
Part I The Effects of Impartiality Disclosure on Brand 
Objectives as Research Objective

1 Introduction...................................................................................................... 3

2 Relevance of Instagram Traffic for Brand Management...........................5

3 Definition of Social Media Influencers and their Relevance 
for Brand Management.......................................................................... 9

4 Impartiality Disclosure and Research Gap................................................ 17
4.1 Standard Instagram Disclosure Label “Paid Sponsorship 

with [brand]”............................................................................. 17
4.2 Impartiality Disclosure: Types and Basis 

for the Theoretical Gap ............................................................20
4.3 Impartiality Disclosure—Practical Gap ............................................. 25
4.4 Evaluation of the Current State of Research—Impartiality 

Disclosure—Theoretical Gap ..................................................29
4.5 Multiple Product Endorsements-Theoretical Gap............................36

5 Derivation of Research Gaps and Research Questions .......................... 41

Part II Theoretical Foundations and Development of Research Model

6 Influencer Branding in Brand Management ............................................51
6.1 The Identity-Based Brand Management Model .............................. 51
6.2 Influencer Branding within Brand Management.............................. 56

https://d-nb.info/1284099725


7 User-Generated-Content vs. Brand-Generated-Content 
in Influencer Marketing .......................................................................61

8 Influencer Marketing and Sponsorship Disclosure.................................. 67

9 Research Strains Regarding Sponsorship Disclosures 
in Influencer Marketing .......................................................................73

10 Effects of SMI-Branding on Brand Objectives .......................................81
10.1 Effects of SMI-Impartiality Disclosure 

on Purchase Intention .............................................................. 81
10.2 Impartiality Disclosure Effects on SMIs Perceived 

Source Credibility ....................................................................85
10.3 Perceived Influencer Source Credibility Effects 

on Purchase Intention .............................................................. 91
10.4 Effects of SMI-Impartiality Disclosure on Advertising 

Perception ..................................................................................93
10.5 Effects of Advertising Perception on Perceived Influencer 

Source Credibility ....................................................................95
10.6 Mediating Effects of SMI-impartiality Disclosure, 

Advertising Perception and Perceived Source Credibility 
on Purchase Intention .............................................................. 97

10.7 Multiple Product Endorsements.........................................................102
10.8 Conceptual Foundations of SMI-Attachment ...................................104

11 Summary of Hypotheses ............................................................................. 109

Part III Empirical Model Validation and Hypotheses Testing

12 Conceptualization and Requirements for the Experimental 
Research ................................................................................................ 115

13 Experimental Study Design ........................................................................121
13.1 Selection and Manipulation of Independent Variables...............123
13.2 Operationalization of Dependent Variables, Mediators, 

Moderators................................................................................138
13.3 Operationalization of Control Variables ........................................... 142
13.4 Additional Manipulation Checks .......................................................146
13.5 Questionnaire Design.......................................................................... 149
13.6 Stimuli Pre-Test .................................................................................. 152
13.7 Questionnaire Pre-Test ...................................................................... 153



14 Research Findings......................................................................................... 157
14.1 Sample Selection, Data Check and Cleansing ...............................157
14.2 Manipulation Check and Realism Check........................................ 159
14.3 Research Methodology: Hayes PROCESS Macro Analysis ... 163
14.4 Control Variables ............................................................................... 167
14.5 Hypothesis Testing............................................................................. 174
14.6 Summary of Hypothesis Validation ................................................ 192

Part IV Conclusion, Reflection and Outlook

15 Summary of Empirical Results and Discussion.......................................197
15.1 H1 ........................................................................................................201
15.2 H2 ........................................................................................................ 202
15.3 H3 ........................................................................................................ 203
15.4 H4 ........................................................................................................ 204
15.5 H5 ........................................................................................................ 205
15.6 H6 ........................................................................................................205
15.7 H7 ........................................................................................................206
15.8 H8 ........................................................................................................ 207
15.9 H9 ........................................................................................................ 208

16 Limitations .....................................................................................................209

17 Implications for Further Research ............................................................213
17.1 Outlook for Further Research ......................................................... 213
17.2 Managerial Implications for Brands and SMIs .............................. 220
17.3 Implications for Public Policy Makers ............................................231

References..............................................................................................................233


