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Abstract

Companies increasingly collaborate with social media influencers (SMIs) to promote product and service brands
(Jin & Mugaddam, 2019). There has so far been limited research examining how the personality traits of consumers
may impact the extent to which they are influenced by SMIs. This study aims to understand the relationship between
consumers’ personality traits and their attitudes towards SMIs. The study utilised an online questionnaire distributed
to a group of millennials (n=221), in order to understand the impact of personality traits on attitudes towards SMIs.
The five-factor model of personality (McCrae & Costa, 1987), which employs the neuroticism, extraversion, open-
ness, agreeableness, and conscientiousness labels, was used as a framework for the study, while the questions on atti-
tudes towards SMIs explored four main areas - envy towards SMIs, advertising content value, credibility of SMIs,
and perceived trustworthiness of SMIs. The findings highlight the importance of investigating personality traits to
better understand how followers/consumers’ perceptions and attitudes towards SMIs and SMI-endorsed advertise-
ments can be influenced. The implications for further research and the study’s limitations are discussed.

Keywords: social media influencers, influencer marketing, five factor model of personality, consumer attitudes
towards influencers, millennials.

Resumen

Las empresas colaboran cada vez mas con personas influyentes en las redes sociales (IRS) para promover marcas
de productos y servicios (Jin y Muqaddam, 2019). Hasta ahora, se han realizado investigaciones limitadas que exa-
minan como los rasgos de personalidad de los consumidores pueden afectar la medida en que estan influenciados por
las IRS. Este articulo tiene como objetivo comprender la relacion entre los rasgos de personalidad de los consumi-
dores y sus actitudes hacia los IRS. El estudio utilizd un cuestionario en linea distribuido a un grupo de millennials
(n=221), con el fin de comprender el efecto de los rasgos de personalidad en las actitudes hacia los IRS. El modelo
de personalidad de cinco factores (McCrae y Costa, 1987), que emplean las etiquetas de neuroticismo, extraversion,
apertura, amabilidad y conciencia, se utilizd como marco para el estudio, mientras que las preguntas sobre actitudes
hacia los IRS exploraron cuatro areas principales —envidia hacia los IRS, valor del contenido publicitario, credibi-
lidad de los IRS y confianza percibida de los IRS. Los hallazgos destacan la importancia de investigar los rasgos de
personalidad para comprender mejor como se pueden influir las percepciones y actitudes de los seguidores / consu-
midores hacia los IRS y los anuncios respaldados por IRS. Se discuten las implicaciones para futuras investigacio-
nes y las limitaciones del estudio.

Palabras clave: influenciadores de redes sociales, marketing de influenciadores, modelo de personalidad de cinco
factores, actitudes del consumidor hacia los influenciadores, millennials.
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Introduction

Social media is considered an important part of daily life
for a consumer. It has been estimated that in 2020, 3.81
billion people worldwide use at least one social media
platform, with an average time of 144 minutes per day
spent on social media (Statista, 2020). Consequently,
social media platforms have changed how consumers
share information about brands (Soltani-Nejad et al.,
2020), and marketers realise that social media platforms
can be used as powerful tools (Hooda & Ankur, 2018).
Thus, companies have started to work with social media
influencers (SMIs) in order to promote their brands and
products to consumers (Jin and Mugaddam, 2019; Schou-
ten et al., 2020).

SMIs - ordinary people who have successfully built
an online personal brand by enthusiastically sharing
self-generated content (Lin et al., 2018; Schouten et al.,
2020) - use their power to influence consumers’ percep-
tions and decisions about brands (Wellman et al., 2020).
They are usually perceived as experts in areas such as
beauty, fitness or fashion, which increases their credibil-
ity (Khamis et al., 2017; Schouten et al., 2020). Studies
have attempted to understand the mechanism by which
influencer marketing affects consumers via social media,
and recent research argues that there are several main
aspects to be considered, including envy towards SMls,
the advertising content that brands want to communicate
via SMIs, the credibility of the SMIs, and their perceived
trustworthiness in the eyes of consumers (Chae, 2018;
Lou & Yuan, 2019).

Endorsers have a crucial role in marketing commu-
nications, through capturing attention, communicating
meaning, providing information, and affecting consumer
perceptions (De Veirman et al., 2017; Friedman & Fried-
man, 1979; Ilicic & Webster, 2011; McCracken, 1989;
O’Mahony & Meenaghan, 1997). There are several stud-
ies investigating how the personality of a celebrity or influ-
encer should suit the product or service being endorsed,
in order to create a successful marketing communication
(Kamins, 1990; Kamins & Gupta, 1994). Some focus on
brand trait transference, which happens when endorsers
acquire brand personality traits (Arsena et al., 2014), or
vice versa (Ambroise et al., 2014). As personality traits
can affect consumers’ evaluations and perceptions (Azza-
dina et al., 2012), it is crucial to understand how an indi-
vidual’s personality affects their perceptions of endorsers.
The present study addresses this under-researched area and
provides empirical evidence for this relationship, through
a focus on millennial consumers in the UK.

The millennial generation is defined as that including
individuals born between 1985 and 1999 (Pendergast,

2010). Unlike their predecessors, who are identified as
digital immigrants, most digital natives are millennials
(Nella & Christou, 2014; Prensky, 2001; Prensky, 2012).
In fact, they are the first generation that has grown up
entirely in the digital world, with their lives and work
strongly affected by information technology (Bennett et
al., 2008; Bolton et al., 2013; Wesner & Miller, 2008).
Bennett (2014) states that around three quarters of con-
sumers make their purchasing decisions based on social
media.

The millennial generation number around 1.8 billion
individuals globally, which accounts for about a quarter
of the world’s population (Tinfold, 2018). They are one
of the most active generations on social media (Chatzi-
georgiou, 2017), and their number and combined pur-
chasing power make millennials a very important market
segment (Barnes, 2015).

Personality Traits and Consumer Attitudes
towards Brands endorsed by SMIs

In order to better understand the perceptions and choi-
ces of consumers, and their attitudes towards brands in
general, it is important to understand personality traits
(Dolich, 1969; Mulyanegara et al., 2009). Research began
to examine the relationship between personality traits
and consumer behaviour, in order to explore how perso-
nality can affect consumers’ buying behaviour (Foxall &
Goldsmith, 1988). Recent studies have focused on explo-
ring means by which to measure personality (Singh et al.,
2020), given the indication that personality traits are one
of the main factors affecting decision making (Barkhi &
Wallace, 2007) and, consequently, consumer purchase
intentions (Azzadina et al., 2012).

Although this study uses the five-factor model (McCrae
& Costa, 1987; Costa & McCrae, 1992) to measure per-
sonality, there are several alternative approaches that exist
in the literature in the context of brand and consumer rela-
tionships. For instance, in order to measure brand person-
ality, Aaker (1997) designed a generic measurement scale
that would enable the personalities of all types of brands
to be measured, and after factor analysis was conducted,
five dimensions emerged - sincerity, excitement, sophisti-
cation, ruggedness, and competence. However, this scale
has been criticised on account of the fact that some of its
dimensions cannot be replicated in certain cultures (Aaker
etal., 2001; Davies et al., 2004; Muniz & Marchetti, 2012;
Sung & Tinkham, 2005). It has also been criticised due to
issues concerning generalisation, methodology, data col-
lection and sampling (Austin et al., 2003). An alternative
approach to Aaker’s five dimensions, is the stereotype con-
tent model, which claims that people judge individuals or
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human groups in terms of their relative warmth and com-
petence (Fiske et al., 2002). The warmth dimension con-
cerns the perceived intentions of other people in terms
of how friendly, helpful, and trustworthy they are, while
competence concerns their perceived intentions when it
comes to how competent, confident, and hardworking they
are (Fiske et al., 2007). Davies et al. (2018) identify three
dimensions (warmth, competence and status) to measure
brand personality.

Five-Factor Model

Personality can be defined as traits of behaviour that esta-
blish the individual’s pattern of interactions with their
surroundings (McKenna, 2000). Personality research,
which had been involved in debates and disparate theories
(Funder, 2001), eventually led to a consensus that traits
are well-structured within five broad, empirically driven
domains (Ekinci & Dawes, 2009). This was the five-factor
model, also known as the Big Five or the five-factor theory,
consisting of extroversion, agreeableness, conscientious-
ness, neuroticism, and openness (Costa & McCrae,1992).

The five-factor model does not limit personality to
only these five traits, but instead proposes that each trait
summarises a greater set of characteristics (John & Sri-
vastava, 1999). Trait theory enables us to measure person-
ality traits, which results in more effective quantitative
research (Cervone & Pervin, 2015). Numerous studies
from different disciplines have been able to replicate the
findings across observers, methodologies, life spans, and
languages and cultures, thus validating this approach to
measuring personality (Ekinci & Dawes, 2009).

Based on the five-factor model, the five traits of per-
sonality are explained in the following parts in order to
predict how this study expects the personalities of indi-
viduals to affect their attitudes towards SMIs.

Extroversion

Extroversion can be considered as the first dimension
(Barrick & Mount, 1991). People who score highly for
extraversion are often stimulated by social interactions,
and these individuals are usually talkative and energetic
(McCrae & John, 1992). Extroverts are natural leaders
who are person-oriented, optimistic, fun-loving, affectio-
nate and confident; extraversion is associated with strong
positive feelings (Chamorro-Premuzic, 2016; Ekinci &
Dawes, 2009; McCrae & Costa, 2003).

Agreeableness

Individuals who score highly for the agreeableness trait
are trusting, helpful, generous, forgiving, courteous, coo-
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perative, and tolerant (McCrae & Costa, 2003; Roc-
cas et al., 2002). Agreeable people are generally kind,
sympathetic and altruistic individuals (Digman, 1990;
McCrae & John, 1992). On the other hand, people with
low agreeableness scores tend to be sceptical, spiteful,
and hostile (Digman, 1990).

Conscientiousness

Conscientious individuals can be described as organi-
sed, dependable, responsible, punctual, and achievement-
oriented (Barrick & Mount, 1991; Ekinci & Dawes, 2009).
Conscientious people are rational thinkers who prefer to be
well-informed before making decisions (Chamorro-Pre-
muzic, 2016). This trait is often described by using such
terms as initiative, responsibility, and will power (Kluc-
kholn et al., 1953; Costa et al., 1991). On the other hand,
people with low conscientious scores are associated with
thoughtless decisions (Roccas, et al., 2002).

Neuroticism

Individuals who score high for the neuroticism trait most
often exhibit neurotic characteristics, such as worry, ner-
vousness, and self-pity (Barrick & Mount, 1991). Neu-
rotic individuals are often temperamental and anxious
(Briggs, 1988), and neuroticism is associated with low
self-esteem (McCrae & John, 1992). On the other hand,
people with low neuroticism scores are usually calm,
relaxed, self-assured, and emotionally stable (McCrae &
Costa, 2003).

Openness

Barrick and Mount (1991) state that openness has been
the most challenging dimension to identify in personality
research, and is interpreted mostly as describing people
who are imaginative, creative, and open-minded. Indivi-
duals who score highly for openness are usually cultured,
attentive to inner feelings, intellectual, curious, broad-
minded, intelligent, and sensitive to aesthetics (Ekinci &
Dawes, 2009). Those demonstrating this trait are likely to
be inquisitive and to value knowledge. Conversely, indi-
viduals with low openness scores may value more con-
servative ideas (McCrae & Costa, 2003).

Social Media Influencers

There is a dramatic rise in brands collaborating with
SMIs to market their products and services (Jin & Ryu,
2020), as companies realise that SMIs represent a new
type of endorser who influences their followers’ attitu-
des through the generated content on their social media
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platforms (Freberg et al., 2011). There are several rea-
sons why marketers consider SMIs as important allies
on their road to success; the most prominent one is that
these endorsers have a wide reach and high numbers of
followers (De Veirman et al., 2017). Also, unlike the more
traditional digital marketing communication strategies,
which lack engagement with potential consumers, colla-
borations with SMIs for brand advertising enable a com-
pany to reach consumers in a more genuine way (Childers
et al., 2019). Although celebrity endorsement has been a
very popular marketing strategy, nowadays brands incre-
asingly prefer to collaborate with SMIs (Schouten et al.,
2020). The justification for this preference can be derived
from recent studies on how consumers’ attitudes towards
brands differ in terms of collaborations with SMIs or cele-
brity endorsers (Djafarova & Rushworth, 2017).

This research focuses on four main attitudes towards
SMIs: envy, advertising content evaluations, credibility,
and trust.

SMIs and Envy

Envy is defined as ‘the unpleasant emotion that can arise
when we compare unfavourably with others’ (Smith &
Kim, 2007, p. 46).

According to Smith (2004), there are four conditions
for individuals to feel envious: envy arises when an indi-
vidual and the envied target have similarities except for a
desired attribute; the desired attribute is personally rele-
vant for the individual, and the individual is not confident
about his/her ability to obtain such an attribute and the
envied target’s advantage is seen as unfair (Chae, 2018).
Envy occurs towards the people whom individuals iden-
tify with and who are characteristically closer to them.
(Miceli & Castelfranchi, 2007).

When compared with traditional celebrities, SMIs
have more similarities with their followers: some of them
are ordinary people who are still students, yet they might
be considered more beautiful or wealthier than other
ordinary people who aspire to be like them but find it dif-
ficult (Chae, 2018; Lou & Yuan, 2019).

The study on envy and its relation to social media con-
sumption is an emerging topic in marketing research (e.g.,
Appel et al., 2015; Chow & Wan, 2017; Feng et al., 2021;
Lee & Eastin, 2020; Lin & Utz, 2015; Liu & Ma, 2018). A
recent study that investigated the relationship between per-
sonality and envy towards SMIs concluded that females
with low self-esteem and high self-consciousness are
likely to feel envious towards SMIs (Chae, 2018).

A lot of academic research on personality concludes
that individuals who are rated high on the neuroticism
scale show a greater tendency to compare themselves

with others, in turn, leading to negative feelings (Van der
Zee et al., 1998).

Research by Wallace et al. (2017) showed a nega-
tive relationship between individuals who are rated high
in terms of extraversion and their envy towards social
media influencers. Hence:

H1: Individuals who score highly for neuroticism will
show higher reported envy towards SMls.
H2: Individuals who score highly for extraversion will
show lower reported envy towards SMIs.

SMIs and SMI Evaluation

The value of third-party influencers for brands has been
extensively researched, with a focus on the consumer
influencer value (Kumar et al., 2010; Van den Bulte &
Wauyts, 2007). On the other hand, research on the value of
SMIs is limited to only a few studies, but recent research
from Lou and Yuan (2019) has resulted in the develop-
ment of a social media influencer value (SMIV) model
that discusses the effect of source credibility and the
advertising value of SMIs. The main factors identified in
the SMIV model are advertising content value, influen-
cer credibility, perceived trust, brand awareness and pur-
chase intentions. SMIs should consider these factors if
they are to ensure positive attitudes from their followers,
both towards themselves as individuals, and towards the
brands they endorse (Lou & Yuan, 2019).

SMIs and Advertising Content Value

Advertising content value can be determined by several
factors, such as the importance of the information pro-
vided by the advertisements, and the form of the adver-
tisements (Ducoffe, 1996). Similarly, research suggests
that the success of a campaign depends on whether SMIs’
posts are perceived as informative and entertaining (Dao
etal., 2014; Lou & Yuan, 2019). Research conducted with
young female Instagram users to investigate the effects
of celebrities and influencers concluded that influen-
cers were more influential, credible, and relatable than
traditional celebrities (Djafarova & Rushworth, 2017).
Lou and Yuan (2019) argue that the perceived informa-
tive and entertainment value of SMIs’ content may affect
followers’ perceptions of specific branded posts, while
Black et al. (2010) propose that participants who score
more highly on the openness trait will have a positive
attitude towards SMIs in advertising. Hence:

H3: Individuals who score highly for openness will
show positive attitudes towards the use of SMIs in
advertising.
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SMIs and Credibility

The credibility of a source or a communicator is one of
the key determinants of persuasion (Hovland & Weiss,
1951), and influencer credibility can therefore be simi-
larly considered an important factor in influencing con-
sumers (Lou & Yuan, 2019).

Several studies investigate the credibility of SMIs as
brand endorsers and conclude that consumers’ percep-
tions of influencer credibility are an important determi-
nant of successful marketing communications (Djafarova
&Rushworth, 2017; Schouten et al., 2020). There are
four themes of influencer credibility that have emerged
from recent studies on SMIs, namely the trustworthiness
of SMIs, their authenticity, how knowledgeable they are,
and their attractiveness (Lou & Yuan, 2019; Schouten
et al., 2020).

Previous studies on source credibility have explored
the effect of endorsers on consumers (Dwivedi et al.,
2015; Lee & Koo, 2015). In the light of influencer mar-
keting practices, Djafarova and Rushworth (2017) state
that in order to be successful, SMI endorsers must be
considered product-relevant by consumers. Similarly,
Schouten et al. (2020) contend that when SMIs are per-
ceived as credible and useful, they have a positive effect
on individuals’ perceptions of the brands they endorse,
and on their purchase intentions (Chapple & Cownie,
2017; Miranda et al., 2019).

Considering the main attributes of conscientiousness,
such as rational thinking and being well-informed before
making decisions:

H4: Individuals who score highly for conscientiousness
will show higher perceived credibility towards SMIs.

SMls and Trust

Trust can be described as ‘a willingness to rely on an
exchange partner in whom one has confidence’ (Moor-
man et al., 1993, p. 82). The importance of trust in the
context of social media marketing has been a popular
research area (studies include Chu & Kim, 2011; Hajli,
2014; Yahia et al., 2018).

In the context of SMIs, if followers are to consider
purchasing the brands that SMIs endorse, they must per-
ceive the SMIs as trustworthy (Wellman et al., 2020), and
as reliable sources of information (Schouten et al., 2020).
Lou and Yuan (2019) propose an integrated social media
influencer value model that considers the perceived trust-
worthiness of SMIs as a significant aspect. Of the five
personality factors, agreeableness, which captures one’s
tendency toward cooperation and concern for social rela-
tionships (Levine et al., 2018), is the only one that always
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shows a positive relationship with trust (Ben-Ner & Hall-
dorsson, 2010; Evans & Revelle, 2008). Furthermore,
agreeable individuals are rarely considered suspicious of
hidden intentions (McCrae & Costa, 2003). Therefore:

HS5: Individuals who score highly for agreeableness
will perceive SMIs to be more trustworthy.

The conceptual framework and the proposed hypothe-
ses of this research are presented in Figure 1, below.

Figurel. Conceptual Framework with Hypotheses

Neuroticism H1 Envy

i

H2

Extraversion -
Advertisement
Content
H3 Evaluations Attitudes towards
Openness

SMI Endorsed
Advertisements

7

iy H4 Credibility
Conscientiousness

g HS5 Trust

=

i
i

Attitudes
towards SMIs

Personality Traits

Method

Sample

The participant sample consists of millennials (born bet-
ween 1985 and 1999) residing in the UK. Participation
was voluntary, and an online questionnaire was embedded
on an online survey tool and distributed. After removing
any participants who failed the filtering and screening
questions, the final number of participants included in
data analysis was 221.

The average age of participants was 29, with 52%
being male and 48% female.

As shown in Table 1, almost 93% of the participants
had Facebook accounts (although only 46% were actively
using their accounts), 62% had YouTube accounts, and
92% had accounts on Instagram (reported active usage
was 72%).

Over half of the participants responded that they fol-
low influencers on YouTube (53%), 34% follow influenc-
ers on Facebook, and 81% follow Instagram influencers.

Procedure

First, the participants were asked two screening ques-
tions about their social media use and influencer following
habits. Lou and Yuan (2019) defined SMIs as regular
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Table 1. Demographics of the Respondents

Demographics Classification Frequency Percentage %
Male 116 52
Gender
Female 106 48
20-24 65 29
Age 25-29 79 36
30-35 77 35
Student 115 52
Employed 93 42
Occupation
Self-Employed 9 4
Prefer not to answer 4 2
Facebook 206 93
Instagram 203 92
Respondents  vo,Tybe 137 62
who have an
account on... Twitter 152 69
TikTok 52 24
Others 42 19
Facebook 95 46
Instagram 146 72
Respondents v,y Tybe 84 61
who are active -
users of... Twitter 102 67
TikTok 40 77
Others 37 88

people who have become online celebrities with a large
number of followers by creating and posting content across
one or more social media platforms (such as YouTube, Ins-
tagram, Snapchat, or personal blogs), and this definition
was given to the respondents to ensure a uniform and con-
sistent understanding of the concept of SMIs. Participants
who were regular social media users (actively using at least
one social media platform) and had followed at least one
influencer within the last year were directed to fill in the
main survey questions. They were asked about their expe-
riences and habits regarding their social media use, their
thoughts and perceptions about the social media influencers
whom they had followed, and their demographic informa-
tion. The survey took around 10 minutes to complete.

Measures

The big five inventory (BFI) was used to measure the
5 dimensions of personality (1 = strongly disagree to
7 = strongly agree; all @ are above .85) (John & Sirivas-
tava, 1999).

This study measured the four main areas that affect
consumers’ perceptions of SMIs with all items extracted
from Chae (2018), Lou and Yuan (2019), Munnukka
et al. (2016), and Ohanian (1990), as well as consum-

ers’ general attitudes towards SMI-endorsed advertise-
ments with all items extracted from Tan & Chia (2007).
The responses were anchored by a 7-point Likert scale.

Envy

Participants’ envy towards SMIs was measured with
a three-item construct taken directly from Chae (2018),
which had been adapted from Appel et al. (2015): ‘I envy
the influencers’ lives shown on social media’, ‘My life
is inferior to influencers’ lives shown on social media’
and ‘I wish to live like influencers on social media’. The
items were based on a 7-point scale (1 = strongly disa-
gree to 7 = strongly agree).

Advertising content evaluation

Participants’ perceptions towards advertisement content
value were measured with a three-item construct, with two
items adapted from Munnukka et al. (2016): ‘Use of SMIs
in advertising brands is enjoyable’ and ‘Use of SMIs in
advertising brands is interesting’, and another item was
adapted from Lou and Yuan (2019): ‘Advertisements from
SMIs are informative’. The items were based on a 7-point
scale (1 = strongly disagree to 7 = strongly agree).
Credibility

Participants perceptions towards SMIs credibility were
measured with a three-item construct with one item adap-
ted from Munnukka et al. (2016): ‘I consider the SMIs
very attractive’ and two items adapted from Lou and
Yuan (2019): ‘I consider the SMIs authentic and credi-
ble’ and ‘I consider the SMIs very knowledgeable about
their endorsed brands’. The items were based on a 7-point
scale (1 = strongly disagree to 7 = strongly agree).

Trust

Participants perceptions towards SMIs trustworthiness
were measured with a four-item construct adapted from
Munnukka et al. (2016): ‘I feel SMIs are honest’, ‘I con-
sider SMIs are trustworthy’, ‘I feel SMIs are truthful’,
and ‘I consider SMIs are earnest’. The items were based
on a 7-point scale (1 = strongly disagree to 7 = strongly
agree).

Attitudes towards SMI-endorsed advertisements

Participants’ general attitudes towards SMI-endorsed
advertisements were measured with a three-item cons-
truct adapted from Tan and Chia (2007): ‘Overall, I con-
sider SMI-endorsed advertising a good thing’, ‘Overall,
I like SMI-endorsed advertising’, and ‘My general opi-
nion of SMIl-endorsed advertising is unfavourable’
(reverse scored). The items were based on a 7-point scale
(1 = strongly disagree to 7 = strongly agree).
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Findings

The mean values for each dimension of personality
were calculated: neuroticism (M=5.23), extraversion
(M=5.81), openness (M=5.72), agreeableness (M=5.51),
and conscientiousness (M=5.13).

Then, the internal consistencies of Envy (a = .89),
Advertising content evaluation (¢ = .89), Credibility
(a = .91), Trust (¢ = .91), and Attitudes towards SMI
endorsed advertisements (¢ = .86) were calculated. All of
the Cronbach Alpha values were reported as high (Nun-
nally, 1978; Peterson, 1994).

After the internal consistencies were checked, T-tests
were carried out in order to understand whether there is
a significant difference in the perceived attitudes towards
SMIs due to reported scores of the personality traits being
high or low.

Envy

The study found that participants who scored highly
for neuroticism had significantly higher reported envy
towards SMIs (6.09 £+ 1.16), compared to those partici-
pants who showed low neuroticism scores (5.35 = 1.01),
t(219)=4.50, p=.02, supporting H1.

The participants who scored highly for extraversion
had slightly higher reported envy towards SMls (6.02
+ 0.83), compared to the participants who showed low
extraversion scores (5.98 + .95), t(219)=1.02. However,
the mean differences are not statistically significant, with
p=.35, and therefore H2 is not supported.

Advertising Content Evaluation

Participants with high openness scores showed signifi-
cantly higher positive attitudes towards the use of SMIs
in advertising (6.10 + 1.02), compared to participants
with low scores for openness (5.28 + 1.30), t(219)=5.14,
p=-001, supporting H3.

Credibility

The analyses showed that participants who scored highly
for conscientiousness showed significantly higher percei-
ved credibility towards SMIs (6.58 £ 0.54), compared to
the participants with low scores for conscientiousness
(5.58 £ 1.23), t(219)=5.71, p=.001, supporting H4.

Trust

The study found that participants who scored highly
for agreeableness had significantly higher reported trust
towards SMIs (6.07 £ 1.10), compared to the partici-
pants with low scores for agreeableness (5.40 = 1.19),
t(219)=4.24, p=.012, supporting HS5.
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After the mean comparisons, possible moderation
effects of different personality traits were investigated.
In order to understand whether personality traits moder-
ate the relationship between four main attitudes towards
SMIs and attitudes towards SMI-endorsed advertise-
ments, the Process Macro was used (Hayes, 2012). Pro-
cess Model 1 was tested for possible moderation effects
of different personality traits from different attitudes
towards SMIs to consumers’ attitudes towards SMI-en-
dorsed advertisements (Figure 2).

Figure 2. Process Model 1 for Direct Moderation of Different
Personality Traits
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First the relationship between envy towards SMIs
and attitudes towards SMI-endorsed advertisements was
tested with neuroticism as a moderator, (n=221), P =.63
for interaction, P =.0005 for neuroticism. Although the
model was significant (P=.000), moderation was not
significant.

The same test was conducted with extraversion as the
moderator; and the results showed that the moderation
was not significant with P=.29 for interaction, and P=.24
for extraversion.

The relationship between advertisement content eval-
uations for SMIs and attitudes towards SMI-endorsed
advertisements was tested with openness as a moderator,
and the results were that moderation was not significant,
with P=.52 for interaction, and P=.95 for openness.

The relationship between the credibility of SMIs and
attitudes towards SMI-endorsed advertisements was tested
with conscientiousness as a moderator (P=.045 for inter-
action, P=.00 for conscientiousness). It can be concluded
that there is a statistically significant relationship between
the credibility of SMIs and attitudes towards SMI-en-
dorsed advertisements, and that this relationship is moder-
ated by the conscientiousness trait.

Finally, the relationship between trust in SMIs and
attitudes towards SMI-endorsed advertisements was
tested with agreeableness as a moderator (P=.001 for
interaction, P=.005 for agreeableness). This indicates a
statistically significant relationship between trust in SMIs
and attitudes towards SMI-endorsed advertisements. The
agreeableness trait moderates this relationship.

Discussion and Implications

The role of personality traits in the current study mostly
confirmed and, in some cases, extended the findings of
previous studies. While previous research has addressed
how personality affects preferences towards brands, little
effort has been devoted to understanding the significance
of individual personality traits in affecting perceptions
and attitudes towards SMIs. This is the first research to
investigate how the individual personality traits of British
millennial followers, attitudes towards SMIs, and attitu-
des towards SMI-endorsed advertisements are related in
social media marketing research. The findings can help
marketers to gain a better understanding of how different
personality traits can influence the attitudes and percep-
tions of potential consumers when it comes to the social
media influencers they follow.

This study supports previous research concerning
consumers’ envy towards brand endorsers, particularly
SMIs (Chae, 2018), and links the relationship between
envy and comparing oneself with others and feeling

negative emotions from these comparisons, with the
neuroticism trait of personality (Van der Zee et al., 1998).

The first conclusion (H1) relating to the neuroticism
personality trait and its relationship with envy towards
SMlIs is supported. This conclusion contributes to the the-
ory on neuroticism and how its relationship towards feel-
ing envious of SMIs would affect the purchase intentions
of consumers who rate highly for neuroticism. The impli-
cation of this relationship for marketers is important, as
there are numerous studies showing how envy towards
SMIs affects attitudes towards SMI-endorsed advertise-
ments and purchase intentions of consumers (Lin, 2018).
Marketers can benefit from the finding that consumers
who score highly for neuroticism also report higher envy
towards SMlIs, indicating that their purchase intentions
would be lower compared to consumers with low neurot-
icism scores.

On the other hand, contrary to previous research (Wal-
lace et al., 2017), the negative relationship between indi-
viduals who rated highly for extraversion and their envy
towards social media influencers is not supported in this
study (H2). One explanation might be that the majority
of participants in reference studies were between 18 and
22 (for example Wallace et al., 2017), whereas this study
has an older sample with an average age of 29. It may be
that extraverted millennials might not feel as envious as
younger generations in their perceptions of SMIs. There-
fore, marketers need not view potential envy towards
SMIs as a reason to exclude extravert millennials from
their target demographic. With that said, they may want
to consider how these factors interact in different age
groups, as this may affect their purchase intentions.

In the context of advertisements involving SMIs, this
study supports the previous research in terms of how the
perceived informative and entertainment value of SMIs’
content affects the followers’ perceptions of endorsed
brands (Lou & Yuan, 2019), particularly with followers
who report higher openness (H3).

Additionally, this study reflects the findings of pre-
vious research showing that consumers’ perceptions of
influencer credibility are an important determinant of
successful marketing communications (Schouten et al.,
2020), and adds that conscientiousness is an import-
ant personality trait for followers, one that has a posi-
tive relationship with perceived influencer credibility and
should be included in future research when investigating
this relationship further (H4).

Similarly, marketers need to ensure the SMIs they col-
laborate with are perceived as trustworthy if followers
are to increase their potential to purchase the endorsed
brands (Wellman et al., 2020). This study contributes to
this area by specifically suggesting that the agreeableness
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trait has a significant effect on the perceptions of SMIs’
trustworthiness.

In terms of implications for practitioners, the most
important conclusion is that marketers need to strate-
gically consider how the four areas that influence con-
sumers’ perceptions of SMIs are affected by the different
personality traits of their potential consumers.

Consumers who have more trust in SMIs indicated
more positive attitudes towards SMI-endorsed adver-
tisements. These interaction effects suggest that product/
brand placement strategies can benefit from differentia-
tion that takes into account the moderating effects of fol-
lowers’ personalities (more agreeable vs less agreeable).
These findings provide useful insights for marketers
when it comes to communicating their brands with the
help of campaigns leveraging influencers.

The main implication for influencers is that it is
important to understand how followers with different
personalities differ in their perceptions and attitudes
towards SMIs and the brands that they endorse. For
instance, their perceived credibility positively affects
the followers’ attitudes towards the brands, and this link
is stronger for followers who score more highly for the
conscientiousness trait.

It is also important to note that there is no statisti-
cally significant difference between genders when inves-
tigating the above relationships. Although past studies
mainly focused on female consumers (e.g. Chae, 2018;
Djafarova & Rushworth, 2017), this study contributes to
the literature by providing a broader perspective with the
inclusion of all genders.

Limitations and Suggestions for Future Research

There are several limitations to this research. Firstly,
the participants of the study were limited to UK resi-
dents within a specific age range. Secondly, the data were
collected by means of online questionnaires with volun-
teers as respondents, which leads to the limitation of the
use of non-probability sampling. Accordingly, future
research should consider using a more comprehensive
sampling design.

Given that the age range of respondents in this study
was, as mentioned, limited, it would be interesting to
investigate how their perceptions and attitudes might
change over time. Future research could also consider
different age groups or generations.

Finally, additional studies with respondents from
different countries and cultures are needed, in order to
facilitate greater generalisability of results.
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