity construction of teenagers come 

from the socialization. This will lead us to one of the next literature review block: the socialization 

agents. 

2.1.3. Children socialization theory 
The main aim of this section is to define the stage of socialization teenagers are at and what this 

stage entails, in order to understand them as consumers. Understanding teenagers as consumers 

is fundamental to understand them as followers of influencers and thus, better understand this 

relationship this paper aims to study. Also, the different agents of this socialization theory will 

have a big repercussion on the relationship teenager-influencer and thus, it happens to be highly 

relevant to answer the main research question. 

In 1999, John presents three consumer socialization stages; perceptual, analytical and reflective. 

The last one clusters children from 11 to 16 years, and it is characterized by a greater development 

in several dimensions of cognitive and social development. At this age, children develop more 
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sophisticated social skills and information processing leading to a better understanding of 

marketplace concepts such as branding and pricing (John, 1999). At the same time, their 

awareness of the expectations of other people and the need to shape their identity and belong to 

the group is reflected in a higher attention into the social aspects of being a consumer, choice 

making and brand consumption (John, 1999).  

In order to better understand their socialization stage, it seems remarkable to explain that a 

teenager is able to take the detached perspective of another person, in relation to the social group 

this person belongs to or the social system they run (John, 1999). This reflective stage allows 

teenagers to develop critical thoughts towards the marketplace and its operation (Marshall, 2010). 

This theory applies to the socialization of teenagers, without taking into account what generation 

they belong to. The following section addresses this particular issue. 

2.1.4. Consumer socialization in the context of socialization 
agents: peers and media 

This literature section will be the foundation for answering the sub-question “how do teenagers 

perceive influencers in relation to the four different socialisation agents?”. Teenager 

socialization will be further discussed through peers and media as socialization agents. 

For digital young adult natives, sometimes it can be hard to distinguish between genuine content 

and paid advertising (Alvarez, 2017). Teenagers tend to believe more what the influencer 

communicates and to have a better opinion of the products that the influencer recommends or 

advertises (Benítez & Navas, 2016). 

Children socialization is ongoing through their lives. Teenage years are when important aspects 

of socialization are taking place, especially in regard to identity related issues (Arnett, 1995). The 

central socialization agents are peers, school, family and mass media (Marshall, 2010). Media has 

a huge impact in everyone’s lives, even if we are aware of the commercial intent behind, but it 

seems that its reach might be limited due to the awareness regarding the same. Thus, it looks 

obvious to state that somehow, teenagers are aware and therefore protected from media. But what 

happens when the commercial attempt does not come from media but from the peers? Álvarez 

(2017) suggests that with the rise of influencers, the line between content and advertising has 

become very blurry.  

The present paper will explore if teenagers see influencers as peers or as media. 

Peers 
Peers, together with the parents, are one of the main factors to teach children how to become an 

economic agent as such: being able to choose and buy a product and to understand how the 

marketplace works (Marshall, 2010). As children get older and have their own disposable income, 
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what the wear, play with or eat, it becomes every time more influenced by their peers; their 

primary point of reference shifts to be the desires and preferences of other children rather than the 

parent’s opinion (Buckingham, 2011). 

“Peer pressure” seems to gain relevance when children are growing up, and the group norms are 

not only regarding the way they dress but also on the media, the influence of peers, as already 

mentioned, happen to surpass the parents’ authority (Buckingham, 2011). The teenager's 

frequency of interaction with his peers about consumption matters has been proven to be a good 

predictor of involvement in the early stages of consumer decisions (Moschis & Mitchell, 1986). 

This peer’s influence happens to be relevant for this research because when children decide to 

watch influencers or follow them, are they being influenced by the group norms, and trying to fit 

in? Does this mean that peer influence is affecting their choices? Also, the fact that teenagers 

might see the influencers they like the most as peers or even friends, will it make a big difference 

in the way we understand the relationship influencer-teenager and the outcomes of the same? 

At the same time, as already stated in this paper in the subsection “teenagers and their identity 

construction”, peers have a big influence in the identity construction of teenagers. Thus, if 

influencers are seen as peers, do influencers have a bigger effect on teenagers than any of the 

other socialization agents? Are influencers not be only influencing teenagers’ consumer choices 

but the construction of their own identity? 

Media 
Media plays a very important role in the social environment of people of all ages, but its role in 

the socialization of teenagers is even stronger (Arnett, 1995). The rise of media as one of the main 

socialization factors for teenagers and the decline of family, entails an increase of the teenager’s 

independence in the socialization process. Depending on where these children live (Marshall, 

2010), it has been found that there are some differences. 

Arnett (1995) lists the five adolescents' principal uses of media: entertainment, identity formation, 

high sensation, coping, and youth culture identification. In the societies where media is available, 

teenagers can have access to materials from media that influence the formation of the teenager’s 

identity. Thus, the adolescent’s identity formation is also shaped by media.  

Compared to the traditional media, the Internet is more interactive and offers the teenagers the 

possibility of having more privacy. It has been found that the main source of information in order 

to make decisions is media, rather than the parents or the school. Also, media is used to keep in 

touch with their peers. Studies show that the over the 95% of the Spanish households with 

teenagers have Internet (Instituto Nacional de Estadística, 2018), which means, these children 

have complete access to media. 
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If influencers are seen rather as media than as peers, is their level of influence on the teenager 

might be minor than if seen as peers? In this case, do teenagers have more resources to shield 

from them, as they identify influencers as media? 

The fact that “technology enables marketers to bypass parents and go directly to children” (TEDx 

Talks, 2013, min 13:22) defines the “risk” some parents see in media and especially in social 

media, and often leads them to this last question: are teenagers “competent” consumers? 

Media will be further analysed in the literature section “influencer marketing”. 

2.1.5. Teenagers as competent consumers 
In the 50’s, a mix of laissez-faire parenting, together with mass-media and marketing directed to 

children (especially commercial television), started the big debate regarding children 

vulnerability (Marshall, 2010).  

Ever since then, there have been two opposite schools of thought: the ones that categorize children 

as competent consumers and the ones who see the child as weak, and that need to be shielded 

from advertising. It seems fair to assume that when children grow up, they are less and less in 

need to be defended and become more competent and able of critical thinking consumers. It is 

known that children’s understanding of the commercial intent and tactics of advertisers is not 

consolidated until early adolescence (Marshall, 2010). But the fact that teenagers might be more 

aware of the role that advertising plays in society does not mean that they become more careful 

consumers and obviously, as it happens with adults, their understanding of basic economic 

concepts is limited (Marshall, 2010). 

Also, it has been found that the role of the parents on the teenager’s acquisition of shopping skills 

is declining, leaving room for other agents to affect his/her consumer knowledge: other agents as 

peers and media. 

Thus, a big discussion opens: are teenagers fully competent consumers? Do they understand the 

commercial intend behind social media or influencers or as soon as they get targeted by other 

means different to traditional media, they put their shields down and become an easy target? 

2.2. Influencer marketing 
 

In order to respond to the main research question, this second literature review block takes place. 

In this study, giving the foundations for a deep comprehension of the relationship between 

follower and influencer is very relevant in order to understand better the different brand outcomes 

of this relationship. Social media influencers’ opinions have been proved to have a strong impact 

on their followers, especially on the younger generations, including the Generation Z (Kadekova 
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& Holienčinová, 2018). But due to the recent emergence of social media influencers in the past 

years, there is a lack of research on how these individuals are influencing younger generations as 

well as on regards of this influencer-follower relationship. Nowadays, a big part of the advertising 

budget of many companies is flowing into influencer marketing (Riedl & von Luckwald, 2019): 

about 80% of brands have launched campaigns with influencers (Augure, 2015) 

Thus, this block of literature will attempt to understand what other scholars say about influencers, 

followed by a further analysis of different influencers depending on the media that they are using 

as a channel to communicate with their followers. Then, influencer marketing will be reviewed 

to give an insight on how these influencers are intensively used for marketing purposes and lastly, 

the so-called relationship between influencer and follower will be further discussed. This 

literature block it is extremely relevant for this research, in order to understand what it has been 

researched on regards of influencers and thus, their relationship with teenagers. This will set the 

foundations for the study of the relationship and therefore is a must in order to answer the main 

research question. 

2.2.1. Influencers  
To start with this theory block, the first step will be to define the concept influencer as such. It 

has become a regularly used term nowadays, but what is its definition? An influencer is defined 

as “a person (…) that has the ability to influence the behaviour or opinions of others” (Cabridge 

Dictionary, 2019). These influencing people of the 2.0 network happen to be bloggers, youtubers, 

tweeters, instagramers, etc. (Ortín & Ruiz, 2018).  Social media influencers are the people who 

have a substantial social network of people who follows them (De Veirman, Cauberghe & 

Hudders, 2017). They are often considered as “trusted tastemakers” in one or many niches (De 

Veirman et al., 2017, p. 798). 

In the past, endorsers have been constantly used by brands in their publicity campaigns. In the 

marketing field, an endorser is someone who, because of his personality or his belonging to an 

entity, creates influence’ flows based on his opinions, assessments and purchase decisions 

(Castelló-Martínez & Del-Pino-Romero, 2015). Brand endorsement strategies rely on the 

consumer knowledge and trust in the endorser. Therefore, companies should be extremely 

cautious when they choose endorsers as a degradation of the endorser’s reputation could damage 

the brand (Zhou & Whitla, 2013). 

Now it seems that the figure of the traditional endorser has developed into the figure of the 

influencer. Influencers are seen as intermediaries and brand tools to reach some consumers 

shaping the audience attitudes through blogs, tweets, and the use of other social media (Freberg, 

Graham, McGaughey & Freberg, 2011). These consumers are using less and less traditional media 

and more social media. Their presence in social media is constantly growing, and they are 
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considered as opinion leaders. An opinion leader is characterized by his/her knowledge about a 

particular subject and his/her notoriety. Moreover, an opinion leader is someone who is able to 

funnel the information that he/she receives and act as a speaker for a community (Pérez & 

Campillo, 2016). 

There are some influencers who do not comment on some products but, thanks to the photos and 

the content they share in their social media, they show the products as part of their lifestyle. This 

often is something that followers want to emulate. Their influence in this case, although more 

subtle and more difficult to analyse and quantify, can modify the behaviour of the followers (Pérez 

& Campillo, 2016). 

Influencers happen to increase the engagement of some of their followers, influencing in this way 

their decisions (Childers, Lemon & Hoy, 2018).  It could be said that influencers arised from the 

need to find people in social media who have the ability to affect the purchase decisions of other 

people, thanks to their social status social or their knowledge. This need was created by the 

“saturation” of the consumers by traditional media and their search for people and institutions 

whose opinion they could trust (Capriotti, 2013) 

Influencer marketing has become quite popular among some sectors: this tool is very used in 

fashion, beauty, mobile and apps, food, sports and tourism (Ortín & Ruiz, 2018). 

According to recent studies, the most popular online platforms among teens are YouTube, 

Instagram and Snapchat (Anderson & Jiang, 2018). Thus, influencers among these platforms will 

be further analysed within this study. 

2.2.1.1. YouTube and YouTubers   
YouTube is a social network created in 2005 in the United States by Chad Hurley, Jawed Karim 

and Steve Chen (Cloud, 2006). In this platform the users can create an account, open a channel 

and upload and share online videos completely free of charge. 

YouTube allows to upload any type of videos that include music video clips, tutorials, bloopers, 

movies, etc. However, there are certain users, called YouTubers, who started creating a different 

kind of videos where they are the protagonists. Usually these YouTubers have thousands 

(sometimes millions) of followers on their accounts. 

YouTubers influencers are the individuals that regularly produce and upload videos onto 

YouTube and a group of followers watch this video in a regular basis (Xiao, Wang & Chan-

Olmsted, 2018). Once, because of their personality or content, these influencers become famous, 

their reach goes beyond their platform. For instance, influencers are more popular than 

mainstream celebrities among American teenagers (Haryacha, 2014).  
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2.2.1.2. Instagram and Instagramers 

Instagram is a free photo and video sharing platform launched in 2010 that has also emerged 

within the main social media platforms (Instagram Official Webpage, 2019). This social network 

counts on 1 billion users (and growing) monthly active users (Statista, 2018).  

Instagramers or Instagram influencers are considered the people who through Instagram, have 

reached thousands of people. An instagramer is often contacted by different brands in order to 

make collaborations (Martín, 2018) and the ones who work within fashion and beauty are usually 

very popular (Ortín & Ruiz, 2018). 

2.2.1.3. Snapchat and Snapchat influencers 
Snapchat is a photo-sharing app created in 2011 that allows its users to send and receive photos 

or videos to one or several friends or contacts. The unique feature is that these photos and videos 

(snaps) dissolve after few seconds (Utz, Muscanell & Khalid, 2015). In 2019, Snapchat was 

counting on over 190 million of daily users (Statista, 2019). 

Snapchat influencers seem to be less interesting for brands, since the tracking methods (views, 

followers, etc.) are less developed than in other social media. Still, Snapchat influencers will be 

included in this research since Snapchat happens to be the third most popular platform for 

teenagers (Anderson & Jiang, 2018).  

2.2.2. Influencer marketing 
After the previous analysis of what influencers are, influencer marketing is going to be further 

studied. This analysis is relevant for the present paper because very often influencers will not only 

talk about their tastes on what they are considered experts on (beauty, fashion, videogames, etc) 

but on brands they are promoting and of course, being paid to do so. Thus, studying influencers 

without the brands and paying publicity, would mean to obviate a big part of this field. 

Since the very beginning of advertising, marketing and communication experts have been looking 

for the most effective ways and channels for the companies (and brands) to reach their audience 

(Ortín & Ruiz, 2018). Influencer marketing is a trend which is starting to establish its foundations, 

and which has been gradually introduced into current marketing strategies (Brown, 2016). 

Influencer marketing is the promotion strategy used by brands in order to take advantage of the 

charisma, the influence and fame of a person to make their commercial message reach their target 

audience (González, 2018).  

Hence, influencer marketing is a tool used by companies which consists in contacting and linking 

with the most influential users of the network (tweeters, bloggers, youtubers, celebrities, etc.) 

with the aim of getting assistance for spreading messages and content related to the brand in social 

media (Carricajo, 2015). They reach this company’s target with greater proximity and more 
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effectively than other means, thus becoming endorsers and achieving a great reach (Carricajo, 

2015). Influencers seem to improve the reputation and credibility of the brands (Ortín & Ruiz, 

2018). Thus, influencer marketing is a collaborative strategy between the brand or company and 

the influencer, so both are benefited (Castelló-Martínez & Del-Pino-Romero, 2015). An aspect 

that has changed in comparison with traditional media marketing is the way nowadays consumers 

pursue the information, evaluate the products and give some feedback (Ortín & Ruiz, 2018). 

2.2.3. The relationship influencer-follower 
In this last part of the second literature block, what is a relationship will be discussed, followed 

by a review of what has been studied about the relationship influencer-follower. The importance 

of this section relies into the pursuing of a deeper understanding of the relationship influencer-

teenager and its nature, fundamental in order to answer the research question of the present 

project. 

2.2.3.1. What defines a relationship? 
To start with this section, a definition of what a relationship is presented. Nowadays, there is an 

agreement among social and behavioural scientists of what constitutes a relationship. Most of the 

scholars agree that the basic ingredient for a relationship is interaction, which permits two people 

to influence each other (Regan, 2011). Thus, two people have a relationship if they interact or 

influence each other: the way one of the partners behave (i.e. think, act, feel) will influence the 

way the second partner does behave and vice versa (Regan, 2011). This definition can be applied 

to the relationship influencer-teenager: the way the influencer acts, thinks, and talks about his/her 

feelings will have an influence on the teenager. At the same time, the way the teenager behaves 

(i.e. gives likes or favourable comments on the social media of the influencer, attends his/her 

events) will have an influence in the influencer. Also, in order for being considered a relationship 

and not an isolated interaction, the interactions have to be continued on the time (Regan, 2011). 

Not all the relationships are equally important: relationship scientists use the term close 

relationship for the most influential ones and differentiate between subjectively close 

relationships and behaviourally close (Regan, 2011). Subjectively close relationships are those 

characterized by great levels of subjectively closeness, meaning both partners feel very close and 

connected to each other. This level of closeness can be assessed by the Inclusion of Other in the 

Self (IOS) Scale created by Aron, Aron & Smollan (1992). This scale intends to measure the 

degree in which an individual feels connected to his/her partner. This scale is composed by 7 pairs 

of circles that represent the self and the other and overlap each other. The individual has to choose 

which pair of circles better represent his/her relationship (Figure 2): 
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Figure 2: The Inclusion of Other in the Self (IOS) Scale. Source: Aron et al. (1992) 

On the other hand, behaviourally close relationships are those relationships in which the partners 

have high interdependence (Regan, 2011). To establish the level of interdependence, these four 

properties are necessary: frequency of influence, diversity of influence, strength of influence and 

duration of the influence. These are commonly measured by the Relationship Closeness Inventory 

(RCI) proposed by Berscheid, Snyder and Omoto (1989), which is a self-report questionnaire 

aiming to assess the behaviourally closeness as a construct composed by the amount of time spent 

with the partner (frequency), number of different interactions or activities engaged in together 

(diversity), degree of influence on the partner’s decisions, behaviours, activities and plans 

(strength) and duration of the relationship (duration) (Aron et al., 1992; Berscheid et al., 1989).  

The constructs frequency, diversity and strength are considered as primary and duration is 

considered as a concept of interest. This because for an individual can be difficult to distinguish 

from the duration of a close relationship, whereas it is easier to quantify the longevity of that 

relationship. But a long-lived relationship of low frequency, diversity and strength does not 

contribute to build the closeness of a relationship (Berscheid et al., 1989). Thus, the duration of 

high interdependence happens to be a construct of difficult measurement, and not to be compared 

with the duration of the relationship or relationship longevity.  

This theory is considered as very relevant in order to create a construct of perceived relationship 

in order to understand the nature of the same. 

2.2.3.2. What do we know about the relationship influencer-follower? 

In the previous years, some scholars have researched regarding influencers and their outcomes 

e.g. the factors influencing the effectiveness of YouTube influencer marketing (Xiao et al., 2018) 

or the influence of the celebrity endorsement on Instagram on brand attitude and brand credibility 

to generate purchase intention (Vidyanata, Sunaryo & Hadiwidjojo, 2018). Still, it seems that the 

nature of the relationship influencer-follower has not yet been explored extensively.  
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First of all, what an influencer is, and the different types of influencers have been already 

discussed. In order for the reader to understand, it has been deemed as necessary to first define 

what we understand as a follower. What being a follower entails, especially depending on the 

platform, might vary. In this paper, followers will be considered these teenagers who follow the 

so-called influencers. This means that they have subscribed to the influencer’s YouTube channel, 

follow the influencer’s Instagram account or follow them in Snapchat. Also, if they do not follow 

the influencers in their social media actively but regularly, they visit their accounts, these 

teenagers will also be considered as followers.  

Influencers happen to connect and engage with their followers by creating the idea of an exclusive 

and personal relationship (Rebelo, 2017). Influencers are very likely to be seen as highly 

believable electronic Word Of Mouth (eWOM) rather than as paid advertising (Abidin, 2016), 

which seems to be more effective than traditional advertising because of a higher perceived 

credibility and authenticity, which consequently leads to a lower resistance to the message (de 

Vries, Gensler & Leeflang, 2012). 

It has been found that as spectators (followers in this case), people tend to lower the rational guard 

when someone who they admire, talks about a product. This puts them in a state of vulnerability 

and non-consciously the emotional mechanisms are activated in which they transfer all kinds of 

benefits regarding the product, because of the positive association. In an illusionary way and 

guided by the subconscious the speech is retained in the mind of the consumer (Castelló-Martínez 

& Del-Pino-Romero, 2015). 

Therefore, in the past, endorsers have sometimes been considered as peers rather than as media. 

This can be deduced based on previous studies, when someone who the consumer admires talks 

about a topic, the guard goes down. Thus, it seems that it has some similarities with the word of 

mouth (WOM) initiated by a peer or friend. Still, influencers happen to have some peculiarities 

that traditional endorsers in traditional media did not have, for instance, the followers can be 

connected to the influencers at any time, and even try to reach them though messages, breaking 

the unidirectionality of traditional media. This would help for the influencers to be seen more as 

a friend, someone you can reach and talk to, follow in your daily live, someone you would rather 

trust. This is a powerful tool to stop being seen as media, as a product and to start to be seen as a 

celebrity, but more of that, as a friend they can put their trust on and which opinions they highly 

valorise. 

In this paper, the relationship influencer-follower will be categorized into three different types: 

strong, medium and not strong. This intensity is expected to be affected by the type of influencers 

the teenagers are following and will influence at the same time the brand outcomes: brand attitude 

and brand credibility. 
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It will be considered as a strong relationship when the IOS and RCI are high and the influencers 

are seen as peers. It will be considered as not strong when the influencers will be considered as 

media and levels of IOS and RCI are low. The relationship will be considered as medium when 

these values will be moderate, and the influencer is not seen as a peer or media clearly. 

2.3. Credibility and attitude towards the brand as 
outcomes of the relationship influencer-follower 

 

In this last block of the literature review, different brand outcomes that can emerge from the 

relationship between follower and influencer will be analysed in order to be able to answer the 

main research question. 

Over the last years influencer marketing strategies have been used to improve some of the 

different brand outcomes including brand credibility and brand attitude. Even though the links 

between influencer marketing and these brand outcomes have been studied in the past, there has 

never been a study that tries to understand the nature of the relationship between the follower and 

the influencer and associates this to these different brand outcomes. Then, based on previous 

studies, it has been deemed as relevant that the discussed brand outcomes can be directly related 

to influencer marketing and therefore, the relationship between follower and influencer. This will 

be studied in the present paper. 

First, an outlook of brand credibility and its relation to the present study will take place. Then, an 

analysis will take place in regards of brand attitude and again, its links to this research. 

2.3.1. Brand credibility 
 

Brand credibility was defined by Erdem & Swait (2004) as the perceived believability that a brand 

has the willingness (i.e. trustworthiness) and the ability (i.e. expertise) to deliver what it has 

promised. Thus, brand credibility refers to the credibility inspired to customers through the 

brand’s communication, which is measured by the customer’s believability degree in the expertise 

and trustworthiness of the firm (Huur, Kim & Woo, 2014). Hence, brand credibility consists of 

two main components: trustworthiness and expertise (Hyun Baek & Whitehill King, 2011). 

Trustworthiness can be defined as the willingness of the companies to deliver what they have 

promised. Expertise is referred to the ability of these companies to deliver what they have 

promised (Hyun Baek & Whitehill King, 2011).  

 

Brand credibility affects customer loyalty indirectly through customer satisfaction. Other 

consequences of brand credibility are the enhancement of the WOM and its potential to lower 
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brand-switching (Sweeney & Swait, 2008). It is considered as a long-term investment to build 

brand credibility through repetitive customer-brand positive interactions (Sweeney & Swait, 

2008). The brand itself acts as both: an offensive and defensive marketing tool. The offensive 

strategy consists in, by enhancing awareness and recognition, attract the customers and as 

defensive strategy retain the customers by, as said, decreasing the brand switching behaviour. 

(Sweeney & Swait, 2008). Lastly, brand credibility also has been found to increases consumer’s 

purchase intention (Daneshvary & Schwer, 2000).  

 

Childers et al. (2018) found arguments to state than influencers have a key role in brand 

credibility. Moreover, Vidyanata, Sunaryo & Hadiwidjojo (2018) confirmed that influencers can 

directly affect brand credibility, as well as brand attitude. And Childers et al. (2018) also stated 

that influencers enhance credibility beyond what traditional endorsers do. Anridho & Liao (2013) 

found that consumer’s brand credibility tends to become more positive when the brand credibility 

is higher.  

Based on this, it will be studied how the relationship influencer-follower affects brand attitude. 

2.3.1.1. Endorser credibility 
 

Even though brand credibility has been consistently considered as a bidimensional construct 

composed by trustworthiness and expertise (Erdem & Swait, 2004, Huur, Kim & Woo, 2014), 

when it is about the endorser credibility, a third subdimension emerges: attractiveness (Ohanian, 

1990).  

Moreover, the credibility of an endorser (influencer in this case) was found to impact the 

credibility of the endorsed brand (Spry, Pappu & Bettina Cornwell, 2011; Elberse & Verleun, 

2012), strengthening the brand credibility (Singh & Banerjee, 2018) and being transferred to the 

brand (Vidyanata, Sunaryo & Hadiwidjojo, 2018). Consumers will therefore associate some 

brands with certain celebrities adding dimensions of attractiveness, expertise and trustworthiness 

(Spry et al., 2011) which will help to build brand credibility (Seno & Lukas, 2007). 

Also, Goldsmith et al. (2000) found that the endorser credibility only influences directly the 

attitude towards the ad, but not the brand attitude, which contradicts Singh & Banerjee (2018) 

that confirmed that celebrity endorsers credibility improves the attitude towards the brand. 

In this study, the credibility of an influencer will be therefore measured in the three dimensions 

proposed by Ohanian (1990): influencers’ perceived attractiveness, trustworthiness and expertise. 

Then, the effect of this endorser credibility on brand credibility and brand attitude will be tested. 
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2.3.2. Brand attitude 
 

Brand attitude represents the likes and dislikes towards a brand; the consumer’s preferences and 

overall evaluation of this brand (Solomon, 2014). Understanding brand attitude is considered 

basic in the understanding of most of the models that try to propose a comprehensive or partial 

view on consumer behaviour (Pecheux & Derbaix, 1999). Brand attitude is the component that 

weighs more regarding purchase intentions (Vidyanata et al., 2018). Researchers also 

demonstrated that celebrity endorsement leads to a favourable attitude towards the endorsed brand 

(Till et al., 2008). 

In the past brand attitude was often considered as a unidimensional construct, but in 2003, Voss, 

Spangenberg and Grohmann, based on the previous work of other scholars (i.e. Batra and Ahtola, 

1990), also proposed a two-dimensional construct of consumer brand attitude. These dimensions 

are hedonic and utilitarian dimensions (Voss et al., 2003). The hedonic dimension results from 

the “sensations derived from the experience of using products” (Voss et al., 2003, p.310) and the 

utilitarian dimension derives from “functions performed by products” (Voss et al., 2003, p.310). 

In this research, Voss et al. (2003) propose a scale to measure both (hedonic and utilitarian) 

dimensions, in order to define brand attitude. This scale will be used within this paper to analyse 

brand attitude. This scale will count on five different items to measure each of the dimensions. 

Xiao et al (2018) found a strong and positive correlation between perceived information 

credibility and brand attitude. Also, in 2000, Goldman et al found that brand credibility has an 

influence in brand attitude. Singh & Banerjee (2018) confirm that celebrity endorsers credibility 

improves the attitude towards the brand. Also, Zhou & Whitla (2013) did find arguments to 

believe that a degradation of the endorser’s reputation could be linked to negative attitudes 

towards the endorsed brand. 

Vidyanata et al. (2018), as mentioned before, found evidences on the fact that influencers cannot 

affect directly purchasing intentions but enhance brand attitude and brand credibility which might 

result into an increased purchase intention.  

As it happened with brand credibility, there are not previous studies discussing the relationship 

influencer-follower and its effect on brand attitude. Thus, the influence of this relationship in the 

brand attitude will be tested. 

3. Conceptual framework 
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After the explanation and discussion on the previous chapter of the most relevant literature, the 

development of the conceptual framework is proposed in the Figure 3, based on previous models 

and theories, created in order to answer the research question: “How does the relationship 

between the influencer and the follower affect the brand credibility and brand attitude? ” 

The research model is comprised by five variables: one independent, 2 mediating variables and 2 

dependent variables. In the Figure 3, the links that do not come from findings in previous research 

are in blue. The rest of the connections in different colours are, as explained in the legend below, 

coming from previous studies. 

 

 

Spry et al (2011); Elberse & Verleun (2012); Vidyanata et al (2018) 

Anridho & Liao (2013) 

Till et al (2008); Singh & Banerjee (2018) 

Figure 3: Conceptual framework with theoretical links. Source: Authors’ creation 

Thus, a set of hypotheses based on the theoretical and conceptual framework can be drawn as it 

follows. 

 

As already discussed in the previous chapter of this thesis, it has been found in the past that the 

endorser or influencer can have an effect on brand attitude and brand credibility (Childers et al., 

2018; Vidyanata et al., 2018). But so far, no studies have found a direct relationship between the 

type of influencer and its effects on brand attitude and brand credibility. Thus, these hypotheses 

are elaborated in regards of the type of influencer: 

 

H1: The type of influencer being YouTuber has a positive relationship with the brand attitude. 
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H2: The type of influencer being YouTuber has a positive relationship with the brand credibility. 

 

Also, researchers demonstrated that celebrity endorsement leads to a favourable attitude toward 

the endorsed brand (Till et al., 2008; Singh & Banerjee, 2018), the opposite of Goldsmith et al. 

(2000) who stated that the endorser credibility only influences directly the attitude towards the 

ad, but not brand attitude. Also, the credibility of the influencer affects directly the credibility of 

the brand (Spry et al., 2011; Elberse & Verleun, 2012; Vidyanata et al., 2018). Which leads us to 

the next set of hypotheses: 

 

H3: The type of influencer being YouTuber has a positive relationship with the influencer´s 

credibility. 

H4: To a higher influencer credibility, the higher the brand credibility will be. 

H5: To a higher influencer credibility, more positive brand attitude. 

 

Anridho and Liao (2013) also found that brand credibility tends to become more positive when 

the brand credibility is higher. Therefore: 

H6: Higher brand credibility entails a more positive brand attitude. 

 

Depending on the type of influencer, it is assumed that the nature of the relationship might differ 

(peers or media) as well as the intensity of the relationship. The relationship will be considered 

as strong when perceived as peers and having high level of IOS and RCI and will be perceived as 

not strong when the influencer is perceived as media and the results of IOS and RCI are low. 

Lastly, it will be perceived as medium when the influencer is perceived as a something between 

media and peer and the levels of IOS and RCI are moderate. This perception is expected to have 

an effect in brand attitude and brand credibility. Consequently: 

 

H7: The type of influencer being YouTuber will have a positive relationship with a stronger 

perceived relationship. 

 

H8: To a stronger perceived relationship influencer-follower, more positive brand credibility. 

 

H9: To a stronger perceived relationship influencer-follower, more positive brand attitude. 

 

Lastly the conceptual model with the different hypotheses to be tested is presented in Figure 4: 
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Figure 4: Conceptual framework with hypotheses. Source: Authors’ creation 

 

The methodology followed to test these hypotheses and to understand the nature of the 

relationship influencer-follower will be discussed in the next section. 

 

4. Methodology 
4.1. Research method 

 

The idea behind the research methodology is to connect the research objectives (and research 

question) of this study with the underlying assumptions used as the basis of this paper. 

4.1.1. Choice of research philosophy 
 

The aim of this chapter is to describe the philosophical assumptions underlying the realisation of 

the present paper. Research philosophy is a term that refers to the set of assumptions and beliefs 

about the creation and development of knowledge (Saunders, Lewis & Thornhill, 2016). In order 

to ensure the quality of a research study, the different methodological levels (i.e. ontology, 

epistemology and research) have to be reflected and discussed upon. Understanding the position 

of the researcher regarding these levels or views is fundamental to understand the different 

choices made within this research. How the researcher understands the nature of reality and the 

generation of knowledge will influence the present paper.  
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4.1.1.1. Ontology 
 

Ontology refers to the nature of reality, the understanding of how things are in the world (Saunders 

et al., 2016; Kuada, 2010). Kuada (2010) reflects on the importance of understanding the 

conception of reality in a research project: this will determine what can be considered as the reality 

and the truth. 

Ontology influences the epistemology and the setting of the research problem. Therefore, it will 

also affect the way the investigation is processed and the interpretation of the collected data. 

The conception of the social world will be discussed through Bryman and Bell’s classification 

(2015) of constructivism and objectivism. Constructivism is an ontological position that defends 

that the world is socially constructed: it is result of interactions and meanings between people. 

The reality is then dependent of the different actors and the phenomenon studied is seen as the 

result of these interactions (Bryman & Bell, 2011). On the contrary, objectivism is a position that 

defends that the reality is independent of the setting and actors (Bryman & Bell, 2011). 

In the present paper, the researcher does not define her view of the world within these polarized 

constructs: constructivism and objectivism. The view of the researcher is laying in a middle 

ground according to this classification as she believes that despite the reality being socially 

constructed and thus relative to subjectivity, there is a consistency of human behaviour and 

reactions within different socially constructed realities. Relating this line of thought to the present 

research paper, it can be said that the relationship influencer-teenager and its outcomes are highly 

dependent of the settings in which this relationship takes place and each actor of this relationship 

can have a different perception of it depending on the social setting. However, it can be assumed 

that teenagers who share the same culture, exposed to the same type of online influencing will 

show a pattern in their behaviour towards the influencer and the endorsed brand.  

Hence, this approach means that the researcher believes that a generalization of human behaviour 

is possible to a certain extent within a subjective socially constructed world. The researcher 

believes that the world and the everyday reality are socially constructed, being the aim of this 

paper to comprehend the effects of a phenomenon resulting from social interactions. The 

researcher also believes that there are patterns of behaviours that can be generalized to different 

settings. Consequently, reality is not seen as an external construct, nor as a construct completely 

subjective: reality is considered to be the result of the interactions between the actors of a socially 

constructed reality. This means that there is not a single truth, but multiple truths depending on 

the settings, actors and standpoints. To put in a different way, this thesis is aiming to understand 

the studies issue “from the eyes” of the individuals - in this case, teenagers involved in the 

phenomenon- and to see if the findings can be generalized to other settings.  
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4.1.1.2. Epistemology 
 

Epistemology refers to what is acceptable as knowledge in a field of study and how to 

communicate it to others (Saunders, et al., 2016). Epistemology relates to “how we know what 

we know”, the nature of knowledge (Kuada, 2010, p. 36). 

According to Bryman and Bell (2015) epistemology is classified into two opposite views: 

positivism and interpretivism. Positivism is an epistemological stand in which the researcher 

seeks for causal relationships between the elements that are constitute this phenomenon. 

However, positivists believe in the total objectivity of any social science researcher while 

conducting an investigation (Kuada, 2010). As an opposite view, an anti-positivist (also called 

interpretivist) approach affirms that the world is essentially relativistic: socially constructed 

(Kuada, 2010). Interpretivist researchers do not share the idea that a social research of any kind 

can happen to generate objective knowledge (Kuada, 2010). 

This research follows the anti-positivist or interpretivist paradigm regarding this matter as the 

knowledge created is the result of the subjective opinions of the interviewees and a posterior 

subjective interpretation by the researcher (Bryman & Bell, 2015). The researcher conducting the 

present study understands reality and the world as a social construct and therefore does not believe 

that it can be studied from a totally objective point of view, and that the knowledge created in this 

paper cannot be categorized as completely objective and unbiased, as it will be discussed further 

in this chapter. 

As this paper is aiming at understanding the relationship teenager-follower and its influence on 

credibility and brand attitude – which are socially created influence and relationship – through 

the in-depth interviews with teenagers who follow these influencers, the interpretivist paradigms 

of this project sets a basis of the discussion regarding the complexity of the phenomenon studied. 

Nevertheless, the researcher believes that exist consistency and stability on the behaviours which 

permits to explore and understand to what extent the findings can be extrapolated to other social 

settings – findings that will be drawn from the online questionnaire. This approach and the belief 

of the existence of cross-social settings patterns tends towards positivism.  

In this research mixed methods will be used. Quantitative data will be collected and combined 

with the insights gained through the previous qualitative data collection, will determine the 

strength of the relationship between the different constructs on the conceptual framework. The 

researcher does not find incompatibilities or contradictions between the proposed data collection 

methods and her philosophical views: the interpretation of the results drawn from the quantitative 

data collection will help corroborate or deny the patterns of the findings of the interviews and will 

lead to a representation of the reality. Furthermore, the qualitative data collection in the form of 
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in-depth interviews will be based on the subjectivity of the interviewees and their interpretations 

on regards of this relationship with the influencer. Thus, verifying if the personal views and 

opinions of the interviewees apply to the rest of teenagers who answer the questionnaire will help 

improving the reliability of this thesis. The researcher believes that every individual is different 

and lives in a different reality, which makes more difficult the mathematical generalization of the 

findings. Nevertheless, quantitative data collection will be used to understand some of the 

relationships between the different elements on the conceptual framework, which is expected to 

give insights and hints for further investigation. 

4.2. Choice of research strategy 
 

This section aims to discuss the relationship between theory and research. Research strategies 

differ in their steps of starting points: deduction and induction are the two main research 

strategies. 

 

Deduction is “the most common view of the relationship between theory and research” (Bryman 

& Bell, 2015, p. 23). The researcher, when using a deductive approach, collects the already 

existing knowledge and theory about a domain and comes up with hypotheses that must be tested 

through empirical scrutiny (Bryman & Bell, 2015). In order to do that, the studied phenomenon 

must be converted into researchable sub-entities that are embedded within the hypotheses. As a 

result, the theoretical and conceptual framework and the different hypotheses come first as they 

happen to be the drivers of data collection and interpretation. After the data collection takes place 

and it gets interpreted, the different hypotheses will be confirmed or rejected which will lastly 

lead to a revision of the existing literature and theories. As opposite, when using an inductive 

approach, the theory is a result of the observations and findings. Nevertheless, inductive research 

complies with some form of deduction as researchers using an inductive approach often go back 

and forth between collecting data, theory and knowledge, as these researchers are willing to gather 

additional data to be able to confirm or reject the theory established (Bryman & Bell, 2015).  

 

In this thesis, a deductive approach will be applied as shown in Figure 5: the basis or starting 

point of this research relies on existing theories present in the literature, which have been reviewed 

a priori of the research. Thus, this research does not start with data collection leading to findings 

and theory. The a priori conceptual framework has been designed establishing relationships 

between the already existing knowledge on specific concepts and theories. This will be tested 

through the data collection. Based on the findings arising from the data collection, the hypotheses 

will be confirmed or rejected, leading to a revised conceptual framework and therefore, a revision 

of theory. 
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Figure 5: Research strategy. Source: Author’s creation 

4.3. Choice of method 
 

As already stated, the purpose of this paper is to test and understand the influencer-follower 

relationship and its effects on brand credibility and brand attitude. Therefore, the collection of 

data is a requirement to fulfil this purpose. In order to answer the research question, it is very 

important to explain what type of data is collected and how this data will be collected and 

analysed. 

 

4.3.1. Data Type  
 

A scientific research requires a collection of data: primary and/or secondary data. Primary data is 

the type of data retrieved and collected by the researchers, taking the form of observations, 

interviews or questionnaires (Saunders et al., 2016). On the other hand, secondary data refers to 

the data publicly available which takes the form of research papers, books, official company 

documents, online information and statistics (Saunders et al., 2016). While secondary data can 

save time and costs to the researcher, collecting primary data allows the researcher to test the 

hypotheses empirically in the right context, which in comparison is a stronger data collection as 

it would reduce the intrinsic limitations of using exclusively secondary data collection.  

In the present paper, primary data has been collected. This choice of type of data is in line with 

the paradigm and philosophical standpoint of the researcher, as she believes that testing the 

relationship influencer-follower and its influence on brand credibility and brand attitude can only 

be done by investigating these in the right context and with the right respondents. These concepts 

as they are related to emotions and attitudes, are by definition subjective.  

In this thesis, both qualitative – first – and quantitative – second – data will be collected: mixed 

methods will be the approach used. It is important to understand the differences between both 

data collection methods and the advantages of their use to grasp their relevance and purpose in 

this thesis.  

 

Theory Hypoteses
Data 

collection
Confirmation/

Rejection
Revised 

framework



35 
 

4.3.1.1. Mixed methods  
Mixed methods are an approach used when both quantitative and qualitative methods are drawn 

on a research design (Saunders et al., 2016). This method acquires its value from the strength of 

both methods: quantitative and qualitative. There are two types of mixed methods research design: 

mixed-method research and mixed-model research. The mixed-model research uses quantitative 

and qualitative techniques (in parallel or sequentially) but is does not combine them (Saunders et 

al., 2016). This is the case on the present thesis: the interviews (qualitative method) are conducted 

to get insights on the nature of the relationship teenager-influencer and to grasp on its effects on 

brand attitude and credibility. With the insights withdrawn from the interview, the questionnaire 

is designed to confirm or deny the correlation between this relationship, its nature and endorser 

credibility, brand attitude and brand credibility. Thus, the questionnaire has been designed to 

expand the knowledge on this phenomenon on regards of the view of the teenagers, not the 

influencers, the other actor within this study.  

 

Therefore, this research will conduct a mixed-method research sequential data collection in order 

to answer the main research question “How does the relationship between the influencer and the 

follower affect the brand credibility and brand attitude?”. The qualitative data collection will 

contribute to understanding the nature of the construct relationship influencer-teenager and the 

quantitative data collection will help establishing the relationship of this construct with brand 

attitude and brand credibility.  

 

4.3.2. Data Collection  
The aim of this section will be to describe the data collection within this paper: both, qualitative 

and quantitative and the time horizon of its collection. 

 

4.3.2.1. Qualitative data collection 
 

Qualitative data is characterized by its richness and fullness and brings the opportunity to study a 

subject in a real manner as possible (Saunders et al., 2016). Although qualitative research can be 

used in an inductive approach to generate theories and knowledge, it can also be used to test 

theories (Bryman & Bell, 2015). Qualitative research has its focus on discovering meaning in a 

specific context. Thus, the comprehension of how individuals interpret or understand their own 

experiences and the meaning they attribute to these experiences is covered by qualitative 

researchers (Merriam & Tisdel, 2016). The qualitative data is collected through interviews - which 

can be structured, semi-structured or unstructured - focus groups, analysis of documents or/and 
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observations (Saunders et al., 2016). It is often suggested that the generalization of the findings 

withdrawn from qualitative methods is restricted (Bryman & Bell, 2015).  

The most common qualitative research approach is called the basic or generic qualitative research 

(Bryman & Bell, 2015). The primary purpose of the basic qualitative research is to obtain 

knowledge about a phenomenon while an applied research is undertaken to improve the quality 

or process of a specific discipline (Merriam & Tisdel, 2016). A basic qualitative research would 

primarily focus on discovering how individuals understand their own experiences and how they 

interpret them and try to make sense of it. This paper presents a basic qualitative research.  

In qualitative research, the researcher is considered as the key or main instrument, as the goal is 

to understand and interpret the intricacies and subtleties of a testimony or situation. Consequently, 

the researcher needs to be able to clarify and summarize the given material and test the accuracy 

of its interpretation (Merriam & Tisdel, 2016). Due to its human nature, to have a human as a tool 

leads to numerous biases. Instead of trying to suppress these human biases, it will be the 

researcher’s task to identify and monitor those biases or subjectivities and embrace them in terms 

of the research question and the framework to enlighten the readers on how these biases shape the 

interpretation of the present research paper (Merriam & Tisdel, 2016).   

 

4.3.2.2. Quantitative data collection  
 

In this paper, the collection of quantitative data will be through surveys or questionnaires. 

Questionnaires are all these data collections methods where the person has to answer a set of 

questions in a predetermined order (Saunders et al., 2016). These are normally used by academics 

as it permits scholars to gather a large amount of data from a relevant sample of the population. 

Questionnaires are designed following a deductive approach (Saunders, et al., 2016). 

Questionnaires happen to be very useful tools to collect data on attitudes, feelings, experiences, 

behaviours and opinions from a specific segment of the population (Hox & Boeije, 2005). 

Therefore, questionnaires are used in this thesis to answer the hypotheses drawn from the 

conceptual framework, which will help to better understand the effect or influence of the 

relationship influencer-teenager on brand attitude and credibility. However, one of the main 

disadvantages of the questionnaire is the lack of flexibility and the difficulty of making changes 

while the data collection. The questions cannot be rephrased or adapted according to the answers 

of the respondents (Saunders et al., 2016). Also, one of the major methodological problems is to 

obtain a sample that is representative and that the answers of the respondents are valid (Hox & 

Boeije, 2005).  
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Saunders et al. (2016) categorize questionnaires into self-completed (internet, postal or delivery 

and collection questionnaires) or interviewer-completed (telephone or face-to-face 

questionnaires). In the present paper, it has been used an internet-based self-completion 

questionnaire, that can be answered via web or via mobile indistinctly: the questionnaire was 

designed this way because it is known that Generation Z spend more time in their Smartphones 

than on their computers (Hebblethwaite, 2018) This questionnaire focuses on the pursuit of 

patterns and degrees of correlation between the different elements of the conceptual framework. 

Within quantitative analysis, calculations and further analysis are done by using analysis software 

starting from spreadsheets to more advanced and sophisticated analysis software packaging 

SAS™, IBM SPSS Statistics™, among others (Saunders et al., 2016). In the present thesis, IBM 

SPSS Statistics™ is the analysis software chosen to undertake the calculations. 

 

4.3.2.3. Time Horizon  
 

Each of the in-depth interviews and questionnaires will be completed at a single point in time, the 

temporal dimension of the present study is cross-sectional (Rindfleisch, Malter, Ganesan & 

Moorman, 2008). 

The choice of this time horizon versus a longitudinal approach is based on budget and time 

limitations. Also, the objective of the present paper is to “take a photography” of the relationship 

influencer-follower today, and there is not any focus or interest on the temporal nature of this 

phenomenon (Rindfleisch et al., 2008) 

 

4.3.3. Research evaluation 
 

Validity and reliability are multifaceted concepts, meaning that there are many types of validity 

and reliability (Cohen et al., 2005). Thus, both terms can be addressed in several ways. In this 

research, the threats to validity and reliability will be attenuated as it is described in this section: 

 

4.3.4. Research validity 
 

Validity is fundamental to achieve an effective research. If one of the parts of the research is not 

valid, the whole research is worthless (Cohen et al., 2005). Thus, validity is a requirement for the 

qualitative and quantitative research. It is not possible to reach a 100% of validity in a research, 

thus validity should be seen as a degree rather than an absolute term. Thus, the researcher will 

aim to maximize validity and minimize invalidity (Cohen et al., 2005). There are several kinds of 
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validity, including internal and external validity. Internal validity is the extent to which the 

explanation of a phenomenon, set of data or event can be supported by the data. External validity 

refers to the degree a research can be generalized to a wider case, setting or population (Cohen et 

al., 2005).  

 

The validity of the interviews is addressed through the scope, honesty and richness of the collected 

data, the respondents and the objectivity of the interviewer (Cohen et al., 2005). On the other 

hand, the validity of the questionnaire can be improved with the representativeness of the 

sampling and the appropriate statistical instruments and treatments of the data. Internal validity 

regarding a questionnaire refers to the ability of the questionnaire to measure what is it intended 

(Saunders et al., 2016).  

 

In the present research, in order to maximize the validity, all the interviews were recorded and 

coded carefully. None of the interviewees had any bond or relationship with the interviewer, 

ensuring in this way the internal validity. To enhance the external validity, the interviewees were 

not all belonging to the same group of friends, and they were different in age and sex. Also, as 

validity is often threatened by biased data collection, some strategies were implemented: besides 

coding the interviews with a specialized software, the environment where the interviews took 

place was not threatening so the interviewees would speak their minds. They were ensured with 

totally anonymity and encourage constantly to give their valuable opinions. Moreover, the 

questions were not asked in a direct way, so the interviewees were not biased, and had space to 

express their thoughts.  

 

Also, the questionnaire was tested several times with teenagers before releasing the last version 

aiming to ensure the understanding of each of the questions, to guarantee its ability to measure 

what it was intended and seeking to increase the external validity of the research by enhancing 

the generalization of the findings from the quantitative data collection. The external validity is 

compromised as the sampling is non-probabilistic (see Sampling). Also, to ensure the validity of 

this research, the author has replicated models and scales from previous researches. 

 

4.3.5. Research reliability 
 

Reliability in a research means that if this research was carried out on a similar group of 

respondents on a similar context, the finding would be the similar. 
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It can be argued that in the present research, due to the subjective nature of the qualitative data 

collection, the findings could differ from a setting to another one. Still, the research process is 

carefully described through the whole paper, which will allow future researchers to decide 

whether the results in this thesis could be replicated or applied to further research. In order to 

reach a greater reliability and validity, biases have to be reduced as much as possible. In order to 

do so, the wording and sequences of questions were carefully taken into account, and the coding 

of the interviews was extremely consistent in order to avoid some biases.  

 

4.3.6. Data collection: in-depth interviews with teenagers 
 

A live interview provides with richer information to the research due to the facial and body 

expressions together with the voice (Kvale, 2007). This is the reason why the author of this thesis 

decided to go to her home country and interview face-to-face five teenagers in their mother 

tongue, to avoid in this way some biases triggered by language barriers. The sample was 

composed by teenagers from 15 to 17 years: two girls and three boys. 

 

4.3.6.1. Setting the right stage for the interview: considerations when 
conducting a study with teenagers 
 

As it has been already stated, in order to better understand the relationship influencer-teenager 

and also, its effects on brand attitude and credibility, data collection efforts are made upon 

teenagers. In order to do so, the researcher needs to take some ethical, moral, theoretical and 

methodological considerations into account (Marshall, 2010; O’Kane, 2000), being the disparities 

in power and status between the researcher and the teenagers one of the biggest challenges 

(O’Kane, 2000). 

When interviewing the teenager, it is extremely important that the interviewer creates a 

relationship of openness and respect, and that she/he creates a bond with the interviewee (O’Kane, 

2000). This will be done by the interviewer saying something about herself, so the teenager feels 

safer. The setting of an interview should encourage the interviewees to freely talk about their 

points of view in their world (Kvale, 2007). The first minutes of an interview will have a decisive 

impact on the success of the interview: the interviewees will want to know a bit about the 

interviewer before they share their experiences and feelings with a stranger (Kvale, 2007). The 

interviewer will brief the interviewee about the purpose of the interview, the use of a recorder and 

give some time for the interviewee to ask questions (Kvale, 2007). Also, the interviewer must 

make clear that all the shared information and opinions are fully confidential and anonymous 
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(Marshall, 2010). The fact that the interviewer is carefully listening and showing interest and 

respect towards what the interviewee has to say and being clear about what he/she wants to know, 

will set the foundations for a good contact (Kvale, 2007; O’Kane, 2000). Not doing all of this 

right might harm the reliability of the interviews and how much the teenager is willing to share.  

Rounding off around the main points or findings to see if the interviewee has some comments or 

feedback on these is a good way to finish an interview (Kvale, 2007). Sometimes the interviewee 

after the interview has taken place, might present some tension after revealing so much 

information. This might mitigate by having a conversation with the interviewee about the 

purposes and use of the data and by asking the interviewee if he/she has any questions or if there 

is anything else that he/she feels that need to be stated.  

4.3.6.2. The interview’s script or structure 
 

In this case, the interview will be a semi-structured interview, as this provides the interviewees 

with more flexibility and allows them to give a more accurate perception of their reality (Cohen, 

Manion and Morrison, 2005). It also permits to arise issues or questions during the interview and 

direct it into the most relevant topics. A semi-structured interview sets the agenda, but it does not 

presuppose the nature of the response (Cohen et al., 2005). The questions in the interview should 

be brief and simple (Kvale, 2007).  

As such, the interview structure can be found in the Appendix 1. 

 

4.3.7. Data collection: questionnaire for teenagers 
 

When doing the questionnaire, it is very important to ensure the total anonymity of the 

respondents, as some of them will be underage and therefore have to be protected. This will be 

stated before the questions take place. In Spain, children can be interviewed online without 

parental consent only if they are 14 years old or older (ESOMAR, 2012). Thus, all the teenagers 

who answered the questionnaire were between 14 and 17 years old. The format used for the 

questionnaire was Google Forms.  

4.3.7.1. Sampling 
One of the major benefits of using internet to distribute the questionnaire is the possibility to 

access more diverse and random sample population. This sample population in the present 

research is Spanish teenagers belonging to Generation Z, between 14 and 17 years old. This 

method is perfectly appropriate as over the 95% of this generation are connected to internet 

(Instituto Nacional de Estadística, 2018). Due to the size of the targeted population, it was not 



41 
 

possible to poll the entire population. Thus, a non-probabilistic convenience and snowball 

sampling plan has been carried out. The questionnaire was shared through the social media of the 

researcher (Facebook and WhatsApp), asking for her network to spread it as much as possible. 

Convenience sampling entails choosing the closest individuals as respondents and them providing 

with more respondents until the sample size is obtained. In snowball sampling, the researcher 

identifies a small group of individuals with the characteristics he/she is seeking for and these 

respondents will find new respondents creating in this way the snowball effect. For an exploratory 

study, as is the case, it is highly convenient to use this sampling due to greater speed and data 

availability. When using a non-probabilistic sampling, the generalization of the results is 

compromised. Also, snowballing and convenience sampling will cause some biases, as the 

respondents will share some characteristics, that may not be very representative of the universe 

of people who follow influencers in social media, leading to non-representativeness and limited 

generalization of the results (Malhotra & Birks, 2007).  

As the distribution of the population and the sample cannot be known in advance, a statistical 

determination of the sample size and representativeness is not possible. The sample size can also 

be constrained by time, money, number of researchers and resources. A survey research should 

not have no less than 100 respondents in a major group. Thus, due to the time and resources 

limitations, the researcher established the goal of reaching 100 usable and complete responses in 

the questionnaire: the assessment ensures the generation of indicative results, but not 

sophisticated statistical conclusions can be drawn. The questionnaire was online and open for 

answers from the 23rd of July until the 12th of August of 2019. 

4.3.7.2. Questionnaire structure and explanation 
The questionnaire is structured as it follows: at the beginning it has a short introduction (See 

Appendix 2), this part is fundamental to convince the potential participants to answer the 

questionnaire (Fernández, 2007). This introduction explains the purpose of the questionnaire, 

without going in depth to avoid conditioning or biasing the answers of the respondent. On the 

other hand, the respondents are told about the time consumption of this questionnaire; if they 

know that it is not a long survey, they will probably have a greater predisposition to answer. As 

the age range targeted by the survey is very reduced, it is one of the first things stated. Lastly, 

anonymity and confidentiality are ensured, earning their trust and contributing to more sincere 

responses. (Fernández, 2007).  

The first block of questions aims to place the participant in the topic and get some data on the 

name of their favourite influencer and the type of influencer he or she is. It has to be the favourite 

influencer in order to make sure is not a sporadic or a non-meaningful relationship. The questions 

3 to 5 are set up to understand if the influencer is seen as peer or media and how close the 
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respondent feels the influencer. This last one is based on the insights from the in-depth interviews. 

The third block, from 6 to 13 and question 15 are formulated to assess how behaviourally close 

the relationship influencer-teenager is basing the questions on the RCI. Question 14 is to assess 

the subjectively closeness using IOS. This question is placed in the middle of the RCI as a text 

breaker, so the quantity of text and questions was not too high for the teenagers to respond, 

avoiding a high churn rate on the survey. The RCI scale used in the questionnaire was adapted to 

the specificities of the relationship and the age group. The diversity of influence is not considered 

as a variable, as the influencer and the teenager do not share different activities together: the 

diversity of the interactions is already very biased by the nature of the relationship. Also, some of 

the questions about the strength of the influence would be eliminated (e.g. “X does not influence 

where I live”), as they are not adjusting to the type of relationship or would be adapted to the age 

group (e.g. from “X influences how I decorate my home” to “X influences how I decorate my 

room”) or the Generation Z behaviour (e.g. from “X influences what I watch on TV” to “X 

influences the content I watch”). As already mentioned in the theoretical chapter (What defines a 

relationship?), the duration of the relationship of high interdependence is difficult to measure, 

thus the relationship longevity is measured instead as a concept of interest in RCI in question 8.  

Question 16 is formulated to assess the influencer’s credibility based on the scale proposed by 

Ohanian (1990), adapting the very same scale from 15 to 14 items, as the translation of this scale 

was not consistent in Spanish. Question 17 asks the respondent about the brand he/she relates to 

his/her favourite influencer and question 18 aims to understand brand credibility based on Erdem 

& Swait (2004). Question 19 is on regards on brand attitude, using the items proposed by Voss et 

al. (2003). 

The last block of questions consists of three questions to collect demographic information about 

the respondent. These questions are placed at the end of the survey in order to make the respondent 

answer them more easily by identifying the end of the survey. The questions of age and nationality 

exclude any subject that does not fit within the profile to be studied. 

Finally, the respondent is thanked for his/her participation once more. 

5. Data Analysis 
 

In this section the data coming from the qualitative and quantitative research will be analysed in 

order to answer the main research question and test the different hypotheses. 

First, the data from the five in-depth interviews will be analysed, followed by the analysis of the 

data drawn from the online survey. The full transcript of the in-depth interviews can be found in 
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the Appendix 1, as well as the interview guide. The translation of the online questionnaire to 

English – originally was distributed in Spanish – can be found in Appendix 2. 

5.1. In-depth interviews 
 

In order to analyse the data resulting from the five in-depth interviews, the qualitative software 

NVivo 12 was used. Before its use, the interviews were carefully transcribed and translated from 

Spanish to English. A colleague of the researcher was asked to go through the voice recordings 

and transcriptions in order to avoid subjective transcriptions. Then, the files were updated to the 

NVivo platform. In this platform, the interviews were coded, using different nodes to classify the 

information. These nodes were grouped into broader themes and then further categorized until 

five aggregate dimensions were formed: type of influencer, perception of relationship, influencer 

credibility, brand credibility and brand attitude. 

Even though the number of interviews was not very high, it was found convenient to use a 

software to ensure the internal validity and avoid some mistakes that manual coding could have 

triggered. The different used coding nodes used are represented in the following coding tree: 
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Figure 6: Coding Tree (White: Codes Based on Framework; Blue: Emerging Codes). Source: Authors’ 

creation 

Now, based on the interviews, the different concepts discussed in the literature review and 

conceptual framework are analysed. 

5.1.1. Types of influencers when talking about Generation Z 
 

All the interviewed teenagers said to spend a great amount of time per week on their phones (from 

one to six hours per day) and that they were on YouTube very often. 

A very interesting insight came out of these interviews: the teenagers seemed not to make such a 

distinction between types of influencers: they would follow their favourite influencers on different 

social media platforms, specially YouTube and Instagram: “Pretty much I follow the same ones 

[in Instagram]” (Respondent 2, p. 90). Thus, the framework will be re-shaped into testing instead 

of the type of influencer, the number of social media platforms they follow their influencer: 

hypotheses 1, 2, 3 and 7 will be reformulated. 

It seems that the teenagers follow a great number of different influencers on YouTube and 

Instagram, who are specialized in very different areas: humour, fashion, manga, videogames, 

science… “And then for music I follow a guy who talk about any kind of music, analysing BSO 

of movies, classic music, etc.” (Respondent 5, p. 99). So, as Ortín & Ruiz (2018) stated, it is a 

very common in fashion and beauty, but it seems that the teenagers also use these influencers not 

only to entertain themselves but to learn. “I also follow his girlfriend who makes videos about 

architecture and current pop culture. (…) Very interesting. For instance, after the fire in Notre 

Dame Cathedral she makes itinerary of the history of the construction of churches related to 

architecture.” (Respondent 5, p. 99). 

When most of the teenagers talked about influencers on Instagram, they often related it to fashion 

“And on Instagram I follow girls because of fashion” (Respondent 3, p. 93) and “But I also follow 

more girls because of their style and clothes.” (Respondent 2, p. 90). The field that the influencer 

is specialised at – including categories as humour, fashion, etc. –- might have an influence. This 

can lead to further research in that direction. 

Snapchat does not seem to be a popular platform among Spanish teenagers: they said that they 

did not have an account and if they did, they did not follow anyone. This seems to be contradictory 

to what some studies have said about Generation Z (Anderson & Jiang, 2018): “No, I have never 

liked it. I would say in Spain it is very forgotten” (Respondent 5, p. 98) and “No… I don’t even 

follow anyone: not friends or famous people, I use it because of the funny filters.”  (Respondent 
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1, p. 86). Thus, their use of Snapchat will have to be further analysed in the quantitative data 

collection. 

To highlight to most relevant outcome of this section: when talking about the different kind of 

influencers it did not seem that the teenagers were making such a distinction: very often they 

would follow the same ones in different platforms. This issue will be taken into account in the 

section Redefined framework after qualitative research. 

 

5.1.2. Perception of the relationship  
 

The main purpose of the in-depth interviews was to understand in profundity of the relationship 

influencer-teenager, and test if the model developed was fitting the opinions and perceptions of 

the teenagers, thus most of the time consumed on the interviews was on this regard. 

First of all, when advancing into this topic, the teenagers were asked to position the YouTube 

channel or the Instagram account of their favourite influencer. The interviewer was asking if in 

one extreme there was a TV show and in the other one, a friend who is talking to them directly, 

where would they position their favourite influencer. When asking this question, the answers were 

very different. Respondent 1, 17 years old, gave one of the most complete and surprising answer 

classifying his favourite YouTuber clearly as a peer: “I feel that is more like a person who is 

telling you about his life” (p. 87). He also talked about feeling him as a close person “I feel his 

closeness, I feel like if we were doing a videocall with a friend who is telling you what he is doing 

in a daily basis.” and continued: “this might sound very weird, but I see him a role model, like a 

“standard”, somebody to follow and look at what he is doing” (p. 87). He also stated: “It is like 

he helps with my mood, anaemically”. (Respondent 1, p. 88). Respondent 1 seemed to see his 

favourite influencer as a friend, someone honestly talking to him, as in a video call. He even said 

he sees him as a role model. This conversation was extremely interesting, as he talked about the 

influencer in such an honest way. Not only his words, but his body language shown his sincerity.  

On the other hand, the two girls who were interviewed had it clear and classified as a TV show “I 

would say rather a TV show. Her channels and everyone’s else. I can clearly see the distance 

between us” (Respondent 2, p. 91) and “Well, I don’t know, my favourite videos are the daily 

vlogs, but I guess it would be more of a reality than a friend talking to me.” (Respondent 3, p. 

94).  Respondent 3 happened to be the youngest one of the interviewees and often during her 

interview she would put efforts into making clear she could see a big distance between the 

influencers and her. But sometimes, she would be contradictory with her speech: “if they show 

you this on TV you don’t believe it much but if it is someone like you, showing it to you, you can 

trust her” (Respondent 3, p. 94). Thus, it seems that some of them say to see them clearly as 
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friends and some and a TV show, but the question seems to fit the idea they have of them. The 

girls interviewed, even though they were interviewed separately, knew each other and waited up 

for each other outside the room. The researcher had the feeling that these girls were expressing 

themselves as if the other one (peer) would know about the answers, as some of them were quite 

contradictory. Thus, the feeling that they were both exerting peer pressure or influence on the 

other was present during both interviews; something easily relatable with the concept of peer 

pressure discussed by Buckingham (2011). Also, the fact that the researcher was about ten years 

older than them, might have had an effect on their responses: the girls might think the researcher 

was expecting them to say “the right things”, conditioning in this way their answers. This fits 

O’Kane’s reflection (2000) on the fact that one of the biggest challenges of interviewing teenagers 

would be disparities in power and status between the researcher and the teen. Consequently, this 

question will be further validated with the quantitative method. 

Once the question regarding peers or media took place, the teenagers had time to further develop 

the perception they had of the relationship with their favourite influencers. Respondent 5, 16 years 

old stated “For me it is clear that we don’t have any relationship as such: if there is a relationship 

it is only in one direction. I receive a lot of information from him, but he doesn’t receive it from 

me. Maybe only with my comments. but that’s pretty much it” (p. 99) but then made affirmations 

as such: “he is honest with what he says: if something he is saying is to make money, he always 

makes it clear. He makes clear that it is a job. He is not hiding thing with beautiful words… And 

also, he reminds me a lot of myself, in his taste, how he behaves, even physically!” (Respondent 

5, p. 99).  

Respondent 3, 15 years old, also seemed to have strong opinions about her relationship with her 

favourite influencer “Inexistent, there is no relationship. I only give her likes and follow her” (p. 

94) that sometimes seemed to contradict, for instance when asking about closeness: “I would say 

it is the third circle. Because she is from where I am, and I can really relate to her. She is like 

more normal…I can feel some more connection.” (Respondent 3, p. 94). 

In the same line, when talking about closeness and showing them the IOS circles, all of them 

positioned their relationship with the influencers as in the first, second or third circle. That means 

that the results on this are from medium to low: they seemed to feel less close to them than they 

behave. This could be related to the reflection made two paragraphs above: this question might 

seem to have a right answer and a wrong one. Thus, the teens might think the researcher wants 

them to choose among the first circles. Also, it can mean they do not realise how strong the 

influence of the influencer on their lives is. This leads us to the next section of this perceived 

relationship analysis: the RCI, where the frequency, strength and duration of the influence were 

closely examined. 
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All of them had contact with their favourite influencer from one hour per week to six hours in the 

previous week. This might not seem that high, but if the reader thinks about how much time he/she 

spent last week interacting with his/her closest friends, this perspective might change. Also, some 

of them justified watching less the influencer because he or she was away as if they really knew 

them well; “Usually more, but now in summer, about one hour per week. Well… she is also doing 

very interesting stuff now, travelling and she is not so connected” (Respondent 3, p. 94). At this 

point, the reader might find some incongruences in the teenagers’ discourse: as much as they kept 

stating how aware they are of the no relationship, they kept expressing themselves the way some 

do when talking about close friends. Most of them have activated the notifications on their phones, 

so when their influencers upload a video, they get a message. This can remind of the message a 

friend would send to meet up with another friend. 

On regards of the duration of the relationship, they stated to know the influencers for over a year 

until five years. That’s quite long taking into account the time the influencers have been out there 

and the age of the interviewees. It does not seem to exist a pattern between the time they have 

been following them and the strength of the relationship.  

Lastly, regarding the strength of the relationship, many interesting things were stated. It seemed 

that all of them usually watched the videos when they were alone. This might bring a feeling of 

intimacy, of closeness. All of them happened to know quite well the age of their favourite 

influencers, as someone would know the age of his acquaintances. After the very strong statement 

of Respondent 1, already described in the peers’ section, some other statements about the 

influence they have of them were made. All of the interviewees agreed on the fact that the 

influencers happen to influence the way they spend their money and some of them talked about 

fashion. Also, it was pretty common that they would feel influenced in values “Well, for instance 

I look at the way he treats people around him, his friends and it makes you rethink how you treat 

people. Of course, it is something my parents taught me, but it is a very good reminder.” 

(Respondent 1, p. 89) and in what places visit or activities to do. Respondent 3 and Respondent 5 

seemed to be influenced on their studies: Respondent 3’s favourite influencer studies law and she 

said she wants to study the same thing (even though she stated it was not because of her) and also 

Respondent 5 had a bigger interest in architecture since one of his favourite influencers started 

talking about it and how it is to study this bachelor. Also, the YouTubers and Instagramers they 

follow happen to influence other content they watch: if they do collaborations with other 

influencers, all the teenagers said they would give an opportunity to the content of the 

collaborator. Also, Respondent 5 for instance trusted his influencers more when it is about manga 

or anime than his own friends and some of them listen to the series and TV shows they talked 

about to give them a chance. Some of them, even happen to have an influence in the mood of the 

teenagers. 
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5.1.3. Influencer credibility  
 

One of the things that first drew the attention of the researcher was how high the perception of 

trustworthiness towards the influencer were. When talking about their favourite influencer, all of 

the teenagers often used words as trust, sincere, honest and real. Also, the levels of attractiveness 

are pretty high: they often said they were “cool” and Respondent 2, 16 years old, said that her 

favourite influencer was “very beautiful”. When it comes to expertise, all the interviewees used 

sentences as “I think she knows of what she is speaking” (Respondent 3, p. 95) or “I take his 

opinions very much into account” (Respondent 5, pp. 99-100). 

To sum up, when it comes to the credibility of the favourite influencer, even though all the 

interviewees expressed their acknowledgement on the fact they are making money out of their 

content, believed that when their favourite influencer was talking about something, was always 

honest and sincere.  

This led the researcher to formulate a last hypothesis connecting the perceived relationship and 

the influencer’s credibility. This will be explained in the section Redefined framework after 

qualitative research. 

Also, this can lead to the debate whether teenagers are competent consumers. All of them showed 

in many occasions how aware they were of the commercial intent or the monetizing of the content 

of their favourite influencers. Still, it seemed that their favourite influencers had their trust and 

very often would influence their decisions, as for instance, how and what they would spend their 

money on. Thus, it seems that teenagers are able to understand the complexity behind the content 

their influencers create, and of the market in general, and at the same time, seem to still be 

vulnerable. Hence, to this debate the researcher answers with an intermediate approach between 

both views: teenagers are competent consumers who are still vulnerable to some commercial 

intent. But, is it not the same when it comes to adults?  

5.1.4. Brand credibility and brand attitude 
 

As already expressed, the aim of this interviews was to further understand the relationship 

teenager-influencer. Still, the researcher thought that grasping a bit on the interviewees’ 

perceptions on brand credibility and brand attitude, might be very useful to validate the 

questionnaire before publishing it. 

The levels of the brand credibility of the brands associated to the influencer, seemed to be quite 

positive “It looks like they are doing a great job and you can trust this brand” (Respondent 2, p. 

93). At first, not finding any direct relationship between the perceived relationship and 
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influencer’s credibility and the brand credibility. Once more, quantitative data is necessary to 

determine this. 

In general terms, it looked like the brand attitude towards the brand they were relating to the 

influencer was positive, but not strong affirmations were made. Respondent 4, 17 years old, said 

“Normal, but nice. I guess it is quite a practical brand. Not the kind of brand you buy to show off” 

(p. 98) which reflects a utilitarian construct (Voss et al., 2003). On the other hand, other comments 

like “I guess it can be useful for trips, so they help you, rather than learning English, so more for 

the fun”(Respondent 2, p. 93) and “If I were to buy one of the T-shirts, that I would like to, there 

is nothing special about them being comfortable but because of the design” (Respondent 4, p. 

102), can be associated to more hedonic constructs (Voss et al., 2003). 

Both dimensions are further investigated in the survey, using full scales to measure them. 

5.1.5. New findings 
 

Some new ideas or concepts were drawn from the interviews. Three of the interviewees stated 

that before, when they were younger, they had higher interest on influencers. “Well… before I 

used to watch them more…I think with the years I am watching them less” (Respondent 2, p.93), 

“Before I had bigger interest in his videos” (Respondent 4, p. 98) and “I think younger people 

trust more influencers than I do now”(Respondent 3, p. 95). This is something proposed as further 

research. 

Also, after some of their affirmations, it seems that there is a topic to be further discussed and 

studied: the importance of seeing an influencer like a role model versus identifying themselves 

with the influencer. Respondent 1 clearly stated that his favourite influencer was a role model, 

whereas interviewees like Respondent 2, Respondent 3 and Respondent 5, more than once, made 

clear statements on how much they were seeing themselves reflected in the influencer and that 

they felt identified with him or her: “I like him a lot because besides he reminds me of myself and 

has similar taste in many many things”(Respondent 5, p. 99) and “And also, he reminds me a lot 

of myself, in his taste, how he behaves, even physically ”(Respondent 5, p. 99). This is not further 

investigated due to the scope of the present paper and proposed as further research at the end of 

this thesis. 

Words like familiar and relatable were often used: “but she is from Zaragoza and she appears to 

be more familiar” (Respondent 3, p. 93) and “She is like more normal…I can feel some more 

connection” (Respondent 3, p. 94). Thus, those term were included in the survey to better 

differentiate between peers and media. 
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Another conclusion extracted from the interviews is, as already mentioned, how all of them knew 

that there is a commercial intent behind the videos of influencers in general but they still trust that 

their favourite influencers were always honest about it and what they showed or promoted was 

something they really liked or of good quality “I mean, I am sure he likes it too, he won’t show 

something he doesn’t like only for money” (Respondent 1, p. 87) 

Some of the interviewees related smaller channels to more honest people but also, the fact that 

they are very big meant for Respondent 4 that they are forced to be more honest: “I really think 

so. He has over 10 million followers and if he was not honest, people would notice” (Respondent 

4, p. 96). Thus, the size of the YouTube channel or the number of followers in the Instagram 

account might be a variable to study in further researches. The survey could easily take this 

variable into consideration, but for pragmatic reasons (e.g. time consumption and length of the 

paper), it was decided not to. 

5.2. Redefined framework after qualitative research 
 

As already stated in the chapter Methodology, this research is using a mixed model-research. 

Basically, the qualitative data collection took place first in order to better understand the 

relationship teenager-influencer and “to test” that the questionnaire was in line with the reality of 

the teenagers. After the in-depth interview, some adjustments were made.  

 

Based on the qualitative research, where often when the relationship was perceived as strong, the 

levels of influencer credibility seemed to be quite high, another hypothesis was formulated:  

 

H10: To a stronger perception of the relationship influencer-follower, the influencer credibility 

will be higher. 

 

Also, based on the fact that the teenagers did not seem to distinguish between the type of 

influencers, but they were following their favourite influencers in many social media, new 

hypotheses are formulated in this regard, in substitution to H1, H2, H3 and H7. The type of 

influencer will not be taken into account, but the number of social media platforms where the 

teenager follows the influencer. Therefore, these new hypotheses are formulated: 

 

H1: There is a difference in the brand attitude values between the teenagers who follow 1, 2 or 3 

influencer’s social media platforms. 

H2: There is a difference in the brand credibility values between the teenagers who follow 1, 2 

or 3 influencer’s social media platforms. 
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H3: There is a difference in the influencer’s credibility between the teenagers who follow 1, 2 or 

3 influencer’s social media platforms. 

H7: There is a difference in the perceived relationship between the teenagers who follow 1, 2 or 

3 influencer’s social media platforms. 

 

Therefore, this is how the conceptual framework looked before the quantitative analysis took 

place. The new hypotheses are represented in green in the following Figure 7: 

 

 

Figure 7: Updated framework after the qualitative research took place. Source: Authors’ creation 

5.3. Questionnaire 
 

The analysis of the questionnaire is divided in several steps. First, the data cleansing and 

manipulation of the same takes place. Then, the demographic data is described to understand the 

sample. 

5.3.1. Data Cleansing and Manipulation 
 

The data was exported from Google Forms to Excel. Before evaluating the data, incomplete or 

unusable answers had to be erased. Google Forms does not record unfinished answers and all the 

questions were created as mandatory. Thus, this first cleansing was not necessary. The total 

sample size was of 93 respondents. Even though, as stated in methodology the ideal size would 

have been 100, due to time restrictions and the specificities of the respondents, it was not possible 

to achieve the 100 answers. Still, the researcher considers the number relevant enough to do 

statistic calculations and draw some conclusions. Even so, it is extremely relevant to highlight 
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how the size of the sample will bias the results and prevent the generalization of the same. One 

of the answers was deleted as there were indications to believe that was a problem with Google 

Forms: there were 2 answers with exactly the same values in every question, with a 15 seconds 

difference between both submissions. Thus, one of them was erased and the other one was 

considered as valid. Other 3 answers had to be excluded as when the questions about the brand 

they relate to the influencer took place, they answered with “.”, “no” and “I don’t know”. 

Therefore, and for the reliability of the study, these answers were excluded. Another answer is 

excluded as it seems the respondent was not taking the questionnaire seriously or did not 

understand the questions correctly.  

The raw data was carefully treated, correcting typos and labelling the different answers in order 

to be able to work with it. In the dataset, every question of the questionnaire gets its own variable. 

The different responses were coded into numbers. For instance, to the question 10 of the 

questionnaire “Have you been going to / are you going to go to any of his/her events?”, the 

question was coded as a variable with the name “Event” and the answers “Yes” and “No”, were 

coded as “1” and “2”.  

When the teenagers were asked about for how long they knew their favourite influencer, the ones 

that were answering between 2 numbers, a number in between those was chosen: 2-3 years to 2,5 

years. Also, if instead of the number of years, the interviewees were giving the number of months, 

those were translated into years.  

After this data manipulations process, the data was uploaded into SPSS Statistics 25 for further 

analysis. 

5.3.2. Sample’s description 
 

After cleansing the data, the sample was reduced to 88 answers. Of these, 43 were female, 43 

were male and two respondents answer “I would rather not say”. Thus, it can be said that exists a 

big parity on gender. As for the age distribution, 35.2% of the respondents were 17 years old, 

19.3% were 16 years old, 18.2% were 15 years old and 27.3% of the respondents were 14 years 

old. The totality of the respondents was Spanish. Again, it is important to emphasise that the 

sample size can trigger generalization biases. 

5.3.3. Preliminary analysis: Cronbach’s Alpha 
 

Even though the internal consistency of the constructs has been proven in previous researches, 

the author decided to do the Cronbach Alpha test as well, in order to ensure the reliability of these 



53 
 

constructs. Also, as previously discussed, some of the constructs (influencer credibility, strength 

of the relationship) were adapted for this paper.  

For the construct to be acceptable, the value of the coefficient must be α>0,70 (George & Mallery, 

2003). Cronbach’s Alpha is a commonly used test to assess the internal consistency of a 

questionnaire composed of multiple Likert-type scales and items. This will apply to all the 

constructs used in the hypotheses testing, as shown in Table 1: 

Construct Value 
Assessment 

(George & Mallery, 2003) 
N. of items 

Brand attitude 0,933 Excellent 10 

Hedonic 0,925 Excellent 5 

Utilitarian 0,892 Good 5 

Influencer credibility 0,950 Excellent 14 

Attractiveness 0,928 Excellent 5 

Trustworthiness 0,920 Excellent 4 

Expertise 0,924 Excellent 5 

Brand credibility 0,937 Excellent 7 

Expertise 0,799 Acceptable 2 

Trustworthiness 0,925 Excellent 5 

Perceived relationship    

Peers/Media 0,754 Acceptable 3 

RCI: Strength 0,959 Excellent 23 

 

Table 1: Cronbach’s Alpha coefficient scores. Source: Author’s creation 

 

As shown in Table 1, all the items demonstrate sufficient internal consistency, as all the values 

are very superior to 0,7. These tests for internal reliability can be found on Appendix 3. 

Once the reliability of the used scales has been tested, the results of the questionnaire are analysed 

in a descriptive matter as it follows and further ahead, they will be analysed in order to answer 

the hypotheses using inferential statistics. 

5.3.4. Analysis of the data 
In this section, the collected quantitative data will be analysed. Following, the hypotheses 

proposed in the conceptual framework and modified at the beginning of this analysis chapter, will 

be accepted or denied. 
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5.3.4.1. Types of influencers when talking about Generation Z 
As the in-depth interviews suggested, in opposite to what the literature said (Anderson & Jiang, 

2018), Snapchat is not a popular platform among teens: it was only used by the 2,3% of the 

respondents, whereas the 86,3% of the respondents said they were following their favourite 

influencer on YouTube and the 84,1% responded they were following them on Instagram (these 

numbers comprising only one of the social networks or both combined between them and a third 

one). The fact that the 76,1% of the respondents said to follow their favourite influencer in two 

or more different social media platforms, confirms the redefinition of hypotheses 1, 2, 3 and 7. 

The 14,7% of the respondents said they were using other social media as well like Twitch (4,5%), 

Twitter (4,5%) and 21 Buttons (1,1%).  

  

Social Media Frequency 
Percent 

(%) 

Valid Percent 

(%) 

Cumulative Percent 

(%) 

YouTube 12 13,6 13,6 13,6 

Instagram 8 9,1 9,1 22,7 

YouTube + Instagram 53 60,2 60,2 83 

YouTube + Instagram + 

Snapchat 

2 2,3 2,3 85,2 

YouTube + Instagram + Other 10 11,4 11,4 96,6 

Other 1 1,1 1,1 97,7 

YouTube + Other 1 1,1 1,1 98,9 

Instagram + Other 1 1,1 1,1 100 

Total 88 100 100 
 

Table 2: Social media platforms. Source: Author’s creation on SPSS 25 

 

On the other hand, the most popular influencers in this research were Paula Gonu (12,5%), 

Auronplay (6,8%), Dulceida (5,7%) and El Rubius (5,7%). These influencers work on fashion or 

do videogames/humour videos. It could be relevant for further studies to better understand what 

kind of content their favourite influencers create. 

5.3.4.2. Perception of the relationship  
 

When the teens were asked in question 3 through a 7 point-scale about if they were seeing these 

influencers more as a friend talking to them (7) than as TV show (1), the mean value was 4,8 and 

the mode 5 (See Appendix 3). This means that most of the teenagers consider their favourite 

influencer as a peer, rather than media. On the other hand, when they were asked in question 4 if 

they were considering the influencer as a celebrity (1) or as someone who could easily belong to 

their group of friends (7), the mean was 3,93, which situates the influencer slightly more as a 
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friend than as a celebrity, proving that the endorsement exerted by an influencer is different than 

the one exerted by a normal celebrity. In question 5, created based on the qualitative research, 

when asking about how close or familiar they were finding this influencer, the most common 

value chosen among the respondents was 1, and the mean was 3,78. Thus, it does not seem to 

have a high importance how close or familiar they feel their favourite influencers are to make 

them favourite. 

On the other hand, and regarding to the IOS (tested on question 14), the 46,6% of the respondents 

choose the first pair of circles and the 19,3% chose the second pair of circles (being a cumulative 

percentage of 65,9% of the total) meaning that they perceive their relationship with their favourite 

influencer as not subjectively close. This, as it will be analysed in the following, happens to be 

quite the opposite to the results in the RCI.  

When it comes to the RCI, three different elements were tested in the questionnaire: relationship 

longevity (instead of the duration of the relationship), frequency and strength of the relationship, 

as already stated in the literature, diversity was not taken into account due to the specificities of 

the relationship teenager-influencer. Regarding the relationship longevity, as an average, the 

teenagers were following their favourite influencer for about 2,5 years. In regards of how often 

they were watching their favourite influencer content, the 19,3% of the respondents said that they 

were watching content of their favourite influencers every day. The 34,1% said that from 1-3 

times per week whereas the 18,2% said that 4-6 per week. This means that 71,6% of the 

respondent watch the content of their influencers every week. Again, this might not seem much, 

but if we compare it to the time they might spend texting their friends or relatives, the number 

grows in relevance. This is quite interesting to compare with the amount of hours (frequency in 

the RCI scale) they said they spend interacting with their favourite influencer: about 1,5 hours in 

the last week, which the 56,8% of the participants claimed to be a normal amount of time in 

comparison to any other week. This gives very interesting information, as if they interact on a 

weekly basis with their influencers, this might mean some of the interactions are quite short. The 

89,8% of the respondents said they watch their influencers content alone. 

Regarding the third and last element of the RCI to study: strength, these are some of the main 

outcomes: the mean result is 2,23 out of 7 (7-points Likert scale). This reveals a medium-low 

relationship strength. The total mean value was 51,34 (as reflected in Table 3). 

Based on the scoring criteria proposed by Berscheid et al (1989), both frequency and strength are 

a 3 in the scale score from 1 to 10. Duration is not included in the scoring criteria due to the 

difficulties of quantifying it (Berscheid et al., 1989). An adaptation of this scale - taking into 

account that instead of 34 questions, the survey had 23 questions regarding strength of the 

relationship -, this Table 3 is created:  
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Scale score Frequency (minutes) Strength (total) 

1 0-12 23-36 

2 13-48 37-49 

3 49-108 50-63 

4 109-192 64-76 

5 193-300 78-90 

6 301-432 91-103 

7 433-588 104-117 

8 589-768 118-131 

9 769-972 132-144 

10 973-1200 145-161 

Table 3: Scoring criteria for Relationship Closeness Inventory Scales. Source: Author’s creation based on 

Berscheid et al (1989). 

Therefore, it can be concluded that the perceived relationship of the teenagers on regards of the 

influencer is considered as medium: even though, they consider the influencer rather as a peer, 

the values obtained in the IOS test were medium-low, similar to the values obtained in the RCI. 

Still, and due to the specificities of the relationship, these results are considered as positive. In the 

next section, the correlation between the perceived relationship and the brand attitude and 

credibility will be discussed. 

In order to analyse the correlation between perceived relationship and the rest of constructs, the 

data was handled as it follows: the results from questions 3 to 5 referring to the fact of considering 

the influencer as peer or media, had a third of the weight on the construct perceived relationship. 

The IOS Scale answers, weighed another third and the RCI frequency answers (question 11) 

together with the question 15 that measured the strength of the influencer on the RCI scale, were 

summing the last third. Lastly, the duration of the relationship was taken into consideration. 

5.3.4.3. Influencer credibility, brand credibility and brand attitude 
After analysing the answers to the question 16 on the questionnaire, it can be stated that the 

teenagers favourite influencer’s credibility is positive (mean 4,38). Trustworthiness happens to 

be the construct with a higher weight (4,67), followed by expertise (4,47) and the last one is 

attractiveness (4,06). (See Table 4) 

After analysing the answers for the question 18, the mean value on brand credibility was 4,63, 

which means that the credibility of the brand the teens associated to their favourite influencer was 

positive. Trustworthiness seems to be the one having the highest weight (4,81). 
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After analysing the responses to question 19, the mean value of brand attitude was 4,29 which 

means that the attitude towards the brand they associate to their favourite influencer is positive. 

As Table 4 shows, the utilitarian side of it had a slightly higher weight than the hedonic. 

 

Table 4: Descriptive statistics on influencer credibility, brand attitude, brand credibility and their 

subconstructs. Source: Author’s creation based on SPSS results. 

5.3.5. Hypotheses evaluation  
5.3.5.1. Test of normality 
 

First of all, and in order to determine what kind of measures – parametric or non-parametric – use 

to determine the relationship between the different variables, a Kolmogorov-Smirnov test was 

conducted to test analytically the normality of the variables (García, González & Jornet, 2010). 

An example of this test in some of the most relevant variables is shown in Table 5: 

 

Table 5: Kolmogorov-Smirnov test. Source: Author’s creation on SPSS 25 

As the p value is lower than 0,05 (p<0,05) in every variable except on the perceived relationship 

(in Table 5, is marked in bold), the hypothesis of normality is not confirmed for most of the 

variables. This can also be appreciated in the following graphs, where the normality of the 

distribution can be analysed graphically: 

One-Sample Kolmogorov-Smirnov Test 

  Number of Social 

Media Platforms 

Perceived 

Relationship 

Influencer´s 

credibility 

Brand 

Credibility 

Brand 

Attitude 

N 88 88 88 88 88 

Normal 

parametersa,b 

Mean 1,8977 2,8442 4,3815 4,6315 4,2886 

Std. 

Deviation 

0,60723 1,01628 1,57831 1,76867 1,57695 

Most extreme 

differences 

Absolute 0,328 0,089 0,095 0,133 0,106 

Positive 0,297 0,089 0,093 0,090 0,083 

Negative -0,328 -0,064 -0,095 -0,133 -0,106 

Test Statistic 0,328 0,089 0,095 0,133 0,106 

Asymp. Sig. (2-tailed) 0,000c 0,079c 0,049c 0,001c 0,016c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

4,38 4,67 4,06 4,47 4,63 4,19 4,81 4,29 4,28 4,30

4,71 5 4,20 4,70 4,79 4,25 5 4,40 4,40 4,30

4,93 7 7 7 7 7 7 5,10 5,80 2,60

385,57 411,25 357,0 393,60 407,57 369,0 423,0 377,40 376,20 378,60Sum

Trustworth. Attractiv. Expertise
Brand 

attitude

Mean

Median

Mode

Influencer 

credibility
Hedonic Utilitarian

Brand 

credibility
Expertise Trustworth.
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Figure 8: Histograms of brand attitude, brand credibility, influencer’s credibility and perceived 

relationship. Source: Author’s creation on SPSS 25 

 
As the data in most of the variables does not follow a normal distribution, it is decided to use non-

parametric statistics. Non-parametric techniques tend to be less powerful than parametric 

techniques (Pallant, 2005), but the requirements for parametric techniques were not met, and even 

though some authors discuss the validity of some parametric techniques on non-parametric data, 

and the data sample is deemed as sufficient by the researcher to carry on a parametric study.  

Because of the nature of the data and variables, and given the hypotheses structure, a correlation 

analysis is proposed together with an analysis of variance. A correlation analysis describes both: 

the strength and direction of the linear relationship between two variables (Pallant, 2005). 

Therefore, as a non-parametric correlation measure, the Spearman’s rho coefficient will be used. 

A non-parametric alternative is also proposed to the one-way between-groups ANOVA; the 

Kruskal-Wallis Test (Pallant, 2005). 
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5.3.5.2. Accepting or denying hypotheses 
 

In this section, correlations will be looked for in order to accept or deny the different hypotheses. 

At the end of this section, the Table 6 shows the correlation coefficients and signification for the 

different hypotheses. The original SPSS tables can be found in Appendix 3.  

When analysing the correlations between variables for larger samples it is important not only to 

look at the statistical significance but at the strength of this relationship (Pallant, 2005) According 

to Cohen (1988) this is how the different coefficients are in terms of magnitude:  

Correlation Coefficient 

Small 0,10 < Rs < 0,29 

Medium 0,30 < Rs < 0,49 

Large 0,50 < Rs < 1,0 

Table 6: Strength of the correlation coefficients. Source: Author’s creation based on Cohen 

(1988) 

In order to better understand the relationship between the number of social media platforms 

followed by the teenager and the different variables, the variable number of social media 

platforms is divided in 3 different groups: (1) those teenagers that only follow their favourite 

influencer in one social media platform, (2) teenagers that follow them in two different platforms 

and (3) teenagers that follow them in three different platforms. 

Now, the different proposed hypotheses are tested: 

H1: There is a difference in the brand attitude values between the teenagers who follow 1, 2 or 

3 influencer’s social media platforms. 

The significance level for the Kruskal-Wallis Test is a value over 0,05 (see Table 7): therefore, 

there is not a statistically significant difference in the brand attitude across the three groups of 

teenagers.  

Thus, H1 is rejected. 

H2: There is a difference in the brand credibility values between the teenagers who follow 1, 2 

or 3 influencer’s social media platforms. 

Again, the significance level for the Kruskal-Wallis Test is over 0,05 (see Table 7). There are not 

statistically significant differences between the brand credibility and the three groups of teenagers.  

Thus, H2 is rejected. 

H3: There is a difference in the influencer’s credibility between the teenagers who follow 1, 2 

or 3 influencer’s social media platforms. 
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Once more, the significance level for the Kruskal-Wallis Test is over 0,05 (see Table 7). There 

are not statistically significant differences between the influencer’s credibility and the three 

groups of teenagers.  

Thus, H3 is denied. 

 

H4: To a higher influencer credibility, the higher the brand credibility will be. 

A significant correlation (Rs = 0,554; p = 0) was found between influencer credibility and brand 

credibility, as already expected from the theoretical and conceptual framework (Spry et al., 2011; 

Elberse & Verleun, 2012 and Vidyanata et al., 2018). This can also be seen represented on the 

following scatter diagram: 

 

 

Figure 9: Scatter diagram between the influencer and the brand credibility (in ranks). Source: 

Author’s creation on SPSS 25 

 
Thus, H4 is accepted.  

 

H5: To a higher influencer credibility, more positive brand attitude. 

A significant correlation (Rs = 0,55; p = 0) was also found between influencer credibility and brand 

credibility, as already expected from the theoretical and conceptual framework (Till et al., 2008; 

Singh & Banerjee, 2018). This can also be seen represented on the following dispersion graph: 
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Figure 10: Scatter diagram between the influencer credibility and the brand attitude (in ranks). 

Source: Author’s creation on SPSS 25 

 

Therefore, it can be said that H5 is confirmed. 

 
H6: Higher brand credibility entails a more positive brand attitude. 

 

When using the Spearman’s rho correlation coefficient, a strong correlation was found between 

brand credibility and brand attitude (Rs = 0,726; p = 0), as expected from theory (Anridho & Liao, 

2013). This is also corroborated graphically by the following diagram: 
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Figure 11: Scatter diagram between brand credibility and attitude (in ranks). Source: Author’s creation 

on SPSS 25 

 

 
Therefore, H6 is confirmed. 

 

H7: There is a difference in the perceived relationship between the teenagers who follow 1, 2 

or 3 influencer’s social media platforms. 

Even though, the significance level for the Kruskal-Wallis Test is over 0,05 (see Table 7) which 

implies that there are not statistically significant differences between the perceived relationship 

and the three groups of teenagers, there is a statistically significant difference (χ2 (3) = 8,126; p= 

0,017) between the number of social media and the strength of the relationship on the RCI1.  

 

The results suggest that the teenagers following 2 or 3 different social media platforms had the 

highest strength of the relationship scores (mean ranks 48,75 and 49,25) compared to the ones 

who were following their favourite influencer only in 1 social media platform (mean rank 30,64).  

 

Thus, H7 is partially accepted. 

 

 
H8: To a stronger perceived relationship influencer-follower, more positive brand credibility. 

 
1 For further information regarding the Kruskal-Wallis Test, see Appendix 3. 
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Even though no significant correlations were found between the perceived relationship and the 

brand credibility, a moderate correlation (Rs = 0,274; p = 0,005) was found between the Strength 

on RCI and the brand credibility.  

 

Therefore, H8 is partially confirmed. 

 
H9: To a stronger perceived relationship influencer-follower, more positive brand attitude.  

Although no significant correlations were found between the perceived relationship and the brand 

attitude, a moderate correlation (Rs = 0,238; p = 0,013) was found between the Strength on RCI 

and the brand attitude.  

 

Therefore, H9 is partially confirmed. 

 
H10: To a stronger perception of the relationship influencer-follower, the influencer credibility 

will be higher. 

A weak correlation was found between the perceived relationship and the influencer’s credibility 

(Rs = 0,181; p = 0,046). Also, a significant correlation (Rs = 0,458; p = 0) was found between the 

Strength on RCI and the influencer’s credibility.  

 

Therefore, H10 is confirmed. 

 

Table 7 sums up the result of the different hypotheses testing: 
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* Correlation is significant at the 0.05 level. 

** Correlation is significant at the 0.01 level. 

Table 7: Hypotheses revision. Source: Author’s creation 

 

In the next chapter, the different findings will be further discussed. 

Hypothesis 

Spearman’s rho 

Correlation 

Coefficient (Rs)  

Kruskal-

Wallis H 

(𝛘𝟐) 

Significance 

(p-value) 
Result 

 

H1 (N. of social media ➝ Brand attitude) 

  

- 3,379 0,185 Rejected 

 

H2 (N. of social media ➝ Brand credibility) 

  

- 1,907 0,385 Rejected 

 

H3 (N. of social media ➝ Influencer's 

credibility) 

  

- 0,354 0,838 Rejected 

 

H4 (Influencer's credibility ➝ Brand 

credibility) 

  

0,544** - 0,000 Accepted 

 

H5 (Influencer's credibility ➝ Brand attitude) 

  

0,550** - 0,000 Accepted 

 

H6 (Brand credibility ➝ Brand attitude) 

  

0,726** - 0,000 Accepted 

 

H7 (N. of social media ➝ Perception of 

relationship) 

 

(N. of social media ➝ Strength of 

relationship) 

  

- 

1,109 

 

8,126* 

0,574 

 

0,017  

Partially 

accepted 

 

H8 (Perception of relationship ➝ Brand 

credibility) 

 

(Strength of relationship ➝ Brand credibility) 

  

0,172 
 

0,274** 

- 
0,055 

 

0,005 

Partially 

accepted 

 

H9 (Perception of relationship ➝ Brand 

attitude) 

 

(Strength of relationship ➝ Brand attitude) 

  

 

0,084 

 

0,238* 
  

- 

0,219 

 

0,013 

Partially 

accepted 

 

H10 (Perception of relationship ➝ 

Influencer's credibility) 

 

(Strength of relationship➝ Influencer's 

credibility) 

  

0,181* 

 

 

0,458** 

- 

0,046 

 

 

0,000 

Accepted 
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6. Discussion 
 

Once the collected data has been analysed, the results will be further interpreted and discussed. It 

was found relevant to discuss the most outstanding results and findings and the contradictory 

ones. Then, a summary of the results will take place and the limitations will be described. 

6.1. Interpretation of the results 
 

In this section the characteristics of the respondents will be summarized for the reader’s better 

understanding of the interpretation of the results that will take place based on the data exposed in 

the Analysis chapter. 

6.1.1. Characteristics of the respondents 
 

All the interviewees and respondents of the survey were Spanish teenagers between 14 and 17 

years old. Thus, all of them were considered as Generation Z (Seemiller & Grace, 2016). All of 

them were following their favourite influencer in one or more social media platforms and were 

recalling at least a brand related to their favourite influencer. 

The fact that the interviewees were all acquaintances of the same teenager and living in the same 

city and that the sampling was snowball convenience sampling implies that most of the 

interviewees have similar sociodemographic characteristics and questions the generalization of 

the results. All of this will be further discussed in the Limitations section. 

Now, the main constructs will be discussed and further findings and conclusions: 

6.1.2. Number of social media platforms 
 

From the qualitative research, some very interesting findings are going to be highlighted. First of 

all, one of the most important findings that redefined the conceptual framework to be tested: the 

teenagers did not seem to differentiate between type of influencers in regards of the social media 

platforms. They would follow their favourite influencers across different platforms. Even though 

some of the interviewees said to follow some more girls in Instagram because of their outfits, it 

was clear that they did not distinguish by the this. Thus, the framework was redefined in order to 

test if the number of social media platforms in which the influencer was followed was creating 

significative differences among the rest of variables. Based on the results of the quantitative 

research, this only seems to have an effect on the strength of the relationship on the RCI (χ2 (3) 

= 8,126; p= 0,017), suggesting that the teenagers following two or three different social media 
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platforms had the highest strength of the relationship scores. Thus, the variable number of social 

media platforms, does not seem to have a big weight on the framework but on the subconstruct 

strength. Thus, the number of different social media platforms will have a different role in the 

Revised framework proposed in the Conclusion chapter. 

6.1.3. Perceived relationship 
 

The main focus of this thesis has been the relationship influencer-teenager which entails the big 

importance of this construct. Firstly, the perceived relationship was studied in depth in the 

qualitative data collection. In the interviews, the teenagers already implied some of the findings 

on the quantitative research. Not only shed light on the topic of the type of influencer but gave 

very interesting insights regarding their relationship with their favourite influencer.  

The feeling the researcher had after the five interviews was that all the teenagers, in one way or 

another, felt very close to their favourite influencer. The respondent 5 for instance, was very 

admirative of his favourite influencer and he even was influenced by the girlfriend of his favourite 

influencer academically. He was even finding himself similar to his favourite influencer, not only 

in terms of personally but physically as well. The opinions of his influencer had a big effect on 

him and he believed that the projects his favourite influencer was working on were truly relevant 

and quality projects. Respondent 1 also showed a big attachment to the influencer, but in a very 

different way. He talked about him as a friend, someone who talks to you as if it was a video call 

and someone to learn from. He seemed to be emotionally very attached and he also talked about 

the influencer as a role model. Due to the scope of this project, the influencer as a role model was 

not further studied but proposed for further research. Respondents 2 and 3, constantly tried to 

show how aware they were of the commercial attempt behind the videos and content of their 

favourite influencer and of influencers in general. Still, both girls showed high levels of 

attachment towards their favourite influencer. The researcher constantly felt in both interviews 

that the girls were trying to say the “right words” that the researcher wanted to hear and prove 

their adulthood. This might be related to their identity construction and the peer pressure: even 

though they were interviewed separately they knew each other and the familiar relationship of the 

interviewer their friend (the brother of the researched) might have played a role. This might have 

been different if they had no relationship with the interviewer or any of the interviewees. 

Respondent 5, one of the oldest interviewees was the most neutral about his opinions and did not 

show high levels of attachment to his favourite influencer. This could be due to the type of content 

the influencer publishes or his personality.  

In this aspect, the interviews validated the proposed model of perceived relationship, as all the 

subconstructs seemed to have a role in the relationship. 
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Regarding this same construct -perceived relationship- in the survey, many interesting insights 

can be drawn. Firstly, most of the teenagers were conceiving their favourite teenager rather as a 

peer than media. When testing the IOS, it seemed that most of the teenagers were not feeling 

subjectively close to their influencer, being about the 66% of the respondents choosing the first 

or second circle. In terms of the scoring criteria proposed by Berscheid et al (1989), the teenagers 

also seemed to have a medium-low behaviourally close relationship. Lastly, regarding the 

relationship longevity, as an average, the teenagers were following their favourite influencer for 

about 2,5 years. This number is, as already mentioned in the theoretical background and analysis’ 

chapters difficult to use to measure the RCI but considered as a concept of interest. 

From both, the in-depth interviews and the questionnaire, the RCI happens to score higher than 

the IOS. The researcher argues that this can be due to the fact that it is more difficult for the 

teenager to say that s/he feels close to the influencer that talk about how behaviourally close is to 

the influencer. This can occur because of many reasons: in the interviews it could be related to 

peer pressure or the fact that an adult interviewing them was making them feel like they had to 

prove that they were mature enough to understand that an influencer is not a friend. Also, it can 

be that the nature of the relationship is more behavioural has the data collected infers. Anyhow, 

in the complex mind of a teenager, where the search for identity is constantly present (Erikson, 

1968), the fact that the results were quite consistent is already considered as an achievement by 

the investigator. 

Lastly, the accuracy of the construct perceived relationship is discussed. This construct, shaped 

by the subconstructs peers/media, IOS and RCI was first proposed in this paper. The subconstruct 

strength (RCI) seems to be very significative in this framework: when testing the hypotheses H7, 

H8 and H9 were partially accepted when using strength instead of the perceived relationship 

construct and the significance and the significance and strength of H10 is also way greater when 

only using strength. Thus, it seems quite outstanding the fact that the construct perceived 

relationship is not optimised and needs further research and investigation into it to improve its 

accuracy. In the bright side, it seems that strength of the relationship is a quite relevant variable 

to take into account when studying the relationship influencer-teenager and its relation with brand 

credibility, brand attitude and influencer’s credibility.  

Thus, further research is suggested in this field and the number of social media platforms variable 

is suggested to have an influence in the strength of the relationship in the framework proposed on 

the next chapter. 

6.1.4. Influencer’s credibility 
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When discussing the influencer’s credibility in the in-depth interviews, it seemed quite obvious 

the fact that the credibility of their favourite influencer was quite big; all of them showed high 

trustworthiness. Also, the attractiveness seemed to be quite high. The results in the quantitative 

data collection were in the same line: the mean value (in a 7-points Likert scale) for influencer 

credibility was 4,38, being the trustworthiness the subconstruct scoring higher as expected from 

the qualitative research. 

From the qualitative data collection, we learn that the influencer’s credibility happened to have a 

direct relationship with brand attitude (Rs = 0,55; p = 0) and brand credibility (Rs = 0,554; p = 0), 

confirming what previous scholars stated (Spry et al., 2011; Elberse & Verleun, 2012; Singh & 

Banerjee, 2018; Vidyanata et al., 2018 and Till et al., 2008).  

Also, as already stated in this chapter, the perception and strength of the relationship have a 

positive relationship with the influencer’s credibility as firstly proposed after the qualitative 

research took place (H10). Thus, it can be concluded that the influencer’s credibility is quite high 

among teenagers and that the relationship with brand attitude and credibility is very significant. 

Furthermore, it seems to have a very strong connection with the strength of the relationship. 

6.1.5. Brand credibility 
 

When the interviews took place, the levels of the brand credibility of the brands associated to the 

influencer, seemed to be quite positive. This was confirmed in the online survey: the mean value 

(in a 7-points Likert scale) for brand credibility was 4,63 and brand the trustworthiness was its 

subconstruct scoring higher (4,81). 

On the quantitative study we learned that brand credibility (the same as brand attitude and 

influencer credibility) does not have a relationship with the number of social networks the 

teenager follows his favourite influencer at. In the opposite, it does have a strong positive 

relationship with brand attitude (Rs = 0,726; p = 0) of high significance as expected from theory 

(Anridho & Liao, 2013).  

Also, brand credibility was positively associated with influencer credibility and the strength of 

the relationship. 

6.1.6. Brand attitude 
 

In the qualitative research, the brand attitude towards the brand they were relating to the influencer 

seemed to be positive, but not strong affirmations were made. Some of the comments of the 

respondent seemed to have an association to more hedonic constructs.  
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In the online survey this hedonism is not fully confirmed: the mean value (in a 7-points Likert 

scale) for brand attitude was 4,29 and the hedonic construct was scoring less than the utilitarian 

one (4,28 vs 4,30). This could be due to the fact that during the interviews, some luxurious brands 

came up and probably this took more space than more “down to earth” brand in the conversation. 

Still, the brand attitude towards the brand associated to the influencer is positive and directly 

related to the influencer credibility (Rs = 0,550; p = 0) and to brand attitude (Rs = 0,726; p = 0). 

Further research is suggested to better understand the relationship between brand credibility, 

brand attitude and influencer credibility with the relationship influencer-teenager. Still, all these 

constructs were positively related to the strength of the relationship. 

 

6.3. Summary of the discussion  
 

After the analysis of the data and the discussion of the findings took place, a summary with the 

main outcomes is presented: 

One of the most relevant finding is that the strength of the relationship has an influence in brand 

attitude, brand credibility and influencer credibility. Even though the construct perceived 

relationship is not as accurate as desired, the research question can be answered facing the 

findings. This will be done in the following section. 

The constructs brand attitude, brand credibility and influencer credibility seem to be very positive 

when related to the teenager’s favourite influencer. 

Also, it is important to highlight that the proposed relationships in theory are accepted for the 

specific context of this paper: Spaniard teenagers belonging to Generation Z, one of the most 

unexplored generations to date. 

6.4. Answering the research question and sub-questions 
 

In this section, the research question and sub-questions proposed in the first chapter are answered 

based on the results and collected data from the quantitative and qualitative research: 

“How does the relationship between the influencer and the follower affect the brand 

credibility and attitude?” 

The strength of this relationship has an obvious relation with both constructs and with the 

construct influencer credibility. The stronger the relationship between influencer and teenager is, 

the higher the levels of brand attitude, credibility and influencer credibility. 
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Teenagers seem to have a medium-low close relationship with their favourite teenagers, who 

often, they see as peers.  

After this, it is time to answer the rest of sub-questions: 

How is the construct relationship influencer-teenager built? 

As stated in the theoretical background chapter, in this thesis, the perceived relationship is shaped 

with the construct peers/media, IOS and RCI. It seems that the construct strength which belongs 

to RCI is the most significant and thus, further research is proposed in that direction. Also, the 

number of social media platforms the teenager follows the influencer at can be a part of this 

construct in further studies. 

How do teenagers perceive influencers in relation to the four different socialization agents? 

As seen in the analysis chapter and further discussed in the discussion, the teenagers seem to see 

the influencers rather as peers than as media. Also, they would rather talk about them as somebody 

who could belong to their group of friends than as a celebrity. Thus, influencers might be able to 

exert peer pressure into the teenagers, concepts discussed by Marshall (2010) and Buckingham 

(2011) reflected in the theoretical chapter. Also, they might have a role in the teenager identity 

construction, a topic also discussed in the theoretical chapter. 

How does the nature of the relationship influencer-teenager affect the credibility of the 

influencer and thus, brand credibility and brand attitude? 

The strength of the relationship does have a positive relationship with the influencer credibility, 

which at the same time happens to have an effect in brand attitude and credibility. In future 

studies, the moderating effect of influencer credibility can be an interesting research topic. 

6.5. Limitations  
 

The findings of the present paper can only be properly evaluated when fully understanding the 

limitations that apply to them. 

First of all, there are limitations that are intrinsic of every paper which exist because of the 

research model. In this case, the developed conceptual framework focuses on the specificities of 

the Generation Z, the relationship influencer-teenager and the influencer’s credibility and it is 

limited by the dependant variables: brand attitude and brand credibility. Due to the extent of the 

present thesis, a more extensive model was not proposed. Moreover, this research was carried 

only among Spanish teenagers, so the findings are limited to this specific population.  
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Secondly, the available resources have a determinant role. Due to the time and budget limitation, 

many biases occur. For instance, it is a transversal study so the results of the same (behaviours, 

attitudes, etc) are limited to that moment in time: the interviews took place the 8th,9th and 10th of 

July 2019 and the survey was open from the 23rd of July until the 12th of August 2019. Thus, these 

results are representative of that moment in time; period chosen to match the thesis timeline. Also, 

the budget limitation placed a role on the geographic limitation of the interviews and the number 

of respondents for both, the interview and the survey. As already commented in the analysis 

chapter, the fact that only 88 answers of the survey were valid, limits the results’ generalization. 

Third, the data collection also presents multiple limitations. For instance, the interviewees on the 

in-depth interviews were all acquaintances of the brother of the researcher. Even though they did 

not know the researcher, many biases are drawn from this “relationship”. Not only the interviews 

were reduced to a city in Spain, but the characteristics of the interviewees were very similar: all 

of them were between 15 and 17 years old (even though the scope of Generation Z is wider), 

living in Zaragoza and coming from similar backgrounds and social environment. On the other 

hand, due to the fact that the sampling was convenience sampling, the representativeness of the 

results is again quite limited: this sampling might introduce biases in the study, as it focuses on a 

subpopulation that may not be very representative of the universe of people who follow 

influencers in social media platforms. 

Also, the effect of the gender was not taken into account, even though in the in-depth interviews 

it was suggested the type of content -and therefore constructs as influencer’s credibility, brand 

credibility and brand attitude- was partially defined by the gender.  

Other factors related directly to the data collection as the manipulation of data (coding the 

qualitative and quantitative data), the way the interviews took place and were carried, etc. All of 

these factors limit the data collection influencing on the results of the same. Also, for instance, 

the fact that only the teenager’s favourite influencer was taken into consideration in order to 

increase the internal validity of the data collection, might have an effect on the external validity. 

Lastly, this paper analyses associations between variables through the Spearman’s rho correlation 

coefficient and the Kruskal-Wallis H test but these do not establish causal relationships. This can 

be done as further research through experimentation. Once the association between the variables 

has been proved, the relationship cause-effect and the mediation effect can be further studied. It 

is very important to further improve the model not to leave any variables outside in order to 

establish non-spurious relationships between the variables.  

7. Conclusion 
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Companies are increasingly using influencer marketing in their marketing strategies. In particular 

and in order to address teenagers, influencers seem to be an easier tool to target them through 

social media.  

Based on all of this, the research question took place at the beginning of this thesis: 

How does the relationship between the influencer and the follower affect the brand credibility 

and brand attitude? 

In order to answer this research question, the relevant theoretical background chapter introduced 

the relevant terms and theory. This implied the development of the conceptual framework: a total 

of 9 hypotheses (10 after the qualitative research) were formulated.  

In this research primary data was collected in order to answer the research question: five in- depth 

interviews took place, followed by a survey of which 88 answers were considered as valid and 

statistically addressed using SPSS Statistics 25, using the Spearman’s rho coefficient and the 

Kruskal-Wallis H test to find relationships between the different constructs of the proposed 

conceptual framework. 

The findings showed that the different hypotheses drawn from theory were accepted. Thus, 

influencer credibility is significantly related to brand credibility (Spry et al., 2011; Elberse & 

Verleun, 2012; Vidyanata et al., 2018) and brand attitude (Singh & Banerjee, 2018; Till et al., 

2008), contradicting Goldsmith et al. (2000) who argued that the endorser credibility only 

influences directly the attitude towards the ad, but not the brand attitude. Brand credibility and 

brand attitude are at the same time related as expected from the theoretical chapter (Anridho & 

Liao, 2013).  

Also, the findings confirmed that teenagers see their favourite influencer rather as a peer than as 

media and that the strength of the relationship between influencer and teenager has an influence 

in the constructs brand attitude, brand credibility and influencer credibility and it is also related 

to the number of social media platforms the teenager follows the influencer on. 

Overall, the results of this thesis can be beneficial for the companies in order to improve their 

marketing strategies with influencers with a generation that it is growing in purchasing power. 

Also, ethical viewpoints apply: are these teenagers competent consumers or children that society 

still need to shield from commercial intents? From the in-depth interviews, the teenagers seem to 

be very aware of the commercial intentions of their favourite influencer but still seem to be quite 

credulous with what they say. Thus, to this debate the researcher answers, as already stated in the 

analysis chapter, with an intermediate approach between both points of view: teenagers are 

competent consumers who are still vulnerable to some commercial intent, especially when it 
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comes from their favourite influencers. Then, the question would be: how more vulnerable than 

adults are they? 

The study contributes to literature showing how the strength of the relationship has a positive 

relationship with brand attitude, brand credibility and influencer credibility. Moreover, the fact 

that the number of social media platforms has an effect on this strength is also an area that was 

not researched upon. 

7.1. Revised framework 
 

After the analysis and discussion of the findings, a new revised framework is proposed. In this 

framework all the relationships found in this paper between variables are exposed. Still, it is 

recommended to further research into the relationship influencer-teenager and its nature. 

 

Figure 12: Revised framework. Source: Author’s creation 

7.2. Further research 
 

Based on the results of the present work, further research should, on one hand, validate the main 

findings of this thesis and on the other hand, propose a broader scope for this investigation. 

First, some ideas or findings coming from the in-depth interview will be listed. For instance, the 

field that the influencer is specialised at - including categories as humour, fashion... - might have 

an influence in the relationship with the influencer and therefore, the rest of variables related to 

the same.  

Also, three of the interviewees stated that when they were younger, they had higher interest on 

influencers. Therefore, the moderating effect of the age might be a variable to study. Of course, 

with the ethical limitations that targeting younger children carries itself. 
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Also, studying the effect that the size of the YouTube channel or the Instagram page on the 

influencer credibility might be an interesting field of study: in the in-depth interviews this was a 

bit contradictory: some of the influencers with smaller channels were trusted because of the 

reduced size of the channel and others defended the fact that having a big YouTube channel means 

you have to be honest or people will find out.  

Also, studying influencers as role models can be a field for further study. This term came up in 

the interviews and it could be interesting to dig deeper into the literature and study in that 

direction. For pragmatic reasons, influencers as role models among teenagers were not 

investigated further as the researcher preferred to stick to the theoretical framework. Thus, it is a 

construct that will need some further research.  

When talking about the quantitative study: only correlations and significant differences between 

groups have been taken into account. It is recommended to study causal relationships through 

experimentation and the mediation and moderation of diverse variables in the revised framework. 

Also, the sample size (N=88) was not big enough to draw conclusive findings. 

Since the interviewees and respondents shared the same culture, background and social 

environment, it can be argued that conducting the research with teenagers from complete different 

social environments would have helped enriching the research and allow further generalization.  

Thus, it would be interesting to enlarge the scale of the study to teenagers with different 

nationalities in order to broad the scope and maybe investigate the cross-cultural effects. 

Finally, one of the main purposes of this research paper was to explore the relationship between 

influencer and teenagers and to discover the different sub-constructs shaping this entity. This 

relationship was thoroughly discussed during the interviews and tested in the quantitative 

research. However, relating the construct “perceived relationship” to the other entities of the 

theoretical framework turned out to be challenging. The three pillars of the entity “perceived 

relationship influencer-teenager” in this paper were 1) whereas teenagers were considering 

influencers peers or media 2) the subjective closeness (IOS) 3) the behavioural closeness (RCI), 

the latest construct including the strength of the relationship. Out of these three sub-constructs, 

the only one showing significant correlations and differences with the rest of the variables of the 

framework was the strength of the relationship (3). Therefore, this research paper can be seen as 

a starting point to further research into the nature of the relationship between influencers and 

teenagers, sharpening this construct first introduced in this paper.  

7.3. Managerial implications 
 

Lastly, the findings of this thesis will be analysed from a managerial point of view. 
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It is important to highlight the relevance of social media- especially YouTube and Instagram- and 

influencer marketing in the development of positive brand attitude and brand credibility as part 

of the firm’s marketing strategy. 

The theoretical approach of this paper should not misguide the companies. A positive brand 

attitude happens to enhance purchase intentions (Vidyanata et al., 2018) and brand credibility 

affects customer loyalty, lowering brand-switching behaviour and enhancing awareness and 

recognition (Sweeney & Swait, 2008). Thus, establishing high positive brand attitude and brand 

credibility should be a focal strategy point in the long-term development of any firm.  

Understanding the bond (and its strength) between the influencer and the teenager might be a key 

to the success of different marketing strategies. Knowing that for a stronger relationship the 

teenager has to follow the influencer in more than two different social media platforms might 

bring ideas on how to strengthen the relationship and which content type might be more appealing 

to their target group. Also, the importance of the credibility of the influencer for the rest of the 

analysed constructs shows how much companies and influencers have to work to enhance the 

perceived expertise, attractiveness and trustworthiness. If influencers become an integrate part of 

firms’ business models, they have to find ways to strengthen the relationships and thus optimise 

their own credibility in order to monetize best their privileged position as an intermediary between 

firms and their target groups.  

Furthermore, companies looking to leverage these assets need to be constantly re-assessing the 

credibility of the influencers among their target group as they could potentially ending up 

weakening their branding efforts by exposing their brands through a non-trusted endorser.  
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APPENDICES 
 

APPENDIX I 
Interview guide 
 

Building trust 

 
Hello! Thank you very much for participating. 

To start, I tell you a little about myself; I'm 26 years old, I'm finishing my master at CBS. 

I tell you; I am doing a job for the uni and I need your collaboration. 

 

Of course, everything you say here is confidential, I will not talk to absolutely anyone. That is to 

say, this is a safe space and although I don't think there is anything we are going to talk about that 

is compromised, but whatever we talk about it will stay in this room. 

 

Tell me a little about yourself. Right now you are X years old, right? and what are you studying? 

 

Today we are going to talk a little about influencers and who they like the most. 

Do you think it's okay if I start recording? 

 

Generation Z 

Do you spend a lot of time on your mobile? How often do you watch videos on YouTube? 

Why do you like YouTube? 

Instagram 

Snapchat 

 

Perceived relationship 

What influencers do you follow on YouTube, Instagram and Snapchat? Tell me a little bit about 

it 

What is your favorite? Why? Is it the one you consider closest? 

Do you think the information it gives you is reliable? 

Think now of the YouTube channel, would you classify it as a TV show you watch or a person 

you listen to? 

IOS:  

(After explanation) Based on what he tells you, his values, his influence, which pair of circles do 

you think you are?  
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RCI: 

Define your relationship with the influencer. 

How long have you known him? 

How often do you watch videos of this influencer? And photos? Have you been to their events? 

How often? 

How many hours a month do you spend interacting with this person? How many hours would you 

say you interacted last week? Was it a normal week? 

Do you usually watch your videos and content alone or accompanied? 

Talk about the INFLUENCE this influencer has in his/her life. Lead the conversation if they are 

not sure about what influence can mean. 

Topics to bring up and dig during the interview:  

• Influencer credibility 

• Brand credibility 

• Brand attitude 

Is there anything else? 

Well, in principle this is all from my side. Is there anything else you would like to talk about, 

something that has been left unsaid? 

In-depth interviews’ transcriptions 
 

All the in-depth interviews started with a short conversation “off the record”, where the researcher 

would ask them about themselves, age, what they want to study, joke a bit and ask for their 

permission to be recorded. 
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What is reflected in these transcripts is when the real interview started, skipping some little 

elements that were not deemed as necessary. The researcher’s questions and comments are in 

italic font. 

Respondent 1 – ALEX (17 YEARS OLD) 

 

Do you spend a lot of time on your phone?  

Yes. When I am at home and I am not helping out my parents I am on my phone or watching TV.  

Do you watch YouTube?  

Lately I don’t because the content they are sharing lately is a little boring: nothing is getting my 

attention and thus, I use YouTube only for music lately.  

Ok, cool. Why do you like YouTube?  

I don’t know, it is the one it has always been there, and I don’t know any other. Also, you can 

look for the stuff you can easily. 

So, you were saying lately you only listen to music. Then, you don’t follow any influencers?  

Yes, I do. I especially like the video games videos, and I follow people who are famous and 

professionals on this topic. But lately I am watching less. I am also watching football videos. Like 

interviews and so on. I also follow influencers on Instagram.  

What about Snapchat? Do you use it?  

No… I don’t even follow anyone: not friends or famous people, I use it because of the funny 

filters.  

Could you talk to me about some of the influencers you follow?  

Yes, of course. There is one that is called Hamza Zaidi: he is a humourist, then one that is called 

Pequep: these I follow them on Instagram. Then on YouTube I follow Degrefg, Agustin, Vicente 

emm… that’s pretty much. So, I follow these ones and then when YouTube suggests others, I 

watch the videos, but I don’t follow them. So, related videos. But the ones I just told you I am 

subscribed to their YouTube channels and Instagram accounts.  

Which one would you say is your favourite?  

Hmmm…maybe Hamza? I don’t know, I like his vibe, sense of humour and the jokes he cracks. 

Also, he makes often publications where he contacts clothing companies and he shows them: I 

also like fashion a lot.  
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Nice. When he talks about all these clothes and so on, do you think he does it because he wants 

to or because he is getting paid?  

(He chuckles) Because of the money. Well, I think that at the beginning he didn’t have much 

followers and he was showing what he wanted to, but now that he has 2-3 million of followers, I 

guess he does it for money. I mean, I am sure he likes it too, he won’t show something he doesn’t 

like only for money, but [the money] it helps. So, yes, I believe everything he shows has money 

behind it: I would do the same (he chuckles).  

But do you believe in the info he gives?  

Hmmm… I usually check what he shows or tells online, but I prefer to go to a shop and see it by 

myself. But he influences me with his style. For instance, in one video he showed a pair of trousers 

that I really liked, and shower where to buy them. Well, I went to Zara, found a similar pair and 

bought them. Actually, are these! (he points at his trousers). But getting back to it, I don’t like 

everything he does, but usually I really like what he does and shows.  

But you told me this guy is humourist, right?  

Yes, he does comedy but also spends a lot of time o fashion and creating content on fashion. He 

shows what he buys, the looks he is having, etc. But he doesn’t focus on analysing fashion. Thinks 

now about his YouTube channel.  

If you had to classify his YouTube channel: one extreme would be a TV channel and the other one 

would be a friend who talks to you, where would you position it?  

I feel that is more like a person who is telling you about his life. For instance, I follow a guy who 

makes blogs and is among my favourite ones, his name is Juanpa, he is Mexican, and he makes a 

lot of blogs. Well, I feel his closeness, I feel like if we were doing a videocall with a friend who 

is telling you what he is doing in a daily basis.  

What kind of content he creates?  

Usually he makes blogs and sketches in English about humour and so on. Also, he does stuff 

related to fashion. Actually, now that I think about it, I think he has even done some professional 

modelling.  

With Dolce & Gabanna?  

I think so yes. A snobby one. He shows the clothes and so on, but as such, he is not promoting it.  

So, you like him a lot?  
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Well, for sure if I had to choose between him and another one, I would go for him. For sure he is 

among my favourites.  

Okay, let’s then talk about Juanpa. Now you can see these circles. This one is Juanpa and this 

one is you. Based on what he tells you, his values, his influence, which pair of circles do you think 

he is?  

So, is it about the influence?  

Yes, but also about the trust, the interactions, closeness.  

I would say then this one (3rd one).  

How old is he? 

I don’t know 22 or 23, I guess.  

Okay, if you had to define his relationship with him, how would you do that?  

That’s a tough one… Hmm okay, this might sound very weird, but I see him a role model, like a 

“standard”, somebody to follow and look at what he is doing. Because what he is doing… I don’t 

know. It is like he has had a lot of success in life and he is funny… I don’t know, it is someone 

to look up to when for instance, you are in a moment when you don’t know what to do or this sort 

of stuff so you can have someone to support you, so to speak. You can say: look, he is a very 

joyful and he is doing so well, he is so successful. It means that if you stay positive, joyful, you 

are going to make it. I don’t know. Okay… It is like he helps with my mood, anaemically.  

For how long have you been following him?  

Hmmm…about a year.  

How often do you see his videos?  

When he uploads them. I even have a notification popping up on my phone when he does. “Hey, 

Juanpa has upload a video” and I watch it if the title interests me. For instance, when he uploads 

content comparing clothing brands, I like it. I would say last week I watch him for about 4 or 5 

hours.  

Would you say it was a common week?  

Lately he is creating more content because he went to Chile and he is doing nice videos, so I have 

been watching a bit more.  

Do you give him likes or comment?  

No, I never do, only to my very close friends.  
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When you watch is content, do you do it alone or with others?  

I watch it alone, especially before I go to bed.  

Do you think he has influenced you in your way of spending your money?  

Yes, especially in the case of clothes. Also, I have a poster in my room that this guy has in his, 

because I saw it in his videos. Or for instance, Kappa as a brand, I am using it more because this 

guy uses it a lot. Personally, before I thought, “okay it is nice”, but never thought about buying 

it. But now it is like that I am more interested on it to buy it.  

Would you say any of your favourite influencers have influenced any of your values? 

(after giving an example) 

Well, for instance I look at the way he treats people around him, his friends and it makes you 

rethink how you treat people. Of course, it is something my parents taught me, but it is a very 

good reminder.  

Does it influence the quantity of time you spend with your family and friends?  

No, no, it is the last thing. I would not stop seeing my friends or relatives to stay home watching 

them. I am aware they influence me, but at the end of the day is someone on a screen and not 

someone that I am going to be with.  

In your spare time, would you say you have changed any of your habits?  

Well, I watch the videos. And also, I see them doing activities and I think is cool, but I have never 

actually done. Besides, I don’t think so.  

What about the content you watch?  

Let’s see; not because of them, but because YouTube suggest me stuff. Or also when they 

recommend something, I take a look into it or when they make a collaboration with someone else, 

I liked, I go to the channel of this person to check them out.  

Any other influence you can think of?  

Mostly not, but I can see how they behave, and I appreciate it.  

How would you describe Juanpa?  

He is someone funny and charismatic and he transmits a lot of energy to the people around him.  

Do you think he is someone honest?  

I would say so, yes. When he talks about something it is because he knows about the topic. 
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Could you think of any brand that he promotes?  

Well, the brands that he promotes are “top top” and I could not even think of buying them.  

That’s fine, we can still talk about it.  

Okay, then Dolce&Gabanna.  

Okay, what do you think about the brand?  

Hmmm… too expensive for what it offers, more of their stuff I don’t love it. But I guess you are 

paying for good quality. I think people who uses it is because they have money. I have not even 

gone to their official webpage; I only know it based on what Juanpa shows. I even find it ugly 

and funny. But I guess if a t-shirt is 600 bucks it means is a very good quality one, that you wash 

it and the colours don’t fade away, all of this. But what I was telling you, it doesn’t get my 

attention. Think that it is a very expensive brand, if it was a different brand, it would make more 

sense. I think it is for people who doesn’t care about money.  

Perfect, thank you very much. Is there anything else you would like to add?  

Well, I would like to say that there are a lot of influencers that I stopped liking them because for 

example they pretend they had a strong argument, all fake, only to get fame and followers and it 

is always a lie. But this makes me not like them. I care more about the content they create than 

the name. If someone doesn’t spend his time on this, I would believe him more. But it is something 

that is there, to entertain you, but they cannot manipulate you. 

Respondent 2 – LIDIA (16 YEARS OLD) 

 

How much time do you spend per day on your phone?  

Uf…now in summer quite some. I would say…2-3 hours per day?  

Do you watch YouTube?  

Yes, but not every day.  

Do you follow influencers?  

Yes, I follow Dulceida, Paula Gonu, Auronplay, Wismichu… this kind of influencer.  

What about Instagram?  

Pretty much I follow the same ones. But I also follow more girls because of their style and clothes.  

What about Snapchat?  
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I never had an account.  

Who is your favourite influencer?  

Paula Gonu; she is super nice and relatable; she doesn’t look like someone full of herself. More 

real.  

Would you say that the info they give you is honest?  

It depends. For instance, Dulceida lately uff… I don’t like what she says. When she makes 

clothing hauls, she keeps showing her own brand and I don’t like it much. But I believe Paula 

Gonu more because she talks to you about her life. So, I believe Dulceida less than before, now 

is more commercial, always showing her brands, tagging all the time her collaborations on 

Instagram… Instead of showing stuff she really likes, only to make money. On the other hand, 

Paula Gonu also makes collaborations with brands but also uploads videos that are not like this: 

about her stuff, her life. Also, she works harder on her content. She edits her own videos while 

Dulceida pays someone to edit hers.  

If you had to classify the channel of Paula Gonu between a TV show or a friend who is telling you 

her stories?  

I would say rather a TV show. Her channels and everyone’s else. I can clearly see the distance 

between us.  

Based on what she tells you, her values, her influence, which pair of circles do you think is?  

Hmmm with Paula Gonu, I would say that because of the music she listens to, the clothes she 

wears, where she goes travelling, I would say we have stuff in common. I would say it is the 

second circle.  

Do you know her age?  

Hmmm…twenty something… 25?  

How would you describe your relationship?  

I see her, but she doesn’t see me. There is no real interaction as such. I give her likes and I am 

subscribed to her channel.  

How often do you watch her videos?  

When she uploads them: once or twice per week. In summer, I spend less time following her… 

maybe 1 hour or two per week, but because it is summer.  

Have you ever gone to any of her events?  
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No, no (laughing).  

Do you watch her content alone or with friends?  

Alone.  

How do you think she influences your life?  

Well, sometimes I check the clothes and I check where she bought it, I go to the link… But then 

I don’t buy it, usually I go to the physical shop. Then for instance, when they go to festivals like 

Coachella that I didn’t know about, I would love to go. But I don’t think I will end up going. So, 

I guess she influences also the way I spend my money. For instance, some of them they have gone 

to Santorini, and it is gorgeous, so in the future I would love to go to Greece on holidays. I also 

can get ideas for a hypothetic future home.  

What about your mood?  

Hmmm… I tend to put funny ones, to make me laugh.  

What about your values?  

Not really, no.  

Does she influence the quantity of time you spend with your family and friends?  

No, it is quite secondary. But I might be watching a video and postpone things in order to finish 

a video.  

Do you think she influences you in the content you watch?  

Yes, if she does a collaboration with other girls that I like her style, I will check her out and maybe 

follow her.  

Do you get any inspiration from her?  

I see it more as a window glass, I would love to have a similar life, but it is not realistic.  

How would you describe Paula Gonu?  

She is very joyful, and also a bit exaggerated: she says in a tittle of a video is going to be crazy, 

and then is way less. She is also very beautiful, but I guess all the influencers are and also, she is 

also very relatable: she uses an intimate tone. She is very real. She knows a lot about fashion, 

music… It’s cool.  

Can you think of a brand they work with? 

 Yes, EF, it is a company for travelling and teaching you languages.  
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Okay, what do you think about this brand?  

It looks like they are doing a great job and you can trust this brand. I didn’t know this brand until 

she talked about it. I guess it can be useful for trips, so they help you, rather than learning English, 

so more for the fun.  

Perfect, thank you very much. Is there anything else you would like to add?  

Well… before I used to watch them more…I think with the years I am watching them less. 

Respondent 3 – LUCÍA (15 YEARS OLD) 

 

How much time do you spend per day on your phone?  

I would say between Instagram and Whatsapp, especially at night…a lot. 4 hours per day? Now 

in summer I have more time.  

Do you watch YouTube?  

Yes, every day. When I have spare time, after lunch, etc. 

Do you follow influencers?  

Yes: I follow mostly girls; one that does make-up and an influencer called Verdeliss. She shows 

her family, etc. And on Instagram I follow girls because of fashion.  

What about Snapchat?  

I haven’t logged into my account in so long.  

Who is your favourite influencer?  

I would say a girl called Teresa Macetas. Not for any reason in particular, but she is from Zaragoza 

and she appears to be more familiar.  

Would you say that the info she gives you is honest?  

Yes, I really think so. Because she is an instagramer but also, she is studying a bachelor, this is 

her hobby. Thus, she doesn’t have any economic need to do all of this. If she doesn’t like a 

product, she can say it, she doesn’t need the money. But for instance, others like Dulceida might 

talk about products even if they don’t like it a lot, because of the money.  

If you had to classify the channel of Teresa Macetas between a TV show or a friend who is telling 

you her stories?  
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Well, I don’t know, my favourite videos are the daily vlogs, but I guess it would be more of a 

reality than a friend talking to me.  

Based on what she tells you, her values, her influence, which pair of circles do you think is?  

I would say it is the third circle. Because she is from where I am and I can really relate to her. She 

is like more normal…I can feel some more connection. Do you know her age? I would say she is 

in her early 20s.  

How would you describe your relationship?  

Inexistent, there is no relationship. I only give her likes and follow her.  

How often do you watch her videos?  

When she uploads them: once per week.  

How much time do you think you spend interacting with her?  

Usually more, but now in summer, about one hour per week. Well… she is also doing very 

interesting stuff now, travelling and she is not so connected.  

Do you watch her content alone?  

Yes, always.  

How do you think she influences your life?  

On regards of clothing: if I see she is wearing something I like; I go to her account in 21 buttons 

to see where she got it. And then I can check it. But not because she says it, but because I like it. 

Also, when she talks about her experience studying law: she is studying law and I would also like 

to study law, I don’t know… You see her experience. But not because she is studying law, I wanna 

do law, I liked law and then I checked it out. So, I guess she also influences also the way I spend 

my money. For instance, if you didn’t see a very nice item in Zara but she is showing it to you, 

and you buy it… she is having big influence. Or if she shows for instance an eye-lashes mascara 

and she says it is going to be great, you know it will be.  You know how it is going to look: if they 

show you this on TV you don’t believe it much but if it is someone like you, showing it to you, 

you can trust her.  

What about your mood?  

If I need to get relaxed, I like watching room tours, but not fashion. I like taking a look, but I 

would not change my room because of this, only little things.  

What about your values?  
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I would say if they show me in how bad shape the see is, it would remind me to be more careful 

and recycle more, but it could come from another source as well.  

Does she influence the quantity of time you spend with your family and friends?  

It is quite secondary; I can easily pause and video and get back to it afterwards. I feel them a bit 

far from me.  

Do you think she influences you in the content you watch?  

If she does a collaboration on YouTube with someone else that I like how she expresses herself, 

I click on her profile, watch some videos and if you like it, you can follow her. It could also be a 

TV show, but it is more about a collaboration.  

Do you get any inspiration from her?  

Well, if she has a beautiful home I might think “wow, how nice” but not “my life objective is to 

have a house like hers”.  

How would you describe Teresa Macetas?  

I would say she is sensible, exaggerate, honest and a hard worker. I trust her when she speaks, 

and I think she knows of what she is speaking.  

Can you think of a brand they work with? 

Yes, Maybelline.  

Okay, what do you think about this brand?  

It is an affordable brand. I don’t love all their products but most of them are very good. When I 

see it on TV, I trust it less, because the results are exaggerated, but when she tries it on a video, I 

know what to expect. I guess it is quite useful if you like makeup, even though there are many 

brands similar, I think it can be helpful.  

Perfect, thank you very much. 

Is there anything else you would like to add? I think younger people trust more influencers than I 

do now.  

Respondent 4 – ALONSO (17 YEARS OLD) 
 

How much time do you spend per day on your phone?  

Per day? I guess 5 or 6 hours per day. Also, because it is summer.  
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Do you watch YouTube?  

Yes, every day… I like YouTube because it entertains me: it has a lot of videos, some of them 

very entertaining.  

Do you follow influencers?  

Yes: I follow many channels in YouTube, but I usually don’t give them likes because I tend to 

forget. So, I finish the video and close. For instance, I never comment. On Instagram I also follow 

some.  

What about Snapchat?  

Before I was using it, now I don’t. I think no one uses it any longer.  

Who is your favourite influencer?  

I follow AuronPlay, Wismichu, el Rincón de Giorgio... This kind: they make blogs and humour. 

And I also follow them on Instagram. But I would say my favourite one is AuronPlay: I like his 

content a lot and I find him very funny.  

Would you say that the info he gives you is honest?  

Yes, I really think so. He has over 10 million followers and if he was not honest, people would 

notice.  

If you had to classify the channel of AuronPlay between a TV show or a friend who is telling you 

her stories?  

Puff… way closer to a TV show, not like a TV show, but I guess I don’t see him as my friend.  

Based on what he tells you, his values, his influence, which pair of circles do you think your 

relationship is?  

I would say it is the second or third circle. I know what he does and his content, but I don’t know 

him personally.  

How much time do you think you spend interacting with him in the last week?  

Though one, let me think. Four hours? Three? More or less… It is a normal week.  

Do you know his age?  

I would say he is under 30… 29 or 28 more or less. I am not sure.  

How would you describe your relationship?  

Distant.  
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For how long do you know him?  

I think the first time I watched a video of his was about 5 years ago.  

Do you watch is content alone or with other people?  

Usually alone. But sometimes I watch it with friends or people from my village.  

How do you think he influences your life?  

I guess I have used some of his expressions and his way of speaking. I know he has a clothing 

brand, but it doesn’t interest me. But regarding other fields like studying, my future, etc, I don’t 

think so.  

What about your mood?  

If some of the videos are very fun, they can put my mood up.  

What about your values?  

Hmmm…not specially him, but there is another cool YouTuber, who travels a lot, and lately he 

had been to Palestina, and he shows you stuff about the country and it makes you rethink many 

things: the culture, the values… You have to see it to understand it, it is completely different to 

us. Also, it makes me wanna go to different places, I would love to go visiting at some point. 

Some others try to influence you with their ideals: for instance, criticizing corridas, etc. So, it also 

makes you think. What he thinks it is like anyone else…  

Does he influence the quantity of time you spend with your family and friends?  

Yes…with friends it has happened that I postpone a meeting or be late because I have been 

watching a video. Or say to something: yes, yes, I will do it later, because I am watching a video.  

Do you think he influences you in the content you watch?  

If he makes a collaboration with a Youtuber I don’t know and I like him or I see that he is funny, 

maybe I will go to his channel and check his videos. But now, they are doing a lot of publicity 

about movies, and I don’t care about them. But this is because they are being paid, I think. Maybe 

AuronPlay not, he recommends stuff that he truly likes, like Narcos. But he recommends apps 

and this stuff, and I do believe he is paid for that. But sometimes they also say it, that they are 

getting paid.  

How would you describe AuronPlay?  

Hmm… he is very funny; he doesn’t care much about some stuff. He looks like he is a nice guy 

and a good person. I guess he is quite sincere.  
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Can you think of a brand he works with?  

Well, his brand.  

Okay, what do you think about this brand?  

I don’t think it is anything special. Also, he promoted a lot the brand DC, I think it is a very good 

brand. Normal, but nice. I guess it is quite a practical brand. Not the kind of brad you buy to show 

off.  

Perfect, thank you very much. Is there anything else you would like to add?  

Before I had bigger interest in his videos. When he didn’t have so many followers, he could say 

whatever he wanted to: now I see he really thinks about what he says before he talks, knowing he 

can really influence a lot of people. He used to be funnier before, but I understand his new 

behaviour. And also, he is less young, this might also have an influence. 

Respondent 5 – ALEJANDRO (16 YEARS OLD) 

 

How much time do you spend per day on your phone?  

(He chuckles) I would say a lot: not as much as other people where you can see their Instagram 

registers and they have been more than 2 or 3 hours only on Instagram, which makes you wonder 

how much time they spend in total. Me, I have put down my hours on social media, but it is true 

that YouTube takes a lot of my time, and also watching series. So, I could say about 1 or 2 hours 

per day.  

Why do you like YouTube?  

Because of my hobbies. I can listen to people talking about my hobbies, videogames or the manga 

and anime worlds. Also, because of movie, all the stuff I like…music, people who explains you 

very interesting stuff. And also, a super cool science channel. I am in YouTube every day.  

In what social media are you at?  

YouTube, Instagram and WhatsApp.  

What about Snapchat?  

No, I have never liked it. I would say in Spain it is very forgotten.  

Do you follow influencers?  

Yes: a lot. The one I have followed for ever: El Rubius, it is the most classic one, the mythical 

one. And then I also follow some from the manga world: Ailo TV, Calatras, but I don’t think you 
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will know him… and then on videogames I follow very small channels with under 100K 

subscribers, 50k… Small ones. There is one called el Diario de Koden, Portasótano… I cannot 

tell you them all, because I follow a lot of people. And then for music I follow a guy who talk 

about any kind of music, analysing BSO of movies, classic music, etc. And I also follow his 

girlfriend who makes videos about architecture and current pop culture, which influenced me a 

lot. She is as good as he is but in architecture. Very interesting. For instance, after the fire in Notre 

Dame Cathedral she makes itinerary of the history of the construction of churches related to 

architecture. Very very interesting. But I follow a bunch more of them.  

Which of all of this would you say is your favourite?  

My favourite? Most likely, one of the manga guys: Illu. I like him a lot because besides he reminds 

me of myself and has similar taste in many many things, it is something that is a lot in my life… 

I watch a lot of anime and I like him, how he speaks, how he explains everything. He doesn’t try 

to pretend he is your friend; he is honest with what he says: if something he is saying is to make 

money, he always makes it clear. He makes clear that it is a job. He is not hiding thing with 

beautiful words… And also, he reminds me a lot of myself, in his taste, how he behaves, even 

physically! I don’t know why.  

So, you would say that the info he gives you is honest?  

Yes, what he has proven so far is... Usually, he is giving you his opinion, then you decide if take 

it into consideration or not. If you had to classify the channel of Illu between a TV show or a 

friend who is telling you his stories? It is like a TV show.  

Based on what he tells you, his values, his influence, which pair of circles do you think your 

relationship is?  

For me it is clear that we don’t have any relationship as such: if there is a relationship it is only 

in one direction. I receive a lot of information from him, but he doesn’t receive it from me. Maybe 

only with my comments. but that’s pretty much it.   

So, you are subscribed to his channel?  

Yes, I am. I give him likes often and from time to time I comment. If I comment, I would talk 

about something I found funny, something he might not have realised, this stuff. But usually they 

won’t answer, even though some of them do.  

How do you feel when they do?  

I guess excited, but nothing crazy. I am not the kind of person who is a fan of people. So, I can 

be happy about it, but it is not a very strong feeling.  Getting back to the question of the circles, 

thinking about how similar we are, like in terms of opinions, I take his opinions very much into 
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account. So, I would say the sixth. But in closeness… I guess it would be the first one. I know 

him but he doesn’t know me, so there is no relationship, if he doesn’t give me what I give him.  

Do you know how old he is?  

Let me think, right now I am not very sure… I would say around 25.  

For how long do you know them?  

For about one year and a half.  

How much time do you think you spend interacting with him in the last week?  

I guess his two videos he uploads every week, which I always watch, so that’s about half an hour 

and in Instagram almost no time… I don’t remember him posting many stories on Instagram these 

last weeks.  

Would you say it was a normal week or different from others?  

No, it was normal.  

Do you watch is content alone or with other people?  

Alone.  

How do you think he influences your life?  

The most, in the decision of watching anime because he has recommended it… Or if he talks 

about a manga and reviews it well, I might buy it, because I buy manga… so…  

Do you think he influences you in the content you watch?  

If for instance he makes a collaboration with someone not that I like, more that the way this person 

expresses himself I like it, I might go checking his channel and giving a chance to his content, 

and if the content is interesting I could end up subscribing to the channel, otherwise, I wouldn’t.  

Between your friends and him, who do you think has more influence in the content you watch?  

I would say him. I mean, even though my friends are closer to me I am aware that until now, his 

opinions have been more similar to mine that it has been the opinions of my friends regarding 

series or animes. I know some of my friends have opinions about series or animes quite different 

to mine, and when I have watched them, I didn’t like them that much, and when this dude has 

recommend it, I normally trust him more, because his opinions are more similar to mine. It like 

making a safe choice.  

What about more important things, can you feel influenced?  
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Probably. Sometimes there are some polemics on Social Media and YouTube, for instance 

problems with people who generate a lot of hate in social media, haters, and some people make 

videos that convince me into steeping in my values. Or some YouTubers that talk about some 

collectives, for instance, related to the collective LGTBi, and sometimes they talk about 

something maybe I didn’t know, or I don’t know, it makes me understand better what these 

collectives are trying to pursue.  

What about the way you spend your money? Could you go further into this?  

Me, what I spend most of my money on is videogames. When a videogame interests me, the 

average price is 60€, thanks God I am interested by a new one not that often, like every two-three 

months, usually three or even more. Also, I buy more manga: I follow many series and every 

month I buy many manga, this is true… (he smiles with shyness) (After he explains the differences 

between manga and anime for some time) So generally I buy some manga every month, and the 

price of each is at least 7€ or 8€… And regarding manga I do get recommendations from 

YouTubers.  

What about other fields?  

No, not really.  

Clothing? Vacation?  

No, not at all, for sure not on clothing. It could be that because of all of this, I would really love 

to go to Japan. But probably Japan interests me more because of the world of manga and anime. 

But for sure they have created more influence on me.  

What about your mood?  

More than influencing me, if I am in a bad moment, watching a cheerful video, a funny one, it 

can help you putting you in good mood.  

Does he influence the quantity of time you spend with your family and friends?  

I would say with my family yes, sometimes instead of spending time with them I will be doing 

my own thing, watching these videos. I guess is also something related to my age. And regarding 

my friends, I would say it doesn’t. You were telling me before you wanted to study architecture 

and that there is this influencer who talks a lot about it.  

Would you say it has influenced you?  

Yes, probably, yes. I guess it is this year.  

What about your future?  
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Plans, etc. No… not really, I don’t make that many plans into the future, I guess.  

About the decoration of your room?  

It is true that there are some influencers who have nice stuff in their room, and I would like to 

have them. Or even on the shelves in order to put some of the figures.  

How would you describe Illo?  

He is quite calmed in some way, he is funny, but not mega expressive, it looks like he talks like 

he would talk in his daily basis, he is not doing a show.  He talks about what he has to talk, he 

gives truly his opinion, you can tell. He is not obliged, it is his true opinion, you can believe him, 

he is not trying to sell you something. I think he is very honest.  

Can you think of a brand he works with?  

He was working with a company that was doing some boxes with aleatory content, like manga, 

figures, etc, that you could buy it without knowing the content inside the box. He stopped it 

because he got tired of it, but he was always explaining that it was a collaboration, where to buy 

it, etc. And you could get a 5% cheaper, but he stopped this long ago. He was also doing some t-

shirts with some Spanish cartoonist.  

Okay, what do you think about this brand?  

You can tell he is asking for some quality standards; it is something that you can see. It is not a t-

shirt with his name. He makes some collections related to some topics. For instance, the last one 

was related to a manga author, he hired a Spanish cartoonist and all the designs are related to this 

kind of drawing, following the author’s theme. He is also planning on working with subscribers. 

So, it is not the typical merchandising of a YouTuber, but he decides about the project, the quality 

of the same… If I were to buy one of the T-shirts, that I would like to, there is nothing special 

about them being comfortable but because of the design. Is there anything else you would like to 

add? Well, as you can see, I love talking, but I don’t have much more to say. But for sure this guy 

when he does publicity, he is very clear about it. I think I have said already a lot. 
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APPENDIX II 
ONLINE QUESTIONNAIRE 
 

Hello! :) 

Thank you very much for taking the time to answer this questionnaire. It will take you less than 

10 minutes of your time, but your answers are extremely useful for me ... With this I finish my 

master! :) 

The main topic to be discussed is influencers. To do this survey you must be between 14 and 17 

years old. 

All the information you give is completely anonymous and will only be used for academic 

purposes. Shall we start? 

 

Now think of one of your favorite influencers. He/she must have made some collaboration with a 

brand that you remember (it can be his/her own brand) 

1. Influencer Name: 

2. What social networks do you follow him/her? (You can check more than one option): 

YouTube 

Instagram 

Snapchat 

Other: 

3. I feel that the channel or account of this influencer is like: 

 

A TV show A friend who tells me his/her things 

 

4. How would you classify this influencer?  

 

A famous person / Celebrity Someone who could belong to my group of 

friends 

5. How familiar / close do you find this influencer?  

 

Not familiar / close Very familiar / close 

 

From now on, you have to keep thinking about the same influencer: 
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6. Age of influencer (more or less) 

7. Sex  

Woman 

Man 

Other: 

8. How long have you known / followed him?  

9. How often do you watch videos, photos or other content of this influencer?  

Less than once a month 

Less than once a week 

1-3 times per week 

4-6 times per week 

Everyday 

10. Have you been going to / are you going to go to any of his/her events?  

Yes 

No 

11. How many hours did you spend last week interacting with this person?  

12. Would you say it was a normal week?  

Yes: normally that is the amount of time I spend interacting with this person 

No: I usually spend more time 

No: I usually spend less time 

I don’t know 

13. How do you see your videos and content normally?  

Alone 

Accompanied 

14. Please choose from 1 to 7, the image that best describes your relationship with this 

influencer:  
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15. Now from 1 to 7, 1 being totally disagree and 7 totally agree. This influencer has an 

influence on ...  

My daily life 

Important things of my life 

What parties and events do I go to 

How I spend my money 

How I feel with myself 

My mood 

My values 

The amount of time I spend with my family 

The amount of time I spend with my friends 

How I feel about my future 

How I act in some situations 

My happiness in general 

What I spend my free time on 

How I dress 

How I decorate my room 

What content I see 

My future plans and goals in life 

Places I want to visit 

Future plans to marry or have children 

How I plan to invest my money (house, car, etc) 

Join an association 

My study plans 
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My plans to achieve a standard of living 

16. Now think about your favorite influencer and mark how you consider it:  

Attractive 

Classy 

Beautiful 

Elegant 

Sexy 

Dependable 

Honest 

Reliable 

Sincere 

Trustworthy 

Expert 

Experienced 

Knowledgeable 

Qualified 

Skilled 

Now you have to think about a brand that your favorite influencer works with / has worked with. 

You have it? 

17. Brand name  

18. From 1 to 7 rate the following statements about the brand, being 1 totally disagree and 7 

totally agree:  

This brand reminds me of someone who is competent and knows what he/she is doing. 

This brand has the ability to deliver what it promises 

This brand delivers what it promises 

This brand’s product claims are believable 

Over time, my experiences with this brand have led me to expect it to keep its promises, no more 

and no less 

This brand has a name you can trust 

This brand doesn’t pretend to be something it isn’t 

19. From 1 to 7 rate the adjectives on this brand, being 1 totally disagree and 7 totally agree. 

The brand is ...  

Effective 



107 
 

Helpful 

Functional 

Necessary 

Practical 

Fun 

Exciting 

Delightful 

Thrilling 

Enjoyable 
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APPENDIX III 
Internal reliability tests 
 

 

 

 
 

 

 
 

 

 

Reliability Statistics for Brand attitude 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized Items N of items 

,933 ,934 10 

Inter-Item Correlation Matrix 

 Effective Helpful Functional Necessary Practical Fun Exciting Delightful Thrilling Enjoyable 

Effective 1,000 ,689 ,809 ,332 ,526 ,480 ,479 ,548 ,612 ,662 

Helpful ,689 1,000 ,741 ,586 ,812 ,511 ,539 ,525 ,531 ,582 

Functional ,809 ,741 1,000 ,438 ,673 ,455 ,582 ,680 ,661 ,695 

Necessary ,332 ,586 ,438 1,000 ,644 ,205 ,288 ,364 ,377 ,292 

Practical ,526 ,812 ,673 ,644 1,000 ,481 ,627 ,598 ,537 ,612 

Fun ,480 ,511 ,455 ,205 ,481 1,000 ,707 ,664 ,682 ,683 

Exciting ,479 ,539 ,582 ,288 ,627 ,707 1,000 ,745 ,632 ,682 

Delightful ,548 ,525 ,680 ,364 ,598 ,664 ,745 1,000 ,811 ,772 

Thrilling ,612 ,531 ,661 ,377 ,537 ,682 ,632 ,811 1,000 ,745 

Enjoyable ,662 ,582 ,695 ,292 ,612 ,683 ,682 ,772 ,745 1,000 
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Reliability Statistics for Influencer’s 

credibility 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized Items N of items 

,950 ,951 14 

 

 

Inter-Item Correlation Matrix 

 Attractive Classy Beautiful Elegant Sexy Dependable Honest Sincere Expert Experienced Knowledgeable Qualified Trustworthy Skilled 

Attractive 1,000 ,600 ,927 ,638 ,838 ,463 ,528 ,458 ,469 ,485 ,461 ,538 ,564 ,472 

Classy ,600 1,000 ,567 ,875 ,611 ,446 ,395 ,408 ,482 ,429 ,435 ,490 ,505 ,433 

Beautiful ,927 ,567 1,000 ,647 ,840 ,466 ,515 ,436 ,482 ,494 ,464 ,573 ,567 ,512 

Elegant ,638 ,875 ,647 1,000 ,669 ,387 ,380 ,370 ,534 ,489 ,410 ,525 ,437 ,491 

Sexy ,838 ,611 ,840 ,669 1,000 ,415 ,531 ,453 ,473 ,504 ,459 ,559 ,521 ,534 

Dependable ,463 ,446 ,466 ,387 ,415 1,000 ,687 ,615 ,491 ,439 ,591 ,595 ,695 ,522 

Honest ,528 ,395 ,515 ,380 ,531 ,687 1,000 ,892 ,645 ,625 ,711 ,691 ,770 ,659 

Sincere ,458 ,408 ,436 ,370 ,453 ,615 ,892 1,000 ,563 ,599 ,664 ,681 ,817 ,646 

Expert ,469 ,482 ,482 ,534 ,473 ,491 ,645 ,563 1,000 ,812 ,624 ,584 ,527 ,579 

Experienced ,485 ,429 ,494 ,489 ,504 ,439 ,625 ,599 ,812 1,000 ,759 ,652 ,653 ,650 

Knowledgeable ,461 ,435 ,464 ,410 ,459 ,591 ,711 ,664 ,624 ,759 1,000 ,795 ,742 ,754 

Qualified ,538 ,490 ,573 ,525 ,559 ,595 ,691 ,681 ,584 ,652 ,795 1,000 ,798 ,882 

Trustworthy ,564 ,505 ,567 ,437 ,521 ,695 ,770 ,817 ,527 ,653 ,742 ,798 1,000 ,699 
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Reliability Statistics for Brand credibility 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items N of items 

,937 ,940 7 

 
 

 
 

 

 

 

 

 

 

 

 

Skilled ,472 ,433 ,512 ,491 ,534 ,522 ,659 ,646 ,579 ,650 ,754 ,882 ,699 1,000 

Inter-Item Correlation Matrix 

 Competent Ability_deliver Delivers Believable Expectations Trust Pretend 

Competent 1,000 ,670 ,665 ,547 ,646 ,497 ,468 

Ability_deliver ,670 1,000 ,939 ,768 ,666 ,739 ,709 

Delivers ,665 ,939 1,000 ,810 ,653 ,767 ,736 

Believable ,547 ,768 ,810 1,000 ,704 ,692 ,767 

Expectations ,646 ,666 ,653 ,704 1,000 ,638 ,598 

Trust ,497 ,739 ,767 ,692 ,638 1,000 ,816 

Pretend ,468 ,709 ,736 ,767 ,598 ,816 1,000 
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Inter-Item Correlation Matrix 

 

Daily

_life 

Importa

nt_thing

s 

Parties_

Events 

Spend_

money 

Feel_ab

outself 

Moo

d 

Valu

es 

Time_f

amily 

Time_fr

iends 

Futur

e 

Situat

ions 

General

_hapine

ss 

Free_

time 

Dres

s 

Decor

ation 

Cont

ent 

Plans_

goals 

Places

_visit 

Marry

_kids 

Invest_

money 

Associ

ation 

Studi

es 

Life_sta

ndart 

Daily_life 1,000 ,618 ,455 ,517 ,394 ,349 ,506 ,524 ,496 ,408 ,566 ,359 ,407 ,484 ,571 ,382 ,501 ,490 ,498 ,467 ,486 ,433 ,380 

Important_t

hings 

,618 1,000 ,587 ,716 ,587 ,346 ,655 ,652 ,552 ,568 ,615 ,430 ,413 ,439 ,601 ,465 ,549 ,455 ,606 ,439 ,583 ,516 ,408 

Parties_Ev

ents 

,455 ,587 1,000 ,496 ,416 ,227 ,442 ,523 ,426 ,395 ,528 ,322 ,386 ,352 ,458 ,330 ,402 ,540 ,492 ,320 ,489 ,412 ,350 

Spend_mo

ney 

,517 ,716 ,496 1,000 ,577 ,340 ,539 ,604 ,516 ,627 ,563 ,442 ,442 ,621 ,657 ,598 ,680 ,508 ,584 ,492 ,446 ,459 ,368 

Feel_about

self 

,394 ,587 ,416 ,577 1,000 ,714 ,724 ,600 ,645 ,649 ,711 ,715 ,576 ,493 ,454 ,606 ,551 ,387 ,589 ,477 ,546 ,486 ,489 

Mood ,349 ,346 ,227 ,340 ,714 1,00

0 

,641 ,474 ,601 ,432 ,695 ,761 ,563 ,365 ,318 ,456 ,314 ,184 ,290 ,334 ,363 ,249 ,294 

Reliability Statistics for RCI 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items N of items 

,959 ,960 23 
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Values ,506 ,655 ,442 ,539 ,724 ,641 1,00

0 

,634 ,710 ,617 ,681 ,701 ,452 ,479 ,535 ,494 ,537 ,456 ,541 ,418 ,612 ,493 ,463 

Time_famil

y 

,524 ,652 ,523 ,604 ,600 ,474 ,634 1,000 ,703 ,557 ,609 ,524 ,543 ,387 ,561 ,406 ,557 ,349 ,706 ,461 ,400 ,568 ,488 

Time_frien

ds 

,496 ,552 ,426 ,516 ,645 ,601 ,710 ,703 1,000 ,668 ,676 ,755 ,509 ,489 ,538 ,561 ,572 ,352 ,499 ,441 ,385 ,427 ,490 

Future ,408 ,568 ,395 ,627 ,649 ,432 ,617 ,557 ,668 1,00

0 

,636 ,672 ,518 ,521 ,554 ,596 ,652 ,471 ,624 ,685 ,472 ,540 ,636 

Situations ,566 ,615 ,528 ,563 ,711 ,695 ,681 ,609 ,676 ,636 1,000 ,741 ,615 ,487 ,561 ,621 ,552 ,487 ,518 ,530 ,569 ,415 ,462 

General_ha

piness 

,359 ,430 ,322 ,442 ,715 ,761 ,701 ,524 ,755 ,672 ,741 1,000 ,503 ,479 ,355 ,563 ,505 ,338 ,454 ,535 ,477 ,451 ,521 

Free_time ,407 ,413 ,386 ,442 ,576 ,563 ,452 ,543 ,509 ,518 ,615 ,503 1,000 ,396 ,383 ,588 ,354 ,218 ,305 ,326 ,311 ,317 ,385 

Dress ,484 ,439 ,352 ,621 ,493 ,365 ,479 ,387 ,489 ,521 ,487 ,479 ,396 1,00

0 

,708 ,537 ,450 ,537 ,463 ,554 ,382 ,467 ,490 

Decoration ,571 ,601 ,458 ,657 ,454 ,318 ,535 ,561 ,538 ,554 ,561 ,355 ,383 ,708 1,000 ,564 ,575 ,545 ,604 ,544 ,491 ,479 ,529 

Content ,382 ,465 ,330 ,598 ,606 ,456 ,494 ,406 ,561 ,596 ,621 ,563 ,588 ,537 ,564 1,00

0 

,542 ,478 ,383 ,371 ,459 ,372 ,463 

Plans_goal

s 

,501 ,549 ,402 ,680 ,551 ,314 ,537 ,557 ,572 ,652 ,552 ,505 ,354 ,450 ,575 ,542 1,000 ,552 ,746 ,631 ,553 ,658 ,634 
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Places_visi

t 

,490 ,455 ,540 ,508 ,387 ,184 ,456 ,349 ,352 ,471 ,487 ,338 ,218 ,537 ,545 ,478 ,552 1,000 ,490 ,449 ,585 ,424 ,378 

Marry_kids ,498 ,606 ,492 ,584 ,589 ,290 ,541 ,706 ,499 ,624 ,518 ,454 ,305 ,463 ,604 ,383 ,746 ,490 1,000 ,753 ,493 ,733 ,681 

Invest_mon

ey 

,467 ,439 ,320 ,492 ,477 ,334 ,418 ,461 ,441 ,685 ,530 ,535 ,326 ,554 ,544 ,371 ,631 ,449 ,753 1,000 ,489 ,689 ,719 

Association ,486 ,583 ,489 ,446 ,546 ,363 ,612 ,400 ,385 ,472 ,569 ,477 ,311 ,382 ,491 ,459 ,553 ,585 ,493 ,489 1,000 ,589 ,537 

Studies ,433 ,516 ,412 ,459 ,486 ,249 ,493 ,568 ,427 ,540 ,415 ,451 ,317 ,467 ,479 ,372 ,658 ,424 ,733 ,689 ,589 1,00

0 

,790 

Life_standa

rt 

,380 ,408 ,350 ,368 ,489 ,294 ,463 ,488 ,490 ,636 ,462 ,521 ,385 ,490 ,529 ,463 ,634 ,378 ,681 ,719 ,537 ,790 1,000 

 

PEERS/MEDIA 
Statistics 

 Peer_Media Celebrity_Friend Close 

N Valid 88 88 88 

Missing 0 0 0 

Mean 4,80 3,93 3,78 

Median 5,00 4,00 4,00 

Mode 5 1a 1 

a. Multiple modes exist. The smallest value is shown 
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Peer_Media 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Media 5 5,7 5,7 5,7 

2 4 4,5 4,5 10,2 

3 7 8,0 8,0 18,2 

4 15 17,0 17,0 35,2 

5 28 31,8 31,8 67,0 

6 15 17,0 17,0 84,1 

Friend 14 15,9 15,9 100,0 

Total 88 100,0 100,0  

 
 

Celebrity_Friend 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Celebrity 17 19,3 19,3 19,3 

2 9 10,2 10,2 29,5 

3 8 9,1 9,1 38,6 

4 16 18,2 18,2 56,8 

5 13 14,8 14,8 71,6 
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6 17 19,3 19,3 90,9 

Friend 8 9,1 9,1 100,0 

Total 88 100,0 100,0  

 

 

Close 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Not familiar 21 23,9 23,9 23,9 

2 7 8,0 8,0 31,8 

3 10 11,4 11,4 43,2 

4 13 14,8 14,8 58,0 

5 16 18,2 18,2 76,1 

6 11 12,5 12,5 88,6 

Very familiar 10 11,4 11,4 100,0 

Total 88 100,0 100,0  

 

Statistics 

IOS   

N Valid 88 

Missing 0 

Mean 2,30 

Median 2,00 

Mode 1 

 IOS 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Distant 41 46,6 46,6 46,6 

2 17 19,3 19,3 65,9 

3 10 11,4 11,4 77,3 

4 9 10,2 10,2 87,5 

5 6 6,8 6,8 94,3 

6 4 4,5 4,5 98,9 

Very close 1 1,1 1,1 100,0 

Total 88 100,0 100,0  

 

  

Statistics 

 RCI_Strength 

Strength_TOTA

L 

N Valid 88 88 

Missing 0 0 

Mean 2,2322 51,3409 

Median 1,7826 41,0000 

Mode 1,13 26,00 

 
 

Spearman's rho correlations 

Correlations 
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 Influencer_Cred Brand_Cred Brand_Attitude 

Perceived_Relatio

nship3 RCI_Strength N_SocialMedia 

Spearman's rho Influencer_Cred Correlation Coefficient 1,000 ,554** ,550** ,181* ,458** ,060 

Sig. (1-tailed) . ,000 ,000 ,046 ,000 ,290 

N 88 88 88 88 88 88 

Brand_Cred Correlation Coefficient ,554** 1,000 ,726** ,172 ,274** ,147 

Sig. (1-tailed) ,000 . ,000 ,055 ,005 ,087 

N 88 88 88 88 88 88 

Brand_Attitude Correlation Coefficient ,550** ,726** 1,000 ,084 ,238* ,197* 

Sig. (1-tailed) ,000 ,000 . ,219 ,013 ,033 

N 88 88 88 88 88 88 

Perceived_Relationship3 Correlation Coefficient ,181* ,172 ,084 1,000 ,422** ,074 

Sig. (1-tailed) ,046 ,055 ,219 . ,000 ,247 

N 88 88 88 88 88 88 

RCI_Strength Correlation Coefficient ,458** ,274** ,238* ,422** 1,000 ,266** 

Sig. (1-tailed) ,000 ,005 ,013 ,000 . ,006 

N 88 88 88 88 88 88 

N_SocialMedia Correlation Coefficient ,060 ,147 ,197* ,074 ,266** 1,000 

Sig. (1-tailed) ,290 ,087 ,033 ,247 ,006 . 

N 88 88 88 88 88 88 

**. Correlation is significant at the 0.01 level (1-tailed). 

*. Correlation is significant at the 0.05 level (1-tailed). 
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Kruskal-Wallis Test 
 

 

 

Ranks 

 N_SocialMedia N Mean Rank 

Perceived_Relationship3 1,00 21 43,62 

2,00 55 43,26 

3,00 12 51,71 

Total 88  

RCI_Strength 1,00 21 30,64 

2,00 55 48,75 

3,00 12 49,25 

Total 88  

Influencer_Cred 1,00 21 42,69 

2,00 55 44,39 

3,00 12 48,17 

Total 88  

Brand_Cred 1,00 21 38,31 

2,00 55 45,66 

3,00 12 50,00 

Total 88  

Brand_Attitude 1,00 21 36,52 

2,00 55 45,79 
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3,00 12 52,54 

Total 88  

 

 

Test Statisticsa,b 

 

Perceived_Relatio

nship3 RCI_Strength Influencer_Cred Brand_Cred Brand_Attitude 

Kruskal-Wallis H 1,109 8,126 ,354 1,907 3,379 

df 2 2 2 2 2 

Asymp. Sig. ,574 ,017 ,838 ,385 ,185 

a. Kruskal Wallis Test 

b. Grouping Variable: N_SocialMedia 

 
 


