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ABSTRACT 

The aim of this study is to understand the role of digital influencers, or people with a voice in 

society (celebrities or great personalities), in the perception that consumers have of brands. 

Thus, the study aims to understand whether videos or publications that address the theme of 

healthy lifestyle published by these influencers have an impact on the loyalty that consumers 

place in the brands affected by these constant problems.  

A predictive model will be developed to try if there is a causal relationship between loyalty and 

(independent variable) and the published opinions of digital influencers (independent variable). 

Digital influencers are a very recent marketing channel and a new trend that brands use to 

publicize their products and services, so this project will be relevant because it will demonstrate 

the impact of these new voices on consumer behavior related to the healthy universe. 
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1. INTRODUCTION 

This word file provides a "standard" proposal structure and all the summers necessary for a 

proper formatting of the Master dissertation / project work / internship report of NOVA 

Information Management School of Universidade Nova de Lisboa. 

Nowadays anyone can get a lot of information with direct access. As a matter of fact, it is quite 
easy to obtain an opinion about a service or product to purchase. Internet is the source that 
allows the access to any type of information, facilitating the purchase decision process (Wang 
et al, 2012). 
 
The purchase process was affected by the growth of technologies and social media, because 
consumers now have diverse range of channels for purchasing products and information about 
them, which allows to control each one’s budget according to their needs (Yannopoulos, 2011). 
 
Over the past few decades, we have witnessed a new world economy based on models that 
adopt digital strategies and provide fast information exchanges through many different 
platforms on the internet, that is why social media became an indispensable tool for 
communication and marketing. 
 
It is a fact that marketing techniques are constantly evolving, so the companies must be one 
step ahead on how to advertise their products or services. The main objective of companies is 
to reach the largest number of consumers, so it is necessary to invest on digital marketing 
through a quality e-WOM (electronic word of mouth). Organizations count on the collaboration 
of influencers with large number of followers to expand their information dissemination 
network (Liu et al., 2015). 
 
Diverse social groups are created in order to communicate quicker and intensely, allowing 
information to be spread and consulted by all types of publics with great efficiency. Therefore, 
it is important to increase production’s contents as well as to invest on its quality (Castro and 
Junior, 2015). 
 
Companies realized the importance of digital marketing when they became aware of the 
number of people who live connected to internet (Silva and Tessarolo, 2016).  
 
The actual era represents a huge digital transformation, where social platforms such as 
YouTube, Instagram and Blogs, present much higher profitability figures than traditional 
media. Approximately 2 billion Internet users use social networks. This numbers are expected 
to grow even more due to the exponential use of mobile devices and mobile social networks 
(Statista, 2018). 
 
Influence marketing is a recent trend, so there are no consolidated rules yet. Content 
managers are exploring new ground, which leads to the growth of digital influencers. These 
opinion leaders are aware of their position in the market, they know their audience 
preferences and, what to share. These real people show their daily experiences, report real 
testimonies, and empathize with their followers, as they have similar tastes to those who 
follow them. 
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A study by the 2018 Statista website reveals that 36% of respondents in Europe stated that 
their online shopping behavior was influenced by reading reviews, comments, and feedback on 
social media.  
 
Therefore, brands must analyze the behavior of these influencers and their social networks in 
order to select the most advantageous to promote their products. Then, they should 
complement their usual campaigns with strong digital content using opinion leaders. 
 
When the dissemination strategies are well applied, the company ends up gaining in the cost 
of the marketing action, being more economical and efficient than other means of 
communication. For this reason, alliances between companies and influencers are increasing, 
and these alliances end up bringing trust, credibility, and reputation to both parties (Castro 
and Junior, 2015). 
 
With the growth of social networks, consumers realized that this channel provides them with 
information about products in a much more convenient and quick way, so they started to 
prefer to analyze and listen the opinion that influencers share (Liu et al., 2015). 
 
The great amount of information leads the internet and social media users to question what is 
reliable. With so much information available, consumers may be confused, and it becomes 
difficult to find the required information (Hog, 2014). To feel safe, consumers usually seek as 
much information as possible regarding a particular product or service using different sources, 
in order to compare all opinions before choosing to purchase. All these sources will influence 
them in the decision-making process (Sun et al., 2011). The pages of social media influencers 
are considered a useful and credible source of information (Liu et al., 2015). 
 
There are more digital influencer’s studies related to fashion and beauty than to healthy living. 
However, many influencers are now dedicated to the practice and promotion of a healthy 
lifestyle, so the aim of this study is to fill the lack of information regarding this trend. 
 
The main objective is to analyze the relationship between opinion leaders and their followers, 
in order to see if their posts really affect consumer loyalty to brands related to healthy 
lifestyle. The present investigation pretends to answer the following question: Does the 
opinion that digital influencers share on their social networks impact the perception and 
loyalty that consumers have regarding the brands that promote a healthy lifestyle? 
 
The general objective of this study will be the identification of factors related to the activity of 
digital influencers that impact the perception that consumers have of brands and, in turn, lead 
to their loyalty to them that are linked to the aspect of healthy lifestyle. 
 
The specific objectives of this work are: 

• Analyze the impact that involvement with healthy lifestyle through social media have 

on trust and proximity. 

• Analyze the impact of credibility, trust, and experience of the digital influencer on the 
perceived value-utility of the brand, as well as its generated content and the proximity 
it has with followers. 

• Check the negative impact that the number of followers of an influencer has on 
perceived value-utility.  
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• Test the effect that the perceived value-utility of consumer has on his loyalty to the 

brand. 

The goal is to analyze the relationship of digital influencers and their followers, who in this case 

are consumers of a certain healthy brand, on social networks, in order to understand the 

influence of these personalities in the perception that customers have of brand. It is intended 

to understand the extent to which information provided by digital influencers can shape 

consumer behavior. 

An online questionnaire will be used to collect the necessary data, analyzing the perception of 
the sample composed of followers and potential followers of digital influencers. 
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2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

2.1.  CONSUMER 

2.1.1. Social Networks 

Sample text with the inclusion of figures and tables Sample text with the inclusion of figures and 

tables Sample text with the inclusion of figures and tables Sample text with the inclusion of 

figures and tables Sample text with the inclusion of figures and tables. 

The growth of the internet has led to the emergence of the platforms we call social networks, 

which played a fundamental role in social relationship, allowing people to communicate with 

each other and express their thoughts (Erlandsson et al, 2016; Langaro et al., 2020). 

Therefore, social networks can be considered internet tools that allow users to personalize their 

profile, as well as communication or contact between users, brands, companies and public 

people through their comments, shares, and likes in publications (Phua et al., 2016; Pina et al., 

2019). 

In 2019, time spent on social networks increased by 1.4%, compared to 6% in 2018, and 15% in 

2016, as well 99% of users accessed social networks via mobile phone, as well as (Hootsuite, 

2020). On average, Social Media users have 8.3 different social accounts, however in individuals 

aged between 16 and 24 years old, it rises to 9.4 accounts on different platforms (Hootsuite, 

2020). Statistics developed on the Brandwatch.com website (2019) reveal that people between 

55 and 64 are more than twice as likely to be involved with brand content than those aged 28 

or under. Consequently, in 2019, $ 90 billion was spent on advertising through social media 

(brandwatch.com, 2019). 

This reality forces brands and companies to look for recent interactive methods to reach and 

engage their consumers (Langaro et al., 2018; Meng, Stavros, & Westberg, 2015). Barefoot and 

Szabo (2010) define social media marketing as the set of digital marketing tasks that 

complement traditional web-based promotion strategies. Therefore, it is expected that 

marketing strategies emerge at social networks, that, according to Kahle et al (2012), allows 

brands to develop marketing strategies aimed at potential customers who can interact on 

platforms with brands when they feel interest for them. 

Social networks became an important mechanism that helps companies to achieve their 

organizational objectives, since it can allow to build a solid and strong brand (Kotler, 2000). As a 

matter of fact, through these platforms, digital influencers have become a tool for online 

marketing with the ability to inspire and impact consumers' behavior, thinking and even way of 

living. 

These platforms provide advantages that enable direct and individualized communication 

between brand and customer, which are fundamental for network activities and provide more 
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attractive users, capable of generating content about themselves (Palonka and Porębska-Miąc, 

2013). 

Marketers play an important role on social networks, since they explore and optimize 

communication in order to take advantage of these platforms potential and adjust the 

information obtained according to the needs and preferences of the consumer (Toor et al, 2017). 

The fact that social networks have become the focus of market intelligence, allows marketers to 

better understand the consumer's purchase intention, since they know that consumers opinion 

about certain brands have an impact on their behavior, so they really create the link between 

consumer and brand in order to clarify the message that the brand wants to pass (Balakrishnan 

et al., 2014). 

In 2019, “we are social” developed a study confirming that 28% of consumers admit that they 

discover brands through advertisements on social networks, as well as 1 in each 4 discovered 

through recommendations or comments they see. It is also notable that 42% of consumers 

mainly use social media when searching for a brand or product. 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
Considering the statistics presented above, it can be concluded that in January 2021 the most 
popular social platforms in the world, classified by number of active users (in millions) are 
Facebook, Youtube, WhatsApp, Menssenger, Instagram and WeChat, surpassing the 1000 
million users. In Portugal, the social media platform with a higher number of users is Facebook, 
followed by Instagram, Twitter, LinkedIn and then by Snapchat (Marktest, 2016).  

Figure 1- Most popular social networks worldwide as of January 2021, 
ranked by number of active users (in millions) (statista.com, 2021) 
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It also can be seen in the graphic bellow that, when it comes to gender, women have majority 
on social media than men, being the Snapchat the platform with more audience.  
 

 

 

 

 

 

 

 

 

In terms of activity, Facebook has a percentage of 64% active users, Youtube 63%, Messenger 

FB 41%, Instagram 32% and WhatsApp 27% active (wearesocial.com, 2017). Facebook has 

approximately 2.5 billion monthly users, of which 1.95 billion can be reached by ads (32% of 

everyone in the world over 13 years old). This study by Hootsuit (2020) shows that 44% of the 

people accessible through ads on the platform are women and 56% are men, with 32% of people 

between 25 and 34 years old. 

 

 

 

 

 

 

 

 

 

 

A trend that has been observed in recent years, on Facebook, is the fact that any type of content 

posted in video have gained greater involvement of users (Hootsuite, 2020). 

Figure 2 - Gender distribution of social media audiences 
worldwide as of January 2021, by platform (statista.com, 2020) 

Figure 3 - Number of daily active Facebook users worldwide as of 4th 
quarter 2020 (in millions) (statista.com, 2021) 



7 
 

During the fourth quarter of 2020, Facebook registered more than 1.75 billion daily active users. 

Overall, daily active users represented 67% of monthly active users (statista.com, 2020). In 

March 2021, there were 8625000 Facebook users in Portugal, responsible for 84.7% of its entire 

population, most of them 53.2% were women. People from 25 to 34 years old were the largest 

group of users (2 000 000) and the biggest difference between men and women occurs between 

people from 18 to 24, where women lead by 140 000. 

  

 

 

 

 

 

 

 

 

However, despite continuing to dominate the percentages, Facebook is losing influence 

regarding Portuguese users, with the grow of Instagram position, especially among younger 

people (Marktest, 2019), considering that more than half of these younger users cite Instagram 

as the network they use more often. 

Instagram reached 1 million users just two months after its launch. Nowadays this platform has 

more than 1 billion monthly active users where the ads reach 928.5 million people (Hootsuit, 

2020). Statistics prove that 500 million people open Instagram Stories and Instagram Explore 

every month and that Instagram is the seventh most visited website in the world. 

 

 

 

 

 

 

 

Figure 4 - Facebook users in Portugal 
(napoleancat.com, 2021) 

Figure 5 - Instagram users in Portugal 
(napoleancat.com, 2021) 
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In Portugal, there were 5 429 000 Instagram users in March 2021, responsible for 53.3%% of the 

entire population, most of them were women (56.4%). People aged 25 to 34 were the largest 

group of users (1 570 000) and the biggest difference between men and women occurs between 

people aged 18 to 24, where women lead at 160 000. 

Bearing in mind that 49% of brands are on Instagram (Brandwatch Agency, 2016), 92% of all 

Instagram users say they followed a brand, clicked on their website or made a purchase after 

seeing a product / service on Instagram and companies publish 79% of photos and 21% of videos 

in their feeds, on average. 

Brandwatch Agency's statistics (2016) show how important it is to use Instagram for marketers 

who want to reach their audience. Average engagement per publication grew by about 4.16% 

in 2016, compared to 2014. Instagram users are 2.5 times more willing to click on ads than on 

other Social Media platforms (Lee et al., 2015) and 50% follow at least one company and almost 

500,000 advertisers have increased their business on Instagram, which is possibly due to the fact 

that 70% of the campaigns carried out on Instagram have generated a significant increase in 

online conversion (Hutchinson, 2017). 

The popularity of influencer marketing on Instagram is increasing at a super-fast pace that the 

global market is expected to grow from $ 1.3 billion in 2018 to almost double that figure by 2020. 

Also, the number of influencers sponsored by the public brand in the social platform is expected 

to double, exceeding six billion in 2020. 

 

 

 

 

 

 

 

 

 

In the above statistic it is visible that Cristiano Ronaldo leads the number of followers on 

Instagram and the other personalities are linked to music, beauty, and sport. The influencer 

boom played a key role in shifting to content consumption and commercial behavior. Whether 

they are micro followers or in masse, influencers give brands the opportunity to reach 

consumers through authentic forms of experiential marketing that offer entertainment and a 

personal connection, all of which we know they want (wearesocial.com, 2019). 

Figure 6 - Instagram accounts with the most followers worldwide as 
of February 2021(in millions) (statista.com, 2021) 
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The YouTube platform has over 2 billion users every month and this does not include people 

who are not connected. This platform is the second most visited site in the world, after Google, 

with the use of 33% of the world's population (over 13 years old), of which 70% are involved 

with creators and channels. YouTube users are mostly men (55%), with only 45% of users being 

women (hootsuit, 2020). 

Finally, analyzing twitter, as of 2020 the platform has 152 million daily monetizable users, which 

represents an increase of 21% year on year. Statistics show that 29% of Twitter users correspond 

to individuals aged between 25 and 34 years old. In addition, users spend 24% more on ads on 

Twitter than on other social platforms, with hashtag tweets getting 100% more engagement and 

video tweets earning 10 times more engagement (hootsuit, 2020). 

2.1.2. Involvement with the Thematic Through Social Networks 

The universe of the internet and social networks offers an unlimited number of development 

options for digital influencers, allowing them to address a variety of topics such as humor, 

entertainment, cooking, games, health, among others. 

In order to funnel the present research, it was decided to focus on the theme related to a healthy 

lifestyle, without covering too many topics, focusing on the consumer looking for brands that 

promote sport and health, since currently the trend is to seek a life that involves more exercise 

and healthy eating habits. 

The lifestyle “represents the external characteristics that relate to how the consumer lives: his 

activities, habits and possessions and the interests he expresses” (Lake, 2009), that means what 

the consumer considers of value in his life and the things he identifies with. 

Involvement is defined as the amount of time and effort that an individual spends in seeking 

information on a given subject, in order to consider it in their decision-making process. Thus, 

the individual's involvement has a great impact with regard to his behavior in the decision-

making process (Kautsar et al., 2012). It appears that the involvement is relevant for the 

consumer, since it helps to understand the motivations of their behaviors (Pereira et al., 2011). 

The more involved, the more the consumer feels the need to look for, spending more attention 

on their time and effort to achieve what they want (Cheng and Fang, 2015). Kautsar et al. (2012) 

argue that the more involvement the consumer has with a theme, the more interest in obtaining 

information on the theme will demonstrate and Cheng and Fang (2015) prove that when the 

interest is intrinsic in the content in the consumer, there is greater engagement, trust, 

acceptance and frequency of contact that you establish with the information provider. 

Scheinbaum (2016) considers that engagement is the intrinsic motivation that encourages 

consumers to collaborate with members of the community. The concept of engagement is 

multidimensional, comprising cognitive, behavioral, and affective natures. So, it is seen as a 

psychological dimension. It associates aspects of engagement with the way the consumer thinks, 

learns and acquires information, hence it is considered cognitive. The behavioral dimension is 

related to the consumer's behavior in the group and their sense of belonging. The feeling of 
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comparison justifies the affective part, which is often caused by the consumer before other 

members of the social network or even by digital influencers. 

Engagement causes results in the consumer's attitude and behavior (Uzunoglu and Kip, 2014) 

and exerts this influence through five motivations: search for entertainment, interpersonal and 

perceived utility, search for information, search for convenience and search for incentive 

(Hennig-Thurau et al., 2004). Digital engagement results from attitudes, thoughts or emotions 

that result in actions such as likes, shares, reactions, comments and among others, which can 

be in video format, applications, advertisements, or sponsorships (Scheinbaum, 2016). 

Lee and Watkins (2016) claim that social networks, when used efficiently, help consumers find 

the content that interests them and makes it easier for brands to provide what they need. This 

creative means of communication is intended to reach the consumer more directly, in order to 

facilitate the approach of marketers in a creative and innovative way. So, the priority of 

marketers, in the current scenario, is to invest in the online environment, focusing more on 

consumer engagement, since offline engagement is no longer enough, online is indispensable 

for the good propagation of marketing. 

The levels of consumer engagement on social networks are defined as consumption, which is 

justified by factors such as the frequency of monitoring the content and reading information and 

reviews; the contribution that is interpreted as the way the user reacts and relates on social 

networks, with the pages of brands, influencers and friends through comments and likes; and, 

finally, the creation of content, through publications, shares or reviews made by the user 

(Muntinga, Moorman and Smit, 2011; Tsai and Men, 2013). 

According to the results of the 2018 edition of the study “The Portuguese and Social Networks”, 

by Marktest Consulting, 47.8% of Portuguese with a profile on social networks follow public 

figures on these same platforms, with young people aged between 15 and 24 years old this rises 

to 70.6%. Most respondents reported that they follow public figures through Facebook, however 

Instagram has values very close to those recorded by Facebook. 

The same study, from the 2019 edition, states that the majority of individuals with a profile 

created on social networks follow on these platforms’ companies or brands (54.1%), higher value 

among women, young people from 25 to 34 years old and individuals from the higher social 

classes. These individuals admit that the presence of brands on social networks is extremely 

important. On a scale of one to ten, the average value obtained was 8.3 and the maximum value 

was given by 35.6% of respondents. 

That been said, it is proven that consumers feel more confident when they are highly involved 

with a product or service. Consumers who are interested in a particular topic and are involved 

with that may not have the knowledge, experience, or confidence to evaluate it, so they will 

need the feedback of others to create their own opinion (Day, 1970; O’Cass, 2014).  

Thus, the key factor in establishing confidence in the influencer who promotes a healthy 

lifestyle, whether through sharing products for exercise or food, is to involve the consumer and 

motivate him to believe that the content it is reliable, leading them to make more confident 
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purchasing decisions (O'Cass, 2014). This means that proximity is another factor that affects the 

success of the consumers involvement on social media. Xiang et al. (2016) explain that, in the 

case of digital influencers who share their lives, their followers end up feeling that they are part 

of their daily lives, believing in any information transmitted by these personalities, which leads 

to a greater motivation for interaction. 

H1: Involvement with a healthy lifestyle through social media has a significant impact on 

proximity. 

2.1.3. Loyalty of the Consumers to the Brand 

Brand loyalty is what brand management aspires the most. Customer loyalty is a strategy that 

creates mutual rewards that benefit both companies and customers (Coelho et al., 2018; 

Reichheld & Detrick, 2003). With loyal customers, companies maximize their profits, as they 

are willing to buy more often, relativizing prices, trying out the company's new products or 

services, recommending products and services to others and sharing suggestions with 

companies (Pereira et al., 2016; Reichheld & Sasser, 1990).  

For a company understands if they achieve costumer’s loyalty, they have to test the 

weaknesses and strengths of their marketing strategies. Relevant factors for measuring 

customer loyalty can be word-of-mouth communication as measured by a company's 

recommendation, incentive to do business and positive comments to others. With this, it can 

be said that the success of companies is related to their ability to attract customers and make 

them loyal to their brand for a long time. Customers are willing to be loyal to companies that 

provide them with value compared to competing offers (Reichheld et al., 1996). The loyalty of 

these same customers will cause repetitive purchases, regardless of challenging marketing 

work or situational impacts (Chaudhuri & Holbrook, 2001).  

This theme has been studied by several authors. For example, Engel etc. (1990) brand loyalty is 

defined as a positive attitude of the customer and behavioral reaction towards one or more 

brands that are in the same product line, during a period. Brand loyalty is, therefore, the 

consumer's attitude towards the brand preference in relation to the previous use and the 

experience of buying a product, which can be measured from the repurchase rate of the same 

brand (Deighton, Henderson, & Neslin, 1994; Aaker, 1991).  

In Liu (2007) point of view, loyalty has a very simple meaning, it only resides in the repetitive 

purchase of a good or service. Confirming that, brand loyalty referred to the commitment and 

the positive attitude of acquiring the same brand in a lasting way and in situations of future 

purchase. Brand loyalty is the biased behavioral response expressed over time by some 

decision-making unit with respect to one or more brands among a set of brands and is a 

function of psychological processes (Jacoby and Chestnut, 1978). 

On the other side, Oliver (1980) defined loyalty as "a deeply ingrained commitment to 

repurchase a preferred product or service consistently in the future, despite situational 

influences and marketing efforts with the potential to cause exchange behavior", and adds 

that customers reach four states: 
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• Cognitive sense (belief) - the customer is tempted to buy a new product for the first 

time, through its promotion for the first time through promotion. The customer 

becomes loyal when he finds that his expectations have been met by that product.  

• Affective sense (favored attitude) - consumers are repeatedly satisfied with purchase 

decisions. 

• Conative stage - at this stage consumers have a behavioral intention; they feel deeply 

committed to buying. 

• Action stage - where customers want to overcome obstacles 

From the perspective of Jacoby & Chestnut (1978), brand loyalty can also be estimated in three 

facets: as a behavioral approach, loyalty was operationalized as frequency of repeated 

purchases or the proportion of purchases of the same brand over time; as an attitudinal 

approach, the “stated preferences, commitment or purchase intentions of customers” are 

considered; or, finally, as a composite approach that encompasses the previous two. 

The attitudinal approach examines loyalty under the cognitive lenses, focusing on the 

individual's psychological disposition, such as stated preferences, favorable attitudes, and a 

sense of goodwill towards a given brand (Evanschitzky et al., 2006; Kim et al., 2004; Mellens et 

al., 1996). On the other hand, the behavioral approach sees loyalty as a behavior, considering 

individuals who buy the same brand systematically loyal to a given brand (Odin et al., 2001). 

The behavioral view is based on monitoring the proportion of purchases and the sequence and 

probability of purchase (Mellens et al., 1996; Sheth & Mittal, 2004). 

Dick and Basu (1994) suggest that the attitudinal and behavioral facets are based on the 

strength of the relationship between relative attitude and repeated sponsorship. East et al. 

(2005) and Pritchard & Howard (1997) confirm the thesis that the composite approach is an 

integration of attitudinal and behavioral approaches, stating that it can explain and predict 

customer loyalty more accurately compared to a single approach, since the attitudinal 

approach ends up neglecting real buying behavior and emphasizing just the importance of the 

cognitive process, and on the other hand, the behavioral approach ignores the underlying 

cognitive process, giving only relevance to the importance of real buying behavior (Mellens et 

al., 1996) . Thus, for the consumer to be really loyal he must buy back the brand and have a 

positive attitude towards it (Day, 1969). 

Although there are these three approaches that can be used to measure loyalty, most 

researchers preferred to use only attitudinal measurement in terms of intention to repurchase 

and intention to recommend as an indicator of loyalty (Sondon r., 2007). 

Tseng, Liao, & Jan (2004) claim that consumers who repurchase a product may not buy it 

because they actually like that product, but due to a convenient factor or a variety of search 

behavior to purchase a specific product occasionally. The frequency of purchase does not 

mean loyalty, true brand loyalty can be considered when consumers are both inclined to these 
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two factors, otherwise, it is just considered spurious loyalty in which only factors of attitude or 

behavior are found (Baldinger & Rubinson, 1996). 

Several studies measure customer loyalty by behavioral dimensions such as word of mouth, 

purchase intentions, price insensitivity and complaint behavior. This is because attitudinal 

components, such as perceived value, are seen as the antecedents of customer loyalty 

(Bloemer, de Ruyter, & Wetzels, 1999; Bloemer & Odekerken-Schröder, 2002; Ibrahim & Najjar, 

2008; Zeithaml et al., 1996; Donio, Massari, & Passiante, 2006; Hennig-Thurau, Gwinner, & 

Gremler, 2002). 

Brand loyalty can also be measured by the affective and action dimensions. Affective loyalty is 

a specific brand preference for cumulative satisfaction over previous use experiences, 

representing only an intention to repurchase, which does not mean that consumers will make 

a purchase action. On the other hand, loyalty to action reveals that consumer, in addition to 

having preferences for a specific brand, also carry out purchase actions repeatedly, becoming 

an inertia of action (Jacoby & Chestnut, 1978; Oliver, 1999; Kan, 2002, Lin, 2005). 

In resume, loyalty represents the behavior characterized by repeated purchases with 

psychological significance (Laran and Espinoza, 2004). That been said, brand loyalty occurs 

when attitudes and beliefs favorable to the brand are manifested in repeated buying 

behaviors. So, the repetition of purchases of the same brand confirms the willingness that the 

consumer must remain loyal to a product or service. 

2.2. DIGITAL INFLUENCER 

Digital influencer is the individual who applies interpersonal influence through digital means, 

that is, the people who tend to influence others, through an environment in which they feel 

comfortable, while being considered individuals. Uzunoglu and Kip (2014) assume that the 

digital influencer establishes contacts of extreme value, becoming a key piece for the 

dissemination of information. The influencer attracts an online audience, which does not only 

include friends and family, who communicates through digital content produced by himself 

influencing the behavior of others, as well as opinions and values (Lampeitl and Åberg, 2017). 

Their work can be seen as an evolution of opinion leaders, since both are able to receive new 

messages and to generate debate on the topic, in addition to influencing third parties (Uzunoglu 

and Kip, 2014). However, digital influencers manage to have more reach than opinion leaders, 

through functionalities available on the web (Lyons and Henderson, 2005). 

Digital influencers are a kind of “micro celebrities”, which means a new approach to online 

performance that involves expanding people's knowledge through technologies such as social 

platforms, blogs, and videos (Senft, 2008). They can be seen as independent advisers who use 

eWOM to shape consumer attitudes towards their publications (Freberg et al., 2011). These 

individuals carry an endless number of friends and direct followers, but their true meaning lies 

in the number and relevance of their expanded indirect followers (Hall, 2010). 
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Influence marketing, in addition to considering the number of followers and the level of 

interaction, is also concerned with converting the consumer into an influencer, identifying what 

is important when making a purchase decision. This type of marketing argues that the small 

percentage of potential individuals is certain to persuade a large number of other individuals 

(Braatz, 2017). Thus, it is better to bet on influential people to drive the message and influence 

consumer choices, rather than designing a marketing strategy for a giant consumer group. 

For this reason, it is extremely important that brands identify the influencer with the most 

suitable profile to convey the message they want, after having outlined the target audience 

(Brown and Fiorella, 2013), and choose someone with a genuine link at the heart of the message, 

with the brand and who expresses authority and knowledge of the subject matter, otherwise it 

can cause the campaign to fail and negative financial returns. 

What differentiates influencers from traditional advertising media is reach, as an influencer with 

a properly segmented, defined, and well-connected audience provides a more personalized and 

effective reach. In contrast to traditional marketing media, influencers' posts are considered 

more casual and fresher, allowing followers to react quickly. 

 The importance that digital influencers have been acquiring has led to the development of 

technologies that aim to identify the most relevant influencers for companies. The factors that 

stand out to be considered relevant digital influencers are the number of daily visits to the 

personal page, the number of times the publication is shared and the variation in the number of 

followers. However, the degree of influence online is not measured only by statistics and 

quantity, but also by quality, like Straley (2010) says. This author found that social media 

marketing to be successful must consider accumulating thousands of followers and accurately 

identify the most influential people in his audience, recognizing them for their value. Involving 

the influencer directly with exclusive opportunities, special offers and exclusive content with the 

brand will consequently lead to the involvement of thousands of other people who are part of 

the influencer audience. 

In the study by Bao and Chang (2016), the characteristics considered classic to differentiate the 

consumer influencer on the internet are the amounts of comments and reviews made and 

shared, with the more participatory consumers becoming considered opinion leaders, due to 

the fact that who show concern for helping others. Also considered is the amount of buzz 

generated, which are striking people and who like to attract attention, consequently, attract 

more followers and friends who come to know the brand they promote. Finally, the reliability of 

the opinion is also a classic factor, as consumers trust information with a good reputation and 

credible sources, even if they do not personally know the individual in question and there is no 

relationship, they end up trusting for usefulness and expressed opinion, or even the number of 

likes. 

To differentiate influencers, three other criteria are also suggested (Fulgoni and Lipsman, 2015). 

First, understand if the individual has all the necessary capacities to influence, that is, if he is a 

communicative, intelligent, ambitious, productive, and thoughtful person. This characteristic is 

closely related to the individual's personality (Freeberg et al, 2011). The second concerns with 
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verifying if the influencer has reasons that lead him to the production of contents and these can 

be of an internal nature, where the characteristics are inherent to the individual, and he 

recognizes in an autonomous and voluntary way the need to exercise influence online over a 

subject (Khamis et al, 2017), or of an external nature, that portrays any force exerted by third 

parties due to the commercial interest of the brands. Finally, is necessary to ask if the influencer 

can influence other people based on the interactivity of social networks. 

That been said, influencers are fundamental for marketing regarding the launch of a new 

product or presentation of products to a new segment, since these individuals guarantee a 

closer relationship with the consumer, in addition to being their daily life on social networks 

(Uzunoglu and Kip, 2014).The success of referral marketing programs relates to the 

identification of a group of customers who are more influential and who, in turn, can affect a 

greater number of potential customers through eWOM (Roelens, Baecke and Benoit, 2016). On 

the other hand, to ensure an excellent customer acquisition and retention strategy, customers 

must be provided with a way to refer their acquaintances to the brand's products and reward 

them for this achievement (Parker, 2016). A study by Woldt (2018) confirms that, of the active 

consumers on social networks, 31% buy products or services recommended by digital 

influencers. 

The effectiveness of the influencer depends largely on his engagement with the public, that is, 

the commitment between the consumer and the influencer. Rodgers and Thorson (2018) 

address this commitment in terms of dominant service logic or value co-creation (Tejavibulya et 

al., 2011). For Ohanian (1990) the effectiveness of influencers can be measure through three 

factors: analyzing the perceived experience, the reliability, and the attractiveness of the 

influencer, specifically in the advertising course. It follows that digital influencer are extremely 

important for the consumer's attitude, bearing in mind that they have a responsibility to guide 

and influence them to make the right decision (Tejavibulya et al., 2011). 

It was on social networks, namely Instagram, that the term micro celebrity came up. As it was 

mentioned, it concerns people well known on these platforms and with a significant number of 

followers (Korotina and Jargalsaikhan, 2016). Currently, the trend is to use celebrities to 

promote products, in which they are presented, discount codes are offered, and testimonials 

are made available. These individuals have a list of followers that can vary from 50 to 25 

thousand, the average influencers have a variation between 25 thousand and 100 thousand 

followers, while the macro influencers reach more than 100 thousand followers (Conick, 2018). 

From a study carried out by Schlesinger Associates (2015), it can be understandable the 

importance of influencers, since 81% of agents responsible for carrying out a campaign with an 

influencer confirmed that they were very satisfied with the results, stressing that the 

engagement was notorious and efficient. 

What defines and distinguish the type of influencer are the company's objectives and culture, 

the potential impact, and the return on investment they provide. This leads to two categories: 

either they are highly trustworthy influencers, who share information with little or no incentive, 

or they are the high-reaching influencers, usually paid and not connected to the brand. 
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It can be said that the first category, micro-influencers, are ordinary individuals who stand out 

for their authenticity, which despite not reaching a fan base as large as celebrities, provokes 

proximity and efficiency in attracting audiences that become more segmented. 

As been said, it is used an efficient method of offer personalized discount codes (Jargalsaikhan 

and Korotina, 2016) which ends up creating curiosity and a need in the customer, generating a 

desire to consume that promotional code and, consequently, lead him to look for additional 

information about it in order to understand if it is worth using that discount or other micro 

celebrities offer. 

2.2.1. Credibility 

Consumers have gained a new way of looking for information about what they want to buy with 

the development of social networks. They no longer base their searches on the pages or 

websites of the brands, but also on opinions of third parties available on those same social 

platforms or, through discussion forums, where they can understand the characteristics of the 

brand, product, or service with more real perspectives, free from manipulation, by third parties. 

Once these opinions are created, based on the knowledge, and security of their source, it is 

easier to believe in the credibility of the information, since the interaction between consumer 

and influencer does not count on the participation of the company (Men and Tsai, 2013). 

To compare opinions the consumer can use three types of sources. There are amateur sources 

that comes from ordinary people, used a branded product, and feel comfortable sharing their 

opinion, and for this reason they are sources that end up transmitting some proximity to 

consumers. There are also professional sources related to people who disclose their opinion, 

because they really understand the subject or at least appear to have knowledge when giving 

specific technical details, which gives the source more credibility. Finally, they can still rely on 

sources of information review type, that is, the opinion that the company itself has the brand 

on digital platforms, which normally appears on the company's website or social networks, but 

it is a source that is not considered so credible for coercing with the possibility of manipulation 

(Sun et al., 2011). 

It is very important the choice process of the consumer source, since eWOM brings many 

information available that are not all reliable. Credibility is, therefore, one of the main factors of 

eWOM, because if there is no credibility, the consumer is not encouraged to make decisions 

(Cheung et al., 2009). So, the consumer will only feel assured to search for brand information on 

the internet if the source is credible, which becomes a crucial factor in establishing a relationship 

between the parties (Men and Tsai, 2013). 

For Gowen and Nekmat (2012), influencers build their base of credibility through a sense of trust 

in their personality and word, so that when they share their opinion, the consumer considers 

her a believer with valid, fair, and honest information, confirming the credibility of the 

influencer. Thus, credibility is built through the way responses in a given communication are 

obtained and also by the communicator itself (Kim, Kim and Yuan, 2016).  
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Regarding marketing, credibility considers the source, the message, and the integrity of the 

media (Metzger, 2003). The effectiveness of a message depends on the perceived level of 

experience and reliability of an influencer, this is due to the perceived credibility of the same 

(Hovland et al., 1953; Hovland and Weiss, 1951; Ohanian, 1990). The perceived credibility of an 

influencer refers to how the individual views the influencer's recommendation / opinion as 

impartial, unbelievable, truthful, or factual (Hass, 1981). Gowen and Nekmat (2012) confirms 

that if there is no perceived credibility, the tendency is for consumers to reject the opinion of 

influencers, which is also reflected in the brands and products indicated. 

Perceived credibility has trust and experience as dimensions (Applbaum & Anatol, 1972; 

DeSarbo & Harshman, 1985), but also attractiveness is a crucial factor in the influencer's 

credibility (Ohanian, 1990; 1991; Goldsmith et al., 2000). According to Petty and Andrews 

(2008), consumers consider influencers who receive cash payments less credible than those who 

take samples of free products as compensation. 

In conclusion, when consumers find their selves in a virtual environment, the credibility of the 

influencer's information gains a giant dimension, since anyone can share whatever, they want. 

Information related to user experiences, whether positive or negative, increase the perceived 

usefulness of the consumer, who considers them credible and impartial. Hence, this information 

that seems to have the objective of helping the consumer to form his opinion is extremely 

valued, since they show an ideal of credibility in the recommendations (Vallejo et al., 2015). 

Also, the perceived usefulness of social networks is influenced by credibility, since the consumer 

dominates these platforms and carries out their information search through them, as he believes 

in the credibility of the information sources that are inserted in the platforms (Vallejo et al., 

2015). In addition, credibility is a determinant of the consumer's attitude, as it reduces the 

consumer's doubts and risks and, consequently, makes him establish a relationship of trust with 

the influencer (Vallejo et al., 2015; Liu and Chang, 2014). 

H2: The credibility of the digital influencer has a positive effect on Perceived Value-Utility. 

2.2.2. Trust  

Trust is a relevant element in several studies (Bowers and Phillips, 1967; Whitehead, 1968; 

Applbaum and Anatol, 1972; 1973; Fortes et al., 2017; Oliveira et al., 2017). It can be defined 

as the expectation of one of the parties in a relationship, who is willing to take risks associated 

with that expectation (Lau and Lee, 1999). However, trust also depends on one party accepting 

the other's vulnerability (Bart et al., 2005), and the greater this dependence, the more need to 

affirm trust between the parties will be noticeable (Awad and Ragowsky, 2014; Carvalho et al., 

2016). 

As already mentioned, consumers assume that influencers' content is more reliable than brand 

communication. Uzunoglu and Kip (2014) assume that trust is the key to building a relationship 

between the influencer and the follower, especially when the influencer does not have much 

reputation in the market and contact with his followers does not happen in person. 
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Trust in social networks is gradually built up, as users develop relationships with other 

individuals on the platform, as they nurture common interests and preferences or maintain 

quality interactions. Thus, any influencer who manages to build a trusting relationship with his 

followers can direct others to accept certain behaviors and, consequently, to accept 

recommendations more easily on suggested products. This trust is built through the 

influencer's reputation, predictability, and competence, because if the influencer has bad 

attitudes associated with his personality it will be more difficult to trust his opinion (Lau and 

Lee, 1999). That said, trust comes from the knowledge that the influencer lets on when he 

discloses his opinion. 

The message transmitted by influencers must always be consistent, so they must address 

issues of which they are aware, contributing to the history of consistent publications (Liu et al, 

2015). Forbes (2016) argues that influencers who approach subjects they know well, sharing 

information about a given subject, are considered more reliable than those who give their 

opinion on products and services that are not related to their area of expertise. So, there is a 

positive relationship between expectations built through familiarity and consumer confidence 

(Bart et al., 2005). The higher the level of perceived usefulness, in relation to the message of 

the digital influencer, the more competence and capacity is associated with this personality, 

increasing the confidence it brings (Awad and Ragowsky, 2014). 

High levels of trust lead to higher levels of use of products and services, that is, the more 

dependent the consumer is on the opinion of third parties, the more the consumers’ needs to 

consult trustful opinions, in order to help in the decision-making process (Awad and Ragowsky, 

2014). Therefore, trust becomes what generates perceived utility, because individuals are sure 

that they will find the information they need on social networks, having the perception that 

this information is from a trusted source (Awad and Ragowsky, 2014). 

H3: Trust, transmitted by the digital influencer, has a positive impact on Perceived Value-

Utility. 

Nielsen reports prove that people find advertising that comes directly from someone they 

know much more credible and trustworthy. Most respondents (83%) say that they check out 

recommendations from family and friends, 66% checks out the opinions exposed online and 

70% consider the websites of the brands more trustful. Millennials are the ones who most 

trust the recommendations of the people they know (85%) and the opinions that consumers 

share online (68%). Compared to other generations, these individuals are more affected by 

digital influence (Liu et al, 2015). Through these numbers, it is possible to understand that 

people trust each other more than brands. 

It can be concluded that for the consumer-digital influencer relationship to be long it is 

necessary to have a base of trust, since consumers, who depend more and more on social 

networks to find out what is on the market, can better know the influencers and, 

consequently, identifying with them enabling the creation of loyalty (Bart et al., 2005). 
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Thus, confidence in the digital influencer is seen as the commitment that future actions will 

lead to a good result, depending on someone's belief (Liu et al., 2005). Trust depends not only 

on the consumer's perception, since he establishes expectations regarding the influencer, but 

also on how credible the information transmitted is and on the certainty that the digital 

influencer has on the subject under discussion (Bart et al., 2005). 

2.2.3. Proximity  

Social proximity is considered an idea that the position and context of a certain person 

represents the perceived accessibility of that same person or their perceived relationship with 

another person. Consumers look to influencers as a model because they are more relatable 

than big celebrities. For this reason, the social proximity of influencers to the consumer is 

greater than with large public figures (Sarah, 2020). 

The greater the social proximity of the influencer, the easier it becomes for the follower to 

copy and imitate their behavior as if they were from a friend or acquaintance. Emmanuel 

Probst (2017) confirms the thesis that great celebrities and digital influencers have different 

social distances, that is, people feel socially closer to influencers compared to celebrities. 

Traditional celebrities tend to have a much higher popularity index which makes people 

consider them more distant, as not all of them share their private lives with their fans. When 

they support a brand, people are more likely to remember the message and associate the 

brand with attributes acquired by the celebrity, such as friendliness, dynamism, and reliability. 

Digital influencers, on the contrary, feel closer to followers when they share details of their life 

through genuine sharing. Thus, followers are more committed and engaged to the influencer 

and the brands he or she promotes. Both celebrities and influencers are considered experts in 

their area, and influencers assume the role of trusted consultants, generating a great impact 

on the attitudes, beliefs, and actions of their followers (Emmanuel, 2017). 

As already said, familiarity and sympathy with the influencer promotes an increase in the trust 

placed in him and the proximity between follower and influencer. If the consumer has 

confidence in the opinion of the digital influencer, then it is likely that the perceived usefulness 

of the content transmitted by him will increase in a positive way (Heinonen, 2004; 2006). 

The hypothesis bellow is related to the purpose of analyzing how the relationship of proximity 

between consumer and influencer impacts the perceived utility of the brand that he promotes 

(Heinonen 2006), which may have an impact on the recognition of need and demand for 

information, since the interest of the consumer in a given product may be awakened by the 

perceived utility (Byrne et al, 2012; Heinonen et al 2010). 

H4: The proximity between a consumer and an influencer positively influences the perceived 

value-utility. 
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2.2.4. Expertise 

As it was already mentioned, usually the consumer has no knowledge or experience about the 

products he wants to buy, ending up doubting his ability to choose, which leads him to seek 

the opinion of other people on social networks who feel so confident about what they know 

that they consider themselves an expert on the subject, having no need to seek other opinions. 

However, digital influencers must always look for opinions and information before making 

their own, since even with knowledge, they must constantly update themselves on the 

subjects they express, in order to show more credibility and trust (Tsang and Zhou, 2005). 

Specialization or expertise is considered a predominant factor when consumers choose the 

content they consume (Valck et al, 2013). It is defined as the degree of knowledge, experience, 

or skills that the consumer think that the influencer must promote the product (Van der Waldt 

et al., 2009). This component is extremely important when influencers want to achieve 

successful and influential communication (Daneshvary and Schwer, 2000). 

In the digital world, this concept concerns the perception that the follower formulates to 

recognize, in a given personality, the conditions necessary to produce rigorous and reliable 

content (Nejad et al, 2014). Valck (2013) observed that the greater the perception of 

specialization associated with an influencer, the more easily he will be recognized as an expert 

in his area of activity and, consequently, the greater the likelihood that the messages 

transmitted will have any impact on his network of followers. 

The influencer's perception of specialization is formed through the individual's knowledge and 

experience (Kapitan and Silvera, 2015). Thus, it can be concluded that the perception of 

specialization directly influences the link between follower and influencer and credibility has 

an impact on the interpretation that the follower attributes to the content received Nejad et al 

(2014). 

The level of expertise associated with the digital influencer allows the consumer, who seeks 

content related to a certain product, to feel secure in trusting his opinion. If the influencer 

demonstrates perfect knowledge and is comfortable talking about a topic, showing that his 

opinion is valid, the information that he transmits to the consumer will be much more useful. 

Thus, a positive relationship between the consumer's perceived value-utility and the 

influencer's expertise is developed, and so more credible the brand will be (Alvin Yuan et al., 

2016). 

H5: The expertise of the influencer positively influences Perceived Value-Utility. 

2.2.5. Generated Content  

The generated content refers to material produced exclusively by users outside the 

professional context and routines (Kaplan and Haenlein, 2010), which are subsequently 

published on the internet (Wyrwoll, 2014). Content can be produced, altered, and consumed 

individually or collaboratively, referring to the set of interactions between users on social 

networks (Kaplan and Haenlein 2010).  
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The common goal of all digital influencers is to create credible and interesting content for 

consumers. "User Generated Content" related to the term that refers to an activity carried out 

by online users in which they share their experiences and express their opinions and 

comments on what they have consumed. Usually, social networks are used to carry out these 

shares, because consumers believe that the information created will help others to make 

purchasing decisions (Bahtar and Muda, 2016).  

User-generated content is, therefore, all material introduced to the internet on its own, 

without explicit promotional goals, which have more influence on people's purchase intention 

than the content that brands ask celebrities to produce (Verhellen, Dens and Pelsmacker, 

2013). 

Filho and Tan (2009) assure that photographs, videos, podcasts, scoring systems, articles, 

blogs, among others, have taken on a much more visible and important role in the form of 

content production, communication, and collaboration, due to the emergency of social 

networks. This leads to an increase in the range of means of production available in the digital 

environment, which consequently contributed to increase the ease of these productions. 

User-generated content is closely related to the credibility of the information exported, as this 

content is shared between users who trust each other (Akar and Topçu, 2011). It has been 

proven that consumers have more confidence in informal information about products and 

brands associated with personal experiences than in traditional advertising media (Wu and 

Wang, 2011). 

In order to be considered User Generated Content, the Organization for Economic Cooperation 

and Development (OECD, 2007) points out three basic requirements: the posts must be carried 

out on a website or social networks accessible to a restricted group of people; it has to present 

a certain level of quality of creative effort, so that there is no replication of existing content; 

and the content has to be created outside of professional routines and practices. 

On Instagram, the influencers are classified by their publish content, that could be related to 

their own lives, being classified as "lifestyle", or related to different topics, being classified 

such as "fashion", "food" or "parenting", which focus solely and exclusively on a simplified 

topic that does not need to be associated with his private life (Senft, 2008). 

the regularity and quantity of posts that influencers publish generates in the consumer the 

idea that they are sharing aspects of their private life, creating a close relationship and 

engaging followers. With this they regularly promote interaction with each other, requesting 

feedback about the publish-content (Senft, 2008). 

It can be concluded that influencers produce content that impacts a very specific niche market, 

taking into account the theme they address. Thus, marketers should essentially be concerned 

with identifying which influencers serve their purposes, in order to develop marketing 

strategies that are more targeted at their consumers and with whom they identify more (Li, Lai 

and Chen, 2011) with the objective to obtain evaluations or analyzes made by them. 

Therefore, it is expected that followers end up formulating a perceived utility of the brand, 
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internalizing its characteristics and qualities, through the content generated by the digital 

influencer. 

H6: The generated content by the digital influencer has a positive effect on the Perceived 

Utility. 

2.3. BRAND  

2.3.1. Perceived Value - Utility 

The concept of perceived value has already been developed in several studies and is quite 

complex. Is defined globally as a “trade-offs between what customers receive, such as quality, 

benefits, and utilities, and what they sacrifice, such as price, opportunity cost, time, and 

efforts” (Cronin et al., 2000). With another words, “it is the consumer's overall assessment of 

the utility of a product based on perceptions of what is received and what is given” (Kim et al., 

2007). 

In the perspective of Oliver & DeSarbo (1988), the perceived value is based on the theory of 

equity, studding the percentage of the consumer's result and the input in relation to the 

service provider's result and input. 

The value perceived by the client is "the client's general assessment of the product's 

usefulness based on perceptions of what is received and what it gives” - applying to this case 

study, the perceived utility for the customer would be the information that digital influencers 

share when promoting different products, and what consumers rate as useful to fill their needs 

and trust brands. Holbrook (1994) argued that customer value is “the fundamental basis for all 

marketing activities”. As such, companies that are looking to make customers loyal should 

focus primarily on satisfaction and perceived value (Yang & Peterson, 2004). Also, Rust, Lemon, 

& Zeithaml (2004) state that one of the main objectives to deliver value to customers is to 

make them loyal, increasing the frequency and quantity of purchases and avoiding changes in 

behavior. Bilington & Nie (2009) agree that the smartest marketing strategy for companies is 

to create perceived value for customers. Studies confirm that this strategy ends up having a 

positive influence on the customer's perceived value (perceived quality) and leads to the 

customer's value (brand) (Yoo et al., 2000). That been said, it is concluded that one of the 

methods to create competitive advantage to companies is the delivery of value to the 

customer (Kanagal, 2009; Lee & Overby, 2004). 

The value of the customer has two perspectives of research based on the benefits obtained. 

First of all, the value of goods and services and, second, the value of buyer-seller relationships 

(Lindgreen & Wynstra, 2005). It is important to consider the relevance that the perceived value 

has on the success of buyer-seller relationships, as well as on customer loyalty (Lemon, Rust, & 

Zeithaml, 2001). So, the perceived value is a key factor for customer loyalty. 

Among several studies that emphasize perceived value, the most recent ones focus only on 

assessing the perceived value of customers according to the difference between what 

customers sacrifice and benefit (Hinterhuber, 2004; Walker, Johnson, & Leonard, 2006). Thus, 



23 
 

the focus is directly on the benefits obtained and commit to building the customer's perceived 

value as a multidimensional construct (Callarisa Fiol, Bigne Alcaiz, Moliner Tena, & Garca, 

2009; Khan, 2010). 

In the opinion of Fuentes Blasco et al. (2010) there are five dimensions to the quality of 

electronic services, these are efficiency, availability and compliance with the system, 

satisfaction, safety, and responsiveness; they also reveal that all five dimensions, except 

satisfaction, positively influence the customer's perceived value. Anckar & D'Incau (2002) 

assume that the perception of value may differ based on the circumstances of use. For 

example, the quality of the sites impacts the perceived values and is positively associated with 

the value perceived by customers (Bauer, et al., 2006; Parasuraman etc., 2005; Wolfinbarger 

and Gilly, 2003). 

Other researchers consider that the customer's perceived value is divided into two 

dimensions: perceived relational value and perceived functional value. The relational 

dimension of perceived value concerns the belief or trust perceived by customers that the 

relationship established with a seller or supplier will contribute to future value or benefits; In 

the case of the functional dimension, it is seen as the perception of customers about the utility 

or performance of the products or services they need (Cheng, Wang, Lin, & Vivek, 2009; Khan, 

2010). 

Since the functional value reflects the utility that a customer perceives in the utility 

performance of a supplier, it adapts to the objective of this study, focusing on the concept of 

Perceived utility that, in this context, can be presented in two ways. 

Firstly, the “technology acceptance model” (TAM) is added to the concept of perceived ease of 

use. Davis et al. (1989) developed the TAM model where he stated that the user's perception 

of the social network depends on factors such as the behavioral intentions of use, the attitudes 

related to the use of the platforms and some external variables such as the level of experience, 

trust and credibility that the social network has and that, consequently, make the individual 

feel receptive to using it (Horst et al., 2007). Horst et al. (2007) considers TAM one of the most 

influential models in explaining the usefulness and acceptance of information systems, due to 

the fact that it focuses on the perceived benefits and the risks and dangers of use. 

This model focuses on explanations of attitudes related to an individual's intention to use 

specific technologies (Davis et al. (1989); Horst et al., 2007: 1839). TAM is a robust and partial 

model that explains the technology acceptance behavior, when the information system 

provides several options, this being the case for social networks and the internet (Gefen et al., 

2003). 

We are facing ease of use perceived when there is a minimum effort, on the part of the user, 

to learn to work with a new social network, hence it is considered a cognitive factor. However, 

the perceived utility relates to the individual's personal assessment, in relation to the utility of 

the new social network (Gefen et al., 2003). 
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Secondly, to complete these surveys, Venkatesh et al. (2003) created the model Unified Theory 

of Acceptance and Use of Technology” (UTAUT). In 2014, Venkatesh and Zhang define as the 

main objective of the model explain at least 70% of the variance present in the use of 

technologies. 

UTAUT develops three relevant concepts to explain the behavioral intention in the use of 

technologies. Starting with the performance expectation, that represents the level at which 

everyone believes that the use of a given social network will help to achieve their goals and, 

consequently, bring benefits. The expectation of the effort refers to the degree to which the 

individual determines the ease of using the social network and the amount of effort required 

to do so. Finally, social influence is a concept that concerns the importance of understanding 

that it is given to the social network through a reliable source such as digital influencers. 

Gender and age are moderators of the UTAUT model and the concept of enabling conditions is 

also applied, that is, the level at which the person believes there is an organizational and 

technical infrastructure to support the use of social networks. 

To complete the model, Venkatesh et al. (2003) added a factor that addressed both intrinsic 

and hedonic motivation. Therefore, it addressed the concept of facilitating conditions, where 

they appear as antecedents of the use of technology and the intention of the individual's 

behavior, and added concepts mediated by age, gender, and experience. Then, the author 

added hedonic motivation, defined as the individual's pleasure in using the platform, which is 

extremely important in the consumer's view, since it is a determining factor for the acceptance 

and use of new social networks. He also added the value of the price and the habit, with the 

price referring to when the perceived benefits of using the applications outweigh the 

monetary cost charged by them, and the habit is the automatic action of the individual who 

tends to repeat himself. if due to your knowledge. 

It is concluded that the user is more willing to use a certain social network if he realizes that it 

can improve his performance, since the perception of values and opinions available on these 

platforms can be interesting to help in the decision-making process (Vallejo et al., 2015). 

In the present study, the concept of perceived utility is the perception that the consumer 

constructs the utility of a brand. Thus, the probability of increasing the demand for a good and 

the purchase intention, through the content that a digital influencer has on their social 

networks, is much greater if the consumer perceives that what is being promoted is useful to 

him, even that is not a necessity. As long as advertising is subtle, a cognitive influence is 

exerted on the consumer's psychological, which ends up creating a need that does not exist up 

to that time and making the product desired and useful in his life (Cheng and Fang, 2015). 

Vallejo et al. (2015) states that if the opinion, transmitted through comments or evaluations 

on social networks, has a perception of usefulness to the consumer, then he will tend to follow 

these recommendations, which can be considered pre-purchase intention. 

In conclusion, from the consumer's point of view, the eWOM method has a perceived 

credibility superior to traditional advertising methods, so the communication objectives are 
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better achieved with eWOM (Wu and Wang, 2011). Thus, the credibility of the message source 

is crucial for the consumer to believe or not in the content transmitted, so companies must bet 

on well-developed marketing strategies, establishing the credibility of the message source 

(Park and Lee, 2009). Saying that, Chang et al. (2009) argues that the perceived value of 

customers contributes positively to electronic loyalty, reducing the individual's need to seek 

alternative service providers. 

In most cases, value is the customer's perception of the perceived benefits and the perceived 

cost ratio of a particular service or product. Therefore, Zeithaml (1988) claims that perceived 

value has an impact on brand loyalty, When the perceived value decreases, customers tend to 

buy competitive products to increase their perceived value. So, the lower the perceived value-

utility, the lower the loyalty (Anderson and Srinivasan, 2003), and, consequently, the perceived 

value/utility positively impacts loyalty (Yang & Peterson, 2004). 

H7: The perceived utility positively influences consumer loyalty to the brand. 
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3. CONCEPTUAL MODEL 

3.1. CONCEPTUAL FRAMEWORK  

As previously mentioned, the growth and use of digital platforms has been exponential over 

the last few decades. For this reason, there is a large investment in digital marketing, as these 

platforms allow companies to reach their target audience more easily. Organizations have to 

discover new ways to interact with consumers and the emergence of digital influencers proves 

that the creation of content by these personalities captures the attention of users of social 

networks very well, which can make them potential customers of the brands. 

To advance the research, it is important to define the conceptual model structure to analyze 

the points of view of empirical research. We must review both the theoretical concepts as well 

as the real point of view in order to achieve and understand the objectives of the investigation 

(Gil, 2002). 

The present work intends to validate an analysis model that identifies the impact that the 

opinion of digital influencers has on the perception and loyalty that consumers have of brands, 

more specifically related to a healthy lifestyle. 

Because the results of this research may contribute for the marketing managers to be more 

aware of which variables and characteristics are essential when choosing a digital influencer as 

a representative of their brand. 

3.2. DEFINITION OF VARIABLES   

It is extremely important to analyze the object of study, select the variables that appear to be 

impacting and understand their effect and, consequently, define how to control these same 

variables on the object of study, in order to determine what type of research will be carried 

out (Gil, 2002). 

In the current investigation, experimental research was chosen, since, as the author above 

mentioned argues, this type of scientific research provides a wide variety of procedures to test 

and experiment with the defined hypotheses, so that cause / effect relationships can be easily 

identified. between variables. 

This research is also said to be quantitative because the data will be collected and analyzed in 

a statistical way. This method helps to confirm the hypotheses, guaranteeing the possibility of 

obtaining an overall result for a given sample (Mattar, 2001). 

The next step will be the development of the conceptual model, and for that, it is necessary to 

define the variables considered relevant to achieve all the objectives already defined. The 

structure of the research is defined based on the literature review and on the objectives, 

general and specific. 
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The concepts covered theoretically are related to the Internet-Web, digital marketing, social 

networks, influencers, consumers, purchase decisions, loyalty, and healthy lifestyle. So, we can 

see that we are facing three areas in this study: Consumer, Digital Influencer and Brand. 

The consumer study area is divided into two parts, in which the first has associated the 

variables “Social Network Engagement” and “Involvement with Healthy Lifestyle”, which 

demonstrate how the consumer behaves on social networks, the frequency with which they 

use them, the hours spent on the internet and their involvement with the theme studied in 

this investigation. The second part develops the variables "Needs Recognition / Information 

Seeking", "Buy intention" and "Brand loyalty" in order to consolidate I take the process of 

searching and making decisions regarding a product, which in turn ends up leading to the level 

of consumer loyalty. It was decided to combine the process of recognizing the needs and the 

demand for information by the consumer in a single variable, as it is assumed that the steps 

occur simultaneously. When a user watches the content published by a digital influencer, he 

will end up considering, even if unconsciously, that the product being advertised may satisfy 

his needs. The consumer receives and processes the information transmitted, and the 

information search process indirectly occurs. 

The second area of study described concerns the influencer, where we tried to encompass all 

the variables that would allow us to study the behavior of the digital influencer in their work 

platforms and their interaction with their audience. These are “Credibility”, “Trust”, 

“Proximity”, “Expertise”, “Generated Content”, and “Followers”. 

Finally, the last area concerns the brand where one wants to understand the consumer's 

behavior in relation to the brand and assess whether it is really influenced by the digital 

influencer. It is also intended to verify whether this influence leads to the decision process 

which ultimately leads to the level of loyalty that the consumer deposits in the brand. The 

“Perceived Utility” variable is implemented to demonstrate the meeting point between the 

influencer and the consumer. 

3.3. PROPOSED CONCEPTUAL MODEL  

The conceptual model of a research is carried out so that we can compare the reality of the 

facts with the theoretical view, as this alone would not be enough to draw conclusions (Gil, 

2002). 

Considering the entire literature review, all the concepts covered, and the specific objectives 

previously defined, the model proposed for this investigation is shown below in the form of an 

image, so that the visualization is clearer and simpler. 
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3.4. RESEARCH HYPOTHESES  

This study presents 9 hypotheses that aim to determine whether the variables influence the 

loyalty and perception of consumers to the brand, directly or indirectly. 

The importance of establishing hypotheses is perceived as they answer the questions that help 

in the progress of the investigation. Thus, the hypotheses of this research are described above 

through the relationship between variables and serve as a guide to achieve the objectives 

already defined. 

Thus, the justification for formulating the model's hypotheses follows: 

Hypotheses 

H1 Involvement with a Healthy Lifestyle through Social Media has a significant impact 
on Proximity. 

H2 The Credibility of the digital influencer has a positive effect on Perceived Utility. 

H3 Trust, transmitted by the digital influencer, has a positive impact on Perceived 
Utility. 

H4 The Proximity between a consumer and an influencer positively influences the 
Perceived Utility. 

H5 The Expertise of the influencer positively influences Perceived Utility. 

H6 The Generated Content by the digital influencer has a positive effect on the 
Perceived Utility. 

H7 The Perceived Utility positively consumer Loyalty to the Brand. 

Table 1 - Summary of Research Hypotheses 

Figure 7 - Proposed Research Model with the Hypotheses 
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4. RESEARCH METHODOLOGY 

4.1. FRAMEWORK 

This investigation aims to understand how the content published by digital influencers can affect 

the perception and loyalty that consumers have of the brands that are dedicated to the theme 

of healthy living. 

Now follows the detailed presentation of the development of field research carried out through 

the internet and social networks, as they are the means that make it easier to identify the object 

of study through the collected data belonging to a questionnaire released to a diverse audience 

and with frequent contact with social networks and digital influencers. 

There are three types of research approach when conducting research; exploratory, descriptive, 

and explanatory research (Saunders et al., 2009). 

4.2. POPULATION, SAMPLE, AND DATA COLLECTION 

Questionnaires are the most used data collection instruments (Lakatos and Marconi, 2003). 

 The research results from a quantitative analysis where the questionnaire was adopted as a 

method of data collection. This is considered the most efficient way to obtain information 

when the number of respondents is large. This will make it easier to process data and 

synthesize responses. 

The questionnaire addresses questions for the characterization of the sample that have a 

sociodemographic character (gender, age, education level), but also questions of a behavioral 

nature, to analyze the variables already described. 

It is recommended that the questions are as simple and clear as possible, in order to keep the 

wording adequate and also not too long, to avoid having different meanings interpreted and 

creating some confusion among the interviewees, resulting in incorrect answers 

(Malhotra,1999; DeVellis 1991). 

The questionnaire was available in digital format and the questions were mandatory. 

The population is the set of elements or objects that have the information sought by the 

researcher and on which inferences must be made (Malhotra, 2006). 

The present study deal with a non-probabilistic convenience sample, since the questionnaire 

was distributed to friends, family, and colleagues. The advantages of this sampling technique 

are that it is less expensive, less time consuming and more convenient (Malhotra, 2006). 

The sample is made up of individuals of both sexes, aged between 18 and 40 years old, 

inclusive, who have access to the internet and who use at least one social network, students or 

workers, and follow a healthy digital influencer. 
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Gender is often applied in the implementation of segmentation strategies (Meyers-Levy & 

Sternthal, 1991). 

Currently, advertisers focus a lot on ads for specific demographic information, so it is 

important to consider any difference in the way men and women perceive the credibility of a 

influencer (Ferebee, 2008). Flanagin and Metzger (2003) state that men perceive the credibility 

of an influencer significantly more than women, so it can be concluded that consumers of both 

sexes have different perceptions of the perceived credibility of an influencer. 

With regard to purchase intention, women usually have a higher level of perceived risk, 

compared to men (Garbarino and Strahilevitz, 2004). The genre can, therefore, have a 

moderating role in the purchase intention (Holbrook, 1986; Palmer and Bejou, 1995). 

Meyers-Levy and Sternthal (1991), concluded that female consumers are more sensitive to 

relevant information published through online platforms than male individuals when making 

judgments, consequently making the subsequent purchase intentions made by male and 

female consumers different. 

Regarding the age stipulated for respondents, the study focuses on individuals between 18 and 

40 years old, as according to various statistics, users of social networks are aged between 

these age groups. 

About 50% of Internet users are between 18 and 29 years old (Duggan et al., 2015). Without 

internet and web there would be no digital influence, so access to these platforms is extremely 

important for the study. 

The age group that dominates social media is between 35 and 44 years old. For fans of 

statistics. Millennials (20-39 years) continue to be the generation that uses social media the 

most and has the most access to smartphones. Generation X (39-59 years old), in turn, 

achieved significant use of tablets and other devices; and baby boomers (60-74 years old), who 

previously had an aversion to new technologies, are increasingly integrated (oberlo.pt, 2019). 

  

 

 

 

 

 

 

 
Figure 8 - Users of social networks (more technological 

generations) (oberlo.pt, 2019) 
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Social Bakers' social media trends report shows that Facebook and Instagram are particularly 

good for marketing to age-old and generation X groups, confirming that individuals of these ages 

are most present on social media (SmartInsights.com, 2020). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

For these reasons, an attempt was made to cover the age groups that were most present in 

social media. 

Regarding education, 33% of Instagram users have up to and including secondary education, 

37% have a degree and 43% have a master's or doctorate. As for Facebook users, 61% even have 

secondary education, 75% have a degree and 74% have a master's or doctorate. On Twitter, 13% 

of users have up to and including secondary education, 24% go to college and 32 have a master's 

or doctorate. Finally, YouTube has 64% of users with secondary education or less, 79% licensed 

and 80% with master's or doctoral degrees (sproutsocial.com, 2020). 

4.3. CONSTRUCTS MEASUREMENT SCALES 

Considering quantitative survey option, it is known that the variables must be chosen so that 

respondents can easily interpret and answer the questionnaire (Triviños, 1987). 

The scales used to measure responses were based on a literature review and have already been 

tested in other studies. 

Figure 9 - Average Profile of Users by Age and Gender (SmartInsights.com, 
2020) 



32 
 

Therefore, it was decided to adopt the 5-point Likert scale, where 1 is equivalent to “Totally 

Disagree” and 5 corresponds to “Totally Agree”. This choice is justified by the fact that this type 

of scale better discriminates the facts, by ensuring reliability and consistency and providing good 

discriminations of covariance between variables, adjusting very well to multivariate statistical 

techniques (Dalmoro and Vieira, 2013). 

The Likert scale is also known to be very useful in measuring feelings (Churchill, 1979), which is 

perfectly suited to the study in question. This scale is widely used and requires respondents to 

indicate a degree of agreement and disagreement with each of the statements (Malhotra, 2006). 

In order to achieve the objectives of this study, a questionnaire based on the literature review 

was used. It is important to note that this questionnaire was pre-tested first and revised to find 

possible improvements and flaws. The questionnaire is divided into four areas corresponding to 

issues related to the consumer, the digital influencers, the brands and, finally, demographic 

issues. 

In the demographic question session respondents must answer questions such as age, gender, 

occupation, and education. 

The following tables show the descriptive variables selected to measure each construct of each 

other areas, as well as the respective sources. 

In relate to the consumer area:  

To understand the type of engagement that the respondent has with social networks, it is 

important to check if they are a regular user and that they frequently update their pages and 

uses information sharing.  

Considering one of the main focuses of the study, it is important to understand if the sample has 

good lifestyle habits or if it intends to start having a healthier lifestyle. Therefore, questions are 

asked regarding the use of social networks as consumers and this thematic. 

Involvement with Healthy Lifestyle through Social Media 

Scale Author Code 

Healthy lifestyle is an important theme, that 

interests me. 

 

Higie and Feick (1989); 

Ellison et al. (2007); 

Alhidari, Iyer and Paswan (2015) 

IHL1 

I think sport is important. IHL2 

I like to opt for healthy eating. IHL3 

I like to search for information about 

healthy lifestyle on social networks. 

IHL4 

Table 2 - Involvement with Healthy Through Social Media Items 
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One of the objectives of the study is to understand how the opinion of influencers affects the 

loyalty that consumers have towards brands. In this way, it’s intended to question whether the 

content that is posted has an impact on the way consumers see brands. 

Brand Loyalty 

Scale  Author Code 

I intend to continue using healthy brands in the future.  

Ruiz, Gremler, Washburn 

e Carrión (2008). 

BL1 

As long as influencers continues to promote these 

products / services, I doubt that I will change healthy 

brands. 

BL2 

I will choose this healthy brand next time I need a 

service. 

BL3 

Table 3 - Brand Loyalty Items 
 

Regarding the Digital Influencer area: 

The credibility that an individual transmits to us is extremely important to define whether his 

opinion is considerable. Thus, questions to define the level of credibility of the influencer are 

essential to understand if they will make consumers follow and admire them.  

Credibility 

Scale  Author Code  

The information transmitted by the influencer is 

accurate. 

Chu & Kamal, (2013); 

Freeman & Spryidakis 

(2004);Hsu & Tsou (2011); 

Hsu et al. (2013); 

Lu et al. (2014); 

Ohanian (1990); 

Burgueño (2010); 

Salgado (2016); 

Lopes (2016) 

 

CRE1 

I believe in the truth of the influencer's 

recommendations. 

CRE2 

I trust the influencer's opinions. CRE3 

I see influencers as biased entities. CRE4 

The more credible I consider the influencer, the more 

likely he is to draw my attention to a brand. 

CRE5 

The more credible I consider the influencer, the more 

likely he is to influence my purchase intention. 

CRE6 

Table 4 - Credibility Items 
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Trust is a decisive factor for an individual to follow a digital influencer and later choose to buy 

something he shares. Publications and products/ services that opinion leaders disclose will only 

be taken seriously if consumers trust whoever posts them. 

Trust  

Scale  Author Code  

I follow Influencers on social networks because they are 

reliable. 

 

Lin (2006); Mortenson (2009);  

Smith et al. (2005);  

Chu e Choi (2011);  

Ohanian (1990); 

 Burgueño (2010);  

Salgado (2016);  

Lopes (2016) 

TRU1 

I follow Influencers on social networks because they are 

loyal. 

TRU2 

I follow influencers on social networks because they are 

honest. 

TRU3 

I follow Influencers on social networks because they are 

sincere. 

 

TRU4 

I follow Influencers on social networks because they are 

trustworthy. 

TRU5 

I believe in what digital influencers say on social media. TRU6 

                   Table 5 - Trust Items 
 

The proximity that the consumer feels with the digital influencer ends up conditioning the 

impact that it has on their decisions. Thus, it is important to try to understand the level of 

proximity that the consumer considers having with the digital influencer. 

Proximity 

Scale  Author Code 

I feel close to the Digital Influencer because I would like to be like 

him. 

Lortie e Guitton (2011); 

Priberam (2018);VanMeter, 

Grisaffe e Chonko (2015); 

Lopes (2016); 

LIankova et al. (2018) 

PRO1 

I feel that my degree of proximity to my favorite influencers is 

related to the credibility I attribute to them. 

PRO2 

The brands that the influencer promotes are associated with my 

perception of myself as a person. 

PRO3 

               Table 6 - Proximity Items 
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The more you know about a certain topic, the more consideration the consumer will have for 

the digital influencer. Experience and knowledge are factors that highlight the influencer, so it 

is intended to verify the opinion that consumers have about this aspect of it. 

Expertise 

Scale  Author Code 

I follow Influencers on social networks because they are experts.  

Ohanian (1990) 

EXP1 

I follow Influencers on social networks because they are 

experienced. 

EXP2 

I follow Influencers on social networks because they are qualified. EXP3 

I follow Influencers on social networks because they are talented. EXP4 

Table 7 - Expertise Items 
 

It is important to understand if the content that digital influencers publish makes sense for 

consumers and if they captivate them in a way that makes them choose a particular brand. 

Generated Content  

Scale  Author Code 

I feel that the content generated by the influencer that I consider 

reliable has an influence on the perceived utility that I build about a 

brand. 

 

Lopes (2016) 

GC1 

I feel that the content published by a trustful digital influencer has 

greater influence on recognizing needs and seeking information 

about a particular product or brand. 

GC2 

Table 8 - Generated Content Items 
 
 
Regarding the brand area: 

Social networks and digital influencers are means that enable consumers to know and discover 

the usefulness of certain brands, to fill their needs. In order to understand how social networks 

are an engine that facilitates consumers to find what they need, as well as digital influencers, 

questions that measure the level of agreement with the phrases below are asked. The aim is 

trying to understand how these mechanisms help or facilitate consumers in the decision-making 

process. 
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Perceived Utility – Value  

Scale  Author Code 

Social networks and the digital influencer were useful for me to find 

the product/ service/ brand of my interest more quickly. 

David Gefen; 

Elena 

Karahanna; 

Detmar W 

Straub (2003) 

PU1 

Social media and the digital influencer made it easier for me to look 

for products / services / brands of my interest and buy them. 

PU2 

Social networks and the digital influencer have increased my 

productivity when looking for and buying products. 

PU3 

Table 9 - Perceived Utility Items 
 

4.4. DATA ANALYSIS AND PROCEDURE 

The data collection was inserted and analyzed in the statistical software.  

It was used the SPSS to do the descriptive statistics analyses and, as an analysis method, a 

structural equation model (SEM) was used to estimate the cause-effect relationship between 

the opinion of digital influencers and the consumer loyalty in a brand. This statistical technique 

tests and estimate casual relationships through a combination of statistical data and qualitative 

causal assumptions. In addition, PLS is consider a method very appropriate to this type of study, 

complexes and with early stages of theoretical development. 

4.4.1. Pilot Study 

In February 2021, a pilot survey was conducted with 31 respondents, who were asked for 

feedback and suggestions regarding the questionnaire. All said that the questionnaire was 

understandable and only made observations regarding a lapse in the scale used. All comments 

were considered, and the comments corrected. The objective of this pilot test was to refine the 

questions and allows to decide which final items to analyze. Despite the pilgrim results, due to 

the sample size, it was decided to keep all items, even those without statistical significance to 

remain in the model. 

4.4.2. Main Study 

The data from the pilot study was not included in the main study, so another survey with the 

same structure was conducted to examine the hypotheses from the model. Data were collected 

from 535 respondents, but only the ones who have: 
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• Internet access  

 

 

 

 

 

 

 

 

 

Only 3 individuals surveyed do not have internet access, which corresponds to 1% of the sample. 

Thus, these three individuals were prevented from continuing the questionnaire and will not be 

counted for the study. The same goes for the 3 individuals who don't have any social networks. 

 

• A social media accounts 
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• Age between 18-40 years old 

 

Through the graph 3 above, it can be concluded that the sample is mainly composed of 

individuals aged between 18 and 24 years, followed by individuals between 25 and 30 years. 

Only 6 people are aged between 36 and 40, and the 16 respondents aged over 40 will be 

removed from this study. Thus, a total of 528 individuals correspond to the intended sample. 

• Follow, at least, one healthy digital influencer 
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Most respondents follow at least one Digital Influencer who promotes healthy living habits. 

However, 166 of the people surveyed do not follow any of this type of influencer, so they will be 

excluded from this study. From the total of valid respondents (509) these individuals are also 

removed, so that the total sample that meets all the requirements of this study is 343 

individuals. 

The improper responses, such as incomplete answers, were also removed from the sample to 

perform the cleaning the data process. In total, the sample was reduced to 290 respondents 

who answer successfully complete the questionnaire and are consider an adequate sample. 

When analyzing the valid sample, it seems that this is mostly composed of women (203), with 

men corresponding to only 30.7% of sample (89 individuals). Most of the sample has ages 

between 18-24 years old (51.7%) and 25-30 (42.1%). About 151 of the individuals in the sample 

are employed, 96 are students and only 6 are unemployed. Most individuals have a bachelor's 

degree, only 2 have basic education and another 2 have a PhD, 81 respondents have a master's 

degree and 52 have secondary education. A large part of the sample spends, on average, 

between 1 to 2 hours per day, 71 individuals responded that they spend 2 to 3 hours and only 

13 responded that it spends, on average, less than 30 minutes. Dearly, most of the sample 

considers Instagram the most appropriate social network for the presence of digital influencers. 

As for the frequency with which they post on social networks, the sample is quite balanced. Only 

35 of them publish daily and the majority posts monthly. It is also clear that the most used device 

to access social networks is the smartphone, with the tablet being the least used. 

These valid responses were used to analyze the model and access the reliability, validity, and 

appropriateness for hypotheses testing. 
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Table 10 - Valid Survey respondent profile (n= 290) 

Measure Item  N  Percentag

e (%)  

Measure Item N Percentag

e (%) 

Gender  Female  201 69.3 Follow Healthy DI Yes  290 100 

Male  89 30.7 No 0 0 

Age  18-24 150 51.7 Daily Social Network usage time  < 30 min 13 4.5 

25-30 122 42.1 30min - 1h 61 21 

31-35 15 5.2 1h - 2h 98 33.8 

36-40 3 1 2h - 3h 71 24.5 

   > 3h 47 16.2 

Education Basic education 2 0.7 Frequency of posts on Social 

Networks  

Daily 35 12.1 

Secondary 

Education or 

Professional 

Courses 

52 17.9 Weekly 84 29 

Higher Education - 

Bacheloor degree 

145 50 Monthly 88 30.3 

Higher Education - 

Master 

81 27.9 Other 83 28.6 

Higher Education - 

PhD 

2 0.7 Favorite device for Social 

Network usage 

Tablet  1 0.3 

Other 4 1.4 Computer 4 1.4 

Rather not answer 4 1.4 Smartphone  285 98.3 

Job Student 96 33.1    

Self-employed 31 10.7    

Employee 151 52.1    

Unemployed 6 2.1 Social Network consider more 

appropriate for DI  

Instagram  259 89.3 

Other 5 1.7 YouTube 28 9.7 

Rather not answer 1 0.3 Facebook 3 1 

Internet 

Access 

Yes  290 100 Social Network Account Instagram  283 97.6 

No 0 0 YouTube 223 76.9 

    Facebook 266 91.7 

   Twitter  101 34.8 
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5. RESULTS AND ANALYSIS  

Following the approach of Anderson and Gerbing (1988), it was conducted two-stage analytical 

procedures where it was firstly tested the measurement model to explore the validity and 

reliability of each construct, and successively, it was tested the structural model to examine the 

hypothesized relationships between the variables.  The next two sessions contain these two 

models applying with the SmartPLS v.3.3.3 software. 

5.1. MEASUREMENT MODEL ASSESSMENT 

The objective of measurement model is displaying the relationship between the constructs and 

the indicator variable. In this model allows the access to indicator and construct reliability, 

convergent validity, and discriminant validity. The factor loadings and other measurement 

properties for each construct are shown in Table 11. 

5.1.1. Reliability and validity 

Firstly, the measurement model evaluation was made accordingly to confirm the construct’s 

reliability and validity (Hair, 2006). Several solutions were run until a satisfactory solution was 

reached, whereby analyzing the values of the loadings, all scale items that were not within the 

desired standard values were removed, that is, all those that had values less than 0.60. So, with 

the satisfactory solution, loadings were analyzed and all indicator values within each construct 

exceeded the recommended level of 0.60 (Chin, 1998), resulting in confidence that all items 

helped in the estimation of each underlying construct, except for ILH2, but as ILH is a formative 

construct, it was decided to keep the indicator. Saying that, more than 50% of the variance of 

the indicator is explained by each construct, thus giving acceptable indicator reliability.  

The second step was appeal for two criteria to evaluate the quality of internal consistency, this 

is, construct’s reliability - composite reliability (CR) and Cronbach’s alpha (CA). For CR, greater 

values show higher reliability, and CA assumes comparable thresholds but generates lower 

values than composite reliability (Hair et al., 2019). However, both measures assume the 0.70 

value as threshold. As can be seen in Table 11, all constructs have more, or approximately, than 

0.70 for values of CR and CA, suggesting that all constructs had internal consistency (Wasko and 

Faraj, 2005; J. Henseler et al.,2009) 

Thirdly, convergent validity assessed through the average variance extracted (AVE) should be 

above 0.50, so it can be considered sufficient. Table 11 shows that all constructs are 

approximately above threshold value.  
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Table 11 - Factor loading, Cronbach alpha, composite reliabilities, and average variance (n = 
290) 

Constructs Loadings  CA CR AVE 

Involvement with Healthy Lifestyle 

through Social Media 

 -  - - 

IHL2 0.344    

IHL4 0.974    

Credibility  0.720 0.731 0.476 

CRE1 0.637    

CRE5 0.693    

CRE6 0.736    

Trust  0.859 0.858 0.669 

TR1 0.836    

TR2 0.761    

TR6 0.854    

Proximity  0.692 0.697 0.536 

PRO1 0.672    

PRO3 0.789    

Expertise  0.836 0.836 0.563 

EXP1 0.696    

EXP2 0.864    

EXP3 0.690    

EXP4 0.739    

Generated Content  - - - 

GC1 0.952    

GC2 0.899    

Perceived Value - Utility  0.853 0.853 0.660 

PU1 0.743    

PU2 0.791    

PU3 0.895    

Brand Loyalty  0.616 0.616 0.445 

BL1 0.675    

BL3 0.659    
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5.1.2. Discriminant Validity 

Lastly, discriminant validity should be evaluated by using some criteria. According to Fornell and 

Larcker (1981) criteria, discriminant validity is achieved if the square root of constructs’ AVE 

(shown along the diagonal in Table 13) is greater than the inter-correlations of other constructs. 

The results show that the AVE was greater than the squared correlation between most of each 

pair of constructs, thus providing evidence for discriminant validity (Table 12). However, there 

are high correlations between the constructs of Credibility and Proximity, Perceived Value - 

Utility and Trust, what was expected. Henseler et al. (2015) proposed the Heterotrait-Monotrait 

(HTMT) ratio to be other criteria that made possible analyze the discriminant validity. The 

threshold of this measure is a value of 0.90 (Hair et al., 2019; Henseler et al., 2015). Table 12 

shows the HTMT ratios, which are all less than 0.90, which means that the measures satisfy the 

discriminant validity of the constructs. 

In resume, the assessment of construct reliability, and convergent and indicator validity have 

satisfactory results, what indicates that the indicators can be used to run a conceptual model. 

 BL CRE EXP PRO PU TRU 

Brand Loyalty (BL)       

Credibility (CRE) 0.269      

Expertise (EXP) 0.060 0.593     

Proximity (PRO) 0.103 0.664 0.696    

Perceived Value – Utility (PU) 0.234 0.724 0.527 0.626   

Trust (TRU) 0.227 0.807 0.691 0.649 0.648  

Table 12 - HTMT values 
 

Table 13 - AVE and correlations 

 BL CRE EXP GC ILH PRO PU TRU 

Brand Loyalty (BL) 0.667        

Credibility (CRE) 0.286 0.673       

Expertise (EXP) 0.057 0.625 0.750      

Generated Content (GC) 0.065 0.644 0.583      

Involvement with Healthy Lifestyle 

through Social Media (ILH) 

0.667 0.263 0.176 0.157     

Proximity (PRO) 0.082 0.687 0.692 0.660 0.195 0.733   

Perceived Value – Utility (PU) 0.239 0.759 0.533 0.701 0.389 0.628 0.813  

Trust (TRU) 0.223 0.830 0.682 0.604 0.188 0.628 0.641 0.831 
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5.2. STRUCTURAL MODEL ASSESSMENT  

The Structural model displays the relationship between the constructs on the proposed model. 

The assessment of this model evaluates the coefficient of determination (R2) to measure the 

explanatory power of the model (Shmueli and Koppius, 2011), paths coefficients’ statistical 

significance and relevance, f2 effect sizes, cross-validated redundancy measure of Q2 and 

variance inflation factor (VIF) values to identify the existence of collinearity problems. The 

indicators’ VIF values were all found below 3, which indicate a lack of collinearity in the data 

(Hair et al., 2017). After assessing the VIF values, the sizes and significance of the path 

coefficients, which reflect the hypotheses, were examined. In this study, it was used a 

bootstrapping of 5000 resamples to calculate the path coefficients and their significances 

(Tenenhaus, Vinzi Chatelin, & Lauro, 2005). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                               

 
VIF 

BI1 1.247 

BI3 1.247 

CRE1 1.103 

CRE5 2.869 

CRE6 2.863 

EXP1 2.577 

EXP2 2.630 

EXP3 2.706 

EXP4 1.244 

GC1 2.079 

GC2 2.079 

IHL2 1.015 

IHL4 1.015 

PRO1 1.390 

PRO3 1.390 

PU1 2.027 

PU2 2.706 

PU3 2.019 

TR1 2.485 

TR2 2.605 

TR6 1.831 

Table 14 - VIF values 
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In the first place, the amount of variance explained by the independent variables on the various 

outcome variables was considered, as the coefficient of determination (R2) of the endogenous 

variables are the curtail criterion to assess the structural model.  The effect sizes are calculated 

to help evaluate the amount of exogenous variable that contributes to the R2 value of an 

endogenous variable, but unfortunately the values of f2 showed that exogenous variable does 

not have a big effect on the endogenous variable, the cut off value should be superior to 0.35 

(Cohen, 1988).  

Involvement with healthy lifestyle through social media explained 4.9% of the variance in 

proximity, the hypotheses of Proximity (β = 0.220, p < 0.01) is statistically significant which 

means that the relationship between the latent variables (ILH – PRO) is significant too. Perceived 

value – utility was predicted by credibility, trust, proximity, expertise, and generated content, 

and together, these variables explained 61.6% of the variance in Perceived Value – Utility. The 

hypotheses that are significant to explain perceived value – utility are credibility (β = 0.325, p < 

0.05) and generated content (β = 0.342, p < 0.01). However, the hypotheses that are non-

significant are trust (β = 0.119, p > 0.10), Proximity (β = 0.140, p > 0.10) and Expertise (β = -0.040, 

p > 0.10). These non-significant relations indicates that there is no effect between the 

dependent variable and the independent variables. Brand Loyalty is explained by only 5.7% of 

the variance in the conceptual model. Although the hypotheses of perceived value – utility (β = 

0.239, p < 0.05) is statistically significant. In summary, out of 7 hypotheses, 4 are supported and 

the remain 3 are not.  

By assessing the direct effects, the hypotheses were analyzed, and consequently, the relations 

of mediation were explored. So, the indirect effects were examined, and PU was found to be a 

partial mediator in the relationship between GC and BL (indirect effect of 0.080 at p < 0.05). 

 

Figure 10 - Structural model results 
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                                      Table 15 - Hypotheses conclusions 
 

Hypotheses Independent variables Dependent variables Findings Results 

H1 Involvement with Healthy 

Lifestyle through Social Media 

→ Proximity Positive and statistically significant (β = 0.220, p 

< 0.01) 

Supported  

H2 Credibility → Perceived Value – 
Utility 

Positive and statistically significant (β = 0.325, p 

< 0.05) 

Supported 

H3 Trust → Perceived Value – 
Utility 

Non-significant effect (β = 0.119, p > 0.10) Not 

Supported 

H4 Proximity → Perceived Value – 
Utility 

Non-significant effect (β = 0.140, p > 0.10) Not 

Supported 

H5 Expertise → Perceived Value – 
Utility 

Non-significant effect (β = -0.040, p > 0.10) Not 

Supported 

H6 Generated Content → Perceived Value – 
Utility 

Positive and statistically significant (β = 0.342, p 

< 0.01) 

Supported 

H7 Perceived Value – Utility → Brand Loyalty Positive and statistically significant (β = 0.239, p 

< 0.05) 

Supported 
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6. DISCUSSION  

The present study applied a theoretical framework for understanding if the customer loyalty to 

healthy brands increases with the perceived value they absorb from digital influencers. 

The research examines three main relations, this is, three theoretical implications. First, 

proximity was positively influenced by involvement with healthy lifestyle through social media, 

as it is in line with previous research (Xiang et al.2016).It can be seen that ILH has a strong 

positive effect on proximity, this is, the proximity that the individual feels with the digital 

influencer is influenced by his involvement with healthy lifestyle through social media, this result 

show that the more the person is involved with these theme, the closer they will feel to 

influencers who promote a healthy lifestyle, as they share the same interests. 

Second, perceived value – utility was positively influenced by credibility, trust, generated 

content, and proximity. Generated content was the strongest positive factor, followed by 

credibility, which show that the content published by digital influencer and the credibility that 

consumers place on influencers is significant for the perceived value – utility they have of brands 

and their products. These results shows that the posts of digital influencers are consider a good 

source of information for consumers, and the more credible these personalities are considered, 

the more consumers will trust their opinions regarding healthy products and brands.  In contrast, 

trust and proximity had no significant impact on perceived value – utility, this is, these two 

factors weren’t revealed to explain PU which is not consistent with previous studies. The effect 

of trust and proximity between digital influencer and consumer were not relevant to the 

perceived utility that consumers take of the posts of influencer. The study failed predicting the 

effect of expertise because, as it was referred at the results and analysis section, it had a negative 

influence and do not have a significant impact, so the expertise of the influencer is not relevant 

to determine the level of perceived value - utility of the consumers through the posts shared. 

Through the revised literature review, proximity and experience would be determining factors 

for the perceived value – utility. However, through this study it is possible to observe the 

irrelevance of these two constructs for the perceived value – utility, allowing the conclusion that 

for the consumer, the influencer's level of experience and the proximity he feels with him have 

no importance in his loyalty to healthy brands that digital influencers promote.   

Finally, results indicate that the effect of perceived value – utility was significant to explain brand 

loyalty, which is in concordance with earlier findings (Yang & Peterson, 2004). This result 

confirms the importance of the information that consumers catch on digital influencers posts 

on their loyalty to healthy brands.  

The practical implication of this article is the importance given to consumer loyalty gained 

through the spread work of healthy digital influencers and the confirmation that betting on 

these personalities as a marketing strategy it can lead to superior organizational performance. 

Regarding to the importance of involvement with healthy lifestyle through social media on 

proximity, consumers become more engage to the digital influencer the more they are familiar 

with theme. Those responsible for healthy brands should seriously consider betting on 
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influencers who can promote their products, as they are often representative of the feelings of 

consumers and the way they interact with the brand. 

Second practical implication that can be draw is related to the relevance that the influencer 

profile has on the perceived value- utility that the consumer builds about the brand. The content 

generated by the influencer is recognized as valuable information for consumers who want to 

evaluate healthy products that meet their needs and the credibility conveyed by digital 

influencers causes confidence in the products advertised by them. Marketers must take these 

factors into account, as digital influencers can promote their products through advertising that 

meets the interests of consumers and more easily address their target audience.  

Lastly, the perceived value- utility that consumers derive from influencers' posts facilitates 

consumer engagement by advertised brands, as consumers consider such credible and 

trustworthy personalities following their opinion. Brands must invest in this kind of innovative 

advertising that reaches more people quickly and more efficiently. The digital influencer impacts 

consumers' perceptions through their judgments and can even attract new customers, creating 

needs that these followers didn't have and, in this way, lead them to discover new brands. 
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7. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

The researcher faced few limitations that should be considered. First, the sample of this study 

was composed with Portuguese respondents and in the future, it could be more interesting 

reach a sample more universal and multicultural in order to generalize the results and validate 

the findings. 

The sample contains only people up to 40 years old, therefore, it is beneficial to conduct the 

same study with a wider age group, so that it can be more inclusive. It would also be interesting 

to study the relationship with consumer involvement with this topic and with digital influencers, 

considering their social status, that is, whether the level of education influences or encourages 

consumers to follow healthy influencers or if the higher the level of education, the greater the 

awareness of these individuals regarding these issues. 

Trust, proximity, and expertise ended up not being significant for the model, which is not in 

agreement with the previous studies analyzed. Thus, it is likely that there is some flaw in the 

construction of the model since each construct is well measured by its indicators. A 

reconstruction of the model should be proposed, changing the hypotheses, and verifying the 

impact of trust, proximity, and expertise directly in brand loyalty. 

Finally, it would be welcome further and minacious research to understand the involvement 

with the healthy theme through social media. 
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8. CONCLUSION 

The main contribution from this study was identify the strongest factors that influence the 

consumers loyalty to the healthy brands through digital influencers as intermediaries of 

marketing strategies. This study tries to focus on the theme of healthy lifestyle, which is a 

relatively recent trend in society. Based on a sample of 290 valid Portuguese respondents it was 

empirically proved that for the perceived value – utility the impactful factors were the credibility 

and generated content of the influencers, while trust, proximity and expertise were inhibitors.  

It can be confirmed the hypothesized relation between involvement with healthy lifestyle 

through social media, and proximity. These finding reveal that consumers follows digital 

influencers that expose ideas and opinions which they identify with and consider them as a good 

reference of information, so if the consumer are interest in healthy brands, he will search for 

influencer that promote that type of products.  

The proximity, trust and expertise doesn’t have impact in perceived value – utility. These results 

may be driven by the fact that these indicators are not directly related to what consumers 

perceive from influencers' posts, but rather to the impact of credibility that influencers will 

attribute to influencers to trust what they say about brands. 

Finally, it is concluded that this study also supports the idea that perceived value – utility 

increased consumers loyalty and is associated with positive perceptions of generated content 

and higher credibility.  
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10. APPENDIX  1. SURVEY  

 

Welcome!  

 

The following questionnaire was developed as part of the dissertation project for the master’s 

in marketing Research and CRM, from the University Nova de Lisboa. The goal is to understand 

the impact that Digital Influencers have on consumers' perception and loyalty to brands that 

promote a healthy lifestyle. The social networks considered for this study will only be 

Facebook, Instagram, Twitter and Youtube. 

 

Participation is confidential, contributing only for academic purposes. It is important that you 

answer with sincerity, since there are no right or wrong answers. The questionnaire is simple 

and dynamic and will take no more than 6 minutes to complete. 

 

Thank you for your participation and collaboration! 
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1. Do you have internet access? 

• Yes  

• No  

2.. Select the social networks you have an account with? 

• Instagram  

• Facebook  

• Twitter  

• YouTube  

• None 

3. Your age is between: 

• 18-24  

• 25-30  

• 31-35  

• 36-40  

• > 40 
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It is defined as a Healthy Lifestyle to assume responsibilities that influence individual 
health both in the physical and mental areas, as well as in the social and spiritual areas. 
This lifestyle involves two main pillars: food and exercise. 
 
4. The theme of this study is based on the search and visibility regarding the theme 
"Healthy Lifestyle". With this in mind, please indicate, on a scale of 1 (strongly 
disagree) to 7 (strongly agree), your level of agreement with the following phrases: 
 

 1 

Strongly 

Disagree 

2 

Disagree 

3 

Partially 

Disagree 

4 

Neither Disagree 

nor Agree 

5 

Partially 

Agree 

6 

Agree 

7 

Strongly 

Agree 

Healthy lifestyle is an 

important theme, that 

interests me. 

       

I I believe that sport is an 

important practice. 

       

I like to opt for healthy 

eating. 

       

I like to search for 

information about 

healthy lifestyle on social 

networks. 

 

       

 
5. Do you follow any digital influencer that promote a healthy lifestyle? 

• Yes  

• No  
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In these days it is common to search about new brands on the internet or social 
networks before choosing to buy their product or service, ending up building own 
opinions influenced by feedback of others about the brand. 
 
6. Considering your purchase intention after seeing the promotion of products, 
services or brands, through digital influencers, indicate, on a scale of 1 (strongly 
disagree) to 7 (strongly agree), to what extent do you agree with the following 
statements: 
 

 1 

Strongly 

Disagree 

2 

Disagree 

3 

Partially 

Disagree 

4 

Neither 

Disagree 

nor Agree 

5 

Partially 

Agree 

6 

Agree 

7 

Strongly 

Agree 

I intend to 

continue using 

healthy brands in 

the future. 

       

As long as 

influencers 

continues to 

promote healthy 

products / 

services, I doubt 

that I will switch 

to other brands. 

       

I will choose a 

healthy brand 

next time I need a 

good or service. 
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The digital influencer is the individual who exercises interpersonal influence through 
digital ways, that is, they are people who tend to influence others through the content 
they generate on social networks. They are considered the new independent advisors 
who influence consumer attitudes. They can be actors, athletes, singers or bloggers / 
youtubers. Through their opinions and activities, they end up reaching a massive 
audience that follows and shares their publications. So, they are engines for promoting 
brands, products, and services. 
 

7. The following statements refer to the digital influencers you follow and who 
promote a healthy lifestyle.  On a scale of 1 (strongly disagree) to 7 (strongly agree), 
indicate your level of agreement with the following statements: 
 

 1 

Strongly 

Disagree 

2 

Disagree 

3 

Partially 

Disagree 

4 

Neither 

Disagree 

nor 

Agree 

5 

Partially 

Agree 

6 

Agree 

7 

Strongly 

Agree 

The information 

transmitted by 

the influencer is 

accurate 

       

I believe in the 

truth of the 

influencer's 

recommendations 

       

I trust the 

influencer's 

opinions 

       

I see influencers 

as biased entities 

       

The more credible 

I consider the 

influencer, the 

more likely he is 

to draw my 

attention to a 

brand 
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The more credible 

I consider the 

influencer, the 

more likely he is 

to influence my 

purchase 

intention 

       

I follow 

Influencers on 

social networks 

because they are 

reliable. 

       

I follow 

Influencers on 

social networks 

because they are 

loyal. 

       

I follow 

influencers on 

social networks 

because they are 

honest. 

       

I follow 

Influencers on 

social networks 

because they are 

sincere. 

       

I follow 

Influencers on 

social networks 

because they are 

trustworthy. 

       

I believe in what 

digital influencers 

say on social 

media. 

       

My closeness to 

digital influence 
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has a lot to do 

with the person I 

would like to be. 

I feel that degree 

of closeness that I 

have with digital 

influencers is 

related to the 

degree of 

credibility  that I 

attribute to them. 

       

The brands that 

influencer 

represent are 

associated with 

my perception of 

myself as a 

person. 

       

I follow 

Influencers on 

social networks 

because they are 

experts. 

       

I follow 

Influencers on 

social networks 

because they are 

experienced. 

       

I follow 

Influencers on 

social networks 

because they are 

qualified. 

       

I follow 

Influencers on 

social networks 

because they are 

talented. 
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I feel that the 

content 

generated by the 

digital influencer I 

trust influences 

the perceived 

usefulness that I 

build about a 

brand.  

       

I feel that the 

content published 

by a trusted 

digital influencer 

has a great 

influence on my 

recognition of 

needs and search 

for information 

about a given 

brand or product. 
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Perceived utility is a concept related to the personal assessment that an individual makes of 

the effort necessary to perform some activity, when using a new social network. In this case, 

the usefulness of the information transmitted by Digital Influencer. 

8. The following statements continue to refer to the digital influencers you follow and 

who promote a healthy lifestyle. On a scale of 1 (Strongly Disagree) to 7 (Strongly 

Agree), indicate your level of agreement with the following statements: 

 1 

Strongly 

Disagree 

2 

Disagree 

3 

Partially 

Disagree 

4 

Neither 

Disagree 

nor 

Agree 

5 

Partially 

Agree 

6 

Agree 

7 

Strongly 

Agree 

Social 

networks 

and the 

digital 

influencer 

were useful 

for me to 

find the 

product/ 

service/ 

brand of 

my interest 

more 

quickly. 

       

Digital 

influencers 

have made 

it easier for 

me to find 

healthy 

brand/ 

products/ 

services. 

       

Digital 

influencer 

has 

increased 

my 
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productivity 

when 

looking for 

and buying 

products/ 

services 

from 

healthy 

brands 
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9. Indicate your gender: 

• Female  

• Male  

• Other  

• Rather not answer 

 

10. Select your occupation: 

• Student  

• Self-employed Employee  

• Unemployed   

• Other  

• Rather not answer 

11. Indicate your level of education: 

• Basic education   

• Secondary Education or Professional Courses  

• Higher Education - Bacheloor degree   

• Higher Education - Master  

• Higher Education - PhD Other  

• Rather not answer 

12.Do you consider yourself an active user on social networks? 

• Yes  

• No 

13. On average, how much time do you spend per day on social media? 

• < 30 min   

• 30min - 1h  

• 1h - 2h  

• 2h - 3h  

• > 3h 

14. How often do you post on social media? 

• Daily  

• Weekly  

• Monthly  

• Other 
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15. Indicate the device (phone, computer, tablet) that you use most often to access social 

networks: 

• Smartphone  

• Computer  

• Tablet 

16. Which social network do you use most often? 

• Instagram  

• Youtube  

• FaceBook  

• Twitter 

17. Which social network (s) do you consider most appropriate for the presence of digital 

influencers? 

• Instagram  

• Youtube  

• FaceBook  

• Twitter 
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