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ABSTRACT

Purpose - Purpose of this study is to determine the impact of message value and credibility on 

the consumer’s purchase intention and the role of trust on branded posts is also studied as a 

mediation between these variables. The message value was considered to have informative 

value and entertainment value as their subsequent components.

Methodology & Design - Deductive reasoning approach is aligned with quantitative methods 

to present the analysis of the research employing positivism philosophy. A survey 

questionnaire was designed to collect the data from the population. A tester observation of 200 

respondents was used. Subsequently, the data was analyzed using Smart PLS Structural 
Equation Modeling (SEM).

Findings - The findings of the study revealed that the message value had a significant impact 

on the consumer trust in branded post while an insignificant impact was observed with 

purchase intention. However, credibility was observed to positively impact both trust in 

branded posts and purchase intention of the consumer. Additionally, the mediation of trust in 

branded post with entertainment value was the only significant impact observed on purchase 

intention.

Limitations - The limited access of the literature and availability of the resources are the 

primary limitations of this research. The research time frame of semester is also the limitation 

of the research. However, small sample size due to lack of time, collection of data and difficulty 

in the analysis of the data is also the limitation of the study.

Recommendations - The current research provided significant recommendations for 

advertisers, brands and marketers which have interest in influencer marketing. For instance, 

brands should consider authentic and credible influences to promote their brand and products. 

As the consumer trust in branded posts have a direct impact on purchase intentions.

Keywords — Influencer Marketing, Credibility, Purchase Intention, Consumer Trust On 

Branded Content, Consumer Buying Behavior
vi



Spring 2022 70338

TABLE OF CONTENTS

Abstract vi

CHAPTER 1 1
INTRODUCTION 1

Introduction..............................

1.1 Background.....................

1.2 Problem Statement.......... .

1.3 Research Objectives........ .

1.4 Research Questions..........
1.5 Significance of the Study .

1.6 Scope of the Research.....
1.7 Organization of the Thesis

CHAPTER 2....................................

1
.2
,3
3
.4
.4
.4
.5
6

.6LITERATURE REVIEW

62.1 Consumer Trust in Branded Content
72.2 Informative Value
.72.3 Entertainment Value
82.4 Credibility... 

2.4.1 Expertise 9

10Attractiveness2.4.2

102.4.3 Similarity.

10Trustworthiness2.4.4

112.5 Purchase Intention.......

2.6 Research Hypotheses....

2.7 Conceptual Framework

CHAPTER 3................................

Research Methodology................

14

15
16

16

Vll



Spring 2022 70338

3.1 Research Approach & Type............
3.2 Research Design.............................
3.3 Research Population........................

3.4 Sample Size & Sampling Technique
3.5 Research Instrument........................
3.6 Data Collection...............................

3.7 Data Analyses Method....................

CHAPTER 4...................................................

Results.............................................................

16
16
17
17
18
19
19

.20

,20

4 Results..............................................................
4.1 Respondent Profile...........................................
4.2 Measurement Model/Outer Model Assessment. 

4.2.1 Internal Reliability and Convergent Validity

20

,20

,22

22

Discriminant Validity 244.2.2

Assessment of Model Fit 254.2.3

254.2.4 Assessment of R-square..................................

4.3 Inner /Structural Model Evaluation......................

4.3.1 Hypotheses Testing and Discussion of Results

.26

26

.29CHAPTER 5

,29Discussion.....................................

5 Discussion.....................

5.1 Hypothesis 1 Discussion

5.2 Hypothesis 2 Discussion

5.3 Hypothesis 3 Discussion
5.4 Hypothesis 4 Discussion

5.5 Hypothesis 5 Discussion

5.6 Hypothesis 6 Discussion

5.7 Hypothesis 7 Discussion

,29
,30

.30

,31

.31
,32

,32

,33

vm



Spring 2022 70338

5.8 Hypothesis 8 Discussion ..
5.9 Hypothesis 9 Discussion .,
5.10 Hypothesis 10 Discussion

CHAPTER 6...................................

33

34

.34

35
Recommendations and Conclusion 35

6 Recommendations .35
6.1 Limitations of the Research .35
6.2 Future Research ,36
6.3 Conclusion 36

References ,38

APPENDIX .46

IX


