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INVESTING IN INFLUENCE is 

the work  of  Renee Clare -

Kovacs  over  the course  of  her 

2  year  study of  Digita l  Content 

Strategy at  the Univers i t y  of 

K ansas. 

Renee strongly  bel ieves  that 

whi le  the publ ic  must  ser i -

ously  consider  who they put 

their  t rust  in ,  no one should 

take themselves  too ser iously.

Author :  Renee Clare -Kovacs 

Publ ished for  JOUR 869 at 

the Univers i t y  of  K ansas. 

For  the purpose of  this 

work ,  the fol lowing def ini -

t ions  wi l l  be  used:

Brand:  common name 

associated with company 

produc t ,  ser v ice,  or  idea 

( i .e . ,  K leenex fac ia l  t i ssues, 

Spanx shapewear,  Je l l - O 

desser t )

Celebr i t y :  person com-

monly  recognized for 

of f l ine  ac t iv i t y  such 

as  ac t ing,  athlet ics ,  or 

cook ing

Company :  parent  orga-

nizat ion of  a  Brand ( i .e . , 

Proc ter  and G amble, 

Coca- Cola)
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THINK 
ABOUT 

IT
Would you rather buy a 

product because someone 

l ike you used i t  and 

enjoyed it ,  or because 

someone famous posted an 

image and two sentence 

captions on their  Instagram 

post about i t? 

(Cal lahan,  2017)

T H E  B U C K  S TO P S 
H E R E :  
I nf luencer  market ing 
and celebr i t y  endorse -
ments  are  t wo ver y 
di f ferent  market ing 
avenues and should be 
t reated as  such.  
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Tradit ional  market ing used an impl ied correlat ion bet ween a  produc  t  and an endorser,  
t  ypical ly  a  celebr i t  y,  to  promote sa les .

The advent  of  the internet  t ransformed the way   

market ing was  done .  Consumers  with access  to  

information demand transparency about  produc  ts ,  
the Brands and Companies  who produce and 
distr ibute them,  and the endorsers  of  the products .
Consumers  began to  research each of  these areas  when consider ing a  pur-
chase in  a  new market ing moment that  Google  named the Zero Moment  of  
Truth,  ZMOT.  

Evolv ing tradit ional  market ing processes ,  companies  partnered with 
celebr i t ies  who had created an onl ine presence to  help inf luence purchase 
decis ions .  The avai labi l i ty  of  information,  as  wel l  as  the opportunity  for  
unvetted onl ine content  to  be widely  publ ished,  has  increased ins ight  into 
companies ,  the products  they manufacture ,  and the people  who endorse 
those products .  Whereas  the t iming of  t radit ional  publ icat ion of fered 
opportunit  y for  publ ic  re lat ions  to  mit igate  scandal ,  the “a lways  on”  t ime of  
the internet  has  created an environment  of  scrut iny  for  information that  i s  
of  ten rushed,  leaving no t ime to  consider  the qual i ty  of  the source .  

Summary
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Despite  the potent ia l  for  b iased or  incorrec  t  information to  be broadcast  by  
anyone ,  without  regard to  personal  qual i f icat ion or  s i tuat ional  impact ,  internet  
users  are  inf luenced by this  information.  Marketers  want  to  work  with 
celebr i t ies  to  be associated with the posit ive  percept ions  about  the  ce lebr i ty  
endorser .  The ease of  onl ine publ icat ion and the race to  be the f i rst  to  publ ish  
can sacr i f ic ing the qual i ty  of  shared information.  This  rush and sacr i f ice 
increases  the r isk  of  a  company posit ion ing  themselves  as  a wil l ing contr ibutor  
of  a  Celebr i ty  ’s  bad behavior, real or implied, as reported via online channels.  
Conversely ,  access  to  information can work  against  an endorser  who contracts  
to  promote a  Brand or  Company whose operat ional  processes  are  shown to go 
against  the ethics  of  the Celebr i ty .  

As  the reach of  Celebr i t ies  has  grown in  the age of  the internet ,  so  has  their  
earning potent ia l .  One socia l  media  post  by  a  Celebr i t  y can cost  a  Brand 
$500,000 with quest ionable  correlat ion to  the Brand’s  demographic .  A  new 
generat ion of  endorsers  has  emerged onl ine.  Known as  I  nf luencers ,  these 
lesser-known personal i t ies  are  “ internet  famous”  for  their  subjec  t  matter  exper 
t ise .  They create  content  that  i s  va lued by their  fo l lowers  who,  though they are  
fewer  in  number,  are  more loyal  than Celebr i t  y fans .  Marketers  are  working 
with these I  nf luencers  to  target  their  des i red demographics  and reap the 
benef i ts  of  I  nf luencer  ’s  loyal  audiences  at  a  s igni f icant ly  reduced cost .

Current  research into inf luencer  market ing is  heavi ly  weighted towards  celeb  -
r i ty  endorsement .  This  work  includes  a  study comparing the t rust  g iven to  
Celebr i t  y and I  nf luencers ,  the impac  t  of  a l legat ions  against  the endorser,  and 
consequences  of  exonerat ion on the endorser  and purchase intent .  This  work  
of fers  ins ight  into bui lding and monitor ing inf luencer  market ing campaigns 
to  help marketers  who have chosen a  produc  t  or  Brand endorsement  for  their  
organizat ion.  By  choosing the r ight  type of  endorsement  and measur ing the 
results ,  Brands and Companies  can maximize their  investment  in  endorsers .   

Summary
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THE 
HISTORY 

OF 
MARKETING

Use of celebrity endorsement 
has long been a popular 

advert is ing practice not only in 
the USA but also around the 

world.  25% of TV commercials 
feature one or more celebrity 

endorsers .  
( N a m - H y u n  U m .  “ A n t e c e d e n t s  a n d  

C o n s e q u e n c e s  o f  C o n s u m e r s ’  A t t r i b u t i o n 
S t y l e :  M e a s u r i n g  t h e  i m p a c t  o f  N e g a t i v e  

C e l e b r i t y  I n f o r m a t i o n , "  2 0 1 3 )

The advent  of  the inter-
net  has  brought  about  a 
great  deal  of  change.  For 
Companies,  market ing has 
been,  and cont inues  to  be, 
s igni f icant ly  impac ted by 
these changes. 
The r ise  of  movies  in  the 
ear ly  20th centur y  created 
a  golden age.  Ac tors 
and ac tresses  work ing in 
Hol ly wood became celeb -
r i t ies,  l iv ing glamour-
ous  l ives  that  made their 
fans  want  to  be l ike  them. 
I n  her  2013 work ,  Um 
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expla ined that  a  “socia l 
re lat ionship occurs  when 
an indiv idual  devel-
ops,  through the media , 
a  sense of  int imac y and 
ident i f icat ion with a 
celebr i t y.  Th[ is ]  paraso -
c ia l  re lat ionship may be 
charac ter ized by var y ing 
degrees  of  ident i f icat ion 
with a  celebr i t y  or  media 
personal i t y ”.  Brands cap -
i ta l ized on this  paraso -
c ia l  re lat ionship,  paying 
celebr i t ies  to  publ ic ly 
endorse their  produc ts  to 

encourage produc t  sa les 
to  fu l f i l l  the fan’s  des i re 
to  be l ike  a  favor i te  radio 
or  movie  star  by  us ing the 
produc ts  the stars  use. 
Adver t is ing had a lways 
been an avenue for  se l l ing 
produc ts,  but  Hol ly wood 
made creat ing a  market , 
or  market ing,  a  lucrat ive 
investment.
Companies  marketed 
in  pr int  magazines,  on 
te levis ion shows and 
movies,  and on the radio. 
M arket ing reached a 

heyday in  the mid-20th 
centur y  with creat ive  mar-
keters  becoming near-
celebr i t ies  themselves  by 
creat ing iconic  adver t ise -
ments.  The dist inc t  mar-
ket ing channels  and the 
increased competit ion for 
both more creat ive  ads 
and budgets  that  would 
a l low Companies  to  pay 
the higher  costs  of  celeb -
r i t y  endorsement  made 
market ing more di f f icult 
through the end of  the 
centur y. 

Why you can’t  just  keep doing what you’ve been doing.
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Remember the old phrase, 
“Look for it in your grocer’s 
freezer case”? 
That’s the moment we’re talking about—
when you’re standing there, looking at all 
that frozen pizza and deciding which to 
buy. Procter &

Gamble
cal led that
moment the
First  Moment
of Truth,  or
FMOT.
The best  brands consistent ly  win t wo
moments  of  t ruth.  The f i rst  moment
occurs  at  the store  shel f,  when a  con-
sumer  decides  whether  to  buy one
brand or  another.  The second occurs  at
home,  when she uses  the brand—and is
del ighted or  i sn’t .
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Remember the old phrase, 
“Look for it in your grocer’s 
freezer case”? 
That’s the moment we’re talking about—
when you’re standing there, looking at all 
that frozen pizza and deciding which to 
buy. Procter & 

Gamble 
cal led that 
moment the 
First  Moment 
of Truth,  or 
FMOT.
The best  brands consistent ly  win t wo 
moments  of  t ruth.  The f i rst  moment 
occurs  at  the store  shel f,  when a  con-
sumer  decides  whether  to  buy one 
brand or  another.  The second occurs  at 
home,  when she uses  the brand—and is 
del ighted or  i sn’t .

 (Lecinski ,  2011)

The advent of the  

internet in the early 

21st  century gave  

marketers a new 

channel for advert is ing.  
The internet evolved quick ly, bringing the traditional 
marketing channels into one location— online —for 

developing  parasocial relationships. Print magazines 
are now blogs. Television shows and movies are now 
seen on the amateur video channel, YouTube, or 
streaming online channels such as Netflix and Hulu. R 

adio programming has moved into the digital world 
with online radio stations for music and podcasts which 
harken back to the early days of radio where face -less 
programs were ac ted out for at-home audiences. The 
face-to-face conversations now take place behind the 
keyboards that drive social media.

Celebrit y endorsement plays on the parasocial 
relationships discussed in Um’s work. Parasocial trust 
was given to  Hollywood celebrities in their heyday. This 
implied trust has been the subjec t of academic research, 
however academic literature on the subject of
influencer trust is only now coming into scope. The 
most recent articles come from industry reports based 
on limited, and often biased, research.  Peer-reviewed 
literature about influencer endorsement is being 
written, but requires time for developing methodology 
and conducting research. 
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"Whether  we're  shopping for  corn f lakes ,  

concer  t  t ickets  or  a  honeymoon in  Par is ,  

the I  nternet  has  changed how we decide 

what  to  buy.  At  Google,  we cal l  th is  onl ine 

decis ion-mak ing moment the Zero Moment  

of  Truth,  or  s imply,  ZMOT.  The ZMOT refers  

to  the moment  in  the buying process  when 

the consumer researches  a  produc  t  pr ior  to  

purchase.  Engagement  with the customer  

today isn’t  just  pour ing a  message down 

on their  head and hoping they get  wet .  I  t  

real ly  i s  understanding that  you must  be 

present  in  a  conversat ion when they want  

to  have i t ,  not  when you want  to ." 

(Lecinsk  i ,  2011)

Purchase decis ions are now in the
hands of the consumer.  The change
is so profound that onl ine search 
t i tan,  Google,  has developed a 
concept they cal l  the
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Purchase decis ions are now in the 
hands of the consumer.  The change 
is  so profound that onl ine search 
t i tan,  Google,  has developed a
concept they cal l  the

and continue to 
educate marketers 
on how to win this 
moment.



On the way up to  my room I 

saw a  lobby poster :  “See the 

Max Weinberg Band in  the 

bal l room tonight  at  8  pm.”

The st imulus  is  the poster—

“see M ax Weinberg!”—and 

my response is  obviously  to 

go down to the bal l room at 

e ight ,  buy a  t icket  and see 

the show.

But  I  d idn’t  do that .

I nstead I  went  up to  my 

room,  opened my laptop and 

star ted searching.  Because 

I  wanted to  k now,  “ What 

k ind of  music  i s  he playing? 

What ’s  h is  band l ike?  How 

much does  i t  cost?  What ’s 

the bal l room l ike?”” And 

when I  was  done,  then I 

made my decis ion.

How
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Works

Because that  l i t t le  moment  is 

the moment  that ’s  changing 

the market ing rulebook .  I t ’s  a 

new decis ion-mak ing moment 

that  takes  place a  hundred 

mi l l ion t imes a  day on mobi le 

phones,  laptops and wired 

devices  of  a l l  k inds.  I t ’s  a 

moment  where  

market ing happens,  where 

information happens,  and 

where consumers  make 

choices  that  af fec t  the success 

and fa i lure  of  near ly  ever y 

brand in  the wor ld. 

by J im Lecinsk i ,  Associate  Professor  of 
M arket ing at  Nor thwestern Univers i t y. 
Worked 12 years  at  Google  as  Vice 
Pres ident ,  US Sales  & S er vice
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AS GOOGLE HAS PROVEN, THE INTERNET 
HAS CHANGED MARKETING. “WHAT WAS 

ONCE A MESSAGE IS NOW A CONVERSATION. 
SHOPPERS TODAY FIND AND SHARE THEIR 

OWN INFORMATION ABOUT PRODUCTS, 
IN THEIR OWN WAY, ON THEIR OWN TIME” 

(LECINSKI ,  2011) .  AS THE INTERNET BECAME 
INCREASINGLY POPULAR, MARKETERS RACED 

TO FIND PEOPLE WHO COULD CREATE 
WEBSITES THAT WOULD PROMOTE THEIR 

PRODUCTS. BLOGGERS EMERGED, WRITING 
ABOUT THEIR PERSONAL EXPERIENCES.  ONLINE 

READERS FROM AROUND THE WORLD READ 
THE POSTS ON THEIR OWN TIME. MARKETERS 
FOUND WAYS TO USE BLOGGERS AS PRODUCT 

ENDORSERS,  PAYING THEM TO TALK ABOUT 
THEIR PRODUCTS IN THEIR BLOGS TO 

INFLUENCE THE PURCHASE DECISIONS OF 
BLOG READERS.  BRANDS ALSO CONNECTED 

TO CELEBRITIES WHO WERE USING BLOGS AS 
A WAY TO COMMUNICATE WITH THEIR FANS 

ONLINE, PAYING THEM TO ENDORSE PRODUCTS 
IN A FAMILIAR WAY THAT HARKENED BACK TO 
TRADITIONAL MARKETING. THIS NEW ONLINE 
INFLUENCE WAS THE START OF INFLUENCERS.
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The shift  in messaging from brands to “regular people” took 

control  of  the conversat ion away from companies.  Social  

media great ly increased the abi l i ty for word-of-mouth 

advert is ing on channels that marketers do not control .  In 

order to gain back ground, marketers needed to f ind a way to 

be in the ZMOT--to become part of the conversation when people 

are looking for product recommendations from people they trust. 
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Blogging and websites were seen by most as t ime-intensive tasks ,  maintaining copy and images,  uploading content to
the web. The general  public was not interested or able to part ic ipate in this new online arena .  Social  media ,  however,
changed this . 

The most notable entry for the public to join in the online conversat ion happened in 2004 when Mark Zuckerberg star ted
Facebook,  an online platform that allowed users to “microblog”,  post ing about their  own exper iences and connecting
with f r iends on a user-f r iendly inter face.  Online sites for microblogging in a var iety of forms grew exponentially.  These sites
of fered photo and v ideo shar ing instead of or alongside microblogs.  People began to use social  media to do the research
needed to inform their  purchases.  This new conversat ion put product inf luence in the hands of f r iends and family,  shif t ing
control  of  the message away f rom Brands and celebr it ies .
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of fered photo and v ideo shar ing instead of or alongside microblogs.  People began to use social  media to do the research 
needed to inform their  purchases.  This new conversat ion put product inf luence in the hands of f r iends and family,  shif t ing 
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This opened the door for Inf luencers , 

“ Individuals who are not famous by tra-

dit ional  standards but who have gained 

signif icant clout on social  media within 

a part icular market”  (Ewan, 2017) .  The 

shift  in messaging from Brands to “ regular 

people” took control  of  the conversat ion 

away from Companies.  In order to gain 

back ground, marketers needed to f ind a 

way to be in the ZMOT.
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“A shi f t  s tar ted to  emerge in  2015,  when…I nf luencers  on 

Twitter  had a lmost  caught  Fr iends and Family  49% to 56% 

in  terms of  re l iable  recommendat ion sources.” 

Thorpe,  2017
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Spanx was not  able  to  invest  in  market ing in  the ear ly  years 
and does  not  see the value in  t radit ional  market ing,  they 
have not  planned market ing campaigns us ing pr int ,  over-
a i r  media ,  or  b i l lboards.  B lakely  made a  strategic  decis ion in 
the lean ear ly  years  of  Spanx,  “B lakely  is ,  in  her  own words, 
‘ the DNA’ of  the company ” (O ’Connor,  2012) .  Spanx a lso re l ies 
on i ts  pack aging for  d i f ferent iat ion and recognit ion.  “ [ T ]he 
brand’s  cherr y-red,  car toon-adorned pack aging was crucia l 
in  sett ing the brand apar t  f rom i ts  competitors…Blakely  cut 
out  eyes,  noses  and ears  f rom magazines,  f igur ing out  how 

Spanx by Sarah Blakely  star ted as  an at-home 
cottage industr y  business  and has  grown to 
become synonymous with a l l  shapewear  i tems, 
even i f  they are  not  the Spanx Brand.  This  market 
recognit ion gives  Spanx the money needed to 
market  across  any onl ine channel  they choose.

Company Brands are using onl ine 

channels to create and shape 

conversat ion in the ZMOT, at  as many 

given touchpoints as possible. 

she’d l ike  her  car toon a l ter  ego to  look .  Today,  b londe,  pony-
ta i led Sunny is  st i l l  the brand’s  ‘mascot ’” (O ’Connor,  2012) . 
The voice  of  the brand is  a lso  a  market ing tool ;  “ ’ I  l i tera l ly 
was  wr i t ing things  on the pack aging I ’d  te l l  a  gi r l f r iend,” she 
[B lakely]  sa id.  ‘ I t  wasn’t  saying,  ‘ i t ’s  the sheerest  of  the sheer-
est  most  sheer  e legance.’ Just ,  ‘ i t  makes  your  butt  look better ’” 
(O ’Connor,  2012) . 

I n  July  2014 Jan S inger  jo ined Spanx as  i ts  Chief  Execut ive 
O ff icer  and immediately  changed management.  “ The eye on 
the consumer was  real ly  miss ing…Spanx needed to  get  back 
into deeply  understanding the consumer and their  produc t 
concerns” (Moin,  2015) .   S inger  hi red The K ramer  Design 
Group to  rebrand Spanx. 
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S PA N X  C U R R E N T LY  P R O M OT E S  I T S E L F  O N  I N S TAG R A M , 
FAC E B O O K ,  A N D  T W I T T E R  W I T H  A  F R E S H  V O I C E ,  U S E  O F  T H E 
S I G N AT U R E  C H E R R Y - R E D  CO LO R ,  A N D  T H E  M A S COT  S U N N Y. 
T H E S E  S A M E  CO R E  B R A N D  CO M P O N E N T S  A R E  A L S O  U S E D  I N 
T H E  R E TA I L  S TO R E S
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and mult i -brand 
reta i lers  se l l ing 

through the s i te  saw a 
250% increase in  sa les  due 
to  sponsored content  fea-
tur ing var ious  inf luencers.

Leveraging socia l  media 
inf luencers  for  market ing 

purposes  a lso  seems to 
have tangible  bottom-l ine 

benef i ts…

Brands can re -syndicate 
the inf luencer ’s  content 
on owned channels  they 
wi l l  post  across  mult iple 
socia l  channels  and over 

t ime versus  one or  t wo 
posts  f rom a  celebr i t y. 

(Cal lahan,  2017) .

ShopSt yle  repor ted seeing 
a  65% increase in  t raf f ic

Spanx shares celebrity Jesse-Tyler 
Ferguson’s photo of himself wearing

Spanx to prepare for the Emmy awards

Video from the Spanx website posted 

to social media channels. This kind of 

cross-promotion increases asset value 

Actress Molly Shannon flashes her

Spanx on the red carpet--and posts to 

Tiwtter

Ewan, 2017

Blakely akes a rare photo with a fan

at the opening of a Spanx retail loca-

tion; posted to Instagram.
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S PA N X  U S E S  G R A P H I C S  F R O M 

C U R R E N T LY  P R O M OT E D  P R O D U C T 

L I N E S  A L LO W I N G  T H E M  TO 

M U LT I P U R P O S E  CO N T E N T  A S S E T S 

AC R O S S  T H E  B R A N D ’S  W E B S I T E 

A N D  S O C I A L  M E D I A  C H A N N E L S  TO 

M A I N TA I N  A  U N I F I E D  S T Y L E  A N D 

C R E AT E  A  CO H E S I V E  M E S S AG E. 
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O N L I N E  C  A R  B U Y I N G  S I T E ,  
P R E S T I O,  I S  A  S T A R T U P  B U S I N E S S .  
L I K E  S P A N X  I N  I T S  E A R L Y  D A Y S ,  
P R E S T I O  H A S  A  L I M I T E D  B U D G E T .  
W H I L E  P R E S T I O  D O E S  N O T  H AV E  
T H E  B U D G E  T  T O  C R E AT E  A N D  
P R O M O T E  T H E I R  O W N  M A R K E 
T I N G  A S S E  T S ,  W I T H  A  L I M I T E D  
B U D G E  T,  T H E  C O M PA N Y  I S  A B L E  
T O  L E V E R A G E  "F E A R  OF  MI S S I N G  
O U T "  (F O M O )  TH A T  DI G I T A L  
N A T I V E S  HA V E .  FO M O  CA N  BE  
U S E D  TO  E L I C I T  U S E R  G E N E R AT E D  
C O N T E N T  ( U G C ) .  T H I S  
C O N S U M E R - C R E A T E D  C O N T E N T ,  
S H A R E D  W I T H  T H E  U S E R ' S  
F R I E N D S ,  B U I L D S  T R U S T .  UC G  
B U I L D S  TH E  PA R A S O C I A L  
C R E D I B I L I T Y  WH E N  SH A R E D  WI T H  
F R I E N D S  (W I T H O U T  TH E  CO S T  OF  
A  CE L E B R I T Y  EN D O R S E M E N T )

Prest io  founder,  Glen Dak an,  says  that  Prest io’s  onl ine car  buying exper ience is  about  saving 
t ime.  Based on the concept  of  saving t ime,  this  company launch campaign is  t i t led “ I t ’s  M y 
Time”. 

Persona

The target  demographic  as  represented in  the buyer 
persona includes  col lege students  who are  graduat ing. 
This  l i fe  t ransi t ion is  a  t ime when graduates  consider 
replacing the vehic le  they ’ve been dr iv ing,  poss ibly  for 
a  long t ime,  us ing gi f t  money with earned money to 
purchase a  new vehic le,  or  receive a  new vehic le  as  a 
graduat ion gi f t . 

This  demographic  is  d igita l ly  nat ive,  meaning they have 
a lways  had access  to  the internet .  They communicate 
us ing socia l  media  giv ing them a high potent ia l  to  be 
inf luenced as  wel l  as  to  inf luence.

Based on this  des i re  to  gain 
internet  notor iet y,  Prest io’s 
launch campaign ut i l izes  socia l 
media  market ing on popular 
socia l  media  s i tes.  Par t ic ipat ion 
is  based on socia l  media  posts 
and shar ing.  The user  generated 
messages  can be used by Prest io 
for  future  market ing campaigns 
with proper  permiss ions  granted.
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#NAIAS K ickoff 
Januar y  13-28

“THE 
EXISTING 
[CAR 
BUYING] 
EXPERIENCE 
COSTS REAL 
TIME AND 
MONEY TO 
CONSUMERS.”
Glen Dakan  

One Million Cups presentation  

September 13, 2017

FACEBOOK 
TARGETED 
PROMOTED 
POST FOR 2 
WEEKS  
$20-$1,000 
BUDGET AND 
ESTIMATED 

#ITSMYTIME

UP IS 
OPINION 
MESSAGE 
MANNERS 
 correct hearing 

husband my. 

dashwoods strangers 

who you.
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#NAIAS K ickoffJanuar y  13-18
I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 828

Nor th Amer ican I nternat ional  Auto Show

Detroit ,  M ichigan

Usual  reveal  s i te  for  major  automotive manufac tur-
er ’s  reveals  and displays

Launch #I tsM yTime campaign with Snapchat  geo -
f i l ter  at  NAIAS

Geofence Cobo Arena

Fi l ter  wi l l  inc lude # I tsM yTime in  design

Snapstor y  # I tsM yTime

Januar y  14-21—first  week of  NAIAS/busiest  week 
of  NAIAS

Can consider  a  second week depending on 
per formance

Encourages  socia l  shar ing maximiz ing on the 
excitement  of  NAIAS

Winner’s car will be delivered to campus during commencement
Prestio team will Facebook live the winner leaving commencement/

receiving car
Geofence #ItsMyTime filter will be turned on at playing of the school’s
alma mater allowing students to know that their campus/peer won the

contest

GRADUATION!
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Winners  chosen based 50% on 
socia l  media  per formance

Socia l  shares
#I tsM yTime use attr ibuted to 

semi- f inal ist
O ther  50% chosen at  d iscre -

t ion of  Prest io
3 f inal ists  announced M ay 1

Winner’s car will be delivered to campus during commencement
Prestio team will Facebook live the winner leaving commencement/

receiving car
Geofence #ItsMyTime filter will be turned on at playing of the school’s 
alma mater allowing students to know that their campus/peer won the 

contest

GRADUATION!

SPRING BREAK!



Onl ine,  word- of  mouth has 
become a  t wo -s ided oppor-
tunit y ;  potent ia l  consumers 
are  inf luenced by the recom-
mendat ions  and stor ies  not 
only  of  Brands and produc ts, 
but  the Celebr i t ies  endors-
ing them.  “ The basic  idea 
is  that  a  brand is  a  s ignal 
of  qual i t y  because branded 
produc ts  that  fa lse ly  c la im 
high qual i t y  stand to  lose 
investments  in  reputat ion 
and future  prof i ts ,  a  branded 
produc t ’s  c la im about  unob -
ser vable  qual i t y  wi l l  l ike ly  be 
t rue” (E lberse  and Velerun, 

2012) .  Trust  i s  a  commod-
it y  that  i s  ass igned to  a l l 
produc ts,  inc luding the 
Brands and endorsers  them-
selves.  Tradit ional  market-
ing used an impl ied con-
nec t ion bet ween Brand and 
celebr i t y  to  give value to 
an endorsement.  With con-
sumers  researching pur-
chases,  inc luding Brand 
and Celebr i t y  as  much of 
the pack age as  the produc t 
i tse l f,  any credibi l i t y  given 
to  one par t  can be attr ib -
uted to  the whole  pack age. 
“Prac t i t ioners  wi l l  want  to IN
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Online inf luencer Zoel la .  loves her beauty products and 

talks about them on her YouTube channel .
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weigh the investment  they 
are  planning to  make in  an 
endorser  with  the l ikely 
pay- off  in  addit ional  rev-
enues  that  the endorser 
wi l l  generate” (E lberse  and 
Velerun,  2012) .

The tradit ional  parasocia l 
benef i ts  are  easy  to  envi -
s ion because marketers  are 
fami l iar  with  the payoffs 
of  celebr i t y  endorsements ; 
“Any event  that  improves 
an endorser ’s  reputat ion 
should provide consum-
ers  with fur ther  reassur-
ance about  the qual i t y  of 
the endorsed brand” (E lberse 
and Velerun,  2012) .  I t  i s  more 
di f f icult  to  imagine the new 
potent ia l  for  a  Celebr i t y  to 
be involved in  behavior  that 
does  not  ref lec t  wel l  on the 
Brand and the qual i t ies  i t 
seeks  to  uphold.  Cel lu lar 
phones with high- qual i t y 
cameras  and v ideo recorders 

give  ever y  day people  the 
abi l i t y  to  publ ish  a  stor y 
to  socia l  media  where i t 
spreads without  the pre -
ventat ive  spin  of  a  market-
ing agenc y for  a  Celebr i t y. 
Addit ional ly,  the produc t 
i tse l f  can become the center 
of  controversy  for  impl ic i t ly 
suppor t ing less-than- desi r-
able  ethics  or  manufac tur ing 
processes.  Onl ine research 
has  made the source of 
produc ts  impor tant  to  con-
sumers.  Consumers  prefer 
produc ts  that  are  made 
with qual i t y  mater ia ls  by 
employees  who are  t reated 
fa i r ly.  Organizat ions  com-
mitted to  upholding ideals , 
the Amer ican Civ i l  L iber t ies 
Union,  People  for  the Ethical 
Treatment  of  Animals,  the 
Nat ional  R i f le  Associat ion, 
are  quick  to  post  about 
perceived infr ingement 
on the ideals  they uphold 
and the connec t ion of  a 
produc t  or  Celebr i t y,  and, 

by  associat ion,  the Brand 
and Company suppor t ing 
them.  The impl icat ion of 
endorsements,  posit ive  or 
negat ive,  of  a  produc t ,  by  a 
Celebr i t y,  have a  s igni f icant 
impac t  on purchase deci -
s ion.  “S ocia l  media  users 
tend to  spend more money, 
and are  more l ikely  to 
spread the word to  f r iends 
and fami ly ” ( Tomoson blog) . 
M onitor ing a l l  aspec ts  of 
a  celebr i t y  endorsement 
a l lows Brands to  be aware of 
s i tuat ions  which might  pos-
i t ively  impac t  the endorse -
ment  re lat ionship,  an ac tor 
earning an Academy Award 
nominat ion for  example, 
or  negat ively,  perhaps the 
celebr i t y  having an ex tra-
mar i ta l  a f fa i r. 

Purchase decis ions 
are no longer a 
l inear process,  they 
are now an experi-
ence that a poten-
t ial  customer can 
join at  any point in 
the customer expe-
rience l i fecycle 
making i t  cr i t ical  for 
Companies working 
with endorsers to 
careful ly consider 
who they choose to 
represent them. 
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Ramendra and Banerjee 
conducted a study to “help 
advertisers derive practi-
cal implications to select 
the celebrity who shall be 
considered as an effective 
source for communicating 
the marketing message to 
target consumers,” howev-
er it did not include a con-
sideration of Influencers. 
As this work has shown, 
the selection of an endors-
er comes with significant 
potential—good or bad—
for the Brand.

This  new responsibi l i t y  of 
Brands to  bui ld  t rust  among 
consumers  has  taken away 
some of  the abi l i t y  to  pay 
for  one endorsement  that 
creates  a  parasocia l  re lat ion-
ship across  many audiences. 
“For  reta i lers ,  the benef i t  of 
work ing with one inf luencer 
over  another  may be less 
about  numbers,  and more 
about  depth,  inf luencers  and 
their  va lue are  measured not 
by their  number  of  fo l low-
ers,  but  by the engagement 
they generate  among fol low-
ers.  Consumers  fo l low inf lu-
encers  because they feel  they 
are  an authent ic  source of 
deep produc t  k nowledge and 
that  their  opinion is  of  value. 
[ I nf luencers]  are  seen as  con-
trast ing voices  to  brands’ 
of f ic ia l  socia l  media  ef for ts , 
which many consumers 
v iew merely  as  brands’ sa les 
pitches” (Ewen,  2017) .

WHO DO YOU 

ENDORSE?
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Consumers  do not  want  sa les  
pitches ;  they want  useful ,  
re levant  information that  
they can use.  Huff ington 
Post  ’s  Amy Cal lahan 
repor  ted that  ac  t ress  and 
music ian S elena Gomez 
earns  $550,000 to  post  on 
I  nstagram where she has  122 
mi l l ion fol lowers.  Gomez is  
an ambassador  for  Pantene 
hair  care  produc  ts  but  only  
3% of  her  fo l lowers  repre  -
sent  Pantene’s  target  demo  -
graphic.  Cal lahan says,  
“  The best  inf luencers  share  
stor ies  on their  b logs  that  
aren’t  ‘produc  t  reviews’  or  a  
gener ic  I  nstagram capt ion 
with a  brand tagged.  These 
stor ies  are  real - l i fe  exper i -
ences,  inspirat ion,  ideas  and 
t ips  involv ing brands that  
the inf luencers  are  pass ion-
ate  about  and they help their  
audiences  see how a  produc t  
or  ser  vice  f i ts  in  to  their  own 
l ives”.  

“Repeated studies  have 
shown that  communit y 
engagement  decreases  as 
the number  of  an inf luenc-
er ’s  fo l lowers  increase.  A 
celebr i t y  with  mi l l ions  of 
fo l lowers  might  only  get  a 
1% to 2% engagement  on 
even their  best  posts…by 
contrast ,  micro inf luenc-
ers  might  get  c lose to  10%. 
‘Because of  scale,  the big 
celebr i t y  wi l l  br ing in  big 
numbers,  even at  a  low con-
vers ion rate…but they ’re 
expensive.  I t  comes down 
to a  numbers  and analyt-
ics  game’” (Ewen,  2017) .  I f 
a  Brand is  look ing for  a  s ig-
ni f icant  return on invest-
ment  for  inf luencer  market-
ing,  i t  i s  impor tant  that  they 
pay attent ion to  the needs of 
their  audience —is  the Brand 
look ing for  notor iet y  or  do 
they want  to  create  engage -
ment  that  wi l l  help the audi-
ence,  bui ld  loyalt y,  and 
increase chances  of  conver-
s ion f rom purchase consider-
at ion to  purchase? 

Most have love 

my gone to 

this. Discovered 

interested 

paffronting 

insipidity day 

missed like it 

becasue of this .
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TOPICS OF 
CONVERSATION:

#VEGAN 
#ORGANIC 
#NUTRITION 
#GLUTENFREE 
#HEALTHY 
#WELLNESS

State 
with most 
posts about 
#WholeFoods:
California

POSITIVE 
SENTIMENT 
60%

NEGATIVE 
SENTIMENT: 8%

(Seeming) 
Bot CpBerries 
reposted all of 
Whole Foods’ 
tweets, dominat-
ing (and skew-
ing) sentiment 

Blog mentions: 

57

Instagram 

mentions: 261

SUNDAY 
NOVEMBER 
20-

SATURDAY 
NOVEMBER 
26, 2016

MENTIONS
SUNDAY 193
MONDAY 212
TUESDAY 252
WEDNESDAY 262
THANKSGIVING 
THURSDAY 158
FRIDAY 120

TOP 
TRENDING 
KEYWORD:

#STORE

84,779 TOTAL 
REACH

115,461 
POSTED 
SHARES

26% COST INCREASE OF 
ORGANIC TANKSGIVING MEAL 
INGREDIENTS IS “WHOLEFOODS 
ROBBERY” (SIC)  

TOP INFLUENCER, @THE_REAL_FLY

@The_Real_Fly’s tweet 
was sent again by busi-
nesses, fourth largest 
influencer, @Black-
PressRadio and ninth-
ranked influencer, @
iBandCoin4tw, with a 
mention of @the_real_
fly
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Tools like Nuvi give the granular audi-
ence analysis using visualizations. 
The one thing that analysis cannot 
measure is the credibility of the  
endorsers.
51% of marketers believe they acquire 
better customers thorough influencer 
marketing (Tomoson blog)

I f  you are  not  aware of  Whole  Foods,  the name i tse l f  should indicate  the impor tance of 
their  reta i l  grocer y  business  the week of  Thanksgiv ing in  the United States.  By  monitor ing 
socia l  media  us ing the Nuvi  socia l  media  analyt ic  plat form,  Whole  Foods was  able  to  iden-
t i fy  t rends,  respond to  cook ing-related messages,  and,  in  general ,  work  to  proac t ively  stay 
in  the ZMOT conversat ion.

Whi le  there  was  a  lot  of  ta lk  about  cook ing,  Whole  Foods was  a lso  able  to  f i l ter  out  the 
“noise”— conversat ions  attr ibuted to  subjec ts  of  interest  to  Whole  Foods through Nuvi ’s 
a lgor i thms,  but  that  were,  in  ac tual i t y,  unrelated.

MONITORING 

THANKS(GIVING)
How Whole Foods market stays in the 
converstaion surrounding the biggest 
cooking hol iday in the United States.

This  case study of  Whole  Foods 
demonstrates  the abi l i t y  for  l i s -
tening tools  to  make quick  anal -
ys is  of  inf luencer  market ing and 
other  onl ine market ing campaigns 
eas ier,  but  i t  a lso  shows the 
impor tance of  prac t i t ioner  over-
s ight  of  these tools .  By  focusing 
on the conversat ion around (what-
ever  the bad buzz  words  were) , 
the data  analys is  would shi f t 
attent ion there.  Human inter ven-
t ion and k nowledge about  the 
Company a l lowed Whole  Foods 
to  determine where to  delegate 
resources  more ef fec t ively.
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Aristotle defines credibility as the qualities of an information source which 
causes what it says to be believable beyond any proof of its contentions. Cred-
ibility plays a very decisive role in establishing the endorsement’s effectiveness.
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? Trust  has  been subjec t ive  and subjec t  to  def i -

n i t ion s ince ancient  t imes.  Celebr i t y  endorse -
ment  used the t rust  given to  Hol ly wood celeb -
r i t ies  in  their  heyday,  p laying on the para-
socia l  re lat ionships  discussed in  Um’s  work . 
This  impl ied trust  became the subjec t  of  aca-
demic  research into the inf luence of  celebr i -
t ies.  The most  recent  academic  l i terature  on 
the subjec t  i s  s t i l l  dated;  celebr i t y  endorse -
ment  is  s t i l l  the pr imar y  focus  with I nf luencers 
only  now coming into scope.  As  such,  research 
on I nf luencers  i s  happening in  internet  t ime, 
within  the condensed t ime f rames required 
by a  communicat ion system that  i s  access ible 
24 hours  a  day,  7  days  a  week ,  regardless  of 
hol iday,  and can be edited by anyone.

“As of August 

2017, two-

thirds (67%) of 

Americans report 

that they get at 

least some of 

their news on 

social media” 

(Shearer and 

Gottfried, 2017).
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Aristotle defines credibility as the qualities of an information source which 
causes what it says to be believable beyond any proof of its contentions. Cred-
ibility plays a very decisive role in establishing the endorsement’s effectiveness.

“If  a source is credible,  then it  aids in 
generating greater positive attitude 
towards the advertiser.”  
Ramendra and Banerjee,  2017
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While it is fascinating to examine “fake news” 
and the factors contributing to it, the focus of 
this work is marketing and one cannot ignore 
the importance of credibility in online 
marketing--a topic of marketing research for 
decades.

Consumers doing online research to make a 
product or experience purchase expect the 
content they use to make their decision to 
be credible. When the consumer makes a 
purchase based on information they feel was 
misleading or plain wrong, they associate 
the lack of credibility to the content they 
based their purchase decision on.

“When we infer the cause of an event, 
whether we blame it on circumstances or on 
a person’s disposition or psychological state, 
we are making an attribution” (Um, 2013).

If a consumer makes a purchase based on an 
endorser recommendation, "bad", uncredible 
information, be it about the product itself or 
the endorser, is attributed back to the source 
of the recommendation.CREDIT 

SCORING B r a n d  l o y a l :  “ O h ,  m y  b r a n dh a s  _ _ _ _ _ _ _ _ _ _ _ _  c e l e b r i t yo n  b o a r d .”

C e l e b  l o y a l :  “ O h ,  m y  c e l e b -r i t y  i s  p r o m o t i n g  _ _ _ _ _ _ _ _b r a n d .”

FAKE NEWS 

ISN’T NEWS
THE IDEA OF 
CREDIBILITY 

CAME INTO 
THE SPOTLIGHT 
AFTER THE 2016 
UNITED STATES 

PRESIDENTIAL 
ELECTION. THE IDEA 

OF “FAKE NEWS” 
SEEMED TO BE NEW, 

BUT RESEARCHERS 
HAD BEEN 

INVESTIGATING 
ONLINE CREDIBILITY 

FOR NEARLY A 
DECADE PRIOR. 

Research has  suggested that  attr ibut ion st y les 

can inf luence indiv iduals’ judgment  or  deci -

s ion process .  (Um,  2013)

I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 838 I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 838



S ource:  Paul  and E lder,  2008

Par t isan:  i t ’s 
not  just  for 
pol i t ics
Most  recent ly,  the author 
of  th is  work  used an onl ine 
sur vey to  gather  data  to 
provide ins ight  into what 
t ype of  produc t  endorser 
audiences  f ind most  t rust-
wor thy,  Celebr i t ies  or 
I nf luencers. 

A  consumer ’s  ident i f icat ion 
with a  celebr i t y  endorser 
i s  an impor tant  predic-
tor  of  the brand evaluat ion 
and purchase intent ion.  Um 
found that  consumers  with a 
h igher  level  of  ident i f icat ion 
were less  l ikely  to  reac t  neg-
at ively  to  a  celebr i t y ’s  neg-
at ive  information than con-
sumers  with a  lower  level  of 
ident i f icat ion. 

B r a n d  l o y a l :  “ O h ,  m y  b r a n d h a s  _ _ _ _ _ _ _ _ _ _ _ _  c e l e b r i t yo n  b o a r d .”

C e l e b  l o y a l :  “ O h ,  m y  c e l e b -r i t y  i s  p r o m o t i n g  _ _ _ _ _ _ _ _b r a n d .”

Uninformed audience lacking cr it ical  thinking/reasoning ski l ls .  The 

abi l i ty for anyone,  regardless of experience or expert ise,  to create 

content about a subject to be found onl ine is  a real i ty in the age of 

the Internet .  Higher education develops thinking ski l l .  Richard Paul 

and Linda Elder ’s  The Miniature Guide to Crit ical  Thinking Concepts 

and Tools establ ishes three levels of  thought:
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To test the impact of cred-
ibility of the endorser on 
purchase intent, the author 
conducted an online survey. 
Data was collected from 
anonymous consumers 
aged 13 and older using a 
shared online link. Qualified 
participants were those who 
have made online purchas-
es in the last 12 months. A 
May 8, 2018 analysis of the 
survey data revealed that 22 
participants had complet-
ed the survey. Participants 
were asked about their level 
of trust in a range of online 
personalities including ath-
letes, actors, politicians, in-
ternet famous celebrities, 
and authors.

TEST OF 

LOYALTY

To measure the potent ia l  for  a  scandal  to  damage the credibi l i t y  of  value
given to  endorsements,  the sur vey asked par t ic ipants  to  indicate  their
potent ia l  purchase decis ion based on each t ype of  endorsement.

The basel ine quest ion asked about  the t rust wor thiness  of  celebr i t ies.

52% of  par t ic ipants  sa id  they t rust  Celebr i t ies
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Using data  col lec ted about  athletes,  ac tors,  and internet  celebr i t ies,  th is 
analys is  looked at  quest ions  re lated to  purchase intent ion.  As  Um noted, 
“ I f  a  f ic t i t ious  brand and celebr i t y  were used in  this  study,  pr ior  expo -
sure  to  and percept ions  about  real  celebr i t ies  and their  endorsement  re la-
t ions  would be minimized,” the brands,  produc ts,  and endorsers,  too,  were 
f ic t i t ious. 

Question 12:

How trustworthy 

do you feel the 

following types 

of celebrities are?

To measure the potent ia l  for  a  scandal  to  damage the credibi l i t y  of  value 
given to  endorsements,  the sur vey asked par t ic ipants  to  indicate  their 
potent ia l  purchase decis ion based on each t ype of  endorsement. 

The basel ine quest ion asked about  the t rust wor thiness  of  celebr i t ies. 

52% of  par t ic ipants  sa id  they t rust  Celebr i t ies 
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Because an onl ine purchase has 3 pur-
chase intent levels ,  wi l l  not buy,  wi l l  buy, 
wi l l  buy,  survey part icipants were given 
3 options that relate to their  purchase 
intention when an Inf luencer ’s  credi-
bi l i ty is  in doubt and again when they 
are cleared of doubt.  Celebrit ies tend to 
promote products that have more pur-
chase touch points .  The abi l i ty to see an 
i tem onl ine,  go see,  touch,  and feel  the 
i tem in-store,  and purchase i t  in-store 
or onl ine increases the number of pur-
chase intent levels:  purchase,  consider 
purchase,  may or may not buy,  consider 
not purchasing,  and not purchasing.  As 
with the Inf luencer,  these levels were 
taken into account and were ref lected in 
the purchase intention options given to 
part icipants .

What i f…the endorser  was  never  wrong?
Because onl ine stor ies  are  repor ted by a  number  of  sources  of 
var y ing credibi l i t y,  k nowing the accurac y of  the stor y  is  near ly 
impossible.  To gauge the impac t  of  endorsement  for  a  Celebr i t y 
or  I nf luencer,  the sur vey asked par t ic ipants  how their  purchase 
decis ions  would change i f  the Celebr i t y  or  I nf luencer  were 
found to  be innocent  of  accusat ion

Despite  this  repor ted preference for  Celebr i t ies, 
par t ic ipants  repor ted being more l ikely  to  pur-
chase a  produc t  endorsed by an I nf luencer  both 
in  t imes when the I nf luencer  was  under  scrut iny 
as  wel l  as  when each c leared of  suspic ion. 

The Celebr i t y  gained back near ly  50% trust  f rom  
par t ic ipants,  however  the improved reputat ion did not 

earn the k ind of  credibi l i t y  they gave the I nf luencer. 
41% decrease in  negat ive  purchase intent  would buy 

22% posit ive  purchase intent  r ise
I nf luencer 

87% would not  change their  behavior 
9% would ac t ively  return to  make a  purchase 

4% would consider  purchasing f rom the I nf luencer ’s  store 
( The 13% of  par t ic ipants  who would return to  purchase or  consider  purchasing should be 

contrasted to  the 87% of  par t ic ipants  who would not  have been swayed by the accusat ion. )
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S ource:  Renee Clare -Kovacs
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Celebrity endorsement

13% would purchase 

30% neutral  in their  purchase intent

76% would not to purchase or not being l ikely 
to purchase 

Influencer endorsement 

61% would not cancel  a purchase from the 
endorser 

30% would ask about the situation

9% would cancel  their  purchase. 
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It is interesting to note that survey participants in-

dicated a preference for Celebrities, with 52% citing 

these endorsers as being more trustworthy how-

ever, when it comes to purchase intent, only 35% 

said they would purchase a product from a Brand 

endorsed by a Celebrity even after the Celebrity’s 

reputation is restored; this percentage dropped to 

76% when the Celebrity’s reputation was called into 

question. Conversely, the lower-trusted Influencer 

at the height of reports of questionable behavior 

lost only 9% of the audience. Survey participants 

were more likely to continue their purchase or in-

quire about the situation and once the Influencer’s 

credibility was restored, 100% of respondents said 

they would favorably consider items and Brands 

promoted by the Influencer.

Celebrity endorsement

I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 8 45



I n  the age of  the I nternet ,  information is  d isseminated rapidly  and people  have quick  access  to  a  plethora  of  information,  prac t ica l ly  at  no 
cost ,  re lated to  a  celebr i t y ’s  behavior  in  both publ ic  and personal  l i fe.  Publ ic  obsess ion with celebr i t ies  has  a  long histor y  and as  people  have 
greater  access  to  information re lated to  a  celebr i t y ’s  l i fe,  the way a  celebr i t y  behaves  has  a  ver y  strong ef fec t  on people’s  percept ion towards 
the celebr i t y.  (R amendra and Baner jee,  2017)

From a publ ic  re lat ions  perspec t ive,  once a  scandal  breaks,  a  company must  control  or  manage the news.  This  study found that  attr ibut ion 
st y les  could af fec t  celebr i t y  evaluat ion ( i .e . ,  l ik abi l i t y  and trust wor thiness) .  Results  of  negat ive  celebr i t y  behavior  on the brand are  the larger 
considerat ion of  my research.  Trust  re lated to  an endorser  must  be considered for  Brands who choose to  commit  to  inf luencer  market ing cam-
paigns.  “ [A]ttr ibut ion st y les  are  bel ieved to  play  a  role  in  consumer response to  negat ive  celebr i t y  information”  (Um,  2013) .  The potent ia l  for 
a  Brand to  invest  in  an endorser  whose behavior  i s  attr ibuted to  the Brand is ,  essent ia l ly,  the Brand buying i ts  own negat ive  Brand sent iment .

The good news for  marketers  i s  that  the research presented shows that ,  despite  sur vey par t ic ipants’ repor ted high- level  of  t rust  in  t radit ional 
celebr i t ies  who are  expec ted to  have a  high cost  to  endorse,  in  indicat ion and ac t ion,  par t ic ipants  ac tual ly  t rust  I nf luencers  more.  I nf luencers 
dr ive  stronger  engagement  with a  more targeted audience.  These endorsers  are  subjec t  matter  exper ts  on the produc ts  their  fans  use and the 
Brands want  to  promote.  Addit ional ly,  they br ing much less  r isk  of  potent ia l  negat ive  sent iment  and associated attr ibut ion to  any Brands the 
I nf luencer  is  promoting.

Celebr i t y  endorsement  can be a  s igni f icant  r isk  both in  budget  and personal i t y.  Addit ional ly,  for  Brands with access  to  t radit ional  celebr i t ies, 
the investment  needed to  opt imize campaign assets  for  onl ine distr ibut ion can be re lat ively  inexpensive having a  large reach and offsett ing 
addit ional  costs  of  asset  creat ion (because the Celebr i t y  creates  their  own content) .  An I nf luencer ’s  endorsement  can cost  s igni f icant ly  less 
whi le  better  engaging the target  audience,  however  desi red reach might  be more di f f icult  to  achieve with a  less  fo l lowed I nf luencer. 

Brands must  put  a  great  deal  of  thought  into selec t ing an endorser.  M arket ing prac t i t ioners  need to  consider  the desi red outcomes of  an 
endorsement.  The parasocia l  re lat ionship potent ia l  must  be determined with an eye towards  the r isk  of  a  scandal  that  might  impac t  the  
int imac y created by the re lat ionship.  By  invest ing in  an endorser,  the Brand is ,  in  ef fec t ,  endors ing their  endorser,  (potent ia l )  war ts  and a l l . 

Conclusion:
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Recommendations:
In order to maximize return on investment on influencer marketing, Companies and Brands work-
ing with endorsers need to do the following based on this research:
• Carefully evaluate the goals and demographics of the marketing campaign
• Decide which online channels are best for broadcasting the marketing message
• Consider endorsers (see guide)
• Monitor campaign sentiment
• Use analytics to measure outcomes of influencer marketing campaign.



I n  the age of  the I nternet ,  information is  d isseminated rapidly  and people  have quick  access  to  a  plethora  of  information,  prac t ica l ly  at  no 
cost ,  re lated to  a  celebr i t y ’s  behavior  in  both publ ic  and personal  l i fe.  Publ ic  obsess ion with celebr i t ies  has  a  long histor y  and as  people  have 
greater  access  to  information re lated to  a  celebr i t y ’s  l i fe,  the way a  celebr i t y  behaves  has  a  ver y  strong ef fec t  on people’s  percept ion towards 
the celebr i t y.  (R amendra and Baner jee,  2017)

From a publ ic  re lat ions  perspec t ive,  once a  scandal  breaks,  a  company must  control  or  manage the news.  This  study found that  attr ibut ion 
st y les  could af fec t  celebr i t y  evaluat ion ( i .e . ,  l ik abi l i t y  and trust wor thiness) .  Results  of  negat ive  celebr i t y  behavior  on the brand are  the larger 
considerat ion of  my research.  Trust  re lated to  an endorser  must  be considered for  Brands who choose to  commit  to  inf luencer  market ing cam-
paigns.  “ [A]ttr ibut ion st y les  are  bel ieved to  play  a  role  in  consumer response to  negat ive  celebr i t y  information”  (Um,  2013) .  The potent ia l  for 
a  Brand to  invest  in  an endorser  whose behavior  i s  attr ibuted to  the Brand is ,  essent ia l ly,  the Brand buying i ts  own negat ive  Brand sent iment .

The good news for  marketers  i s  that  the research presented shows that ,  despite  sur vey par t ic ipants’ repor ted high- level  of  t rust  in  t radit ional 
celebr i t ies  who are  expec ted to  have a  high cost  to  endorse,  in  indicat ion and ac t ion,  par t ic ipants  ac tual ly  t rust  I nf luencers  more.  I nf luencers 
dr ive  stronger  engagement  with a  more targeted audience.  These endorsers  are  subjec t  matter  exper ts  on the produc ts  their  fans  use and the 
Brands want  to  promote.  Addit ional ly,  they br ing much less  r isk  of  potent ia l  negat ive  sent iment  and associated attr ibut ion to  any Brands the 
I nf luencer  is  promoting.

Celebr i t y  endorsement  can be a  s igni f icant  r isk  both in  budget  and personal i t y.  Addit ional ly,  for  Brands with access  to  t radit ional  celebr i t ies, 
the investment  needed to  opt imize campaign assets  for  onl ine distr ibut ion can be re lat ively  inexpensive having a  large reach and offsett ing 
addit ional  costs  of  asset  creat ion (because the Celebr i t y  creates  their  own content) .  An I nf luencer ’s  endorsement  can cost  s igni f icant ly  less 
whi le  better  engaging the target  audience,  however  desi red reach might  be more di f f icult  to  achieve with a  less  fo l lowed I nf luencer. 

Brands must  put  a  great  deal  of  thought  into selec t ing an endorser.  Market ing prac t i t ioners  need to  consider  the desi red outcomes of  an 
endorsement.  The parasocia l  re lat ionship potent ia l  must  be determined with an eye towards  the r isk  of  a  scandal  that  might  impac t  the 
int imac y created by the re lat ionship.  By  invest ing in  an endorser,  the Brand is ,  in  ef fec t ,  endors ing their  endorser,  (potent ia l )  war ts  and a l l . 

Celebrity vs. Influencer considerations:
• Fit of endorser to product being promoted
• Is the goal to gain widespread notoriety (Celebrity is a good choice) or
message to a target audience (Influencer is good choice)?
• Budget for endorser; what platforms can you get your product on and
how many times? A less-popular Celebrity may be able to help you reach
your goals for less money than a high-level Influencer

I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 8 47



Citat ions  Used

Callahan,  Amy.  “Stop Cal l ing The Use O f  Celebr i t ies  ‘ I nf luencer  M arket ing.’” The Huff ington Post ,  TheHuff ingtonPost .com,  18 July  2017,  w w w.huff ingtonpost .com/entr y/
stop - cal l ing-the -use - of- celebr i t ies- inf luencer-market ing_us_596e2131e4b07f87578e6c26. 

E lberse,  Anita ,  and Jeroen Ver leun.  “ The Economic  Value of  Celebr i t y  Endorsements.” Journal  of  Adver t is ing Research,  vol .  52 ,  no.  2 ,  2012,  pp.  149–165. ,  doi :10 .2501/
jar-52-2-149-165.

Ewen,  Lara .  “ The Costs,  and Benef i ts ,  of  the I nf luencer  Economy.” Retai l  Dive,  6  Dec.  2017,  w w w.retai ld ive.com/news/the - costs-and-benef i ts- of-the - inf luencer- economy/510223/ .

“ I nf luencer  Market ing Study.” Tomoson Blog,  b log.tomoson.com/inf luencer-market ing-study/ .

Lecinsk i ,  J im.  “ Winning the Zero Moment  of  Truth EBook (2011) .” Google,  Google,  2011,  w w w.think withgoogle.com/market ing-resources/
micro -moments/2011-winning-zmot- ebook/ .

O ’Connor,  C .  (2012,  March 12) .  How Spanx became A Bi l l ion-Dol lar  business  without  adver t is ing.  Forbes.  Retr ieved f rom http://w w w.forbes.com/sites/c lareoconnor/2012/03/12/
how-spanx-became -a-bi l l ion- dol lar-business-without-adver t is ing/#1e81bf1869ed

Paul ,  R ichard,  and L inda E lder.  The M iniature  Guide to  Cr i t ica l  Think ing:  Concepts  & Tools .  Di l lon Beach,  Cal i f :  Foundat ion for  Cr i t ica l  Think ing,  2003.  Pr int .

R amendra Pratap,  and Neelotpaul  Baner jee.  “A Study on Explor ing the Fac tors  I nf luencing Celebr i t y  Endorsement  Credibi l i t y.” Global  Business  Review,  vol .  19 ,  no.  2 ,  2017,  pp.
494–509. ,  doi :10 .1177/0972150917713537.

Shearer,  E l i sa ,  and Jef f rey  Gottf r ied.  “News Use Across  S ocia l  M edia  Plat forms 2017.” Pew Research Center ’s  Journal ism Projec t ,  7  Sept .  2017,  w w w.journal ism.org/2017/09/07/
news-use -across-socia l -media-plat forms-2017/ .

Sol is ,  Br ian.  “ What  Is  I nf luence 2 .0  and Why Is  I t  I mpor tant  in  the Future  of  CX?” I nf luence 2 .0  What  Is  the Future  of  I nf luencer  Market ing,  Alt imeter,  22  Feb.  2017,  w w w.br iansol is .
com/2017/01/ inf luence -2-0- impor tant- future - cx/ .

Thorpe,  Jess ica .  “ THE INFLUENCE OF INFLUENCERS:  NE W RESEARCH UNVEILED.” Gen.v ideo,  Jess ic  Thorpe H ttp://1 .Gravatar.com/Avatar/a477e54337e2b1b44c9b33ab87e0bf34?s=96
&d=M m&r=g,  22 June 2017,  gen.v ideo/blog/the - inf luence - of- inf luencers-new-research-unvei led/ .

Um,  Nam-H yun.  “Antecedents  and Consequences  of  Consumers’ Attr ibut ion St y le :  Measur ing the I mpac t  of  Negat ive  Celebr i t y  I nformation.” Journal  of  Market ing Communicat ions,
vol .  22 ,  no.  2 ,  2013,  pp.  121–134. ,  doi :10 .1080/13527266.2013.812133.

Weinswig,  Deborah.  “ I nf luencers  Are  The New Brands.” Forbes,  Forbes  M agazine,  5  Oc t .  2016,  w w w.forbes.com/sites/deborahweinswig/2016/10/05/
inf luencers-are -the -new-brands/#5815cae57919.

 “Zero Moment  of  Truth (ZMOT )  Decis ion-M ak ing M oment  -  Think with Google.” Google,  Google,  w w w.think withgoogle.com/market ing-resources/micro -moments/
zero -moment-truth.

I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 848



Cal lahan,  Amy.  “Stop Cal l ing The Use O f  Celebr i t ies  ‘ I nf luencer  Market ing.’” The Huff ington Post ,  TheHuff ingtonPost .com,  18 July  2017,  w w w.huff ingtonpost .com/entr y/
stop - cal l ing-the -use - of- celebr i t ies- inf luencer-market ing_us_596e2131e4b07f87578e6c26.

E lberse,  Anita ,  and Jeroen Ver leun.  “ The Economic  Value of  Celebr i t y  Endorsements.” Journal  of  Adver t is ing Research,  vol .  52 ,  no.  2 ,  2012,  pp.  149–165. ,  doi :10 .2501/
jar-52-2-149-165.

Ewen,  Lara .  “ The Costs,  and Benef i ts ,  of  the I nf luencer  Economy.” Retai l  Dive,  6  Dec.  2017,  w w w.retai ld ive.com/news/the - costs-and-benef i ts- of-the - inf luencer- economy/510223/ .

“ I nf luencer  Market ing Study.” Tomoson Blog,  b log.tomoson.com/inf luencer-market ing-study/ .

Lecinsk i ,  J im.  “ Winning the Zero M oment  of  Truth EBook (2011) .” Google,  Google,  2011,  w w w.think withgoogle.com/market ing-resources/
micro -moments/2011-winning-zmot- ebook/ .

O ’Connor,  C .  (2012,  M arch 12) .  How Spanx became A Bi l l ion-Dol lar  business  without  adver t is ing.  Forbes.  Retr ieved f rom http://w w w.forbes.com/sites/c lareoconnor/2012/03/12/
how-spanx-became -a-bi l l ion- dol lar-business-without-adver t is ing/#1e81bf1869ed

Paul ,  R ichard,  and L inda E lder.  The M iniature  Guide to  Cr i t ica l  Think ing:  Concepts  & Tools .  Di l lon Beach,  Cal i f :  Foundat ion for  Cr i t ica l  Think ing,  2003.  Pr int .

R amendra Pratap,  and Neelotpaul  Baner jee.  “A Study on Explor ing the Fac tors  I nf luencing Celebr i t y  Endorsement  Credibi l i t y.” Global  Business  Review,  vol .  19 ,  no.  2 ,  2017,  pp. 
494–509. ,  doi :10 .1177/0972150917713537.

Shearer,  E l i sa ,  and Jef f rey  Gottf r ied.  “News Use Across  Socia l  Media  Plat forms 2017.” Pew Research Center ’s  Journal ism Projec t ,  7  Sept .  2017,  w w w.journal ism.org/2017/09/07/
news-use -across-socia l -media-plat forms-2017/ .

Sol is ,  Br ian.  “ What  Is  I nf luence 2 .0  and Why Is  I t  I mpor tant  in  the Future  of  CX?” I nf luence 2 .0  What  Is  the Future  of  I nf luencer  Market ing,  Alt imeter,  22  Feb.  2017,  w w w.br iansol is .
com/2017/01/ inf luence -2-0- impor tant- future - cx/ .

Thorpe,  Jess ica .  “ THE INFLUENCE OF INFLUENCERS:  NE W RESEARCH UNVEILED.” Gen.v ideo,  Jess ic  Thorpe H ttp://1 .Gravatar.com/Avatar/a477e54337e2b1b44c9b33ab87e0bf34?s=96
&d=M m&r=g,  22 June 2017,  gen.v ideo/blog/the - inf luence - of- inf luencers-new-research-unvei led/ .

Um,  Nam-H yun.  “Antecedents  and Consequences  of  Consumers’ Attr ibut ion St y le :  Measur ing the I mpac t  of  Negat ive  Celebr i t y  I nformation.” Journal  of  M arket ing Communicat ions, 
vol .  22 ,  no.  2 ,  2013,  pp.  121–134. ,  doi :10 .1080/13527266.2013.812133.

Weinswig,  Deborah.  “ I nf luencers  Are  The New Brands.” Forbes,  Forbes  Magazine,  5  Oc t .  2016,  w w w.forbes.com/sites/deborahweinswig/2016/10/05/
inf luencers-are -the -new-brands/#5815cae57919.

“Zero M oment  of  Truth (ZMOT )  Decis ion-M ak ing M oment  -  Think with Google.” Google,  Google,  w w w.think withgoogle.com/market ing-resources/micro -moments/
zero -moment-truth.

I n v e s t i n g  i n  I n f l u e n c e  |  J u l y  2 0 1 8 49



THANK YOU
TO DOUG WARD AND 

JAMMIE JOHNSON 

WHO ALWAYS HAD 

MY BACK DURING 

THIS PROCESS

ROCK CHALK




