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Report Summary/Abstract 

 

Within the last ten years, the rise of social media influencers has increased substantially. 

Extant research has provided evidence that influencer characteristics like credibility and product-

influencer fit are effective strategies in brand partnerships. Marketers are now working to 

understand the nuances of influencer marketing. Our research explores two distinct research 

inquiries. The first group of studies explores how the topicality of a post affects influencer 

effectiveness. The second topic we explore the nuances that impact influencers being effective in 

promoting prosocial behavior for brands and charitable organizations.  

 To address the importance of the topicality of a post in influencer effectiveness we 

conducted three studies. Topicality refers to influencers posting about topics that are timely and 

relevant. Some examples of topical posts are those tied to current issues, holidays, historical 

events, and the latest news. We find influencers and brands benefit from topical posts. Further, 

the effect of topical posts is stronger when the promotion post is adjacent to topical posts. A 

fourth study directly compares the efficacy of brand versus influencer posts while also 

introducing an important moderator: the controversial nature of a topical post. Our results 

demonstrate that when brands post topical, yet controversial content, consumers respond with 

reduced likelihood of purchase. This effect is attenuated when a brand-related post comes from 

an influencer rather than the brand itself.  

A second inquiry assessed what factors affect the efficacy of prosocial collaborations 

with influencers. Specifically, one survey examined influencer partnerships with charitable 

organizations, while a second addressed a partnership with a brand’s CSR efforts. The results of 

the two surveys reveal that consumer perceptions of an influencer’s authenticity affect donation 

intentions (for a charitable organization) and purchase intentions (for a brand’s CSR program). 

Perceptions of empathy and altruism and perceptions of brand authenticity, respectively, mediate 

these effects. 

Our findings suggest that when marketing managers are choosing influencers to create 

partnerships with, they should consider not just who when choosing influencers, but also when to 

post and what content to include in promotional posts. Influencers who post about topical events 

can create greater engagement in adjacent content and increase brand evaluations in promotional 

posts. As topical content is often hard to create and manage, advertisers can leverage influencer 

marketing to keep their brands engaged with current events. Finally, partnering with influencers 

who engage in prosocial behavior can be effective strategies for both charities and brands.  
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Introduction. Previous research has found influencers to be an effective means of advertising 

and influencer marketing will continue to grow steadily as a key part of the marketing mix. In 

fact, influencer marketing is projected to be worth 13.8 billion in 2022 (Geyser, 2022). Further, 

researchers have identified the importance of factors like credibility, influencer/product 

congruence, and authenticity. However, there are numerous calls to understand the nuances of 

different strategies brands use when partnering with influencers (Leung et al., 2022; Rosengren 

& Campbell, 2021). As such, we investigate several strategies to consider when partnering with 

influencers.  

Influencer Marketing and Topicality 

First, we propose that a social media post’s topicality (i.e., whether it is related to current 

events or not) can shape how consumers respond to both influencers and associated brands. 

Consideration of topicality opens a number of strategic doors: brands can use topicality to decide 

who to partner with, when to post, and what content is included in promotional posts. An 

increasingly dynamic online environment is slowly leading to a corresponding shift in how 

brands communicate with consumers, particularly within the social media space. Barriers 

between advertisements and conversations are more malleable, and brands are increasingly using 

their platforms to contribute to larger social media conversations (Borah et al. 2020). More than 

ever before, advertisers are faced with a question: should they ignore what’s going on in the 

social media world, or should they chime in? At the crux of this question is how topical a 

message should be, and how consumers will perceive that topicality.  

We investigate this question in four studies. We demonstrate that topical promotional 

posts improve attitudes and increase purchase likelihood relative to non-topical posts. This effect 

is stronger when topicality is included in a promotional post itself, but also holds if adjacent 

Marketing Science Institute Working Paper Series



posts are topical. Finally, we consider a prominent risk associated with topical posts: topical 

content may be more controversial or offensive. We demonstrate that when brands host a topical 

post that contains something controversial, consumers essentially punish the brand for their 

controversial content and are less likely to purchase from that brand. However, posts from 

influencers were insulated from this negative effect. 

Influencer Marketing and Prosocial Behavior 

In a second set of studies, we consider how influencer marketing can be used to promote 

consumers’ prosocial behavior. Prosocial behavior is defined as an act that has the intent of 

benefitting another person or group of people such as helping, sharing, cooperating, and donating 

among others (De Groot & Steg, 2009). There has been increased interest in harnessing 

influencers’ reach and relationships with followers to achieve societal benefits. For instance, 

influencers were recruited by the White House to promote the COVID-19 vaccine in pro-vaccine 

campaigns (Lorenz, 2021).   

We consider two settings in which influencer marketing can be used to achieve prosocial 

outcomes: partnerships with charitable organizations themselves, and partnerships with brands’ 

corporate social responsibility (CSR) initiatives. For example, brands partner with organizations 

like Planned Parenthood essentially stating their support for current issues (Krishna & Rajan 

2009). As both brands and influencers are joining in larger conversations around social issues on 

social media and showing support for those causes important to their identities, marketers need 

to understand if this is an effective strategy or not. Further, as authenticity is an important facet 

of influencer marketing (Audrezet et al., 2020), we propose consumers’ perceived authenticity of 

an influencer or brand impact can impact downstream consequences like intention to donate, 

support the chosen cause, or even purchase intentions of cause-related products.  

Marketing Science Institute Working Paper Series



We find support in two additional surveys for the role of perceived authenticity of an 

influencer. In the first survey, we examine how perceived authenticity of an influencer increases 

the likelihood that a consumer will donate to an associated charitable organization. Specifically, 

we find that perceived empathy and altruism mediates this relationship. In the second survey, we 

investigate a promotional post for a cause-related product. We find evidence that perceived 

influencer authenticity can in turn increase perceptions of brand authenticity, and thereby 

attitudes and purchase intentions towards the brand. This provides marketing managers with 

additional guidance when forming influencer partnerships of who to partner with and what 

content is included in promotional posts.  

 

Method. Studies 1-4. Topicality is defined as the extent to which a post is related to current 

events or not and is an important strategy for brands to stay relevant (Willemsen et al., 2018). 

Conceptually, examining topicality can enhance our understanding of the role of source 

characteristics, context characteristics, and message characteristics in social media (Voorveld 

2019). In four experimental studies, we investigated the effect of topicality in the context of 

promotional posts on Instagram using a between-subjects design. We examined the influence of 

a novel message characteristic, topicality, on influencer marketing.  

 

Study 1. The primary goal of Study 1 is to investigate the efficacy of topicality as a 

message characteristic in a promotional post. We investigate two topicality replicates. These 

replicates feature two very different forms of topical events to extend generalizability. The first 

addresses a holiday (4th of July), which offers a predictable topical opportunity for brands. The 

second topical event addresses the ongoing COVID-19 pandemic, an event consistently featured 
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in news coverage. The low-topicality post included generic content about the summer, while 

each topical replicate featured a different type of event: the 4th of July or COVID-19. In this and 

all studies, we examined Google Trends to identify topical subjects. Google Trends is a real-time 

dataset developed by Google from their search data; it allows marketers to see what terms are 

most searched in a specific time period. Google Trends allows advertisers to not only analyze 

past trends, but also follow real-time trends. Google Trends confirmed that both “4th of July” 

and “COVID” were top search terms for the duration of the study.  

One hundred fifty-three participants from an Amazon Mechanical Turk (MTurk) panel 

(Mage = 36.48, 65% female) first viewed an introductory profile picture of a fictional Instagram 

influencer, @maggiemayrox. The profile described Maggie as a lifestyle influencer with 28.1k 

followers. Following the profile page, participants viewed one of Maggie’s Instagram posts. 

Posts are photos or videos, sometimes overlaid by text or emojis, that remain available for 

viewing unless the user deletes them. Instagram posts also include captions and likes or 

comments from other users (if any). Maggie’s post featured an image of a woman grilling 

outdoors. In the caption accompanying the image, the influencer states that she enjoys grilling 

and recommends @mastergriller tongs. The post featured moderate follower engagement: 652 

likes and 127 comments.  

Topicality was manipulated within the body of the caption (see Table 1 for complete 

stimuli; Tables and Figures follow Reference throughout). In the control condition, the caption 

stated, “I’ve always loved a good cookout, but this summer we’ve really ramped up our grilling.” 

The July 4th condition continued “…and we’re definitely going big for the 4th of July”; the 

COVID-19 condition instead read “…because of corona”. Condition-specific hashtags were also 

included. After viewing the post, participants rated how likely they would be to purchase Master 
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Griller tongs (1 = Not at All Likely, 7 = Very Likely). A topicality manipulation check was 

measured through four statements (1 = Strongly Disagree, 7 = Strongly Agree; sample item: 

“This story is very pertinent to current events”; α = .88). Relative to a control condition, the 

inclusion of two very different topical subjects (a holiday and a pandemic) significantly 

improved purchase likelihood for the product featured in the influencer’s promotional post. Thus, 

the Study 1 results provided initial evidence that topicality can positively affect brands’ 

influencer marketing strategies. 

 

Study 2. While Study 1 demonstrated that topicality within a promotional post can 

improve reception to that post, less is known about the effect of an influencers’ other content. If 

advertisers can obtain similar benefits from tangential topicality, this provides them with greater 

flexibility in their influencer marketing strategy. Namely, advertisers can seek out partnerships 

with topical influencers, encourage greater topicality from existing partners, or even time 

promotional posts in conjunction with topical events. This allows managers to consider topicality 

as a source characteristic (topical influencers) and context characteristic (proximal content) in 

addition to a message characteristic. Thus, the objective of Study 2 is to extend the findings of 

Study 1 by investigating how topicality in an adjacent post can affect attitudes toward a 

promotional post.  

As in Study 1, one hundred MTurk participants (Mage = 37.22, 62% female) participants 

first viewed a fictional Instagram profile page. We featured a new influencer, @jennimarie, with 

different profile images, but the same Instagram metrics (28.1k followers). Participants then 

viewed one of Jenni’s recent Instagram stories. Instagram stories are photos or videos, 

sometimes accompanied by brief text, that disappear after 24 hours. The temporary nature of 
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stories lends itself particularly well to timely content, and hence was used for the topicality 

manipulation. In both conditions, the story featured an image of a living room with a large TV 

(see Table 1). In the low-topicality condition, the image was overlaid with text that read “SO 

READY for movie night (Thanks Disney!!)”. In the high-topicality condition, the text instead 

read “SO GLAD basketball is back!! (Thanks NBA bubble!!)”. We expected that the NBA text 

would be relatively more topical, given extensive news coverage of the NBA bubble. The NBA 

season had paused in March due to COVID-19 and resumed in the bubble on July 30th, 2020. 

This study was conducted shortly after gameplay resumed; as in Study 1, Google Trends 

confirmed high engagement with the search term “NBA bubble” during the time of the study. 

Following the Instagram story, all participants viewed a fictional promotional post from 

Java Lava coffee. The post featured an image of the influencer with a cup of coffee, with the 

caption “I love @javalava coffee beans to get my morning started out right! Definitely 

caffeinates my soul #coffee #coffeelover” (see Table 1). As in Study 1, the post depicted 652 

likes and 127 comments. After viewing the post, participants rated their attitude towards Java 

Lava coffee beans (7-point scales, anchored unpleasant/pleasant and dislike/like, α = .77).  

In addition, we investigated how topicality affects engagement with the influencer. If 

topicality enhances engagement, brands will be better able to get influencer buy-in for a 

topicality-based strategy. To assess how topicality affects engagement, participants again viewed 

the high (low) topicality story image and rated how likely they would be to engage in two 

possible Instagram story responses: ‘quick reply’ and ‘writing a comment to Jenni’ (1 = Not at 

all Likely, 7 = Very Likely; α = .85). Findings from Study 2 reveal that topical content in 

adjacent posts improves brand attitudes as well as engagement with an influencer. Together, the 

results from Studies 1 and 2 demonstrate that both brands and influencers can benefit from 
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topicality. Moreover, this benefit arises when topical content is included in a promotional post, 

but also extends to when topical content features in an adjacent post. This provides advertisers 

with flexibility regarding how to incorporate topicality in their influencer marketing, 

 

Study 3. With evidence that both promotional posts and adjacent posts are an effective 

strategy in influencer marketing, Study 3 directly compares the relative effect of the two 

methods. One hundred-nineteen MTurk participants (Mage = 37.63, 65.55% female) viewed the 

@jennimarie profile from Study 2, as well as one Instagram story and one post. This ensured that 

all participants had equivalent levels of exposure to Jenni’s Instagram content. In both 

conditions, the story featured the words “Ready for Feb…” overlaid on a colorful background. 

The subsequent post included an image of a hand holding a Bud Light at a barbeque, with a 

recommendation for Bud Light beer for the Super Bowl in the caption.  

This study shortly followed the Chiefs’ AFC Championship win, which determined the 

2021 Super Bowl matchup. We therefore added content documenting this matchup to enhance 

the topicality of the conditions. In the within-post condition, we included the text “PUMPED for 

the Super Bowl, what a matchup! CHIEFS VS. BUCS” in the promotional post caption. In the 

adjacent-post condition, that text was instead included in the story image (see Table 1). Google 

Trends confirmed that the search terms “Chiefs vs. Bucs” were highly used search terms during 

the time of the study. After viewing the images, participants completed the brand attitude 

measure from Study 2 (α = .91). Results from Study 3 provided evidence brand attitudes were 

significantly higher when the promotional post itself was topical (M = 5.36), relative to when 

topicality was instead included in an adjacent post (M = 4.78).  
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Study 4. As more brands and influencers are entering into these topical conversations, the 

primary goal of Study 4 is to examine the effect of a social media blunder. A post may 

mistakenly violate social media norms or offend a subset of consumers. Indeed, any socially 

unacceptable or controversial post may ignite an ‘online firestorm,’ and achieve a much greater 

reach than a typical post (Dwivedi et al., 2021; Rost et al., 2016). This study also directly 

compares posts from the brand itself with posts from an influencer. 

Unlike in previous studies, all four conditions included a topical post. Two hundred and 

forty MTurk participants (Mage = 39.73, 54.77% female) completed a 2(poster: brand vs. 

influencer) x 2(post: control vs. offensive) between subjects design. Participants viewed a topical 

post promoting Mother’s Day. They were informed that the post was the most recent Instagram 

story from Jenni, a lifestyle influencer, or Walmart, depending on poster condition. In all 

conditions, the text “Happy Mother’s Day” overlay a colorful background. Below that text was a 

small tagline that varied by condition. In the control condition, the tagline read, “Thanks, Mom, 

for all that you do! Laughs and love are coming your way!”. In the controversial condition, the 

tagline instead read, “Thanks, Mom, for all that you do! Don’t forget that pile of dirty laundry 

today though…”. In all conditions, the hashtag “#walmartdeals” was also included (see Table 1). 

After viewing the post, participants were asked to indicate how likely they were to shop at 

Walmart for Mother’s day (likely/unlikely, definitely would/definitely would not, 

improbable/probable; α = .97). Study 4 revealed that while an offensive post significantly 

decreased purchase intentions when the brand was the poster, this effect was attenuated when the 

poster was an influencer. 

 

Studies 5 & 6. Authenticity is a key driver in the relationships influencers build with consumers 

as brand endorsers (Audrezet et al., 2020; Lee & Eastin, 2021). However, additional research is 

warranted to understand the nuances of authenticity in influencer marketing as a 

multidimensional and contextual construct (Lee & Eastin, 2021). Thus, we seek to understand 
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how the perceived authenticity of an influencer can promote consumer engagement in prosocial 

behaviors. In two surveys, we investigated the impact of perceived authenticity on charity, 

influencer, and brand-related measures.  

 

Study 5. Authenticity is crucial in the management of influencer-brand partnerships 

(Audrezet et al., 2020). Although multidimensional and context-specific, authenticity is broadly 

defined as being true to oneself (Mohart et al., 2015). Consumers judge authenticity according to 

a referent (Moulard et al., 2020) which makes authenticity socially constructed by individuals 

(Lee & Eastin, 2021). Within influencer marketing, several dimensions are proposed to impact 

the perceived authenticity of an influencer such as sincerity, truthful endorsements, and 

uniqueness (Lee & Eastin, 2021). Sincerity refers to an influencer who signals to be domestic, 

honest, wholesome, and cheerful while maintaining relatability (Lee & Eastin, 2021). Truthful 

endorsements refer to influencers who endorse brands that align with their personality and 

values. Uniqueness is defined as an influencer who is distinct in personality and content 

compared to other influencers (Lee & Watkin, 2021). We examine a context in which influencers 

promote a form of prosocial behavior: volunteering for a charitable organization. Within this 

context, we propose that authenticity will increase perceived empathy and altruism of that 

individual’s intentions. Empathy, defined as an other-oriented emotional response in relation to 

the perceived welfare of another individual, is a key driver of prosocial behavior (Grinstein et al., 

2019) while altruism is defined as a subset of prosocial behavior where an individual helps in the 

absence of obvious external rewards (Batson & Powell, 2003). Both perceptions of empathy and 

altruism have been found to be linked to various outcomes such as donation intention, 

volunteering, or other prosocial behaviors (Joo et al., 2016; Lee, 2016; Steele et al., 2008). We 
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furthermore propose that this will positively influence consumers’ attitudes towards the 

influencer themselves and will result in an increased likelihood of donating to the organization 

themselves. 

We used a Panel Prolific survey to investigate how these influencer authenticity 

dimensions of sincerity, truthful endorsements, and uniqueness impact consumers’ perceptions of 

empathy and altruism, and thus attitude towards the influencer and donation intentions (see 

Figure 1). Participants were screened to be active users on Instagram. First, participants viewed 

the @jennimarie profile from Study 2, followed by one Instagram post where Jenni was 

engaging in prosocial behavior, promoting a charity (see Table 2). Participants then answered 

questions related to their likelihood to donate to the charity, attitudes of Jenni, and perceptions of 

Jenni’s authenticity adapted from established scales (Lee & Eastin, 2021). Participants answered 

additional questions regarding their perceptions of Jenni’s empathy and altruism also adapted 

from established scales (Albouy & Décaudin, 2018; Joo et al., 2016).  

To analyze our data and test the structural relationship of our proposed model, we 

employed a PLS-SEM model (Hair et al, 2019). The PLS-SEM model was analyzed in two 

stages, (1) a measurement model evaluation to assess internal consistency, composite reliability, 

and discriminant validity and (2) an evaluation of the structural model (Hair et al., 2019; 

Ramayah et al., 2018). As the measurement model met the criteria for reliability and 

discriminant validity, we moved forward to generate the structural model (see Figure 1). We 

found support that influencer sincerity, truthful endorsements, and uniqueness positively and 

significantly influence consumers’ perceived empathy and altruism of the influencer. 

Additionally, we found support that empathy and altruism positively impact consumers’ attitude 

toward the influencer and intention to donate to the charity.  
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 Study 6. Study 5 provided evidence that influencer marketing can be harnessed to 

promote charitable donation behavior. Study 6 adopts a related focus, but extends our 

investigation of influencer marketing to the domain of cause-related products. Authenticity is 

also critical in brand-consumer relationships (Dwivedi & McDonald, 2018). An authentic brand 

is defined as a brand perceived by consumers to have a clear philosophy with a sense of what it 

stands for, lives up to its promise, and is true to itself (Dwivedi & McDonald, 2018). 

Additionally, we include another dimension of influencer authenticity: expertise. Expertise is 

defined as an influencer being knowledgeable in a particular topic, increasing their credibility 

(Lee & Eastin, 2021). To investigate consumers’ perceptions of the dimensions of influencer 

authenticity and how that impacts a brand’s authenticity and in turn attitudes toward the brand 

and purchase intentions, we administered an additional survey on the panel Prolific (see Figure 

2). Similar to Study 5, participants viewed the @jennimarie profile from Study 2, followed by an 

Instagram post in which Jenni collaborated with Nike to promote a cause-related product (see 

Table 2). Participants then answered questions related to their likelihood to purchase from Nike, 

attitudes of Nike, perceptions of Jenni’s authenticity, and perceptions of Nike’s brand 

authenticity; the authenticity measures were adapted from established scales (Lee & Eastin, 

2021).  

 We employed a PLS-SEM model to test the measurement model and moved on to the 

structural model after meeting the criteria for reliability and discriminant validity (see Figure 2). 

We found that perceptions of an influencer’s authenticity can drive perceptions of an associated 

brand’s authenticity; further, heightened authenticity perceptions increase consumers’ attitude 

toward the brand and intentions to purchase cause-related products). Interestingly, we found that 

influencer expertise did not have a significant impact on consumers’ perceptions of brand 
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authenticity while influencer sincerity, truthful endorsements, and uniqueness had positive and 

significant impacts.    

 

 Conclusion and Managerial Implications. Advertisers recognize the importance of influencer 

marketing and are increasingly allocating marketing dollars to these efforts. Therefore, it is 

important to understand the factors that contribute to the success of an influencer marketing 

program. We investigate the role of topicality, a factor that can be considered from a source, 

message, or context characteristic perspective. We also investigate the effectiveness of 

influencers to promote prosocial behavior. Our findings demonstrate that mentioning a topical 

subject can enhance the efficacy of promotional posts. Such topicality can benefit both the 

influencer and the represented brand. This effect is stronger when included in a promotional post 

itself but also is effective if adjacent posts are topical. When a topical post contains something 

controversial, this can harm brand attitudes; however, if a controversial post comes from an 

influencer instead of the brand itself, this effect is attenuated. Findings also reveal influencers 

promoting different forms of prosocial behavior (volunteering with a charitable organization or 

advertising cause-related products) can improve perceptions of influencers as well as improve 

both donation and purchase intentions.  

This research uncovers two novel strategies for advertisers who engage in influencer 

marketing. Advertisers should consider not just who to choose as a partner, but also when to post 

and what content to include in promotional posts. Influencers who post about topical events can 

create greater engagement in adjacent content and increase brand evaluations in promotional 

posts. As topical content is often hard to create and manage, advertisers can leverage influencer 

marketing to keep their brands engaged with current events. Further, partnering with influencers 
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who post topical content can help advertisers’ brands “keep up with the times” in a low-risk 

setting. If an influencer posts something controversial, that does not fit with the brand’s identity, 

advertisers can potentially cut ties with the influencer, giving themselves distance from the 

controversial message. Additionally, if a brand takes a stand to support certain causes, influencer 

marketing can be an effective strategy when engaging in prosocial behavior.  

When brands or charities partner with influencers, brands must consider the authenticity 

of the influencer, along with perceptions of empathy and altruism. Additionally, when a brand 

partners with an influencer and charity, the company should be aware that consumers’ 

perceptions of authenticity can influence the brand’s authenticity. Although perceived influencer 

sincerity, truthful endorsements, and uniqueness of the influencer impacted this relationship, 

expertise did not when viewing a post. As the impact of influencers continues to evolve 

marketers my consider the power of partnering with influences who engage consumers emotional 

as affect appears to be related to participation in prosocial behavior. 
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Tables  

 

Table 1. Overview of Studies 1-4: Topicality  

Study & Design Stimuli Results 

Study 1 – 

 

3 Conditions 

 

Goal: Investigate the 

efficacy of topicality as 

a message 

characteristic in a 

promotional post by an 

influencer.  

 

 

 

Condition 1. High Topical Post – 

COVID-19 (Stay at Home) 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

• ANOVA confirmed that there was a 

significant effect of condition on 

topicality (F (2, 150) = 4.26, p = .02)S 

• Contrasts revealed that the July 4th 

(M4thJuly = 5.12) and COVID-19 (Mcovid = 

5.00) posts were rated as more topical 

than the low-topicality post (Mlowtopic = 

4.34; 4th of July contrast: F (1, 150) = 

7.30, p = .008; COVID-19 contrast: (F (1, 

150) = 5.38, p = .02). There was no 

difference between the two high-topicality 

replicates (F (1, 150) = 0.16, p = .69) 

• ANCOVA to investigate the effect of 

topicality on purchase likelihood. There 

was a significant effect of topicality on 

purchase likelihood (F (2, 149) = 3.46, p = 

.03).  

• Contrasts revealed a significant positive 

effect of topicality when comparing the 

July 4th post to the low topicality post 

(M4thJuly = 5.52, Mlowtopic = 5.04; F (1, 149) 

= 4.54, p = .03) and when comparing the 

COVID-19 post to the low topicality post 

(Mcovid = 5.57; F (1, 149) = 5.80, p = .02). 

The two high topicality conditions were 

equally effective (p = .79).  
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Condition 2. High Topical Post – 

4th of July 

 

 
 

Condition 3. Low Topical Post – 

Summer 
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Study 2 –  

 

2 (topicality: low vs. 

high) between-subjects 

design 

 

Goal: Extend the 

findings of Study 1 by 

investigating how 

topicality in an adjacent 

post can affect attitudes 

toward a promotional 

post. 

Condition 1. Adjacent Post – 

Instagram Story, Non Topical 

 
 

Condition 2. Adjacent Post – 

Instagram Story, Topical (NBA 

Bubble) 

 
 

DV. Promotional Post 

 

• ANCOVA of topical condition on 

attitudes toward the brand showed 

topicality had a marginal positive effect 

on attitudes (Mlow = 5.55, Mhigh = 5.93; F 

(1, 97) = 3.85, p = .053). We also 

examined influencer engagement. As 

predicted, engagement with the influencer 

increased when a highly topical story was 

displayed (Mlow = 4.64, Mhigh = 5.33; F (1, 

97) = 9.37, p = .003). 
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Study 3 –  

 

2 conditions (topicality 

within promotional 

post vs. topicality 

adjacent to promotional 

post) between-subjects 

design 

 

Goal: Investigate the 

relative effect of 

whether topical posts in 

an adjacent versus a 

promotional post are 

more effective.  

 

Condition 1. Adjacent Post is 

Topical 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

• An ANCOVA revealed a significant effect 

of post condition on brand attitudes (F (1, 

116) = 4.55, p = .04).  

• Brand attitudes were significantly higher 

when the promotional post itself was 

topical (M = 5.36), relative to when 

topicality was instead included in an 

adjacent post (M = 4.78). 
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Condition 2. Promotional Post is 

Topical 
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Study 4 –  

 

2 (poster: brand vs. 

influencer) x 2 (post: 

control vs. offensive) 

between-subjects 

design 

 

 

Goal: Examine the 

effect of a socially 

unacceptable or 

controversial social 

media post by an 

influencer and brand. 

Condition 1. Brand X Control 

 

 
 

 

Condition 2. Brand X Controversial 

 

 
 

 

 

 

 

 

 

• An ANOVA revealed that there was a 

significant effect of post type on how 

offensive the post was perceived to be 

(Moffensive = 4.50, Mcontrol = 3.66; F(1, 

240) = 11.15, p = .001).  

• ANCOVA revealed significant effect of 

post type on purchase intentions (F(1,236) 

= 9.64, p = .002), qualified by a 

significant poster by post type by poster 

interaction (F(1,236) = 6.81, p = .01).  

• Contrasts revealed that, while the 

offensive post significantly decreased 

purchase intentions when the brand was 

the poster (Moffensive = 4.07, Mcontrol = 

5.37; F(1,236 = 16.53, p < .0001), this 

affect was attenuated when the poster was 

an influencer (Moffensive = 4.14, 

Mcontrol = 4.56; F(1,236 = 16.53, p = 

.73). 
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Condition 3. Influencer X Control 

 

 
 

Condition 4. Influencer X 

Controversial  
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Table 2. Overview of Studies 5-6: Pro-Social Behavior  

Study & Design Stimuli Results 

Study 5 

 

Survey Design – 

PLS-SEM 

 

Goal: Explore the 

impact of 

perceived 

authenticity when 

an influencer 

participates in 

prosocial behavior 

(e.g., promoting a 

charity) on 

influencer attitudes 

and charity 

donation 

intentions.  

 

 

 
 

• Findings reveal support that perceived 

influencer authenticity can predict 

consumers’ perceived empathy and 

altruism toward the influencer and in 

turn the attitude toward the influencer 

and donation intention. 

• See Figure 1 for more details.  

Study 6 

 

Survey Design – 

PLS-SEM 

 

Goal: Explore the 

impact of 

influencer 

authenticity on 

brand authenticity, 

brand attitude, and 

brand purchase 

intention when an 

influencer partners 

with a brand 

participating in 

prosocial behavior 

(e.g., partnering 

with a nonprofit 

organization).  
 

 

• Results show support perceived 

influencer authenticity impacts a 

brand’s perceived authenticity. This 

can then influence consumers’ attitude 

toward the brand and brand purchase 

intention.   

• See Figure 2 for more details. 
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Figures 

 

 

 

 

  

  

 

 

     

 

 

 

 

  

 

 

 

 

 

 

   

 

 

 

 

 

 

 

 

 

 

 

β = .331, t = 5.68*** 

β = .585, t = 10.82*** 

β = .148, t = 2.30** 

Empathy 

𝑅2 =  .608 

Influencer 

Authenticity 

Sincere 

Donation 

Intention 

Attitude 

Towards 

Influencer 

𝑅2 =  .441 

Altruism 

Influencer 
Authenticity 

Truthful 

Influencer 

Authenticity 

Uniqueness 

𝑅2 =  .339 𝑅2 =  .461 

Figure 1. Survey #1 PLS-SEM Results.  
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β = .543, t = 13.20*** 

Figure 2. Survey #2 PLS-SEM Results.  

Influencer 

Authenticity 

Sincere 

𝑅2 =  .344 

Attitude 

Towards 

Brand 

Brand 

Purchase 

Intent 

𝑅2 =  .380 

Influencer 

Authenticity 

Truthful 

𝑅2 =  .281 

𝑅2 =  .300 

Influencer 

Authenticity 

Expert 

Brand 

Authenticity 

Influencer 

Authenticity 

Unique 

𝑅2 =  .167 

𝑅2 =  .336 

𝑅2 =  .347 
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