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INTRODUCTION

More and more companies are forming partnership with different influencers to promote their products
and services in barter for free products, invitations to events, or even money. Attracting influencers to
improve brand image has now become a defining element of social media marketing campaigns
(Veirman et al., 2016). Influencers monetize their followers through partnerships, either by integrating
advertisements into their social media posts or by paying physical appearances at events (Abidin, 2016).
Even considering social media influencers as a new channel it is already well established in the
marketing industry: more than 50% of professionals have worked with influencers in multi-platform
(Carfuel, 2020).

Influencer marketing is the implementation of using key influencers, such as social media bloggers, to
promote products and services to targeted consumers. The intrinsic characteristics of influencers play
an important role in the success of this marketing strategy (Lou and Yuan, 2019). This practice is gaining
more and more attention in the business world, as well as in the scientific literature, as its effectiveness
is undeniable (Ki and Kim, 2019). The Social Media Trends Report found that 94% of marketers used
to have influencer marketing campaigns found them effective. The report also found that influencer
marketing is 11 times more profitable than traditional analogue (Ahmad, 2018).

Influencer marketing goals can take many forms depending on the goals of the business or campaign,
such as brand engagement, awareness, brand awareness, word of mouth, and marketing increased sales
(Santora, 2018). To ensure that campaigns are effective, goals can be measured across multiple
companies' ways, in particular, by engagement (number of comments, likes or reposts), conversions
(registration by email, uploading a promotional code, participating in a contest), number of clicks,
quality of content created by influencers or selling goods (Santora, 2020). On the other hand, 65% of
marketing specialists indicated that they plan to increase their influencer marketing spending, with
spending expected to reach § 10 billion by 2020 (Hughes et al, 2019).

However, this phenomenon is not yet fully understood and poses serious problems for marketers. In
2019, more than a half of all professionals could not select the right influencers type to integrate into
their marketing initiatives to influence the behavior of their target customers (Santora, 2021). So, there
is a research opportunity to help companies adapt their marketing strategies to the new reality of social
media. There are various studies currently in the scientific literature that examine the perspectives of
brands, consumers, and influencers. Several studies have shown that Instagram celebrities have a greater
impact on consumers than traditional celebrities (Poyry et al., 2019; Djafarova and Rushworth, 2017),

and that the fashion and beauty industry is the most popular type of influencers on Instagram (Cooley



and Parks -Yansi, 2019). At the same time, the most trusted are influencers from the sports field (Zak
and Hasprova, 2019). Other studies focused more on consumer opinion to identify variables that
influenced buying intent, brand attitudes, influencer credibility, or word of mouth. The results are
sometimes contradictory or contingent, but everyone agrees that the influencer's authenticity and the
match between the product and the influencer positively influences purchase intent and attitude towards
the product (Torres et al., 2019; Lim et al., 2019). However, variables such as physical attractiveness,
interactivity and informational value have different influences depending on the social platform, the type
of influencer and the dependent variable being tested (Sundermann and Raabe, 2019).
From the other side, near a half of marketers agrees that influencers communicate better about
ecological, social and political issues, than brands (Santora, 2021). It is confirming by rise of Black
Lives Matter movement, which is mostly promoted by celebrities, sportspersons, social activists and so
on.
Most of the studies in the field connected with the impact of influencer types by size (Nandagiri, 2018),
or from some category (Zak and Hasprova, 2019), not considering differentiation by the origin of
influence, content type and social profile. As well such studies do not concentrate on product selection
and there are no studies found in the field of influencing sustainable behavior.
As such, the main goal of the study is to identify the sustainable consumption elements and impact of
factors that lead customers to purchase sustainable products promoted by different type of influencers
other than by size on social media and accept their buying recommendations.
Problem of the study: Determine the impact of various type of influencers on consumers sustainable
behavior.
Aim of the study: Identify the impact of various types of influencers by content and attitude towards
sustainability on intention to buy sustainable products and sustainable consumption.
The following objectives are proposed:
e Analyze different approaches of influencer types based on the previous research studies
e Based on previous researches, identify main characteristics of influencing consumers behavior
online.
¢ Identify main factors of sustainable consumers’ behavior and its impact on the whole consumers’
decision-making process
e Based on previous studies, identify main elements of sustainable consumer behavior
e Develop a research methodology to investigate the impact of various type influencers on
consumers’ sustainable behavior.

e Measure the impact of various type influencers on attitude towards sustainable products



Measure the impact of attitude towards sustainability and other factors influencing consumers’
sustainable behavior
Identify the more effective type of influencers by content to sustainable consumers’ behavior

To present suggestions and conclusions about the results of the research



1. THEORETICAL REASONS FOR AFFECTING SUSTAINABLE CONSUMER
BEHAVIOUR BY INFLUENCERS

1.1 Influencer Marketing and influencers’ phenomena

Influencer term as well as influencer marketing start its way from opinion leaders and their impact on
the audience whom such leaders broadcast different messages (Arino et al., 2018). With the transfer of
the communication and content consuming to online environment various number of opinion leaders
appeared in social media which was named as influencers. The main difference between the opinion
leader and the influencer is the authenticity of the spokesperson. With the rise of social media, the
difference between the opinion leaders, influencers and celebrities was not so outlined. The celebrity
could be an influencer as well as opinion leader and influencers from the online could become an opinion
leader and be a celebrity online. However, in most of the studies the difference between the influencers
and opinion leader is influencers’ authenticity. The main source of trust and popularity for the influencer
comes from the online activities, while the opinion leader and celebrity gain its trust and awareness from
external sources other than online (Casalo et al., 2020). At the same time some sources (Zak, 2021;
Huang, 2020) researchers do not point out the difference between opinion leader and influencer
estimating that each opinion leader presented online is counted as influencer. So, it is possible to count
that there is no strong difference between opinion leader, celebrities, and influencers characteristics.

It is hard to find out exact date of “digital influencer” term introduction in the research field. However,
the influencer concept research started relatively recently with the rise of social media and social
networks impact on its users. The WOM (word-of-mouth) Marketing Association (WOMMA) (2017)
defines an “influence” as “the ability to cause or contribute to another person taking action or changing
opinion/behavior”, “influencer” as “a person or group of people with an above-average advantage in
influencing characteristics such as frequency of communication, personal persuasion, or size and focus
on a social network” and “influencer marketing” as “the act of a marketer identifying and engaging
influencers to share information with influences in pursuit of a business goal”. There is no minimum
number of followers required to be considered an influencer, but brands usually reach people who have
at least a few thousand followers. The trend of using online personalities as product advocates began in
the mid-2000s with the birth of blogging and gradually moved to social media, especially YouTube and
Instagram (Abidin, 2016).

At the same time influencer is a broad concept that encompasses all people who benefit in one way or
another from their presence on social networks (tangible and intangible). Balaban, D., & Mustatea, M.
(2019) states that influencers success can be identified by attractiveness, trustworthiness, similarity, and

expertise.



The importance of the element’s success elements was studied by Wiedmann and von Mettenheim
(2020) and found out that trustworthiness is the most important factor among all of three, the second
important factor is attractiveness, while expertise has almost no impact on choosing the influencer. It is
proven by Koay (2021). The study as well researched not only the attitude towards the influencer but
the impact of the influencer on online impulse consumption. McCracken (1989) criticizes the source
credibility model as well as the source attractiveness model. The two models fail to explain why some
celebrities who meet all the criteria for good endorsers are not suitable for all products, he said. He
proposes a meaning-transfer model to explain how a certain correspondence between a celebrity and the
brand she is promoting is necessary for the promotion to have the desired effect on consumer behavior.
According to this approach, people who have a certain popularity are perceived by the public in a certain
way, he calls this cultural perception. This meaning, this perception is symbolically conveyed to the
brands these celebrities’ partner with, and possibly also to the consumers who buy the products.
Consumers regularly draw inspiration from celebrities to complement their identity (Hung, 2014), so
they will tend to respond positively to ads that use celebrities who share their cultural perceptions (Choi
and Rifon, 2015). The influencers’ personal is important for the process of impacting the recipient.
However, the characteristics vary depending on the personal criteria as well as on the niche and field
the influencer is performing or changing through the cultural perception.

Despite the factor of the influencers’ personal profile one other important point is influencers’ online
behavior and their social media profile or the frequency of message posting. Makatita (2018) find out
that there is a connection between frequency of social media posts and followers’ engagement. At the
same time the high number of messages or sponsored content will have a negative effect as it will be
estimated as annoying content (Zietek, 2016). However, combined with the high trust that effect may be
partly or fully eliminated (Wu and Wang, 2016).

According to mentioned researches the influencers’ profile is a combination of personal factors such as
trustworthiness and attractiveness as well as digital profile factors. In order to estimate the characteristics
of the influencer it is important to take into account a combination of factors, starting from the
influencer’s persona and origin of influence, ending with their own online behavior, the number of posts
and followers, amount of promoted posts. To keep all the factors into account further classification

needed by various influencers’ types.

1.2 Influencers’ types categories
Although existing info suggests that social network has an effect on influencers’ performance and can
be used as a method of defining influencers’ type there are a couple of more traditional approaches for

influencers’ types.



First, all influencers can be defined by three main characteristics, either that they reflect the values they
share, they are perceived as having skills in one or more areas, and finally that they are followed by a
community (Uzunoglu and Misci, 2014)
The key parameters used to identify influencers’ type are the following:

1. Number of followers

2. Content created

3. Influencer’s profile

1.2.1 Influencers’ types by number of followers
By the number of followers all the influencers are forming four groups:

1. Nano Influencers

2. Micro Influencers

3. Macro Influencers

4. Mega Influencers
Nano influencers are accounts with less than 5k subscribers (Alassani and Goretz, 2019). However, not
all users with four-digit subscriber count can be defined as nano influencers. Nano influencers are
distinguished by the fact that they try to produce the image of a blogger and recommend certain products
to the Internet user, for example, cosmetics, jewelry, or services. The advantages are that nano
influencers easily make contact and almost never refuse to cooperate, and second, they always have an
active audience. Nano influencer has a lot of influence on a small audience. Almost all its subscribers
live in the same area or region or are interested in a narrowly targeted niche. At the same time, the
influencer himself is focusing on a specific topic. From marketer perspective nano influencer is a
relatively cheap partner, because of high engagement rates of its audience and low advertisement or
partnership costs, which helps to have a better ROI potential (Veirman et al., 2017). Social media users
are more likely to trust them than larger bloggers. Analysts of the marketing company ExpertVoice note
that 82% of consumers are ready to purchase a product or service on the recommendation of a micro
influencer. This is because subscribers perceive their product advertisements as friendly advice. From
perspective of the consumer the nano influencer has more trust, and his recommendations are more
powerful compared to influencers with a larger number of followers (Veirman et al., 2017). Example of
such an influencer can be a person who does automotive refinish in a town, publishes his life and work
process on social networks and recommending some products for his local audience.
Micro influencers have an audience from 5k to 100k followers (Alassani and Goretz, 2019). They are
known as an expert in their topic or industry. From the perspective of ROI, they are similar to nano

influencers (Gupta et al., 2019). However, compared to nano influencers, micro influencers’ audience



is more focused on exact topic. At the engagement level, micro influencers get more comments and likes
on their accounts. As the number of subscribers increases, the level of community engagement tends to
decline. This commitment to micro influencers can be partially explained by the fact that they are
perceived to be more accepted and more trustworthy due to their unique relationships with their
followers. Short-term micro-influences are considered more approachable and accessible because they
are more connected and committed to their community. Even though, they are more powerful in terms
of trust and influence on consumer buying intentions (Dhanesh and Duthler, 2019).
Macro influencers have from 100k to Imln followers (Alassani and Goretz, 2019). Sometimes these
influencers can be celebrities, but often they are just micro influencers who have continued to grow their
subscriber base. They are moving beyond their niche and gaining popularity with a wide range of users.
Macro influencers are distinguished by the following characteristics:

- low engagement

- less active contact with the public: readers stop perceiving a major influencer as a living person

and start following their life as a reality show.
- a smaller community: readers of macro influencers comment less on their posts, and bloggers
are not ready to spend time responding to each subscriber.

- high advertising costs
It is undeniable that macro influencers have a much greater reach and that is why they are preferred
when the goal is to reach as many consumers as possible. Their impact is then more effective when a
company wants to reach a large and diverse audience, unlike micro influencers who have a smaller
impact, but a more loyal community. Micro influencers then offer a long-term solution and help reach
industry-specific consumers, while macro influencers can lead to increased sales growth, but their
influence is only short-lived (Ahmad, 2018). Macro influencers have a large and diverse audience that
allows them to have significant short-term impacts.
Mega influencers have more than 1mln followers. In most of the cases such influencers are celebrities
and public figures. Their follower’s audience is very broad and with the increase of the number of
followers there is a decrease in the trust level of the products they are promoting (Zarei et al., 2020).
There are mostly like the macro influencers except the fact that in most of the cases being an influencer
is not their job, but their offline activities bring the followers to them. Another important factor which
is common only for mega influencers is mentioning paid promotion in their posts or posting the content
which is their own opinion and detection of that fact by its followers (Zarei et al., 2020)
From the differentiation of influencers by size it is possible to conclude that followers amount number
can influence the engagement rate and trust in the information presented. Nano- and micro influencers

can have less reach but more trust and engagement in their ads with less budget spent on the campaign.
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At the same time macro- and mega influencers have much bigger reach but less engagement and trust.
From the point of marketing strategy influencers with smaller number of followers are more succeed in

long-term campaigns while mega influencers can have a big short-term impact.

1.2.2 Types of influencers by content

Differentiation of the influencers has different approaches. Wielki (2020) identified type of activity as
a factor of taxonomy standing on the same level as number of followers, communication platform and
motivation to act. Analyzing various sources (King and de la Hera, 2020; Arsenis, 2020; Han and Chen,
2021; Santora, 2021), it is possible to pick out 9 types of influencers by content:

Gamers

Sports and Fitness

Bloggers/Vloggers

Photographers

Travel

Beauty

N kR =

Fashion
8. Parenting

Today big brands and marketing agencies are signing more and more contracts with esports stars. If a
few years ago cooperation with gamers was rather an exception, today professional players like Tyler
Ninja Blevins are an essential element in the list of influencers. More and more players are becoming
brand ambassadors. The audience for gaming tournaments in 2019 was 454 million people, and in 2023
it will grow to 646 million, according to forecasts by Business Insider Intelligence (2021). Many players
are represented by small specialist agencies, but companies prefer to make deals through large
companies - WME, CAA (Creative Artist Agency), ICM Partners, etc. They all systematically create
esports divisions and attract top streamers from Twitch and YouTube. In most of the cases gamers have
an influence at Generation Z and Millennial audiences.

Most of gamers influencers content is live gaming streams and game run recorded videos. King and de
la Hera (2020) identified three main motivations of consuming gamers content: fun, relaxation and
learning experience. The fun motivation is more connected with the personality of the influencer, while
relaxation is more connected with the recipient need for content consumption and learning experience
relates to the demand for information of the consumer. Compared to other influencers gamers have best
trustworthiness level on their audience (Influencer Marketing Hub, 2021). However, at the same time

high trustworthiness level do not allow to achieve universal opportunity to promote all niche products.
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Exception are digital products and branded products, the impact of influencer on intention to buy
utilitarian products is low (YouGov, 2021).

The niche of gaming influencers is quite new and unique. With the huge rise in trustworthiness among
their audience and the number of followers that segment has a strong potential for further growth.
However, as the audience age mostly young audience the opportunity for promotion utilitarian products
is not high. Potentially, the success of promoting utilitarian products will rise with the continuous change
in the age of the audience.

Influencers in sports are mostly used as a source of motivation by their followers. They tend to support
sports brands, food and beverage brands related to the health and wellness industry, special diet and
exercise programs etc. Influencers from the sports field are counted as one of the most trusted (Zak and
Hasprova, 2019). Influencers in sports and fitness do not promote the product but tell consumers that
this is what they need to do in order to achieve a specific sports or fitness goal. In addition, these fitness
and sports influencers are pioneering their diet and exercise programs. At the same time, it is needed to
divide influencers from the sports field and influencers doing sports content. It could be commentators,
sports journalists etc.

From the last year with the coronavirus pandemic rise, the fitness and sports influencers gained more
popularity by creating content for exercising at home without professional equipment. Such content
helped sports influencers gain more subscribers, awareness, and potential audience for promoting
various products (Godefroy, 2020). At the same time, it is found out that potential fitness influencers’
followers are people with income higher and better health than average (Duplaga, 2020), which allows
to predict higher buying intentions of promoted products.

Sports influencers are popular and universal influencers for potential advertisers. High income combined
with high trust develop an opportunity for marketers to place various products. At the same time, it is
almost unavailable to promote non-healthy products via sportspersons. However, other big advantage
of sports field influencers is the fact that influencers are extremely successful in promoting values,
movements and responding to social and political issues.

Bloggers/vloggers can be seen of as today's “trend setters”, they are people who have information
regarding many types of products, markets, and places. They are engaged in discussions with potential
customers in response to their needs (Feick and Price, 1987). Bloggers and vloggers are one of the most
important groups as most of the content produced by them is their own experience of various products
and offers and they are unconsciously promoting that experience and way of thinking to its followers.
As they are perceiving as a trustful source of information, they have an impact on consumer behavior a

lot (Mlodkowska, 2019).
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Compared to other type of influencers’ content bloggers have more dependance on their own personality
and psychological portrait. If other type of influencers can gain more popularity from their professional
field, main attractive characteristic for the potential follower is the blogger’s personality. In addition to
the main factors (trustworthiness and attractiveness) there are additional factors such as homophily,
authority, approachability and inspiration impacting the information consumption. As well blog/vlog
information quality plays an important role (Balabanis and Chatzopoulou, 2019).

With the rising number of researches in bloggers/vloggers influence and impact on its followers, it is
important to divide influential bloggers and bloggers. As in some sources the definition is rather
smoothed, or they are being researched in the same way. In the research approach blogger or vlogger is
a person who shares its opinion online, not depending on the number of followers, while influential
blogger could be the same person, but the main accent is that his personality and content may have an
influence on its audience (Santora, 2021).

Influencers engaged in photography and travel are the example of niche bloggers. As photography has
a subjective nature, it is hard to have a strong division between art and advertising. However, artists are
reflecting on today’s issues a lot and posting an artwork on the current problem can influence their
community individual, social, and economic well-being (Sung, 2016). Travel bloggers are considered
as trustful by the followers and can have an impact at the travel destination image and promote people
to visit location promoted (Beham, 2015).

In the photography the most important for the content consumer is the pictures and their quality, however
the picture format used in advertising and in art are different by picture characteristics (contrast, density,
white balance, etc.) (Becca, 2020). Potentially that may mean that the content consumer may detect
advertising from other content on the channel. And such situation may lead to decrease in influencers’
trustworthiness (Zietek, 2016).

For travel influencers the most important factors having effect on trust are posts’ attractiveness,
information credibility, posts’ authenticity, and interactivity in the online channels (Anuar et al., 2021).
Travel influencer gain most of its credibility by posting his or her personal travel experience and sharing
own opinion on popular among its audience destinations (Piskorski, 2016). Most of the travel social
media channels focus its monetization on promoting various destinations, travel services and different
appliances for travelers. However, some of the travelers are posting other content not directly related to
the travel segment. Asan (2021) proved that travel influencers can increase intention to use bicycles
among their audience which could be considered as some kind of sustainable behavior.

Fashion influencers often publish content related to style, clothing and: how to dress, how to choose the
right bow, what colors are trending now and attending various fashion exhibitions. They advertise

mainly clothing and perfume brands. Beauty influencers are similar to fashion influencers but focus their
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content and advertising at cosmetics, make-up tutorials etc. Both they are influencing their followers’
consumer’s behavior (Chetioui, 2020). At the same time products, they are promoting are niche products
and their influence on other issues may be limited.

As well fashion influencers are very important for new fashion trends acceptance and wide spreading.
However, the impact of each influencer is lower as the average number of fashion influencers for each
of the follower is higher than in other categories (Tomovska, 2020). At the same time fashion
influencers’ are more successful in promoting various products than fashion brands themselves. If
fashion brands followers are subscribing to the brands, they are find similar to their preferences, fashion
channels are changing such preferences or help to find an optimal choice (Topalova, 2021).

Overall, the fashion segment has its own features and fashion influencers rarely promote the products,
which are not connected with the fashion industry. However, when the influencer start being an celebrity
the variety of issues mentioned are increasing.

While blogging moms were the first to embrace the digital landscape, moms who are not bloggers, have
also catched-up technology and become active users of social media and often influenced by social
media bloggers. Over 50% of everyday moms said they follow various influencers on Facebook or
through other social media (Archer, 2019). As they are also preferring to get expert advice or
entertainment on parenting platforms or by parenting influencers such influencers became almost one
way of changing their consumer’s behavior.

By differentiating influencers by size, it is hard to define which influencer type will be suitable of the
exact product, niche, or issue (if influencer promotes kind of values of sustainable behavior). Content
type differentiation helps to create clearer image of audience, their interest in exact niche and for some

type of content engagement rate (higher or lower compared the average among other influencer types).

1.2.3 Types of influencers by profile

Differentiating influencers by social media type helps to get an image of a potential user but no
information about the products as well. Size differentiation may help with building average followers’
engagement rate and trust. Types of influencers by content gives more detail understanding of potential
audience as promoted products limitation for various influencers’ types. At the same time, the
engagement by post is being unknown for each content category as well as other classifications.

Social media profile is a classification which allows to the marketer or researcher to have an exact
separation between all influencers by origin of influence, profession, social media usage. Such
differentiation as well helps to compare influencers present online only to celebrities, whom online
presence only a part of the whole activity.

Morteo (2018) offers eight types of influencers classification and mention following categories:
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1. Opinion leader
2. Expert
3. Consumer
4. Social Media luminary
5. Celebrity
6. Trendsetter

7. Potential influencer
Opinion leader or key opinion leaders gain its influence origin the professional field and have reputation
as main influential source. Such kind of influencers have from 10000 followers up to 1 million followers,
so that could be all categories according to type of influencers by size. Engagement per post is average
among other types and counts from 5 to 25 percent. Such an influencers could be in the field of social
activists, journalists (incl. freelance journalists), thought leaders and networkers. The brands and product
which such influencers promote must follow influencers’ own view and attitude, so in most of the cases
the advertised opinion matched with the influencer’s opinion (Geyser, 2021).
Experts” main source of influence is organizational position. The main difference between opinion
leader and expert that the expert mentions the information connected with their occupation and
workplace. The origin of influence matches with opinion leader and is profession. The same number of
followers and engagement per post are expected as for the opinion leader. The example of such
influencers could be businessman, CEO, executives, and business insiders. Compared to other type of
influencers the efficacy of experts is lower compared to celebrities as experts are missing attractiveness
as one of the key factors for influencer (Trivedi, 2018; Silvera and Austad, 2004; Till and Busier 2000).
Consumer has the same as mentioned before influencer types of influence origin — profession. The main
source of influence for them is personal experience. Compared to other types the number of followers
starts from 500 followers, so such type could be local nano influencers, employees, users, and fans.
Engagement per post for such influencers is higher than average and counts from 25 to 50 percent, which
follows from low followers’ scale (up to 10000 followers).
Social media luminary is an influencer with more than 1 million followers, such as “instagrammers”,
viners and social media mavens. The origin of influence for such kind of influencers is personal interest
while main source of influence is content quality. Compared to other types such influencers have
relatively low engagement per post rate (from 2 up to 5 percent). Such influencers in most of the cases
started their profiles without exact goal of becoming influential, but with the rise in their audience their
influence on their followers increased (Morteo, 2018).
Celebrities in the context of the research are estimated as athletes and actors who became present online

and transferred their influence on social media. The origin of influence for such influencers is personal
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interest in creating a social media account with personality and offline influence as main source of
influence. The engagement rate as well as number of followers are similar to social media luminary, and
it is in most of the cases mega influencers with engagement from 2 to 5 percent (Morteo, 2018).
Trendsetters are influencers who have a potential in increasing their influence or influencers who was
followed by some trend, “challenge” or social wave. Their main source of influence is first-hand
knowledge and origin of influence is personal interest. The number of followers is from 10000 to 1
million followers and engagement per post is from 5 to 25 percent depending on the influencers’
personality. Such influencers are platform-specific sensations, “rockstars”, beauty and fashion
influencer. However, such influencers type is dependable on the trend length and outcomes and new
content. As a lot of such profiles lose a lot of followers after the wave (Reale, 2019).

Bloggers or vloggers are almost match the same definition in the content type influencers classification
but are reviewed in profile classification by different factors. The origin of influence is personal interest,
but the main source is blogger/vlogger’s unbiased opinion. That means that such influencer has no need
in presenting trustful and clear information to be considered trustful. The example of such influencers
may be blog writers, or active Twitter users. Sometimes blogger type is similar to social media luminary,
but the accent is done not to the content quality, but to the bloggers’ opinion (Morteo, 2018).

Potential influencers are the last category with origin of influence as personal interest and trust as the
main source of influence. In most of the cases it is micro- and nano-influencers. They have high
engagement per post and can be presented as post “shares” or summertime players. Potentially such
influencers can just repost other users post to spread the information and not produce any content
themselves ot be active online from time to time (Morteo, 2018).

Different categories affect the consumer in various ways depending on their source and origin of
influence. While opinion leader may express his/her opinion in a couple of spheres with a similar level
of trust by opinion seekers, expert may have a high trust level only in one sphere. At the same time
trendsetters and celebrities may share their views on a wide range of issues. For social media luminaries
the opinion of the influencer is not so important as the main motivation for such type of influencers is
content quality. However, it does not mean that the issues promoted by such influencer will not have an
effect on his/her audience.

Main characteristics of influencers’ types are mentioned in the table below.

Profile | Opinion Expert Consumer | Social Celebrities | Trendsetter | Blogger Potential
leader Media ] influencers

Criteria luminary
Origin  of | Profession | Profession | Profession | Personal Personal Personal Personal Personal
influence interest interest interest interest interest
Main Reputation | Organizati | Experience | Content Personality | First-hand | Unbiased Trust
source of onal quality knowledge | opinion
influence position
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Number of | 10,000 — 1 | 10,000 — 1 | 500 — | More than | More than | 10,000 — 1 | 10,000 — 1 | 500 -
followers million million 10,000 1 million 1 million million million 10,000

Engageme | 5% -25% 5% - 25% 25% -50% | 2% - 5% 2% - 5% 5% - 25% 5% - 25% 25% - 50%
nt per post

Examples | Activists Businessm | Advocates | Instagram | Actors Platform- Blog Sharer
Analyst an Employees | mers Athletes specific writers Summerti
Journalists | CEO Fans Social sensations me player
Networker | Executives | Users Media Rockstars
] Insiders mavens Beauty and
Thought Viners Fashion
leaders Youtubers

Table 1. Main characteristics of influencers according to their profile (Morteo, 2018).

The classification of influencers by size, content and profile gives to a potential marketer a picture from
perspectives of engagement rate, trust level, product type and potential audience. Such information can
help during marketing campaign creation but at the same time gives no potential information in what

way different type can influence consumer’s behavior.

1.3 Factors influencing consumer behavior

1.3.1 Social media impact at different decision-making process stages

Consumers go through different stages of thinking when making a purchase decision. These steps have
been grouped together in the procurement process model, where Hoyer and Mclnnis (2010) outline 5
different steps, namely “problem identification”, “information seeking”, ‘“assessing alternatives”,
“making a decision” and “evaluating after purchase”. In the decision-making process, consumers are
influenced by internal and external factors (Belch and Belch, 2003). Nowadays, ease of access to
information has a strong influence on consumer decision making, so it is important to identify which
elements prevent people from becoming customers or consumers from making a purchase again (Belch
and Belch, 2003).

The first step towards recognizing a problem occurs when the consumer realizes the difference between
the situation he wants and the state of affairs as it really is, this feeling has a consequence of the
activation of the decision-making process (Khatib, 2016). This stage occurs when a person realizes that
he has an unmet need (Hoyer, Maclnnis, 2010). Needs can be triggered by internal or external stimuli.
Social media has the ability to evoke needs, for example, through ads that appear between Instagram
posts or through visions of general situations that make the consumer understand that they must go
through the same (Khatib, 2016). The media are no longer the only source of information, and consumers
are constantly exposed to a huge amount of information from many and varied sources. To reach the
consumer and successfully process all of this data, marketers must define a quality or promise for their
product or service that has penetrating power (Khatib, 2016).

Next comes the stage of information research. When a potential customer shows some interest in a

product or service, he or she will usually take the following steps before deciding anything: identify the
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options available, examine the characteristics of the options selected, and think about them to decide
which ones. these options are likely to be most satisfying (Silverman, 2001). Sources of information can
be divided into two types: internal and external. When information is internal, it refers to past
experiences and any information previously known to a person that affects their future behavior (Khatib,
2016). Even when a consumer is confronted with a marketing proposal, it will not necessarily be
interpreted in accordance with the intentions of the firm, and therefore, in addition to all the accumulated
information, any information or message is usually analyzed and stored in memory. a consumer who
will use this to evaluate alternatives (Khatib, 2016). According to Hoyer and Mclnnis (2010), after
passing through the recognition stage, consumers want to be open to information. Social media offers
them the opportunity to come across information and search for it from their “friends”, as well as from
different pages of brands or influencers that they follow across different platforms (Khatib, 2016).
Yogesh and Yesha (2014) concluded from their work that a very large percentage of Internet users use
it to find information about their purchases, and they see social media as a reliable source of information
because they trust users. The authors also found that social media reviews can convince or scare
consumers away from purchasing the product in question. This type of information is considered
external, consumers, according to Belch and Belch (2003), in the context of seeking external
information, people can contact their relatives and use social networks as a tool to obtain information.
Once they have identified the available options to meet their needs after collecting sufficient
information, consumers will move on to the stage of evaluating their alternatives (Khatib, 2016).
Depending on their motives or goals, consumers will set a criterion for evaluating their alternatives, for
example, which one is the easiest to use or access, or what the opinion of other users is due to the need
to validate the information collected and anticipate which product will perform better. (Silverman,
2001). To ensure that product performance meets expectations, people will build on relevant
experiences. These experiences can be direct or indirect. Direct experience is not always preferable
because people are unaware of the product in question and this can affect its use, which can be wrong
and can negatively affect the experience (Khatib, 2016). In most cases, bad experience comes at a cost,
both financial and time, and can damage your reputation (Silverman, 2001). After evaluating
alternatives, consumers will form beliefs about the choices that are offered to them, and these beliefs
will determine their attitudes, intentions and, ultimately, their decision-making about alternatives
(Khatib, 2016).

When assessing their alternatives, consumers sometimes shape their brand preferences within their range
of choice, but there are two factors that can influence purchasing intent and decisions: attitudes of others
and unforeseen situational factors (Kotler et al., 2009). The attitude of others is defined by Kotler and

Keller as the degree to which a negative attitude of others towards a favorite alternative or a refusal to
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support an intent to buy can lead to an adjustment in a consumer's intent to buy. Kotler (2009) also wrote
that consumers are undoubtedly influenced by the claims of those who post product reviews, so they can
aggregate product reviews made by anyone on platforms like YouTube, Facebook, or Instagram.
Situational contingencies refer to all factors that can affect the intent to make a purchase, for example,
it may be an urgent purchase that must be made earlier than the one in question; therefore, shopping
preferences and intentions are not completely reliable predictors of shopping behavior (Kotler et al.,
2009). It is at this penultimate stage that consumers decide whether to buy or not.

Finally, after consumption, the consumer experiences a certain degree of satisfaction or dissatisfaction
and evaluates his choice (Khatib, 2016). Two situations can arise from this: either the customer is
satisfied, or he feels dissonance. In the event that a consumer feels dissonance in relation to a perfect
purchase, he will “devalue” that choice and resume searching, obtaining and evaluating information for
future purchases, this will trigger new behavior. In this phase of making a decision after the purchase,
the consumer positions himself as to whether or not to accept the product forever, that is, to introduce it
into his daily life and buy this product in the future or not. Whatever he chooses, there is a good chance
he will share his thoughts on this product with those around him, and again, social media is a tool for
that.

Consumers use social media mainly for three reasons: for information, for entertainment, and for social
purposes (Khatib, 2016). The relationship between social media and consumer decision making stems
from the fact that these sites influence the attitudes of advertisements, brands and, as explained above,
consumer buying intentions (Khatib, 2016). Social media encourages consumers to share content and
ideas together, write reviews, opinions or recommendations on a product or company, and tell a wider

audience about their own good and bad consumer experiences (Brown and Hayes, 2008).

1.3.2 Influencers impact on consumer activities associated with products purchase

With the online services and social media expansion, the concept of influencer has taken a whole new
turn, especially on social media and mobile apps. Activate (2018) adapts the innovator's vision to the
social media world by linking media with influencers. Influencers are defined as the first followers who
have gathered the community around their genuine opinions, and they are trusted and considered experts
in specific sphere by the community.

Before the rise of social media, brands had almost complete control over the information they spread
about them. Managers have taken advantage of integrated communication to ensure that all elements of
the marketing mix are aligned with the image, values, and other brand characteristics (Mangold and
Faulds, 2009). There was a WOM (world-of-mouth) between consumers, but its reach was severely

limited. When services like Facebook, Instagram or YouTube came along, brands lost some of the
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control over their communication (Neal, 2017), and positive and negative reviews started to be posted
instantly, across multiple platforms and without geotargeting restrictions. Research has shown that
testimonials generated by the consumers have a much larger impact on intention to buy and are
considered more credible and credible than any corporate message (Lawrence et al., 2013). With
consumers increasingly turning to social media for product information and trusting user reviews more
than any paid ad (Mangold and Faulds, 2009; Whitler, 2014), using the power of consumers to influence
on the brand image is very important for marketing managers. One way to do this is to take advantage
of the communities formed on social media that bring together consumers with similar interests. At the
center of these communities are social media influencers who are often viewed by others as a source of
entertainment and information (Holt, 2016).

Social media influencers are influencing the perception of a product or service by the public through
their blogs or any other social media platform (Freberg et al., 2011). Typically, they are just sharing
their opinions, images, creations, etc. on the internet and have managed to gather an audience just around
that digital presence. On Instagram, hashtags bring people with similar interests together and create
groups on topics like fitness, fashion, travel, and more. On YouTube, tags provide a recommendation
page with relevant and interesting videos for a user who can join the community by following the
authors, which are part of it. Some members of these groups will gain popularity by proving their
expertise in the area in question, helping and educating other members and making them rely on their
advice (Tiidenberg and Baym, 2017). Their leadership in this community allows them to shape the
opinions of others on certain trends, brands and products.

In case a company decides to reach out to an audience of influencers, they have a power of influence
that can be very powerful. Within the framework of a campaign that a third-party voice is required to
get the message across; a company can choose authority from a celebrity, scientist, or expert (Friedman
et al.,, 1976); trust the average consumer so that others recognize themselves in him; or an internet
celebrity who is halfway between the other two (Booth and Matic, 2011).

Social media influencers have a peculiarity in being perceived as celebrities, given their large following
and notoriety, but their audience also sees them standing on the ground and hearing close to them. They
are the type of people who are bridging the gap between stars and ordinary people (Neal, 2017). The
concept of parasocial connection (Horton and Wohl, 1956) refers to the ability of the media to create
the illusion of a personal relationship between the individual and the listener. Initially applied to new
media such as television, this phenomenon can also be observed on social media. It allows online
personalities and to build relationships with their audience using a conversational tone, sharing personal

information, and inviting subscribers to interact with them on the platform (Neal, 2017).
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O'Mahony and Meenaghan (1997) concluded from their research that when a celebrity, who could be
considered as one of influencer types, is the face of an advertisement, their experience as perceived by
the target audience in the first place will have a significant impact on the purchase intent. The use of a
satisfied customer is most effective when the goal is for the audience to identify with them (Ohanian,
1990). Research shows that common symbols used in advertising are considered trustworthy and similar
to other consumers, but not considered by experts (Munnukka et al., 2016; Willemsen et al., 2012). The
characteristic of famous people on social media is that they have both classic celebrity traits and average
consumer qualities, which makes them even more influential in consumer behavior (Neal, 2017).
Passing a message through influencers allows word of mouth between them and their subscribers, and
WOM is more effective when it comes from a loved one, influencers wanting to be closer to their
community will have a big impact on them. (Abendroth and Heyman, 2013). Also, a large number of
influencers, especially on Instagram, refer to members of their audience as followers rather than fans in
order to maintain a sense of closeness between them (Abidin, 2016). They often interact with their
followers by responding to their comments, liking, or commenting on the images they've been tagged
on, and providing visibility to their followers by promoting or following them. Some organize live
sessions or face-to-face meetings with their followers (Abidin, 2016).

According to Dunn and Newmann (2016), social media influencers create their own brand image by
sharing different types of content that showcases their idealized lifestyles. Many of them use these
techniques to position themselves between celebrity status and that of the average person in order to
establish themselves as a trusted source for their followers. They post so-called autobiographical content
that showcases their normal lifestyle by talking about everyday events like shopping or relaxing on the
couch so subscribers can relate to them. They will also contrast this lifestyle with so-called propaganda
publications, in which they will focus more on the “ideal” aspects of their life to remind them of their
physical qualities as well as their superior status (Neal, 2017).

Research on influencer trust has shown varying results regarding how consumers perceive influencers
before and after they join a brand. Brison (2016) tested how the promotion of any brand by a fictitious
athlete on Twitter affects both the attitude of consumers towards the brand and the athlete. The results
showed a positive impact of the athlete's partnership on brand attitudes. The perception of trust in the
influencer increased and remained unchanged for experience and perceived attractiveness after being
involved in supporting the brand. Fred (2015) studied the effect of product placement with Youtuber
makeup and observed a negative impact on Youtuber's credibility after brand approval. However, in
these two studies, respondents were unaware of which influencers they encountered in their research.
Influencer marketing by itself does not necessarily require a paid relationship between the influencer

and the brand. If a friend shares a photo of their Starbucks coffee on Instagram, it's as influential
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marketing as if a celebrity did the same, clearly mentioning the existence of a business relationship with
the brand, even though it is the first case. This similarity between genuine communication and
advertising is what makes influencer marketing strong (Woods, 2016). The appearance of a brand in a
popular social media influencer's post helps to increase brand awareness among consumers and provoke
discussions about it, whether paid or free (Neal, 2017).

If have a look at the way influencers communicate with its followers, it is important to mention the
parameter of promoted information credibility or message credibility. At its most basic level, the more
credible the communicator of a message is perceived by followers, the more likely the communicated
message will be received. Hovland and Janis (1953) say that perceived experience and confidence in the
interlocutor are two important factors in trusting the source. They defined experience as “the degree to
which the communicator is perceived as a source of truthful statements,” and confidence as “the degree
of confidence in the interlocutor's intention to make statements they believe to be true. The true
majority." The authors insist that these two qualities are important for the message to be accepted as
factual or actual (Hovland et al., 1953). Even a communicator with enough experience to formulate an
informed point of view on a topic can get his audience to reject his message if the audience feels that
there is something that can be achieved by convincing the audience. Likewise, a communicator
perceived as impartial, without motivation to move in a certain direction, will not be able to convince
the public if he does not seem to them to be an expert in this matter. This theory is often applied in
advertising research using a celebrity or consumer as the message carrier.

The source attractiveness model then also deals with the persuasiveness of the communicator, providing
other determinants in addition to the need to develop an informed attitude (McGuire, 1985). McGuire
explains that one of the reasons the audience will accept the post is to improve their self-image by
identifying with a source they find valuable or attractive. In this model, physical attraction, resemblance,
familiarity, and acceptance are the most important factors in persuading a listener who is motivated by
social needs or self-satisfaction. During his work, Ohanian (1991) developed a scale for ranking
celebrity endorsers using the experience and trust parameters of Howland et al. (1953) and McGuire's
physical attraction (1985). She determined that attractiveness is a combination of appearance and liking.
She found a strong correlation between well-known muses, who scored high on all three dimensions,

and an increase in consumer preferences and intentions to advertise products.

1.4 Consumers’ sustainable behavior concept and classification
Having emerged at the turn of the 1990s as a result of the globalization of civil and economic society,
sustainable development is a concept that is being promoted today by many different actors: states,

companies, NGOs or international organizations. Sustainable development is about finding sustainable
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production and consumption practices that respect the environment, the health of consumers and meet
social criteria such as “decent” income across the sector. The sustainability of these methods is related
to the question of the temporal viability of production systems in a universe subject to large price
fluctuations and significant risks to profit.
This concept of sustainable development refers to a very large number of characteristics, such as
proximity of production, the carbon footprint of products, fair trade, wise use of pesticides or water
resources, “organic” production, quality nutrition for the entire population, food security during drought,
etc. This list of characteristics is obviously not exhaustive. This does not exhaust the diversity of
perceptions of sustainability on the part of consumers and citizens.
It is difficult for consumers to know exactly the characteristics of the products they buy. They also find
it difficult to recognize and reward the efforts of manufacturers seeking to develop sustainable practices,
especially when these best practices have little or no impact on the internal quality of the product. In
addition, consumers are not always aware of certain consequences of their consumption practices, such
as waste, pollution associated with their trips to the supermarket, or imperfect packaging recycling.
According to Stern (2000) there are four types of sustainable consumer behavior depending on influence
directness on sustainable consumption:

- Consumer activism

- Nonactivist consumer behaviors in the public sphere

- Private-sphere consumption

- Other consumption-related behaviors
Consumer activism is about creating a political act from the fact of purchase or boycotting potential
purchase (Kozinetz and Handelman, 2004). Such a behavior can be a part of sustainable behavior, for
example boycotting products made by environmentally unfriendly companies. At the same time, it may
have no connection with sustainability in case the consumer has motives other than sustainability issues
(politics, economics, etc.).
Non-activist consumer behaviors in the public sphere can be described as non-active support of policies
or investing in projects which can have direct or in-direct environmental effect (Balzekiene and
Telesiene, 2012).
Private-sphere consumption is one of the most targeted kinds of sustainable behavior as connected with
purchases and consumer’s consumption patterns. Changing private-sphere consumption means
influencing consumer’s shopping behavior and could be influenced by a MNC’s and suppliers
(Heikkurinen et al., 2019). As suppliers use various channels to communicate with its customers
potentially influencers can have an effect on private-sphere consumption by broadcasting suppliers’

messages (promoting eco-friendly products etc.).
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Considering the classification of sustainable consumer behavior, it is possible to assume that influencers
can have an impact on private-sphere consumption by promoting purchase of sustainable products. As
well influencers potentially can as well impact on other ways of sustainable behavior by providing its

followers with the information related to sustainability.

1.4.1 Sustainable private-sphere consumption behavior

Private-sphere consumption is a part of private-sphere environmentalism and contains of use and
disposal components of consumer behavior that may lead to environmental impact. As well there is a
difference between consumption behavior and other activism types of sustainable behavior and the link
between consumption behavior and socio-psychological factors. (Stern, 1999)

It is found out that there is a link between environmental knowledge and awareness of environmental
problems on private-sphere consumption (Liobkiene and Poskus, 2019). From that point view it is
possible to estimate that the attitude towards sustainability and sustainable consumption will have an
effect on purchase of eco-friendly sustainable products.

However, the link is not clear and consists of various mediating variables through which knowledge
affecting the behavior. The environmental knowledge itself may be subjective and do not correspond
with the real information on the topic. Even if the information is not fake, the link between the variable
is not clear (Vainio and Paloniemi, 2014). Some other studies find environmental knowledge as a
precondition to sustainable consumption behavior (Stegnet at al., 2015).

Self-efficacy is a factor mediating the link between the knowledge and action. Even taking into account
that sustainability requires collective actions, that actions are a combination of individual behaviors
summed up. Some studies confirm that pro-environmental behavior depends on self-efficacy (Tabernero
and Hernandez, 2011).

Sustainable behavior as well may be dependent on individuals’ estimation of possible outcomes in the
future. The more concerns about the future person have, the more person is ready to take some kind of
action. From the point of view of psychological factors there is an exchange of some person’s resources
in order to receive the benefit in the future. Such resources could be time or extra-money spend on eco-
friendly products (Arnocky et al., 2015). But from the opposite side it is proved that some of the short-
term goals may dominate over the long-term environmental goals and may be counted as a sustainable
consumption barrier (Shove et al., 2012).

Sustainable private-sphere consumption is being influenced from external as well. The number of
policies in the sphere of green economy and sustainable consumption introduced in the past years is
rising. Ayar and Gurbuz (2021) confirms that behavioral control has a significant effect on sustainable

consumption. Legislation can be counted as behavioral control and have an impact on future potential
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behavior as well as format cooperative behavior which may cause kind of behavioral control without
straight laws implemented (Galbiati and Vetrova, 2014). However, the impact of external factors varies
from region and in some cases may help to stimulate eco-friendly products purchase as in other cases
make the purchase of eco-friendly products not beneficial for the consumer.

Sustainable behavior and purchasing decisions have been studied by several different researchers.
Ramaya and Mohamad (2010) argue that sustainable behavior arises from concern for the environment:
the more concerned a person is, the more likely they are to buy organic food. Paco, Raposo and Filho
(2009) believe, however, that the reason for sustainable behavior is not only external factors such as the
environment, but also that it is based on the individual's own perception of their ability to implement
such behavior. Persson and Hemberg (2010) write that there is a clear link between environmental
concerns and perceived benefits to the consumer, people believe that buying in a certain way has a
positive effect on them, and their chances of doing so are increased. If eating a green product has both
ethical and selfish consequences, selfish consequences often have the greatest impact and are seen as
the driving force behind engagement. This mainly concerns selfish choices that affect human health.
Pedersen and Nidgaard (2006) note that not all people change their behavior, although reliable
information and knowledge about resilience has increased. The authors seek to distinguish between
people's attitudes towards sustainability and their ultimate consumption behavior. Vermier and Verbeke
(2006) define this distinction as a behavioral gap, that is, a gap that is intended to explain the difference
between a consumer's desired consumption and actual consumption. This means that they may be related
to the fact that the consumer may have a positive attitude towards sustainability, but they do not act
sustainably. Ohtomo and Hirose (2007) suggest that there is complexity in today's consumption patterns
because environmentally conscious consumers do not pursue this awareness in their consumption. This
makes it difficult for companies to understand consumer behavior. What results from this gap between
attitude and behavior can be explained in part by barriers that prevent the consumer from making
sustainable purchases (Grunert 2011).

Sustainable private-sphere consumption behavior is a combination of socio-psychological factors and
may be influencing by external, such as product barriers and regulations, and internal factors, like self-
efficacy, future estimates, and pro-environmental behavior. The combination of that factors may lead to
the product success; however, it is needed to understand that the existing external barriers could

eliminate all internal factors and vice-versa.

1.4.2 Sustainable consumers’ private-sphere consumption behaviour barriers
Padilla (2018) and Grunert (2011) identifies six different barriers that can prevent consumers from

purchasing organic products and food. Author writes that despite positive attitudes towards green
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products, most consumers abstain from sustainable shopping. The first barrier is defined by Grunert
(2011) as a habit. The author believes that consumers generally buy the products they use without
thinking that there are other alternatives. This may be due, among other things, to the fact that the action
takes place when the shopper is under stress and therefore does not see or reflect on the organic label.
Antonides (2017) write those habits are a crucial reason why consumers do not act according to their
attitudes. This is partly due to the fact that food consumption is usually unconscious, and also because
a person buys the same goods as before, since it takes less time for him to think about an alternative
product. Antonides (2017) also note that consumers follow established procedures and templates to
reduce the risk associated with buying a new product; another reason is that consumers do not trust the
company and that their products are environmentally friendly. Aizen (2011) points out that past behavior
is the best starting point for gaining insight into future behavior. This has been demonstrated by
empirical evidence in the form of well-defined correlations between previous behavior and later
behavior, which suggest that there is only temporary stability in relation to a particular behavior.

The second barrier is that the consumer does not try to understand what the organic label means,
consumers see it, but do not know what to do with this information, which may be due to a lack of
knowledge (Grunert 2011). When consumers get involved in trying to understand the meaning of
organic labels, it often happens that the consumer misunderstands what the label means. Grunert (2011)
believes that this is due to the fact that the person interprets the label based on the already existing
knowledge that the person possesses. In addition, this leads to the formation of a certain perception of
the product in the consumer, which often leads to the fact that the consumer refrains from buying the
product. Carlberg et al. (2009) also write to them that lack of knowledge and information can lead to the
result not being what the consumer wants. However, Ljungeen et al. (2011) write that information is not
always a sufficient reason to change a person's behavior. Information can change attitudes, but it takes
more than information to influence behavior.

The third barrier is that the consumer buys the product, but for the wrong reason, which has a negative
effect if the consumer later notices that the product does not work as it would like when buying (Grunert
2011). The fourth barrier is that the consumer believes that non-organic foods taste better or are more
affordable than organic foods, leading to the exclusion of organic foods. Antonides (2017) confirm that
price is one of the major barriers to purchasing. In addition, the economic conditions of the consumer
matter a lot when choosing a product, and in many cases the product will be functionalist rather than
symbolic to avoid high prices. Michaud and Llerain (2011) write that there are two types of consumers
for price. On the one hand, those who are not price sensitive when it comes to products that they think
are worth paying a higher price for, and on the other hand, consumers who are price sensitive are always

looking for the lowest price. The fifth barrier is that the consumer does not have sufficient awareness
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and trust about what organic products mean and that they are truly organic (Grunert 2011). According
to Grunert (2011), the sixth and final barrier is motivation, based on the fact that the consumer does not
feel motivated enough to act organically and therefore refrains. Grunert (2011) finds that many
consumers have a positive, but not as strong, attitude towards organic products. Since the attitude of
some consumers is not so strong, the intention to act organically will not be taken into account when
making a decision. This behavior will only be executed when it is currently activated by the reward.

Taking into account the barriers of sustainable private-sphere consumption it is needed to choose the
product for further research which will eliminate the barriers mentioned in order not to estimate the

impact of each of the barriers.

1.5 Models explaining infuencers’ impact on consumer behaviour.

1.5.1 Theory of Planned Behavior model

Theory of Planned Behavior (TPB) is an psychologal theory that relates beliefs to behavior. The concept
was proposed by Aizen in order to increase the predictive capacity of the theory of justified action by
introducing a perceived behavioral control factor (Aizen, 1991). The theory of planned behavior is a
theory that explains human behavior. It is used in research on the links between attitudes, beliefs,
behavioral intentions, and behaviors in various fields such as marketing, psychology and health care.
The main aspect of the theory is that TPB can cover person’s behavior from the point of view of
behavioral control and social norms factors, compared to Theory of Reasonable Action (TRA).
Introduction of behavioral control into the theory gives an opportunity to detect and estimate the
difference between the person’s behavioral intention and actual behavior, which can be different. Such
an approach to perceived behavioral control estimation helps to find more accurate data for the social
behavior issues research. The example of theory implementation could be health related issues (diet,
physical activity) or social related issues (sustainable tourism), the cases where the person’s attitude
toward the problem is positive, however, the actual behavior is different from the attitude (Joo et al.,
2020).

According to this theory, behavioral attitudes, subjective norms, and perceived behavioral control

combine to shape an individual's behavioral intentions and behavior.
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Figure 1. Original TPB model (Aizen, 1)

In the context of this study, it is possible to interpret the factors into the context of sustainability and
adapt the attitude factor to the attitude toward the sustainability and have an opportunity to estimate the
impact of such attitude on attitude towards sustainable products and effect of attitude on sustainable
consumption behavior. Perceived behavioral control could also be applied into the model as a
combination of governmental regulations and restrictions on non-sustainable products but its application

depends on the existence of such regulations

Attitude towards
sustainability Attitude towards

Regulations on sustainable Actual behavior

sustainable products
consumption

Figure 2. Adapted TPB model for sustainable consumption behavior estimation

Some researchers argue that the theory of planned behavior is based on cognitive processing, for these
reasons they criticize this theory. However, in this theory nowhere is it stated that relationships are
formed consciously or, for example, that the assessment of beliefs is not influenced by emotions. The
theory of planned behavior does not deal with the origins of beliefs and beliefs, and therefore claims
that it excludes emotions that are not really valid. Obviously, many behaviors can be strongly affected
by emotions. However, unlike criticism, this fact is not necessarily a flaw in predicting such behavior.
Strong emotions are associated with this pattern because they can influence beliefs and other elements
of this pattern. The low predictability of health-related behaviors discussed in the health studies cited
above may be due to improper application of the appropriate model, methods, and measures. Most
studies are correlational and therefore require more evidence based on experimental studies, although
experiments by their nature lack external validity, as they primarily assume internal validity (Sniehotta,
2009).

The implementation of the theory into the research gives an opportunity to estimate the impact of
attitudes onto the sustainable consumption taking into account that some of the elements of sustainable
consumption behavior mentioned in the model. However, the problem of such an approach is limited
application of such a model in identifying which factors have an effect on the attitudes formation and
its change. It is possible only to find out does the attitudes have an impact on attitude towards sustainable

product without the effects of the influencers and external information.
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1.5.2 Information Adoption model

Theory of Planned Behavior model helps to find out the effect of attitude onto behavior, while the impact
of influencers still uncovered by the model. To implement the effect of the influencers Information
Adoption model could be implemented.

This model was developed by Sussman and Segal (2003) to explain how people tend to perceive
information published through online communication. The model was based on Davis (1989) adoption
of the technology model (TAM) and the "ELM" probability model of Petty and Cacioppo (1986) to
construct a theoretical model of technology adoption. This model has two key positions: first, it views
the quality of the argument (information) as central influence and the credibility of the source as a
secondary influence (Sussman and Siegal, 2003) with two factors of moderation; participation and
expertise. Individuals with high levels of involvement and experience focus on the central pathway and
are interested in the arguments presented in the information, as opposed to people with low levels of

knowledge who turn to heuristic and peripheral cues such as source credibility (Sussman and Siegal,
2003).

Arguement
quality

Information Information

usefullness

adoption

Source
credibility

Figure 3. Information adoption model (Sussman and Sigal, 2003)

The model is applicable in its original way, with addition of various external variables to the IAM model
and by building complex models, based on IAM model (Wang, 2016) Recipient characteristics such as
consumer engagement, susceptibility to interpersonal influences, innovation, and prior knowledge also
play an important role in transferring the characteristics of eWOM messages and their perception. As
well, the information adoption does not mean that the potential receiver of the message converted into
customer or made needed action. Taking into account mentioned facts it is possible to add more variables
such as attitude towards information by integrating part of the TRA (theory of reasonable action)

(Fishbein and Aizen, 1975) and intention-to-buy into the original model.
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Arguement quality

Information Information

usefullness adoption L9 o

Source credibility

Figure 4. Adapted information adoption model

By adapting the original IAM model and creating the complex model on the basis of TRA and [AM
models it is possible to estimate the impact of influencers by measuring the source credibility and
influencers’ messages quality and attitude towards sustainability impact on the attitude towards
sustainable products and intention-to-buy sustainable products. As private-sphere sustainable
consumption includes the purchase of sustainable products it is possible to consider intention-to-buy
sustainable products as an example of sustainable consumption behavior, which is be the way a part of
the whole sustainable behavior concept.

From the analysis done previously it is possible to mention the main variables of the future research,
which will be presented in the methodological part.

Source credibility is an independent variable in this research. A source credibility is a type of variable
that enables a person to evaluate an argument without actually processing the message itself (Petty and
Cacioppo, 1986).

Information quality is an independent variable of the research. Message credibility refers to the
characteristics of a message that affect the credibility of a message (Roberts, 2010). Newell and
Goldsmith (2001) states that the credibility of the message is consistent with the recipient's impressions
and judgments about the message.

Attitude towards sustainability is an independent variable of the study. As a component of subjective
norms, it is an individual's perception of sustainable behavior influenced by the judgment of significant
others (e.g., parents, spouse, friends, teachers etc.) (Amjad and Wood, 2009).

Information usefulness is a dependent variable of the research. Originally defined by Davis (1986), is
the subjective perception of users when they think that using certain technologies can improve their
productivity. Adapted by Sussman et al. (2003) for information adoption model, the perceived
information usefulness is a mediator variable and is the subjective perception of information recipient

that the information provided may be helpful for them.
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Attitude towards the product is a dependent variable of the study. Attitude is the individual's
perception of social-normative pressure or beliefs of significant others that the individual should or
should not implement such behavior. A person's behavioral beliefs serve as a link between their behavior
and the result that the behavior is expected to or will result in (Aizen, 1991).

Intention to buy is a dependent variable in the research. According to Jiradilok et. al (2014) this term
can be described as the willingness to purchase from certain shop caused by attitudes and behaviors.
Khan et. Al (2012) refers this intention being caused by evaluation of specific criteria of an individual.
While Pavlou (2014) gives the description as buying being not only purchasing behavior, but also
information retrieval and information transfer. Ajzen (1991) study emphasizes the point that intention
to buy refers to planning to take an action in the future.

According to Schiffman and Kanuk (2000), the purchase intention is the possibility of an individual
buying the product. Therefore, the higher purchasing possibility is caused by the higher intention.
Additionally, authors add up the insight that purchase decision is being made after the intention to
purchase affected by attitude and external environments.

Behavior is a dependent variable of the research. Behavior is the observed reaction of an individual in
a specific situation in connection with a specific task. As Aizen (1991) argues, behavior is a dependency
of combining intentions and perceptions of behavioral control, since perceived behavioral control is
assumed to inhibit the influence of intention on behavior, so that favorable intention leads to behavior

only in the case of significant perceived behavioral control.
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2. METHODOLOGY FOR RESEARCHING THE IMPACT OF VARIOUS
TYPE INFLUENCERS ON INTENTION TO BUY SUSTAINABLE PRODUCTS

2.1 Aim, model and hypothesis of the research

Previous studies examined the impact of influencers on consumer behavior, in particular, the impact of
influencers on intention to buy (Dhanesh and Duthler, 2019), product or brand awareness (Torres et al.,
2019; Lim et al., 2019) as well as factors having an impact on sustainable consumer behavior process
(Heikkurinen et al., 2019). However, there is reasonable doubt whether the type of influencer affects the
sustainable consumer behavior in a way of sustainable consumption.

Previous research showed that influencers credibility, promoted information credibility, attitude towards
information (Torres et al., 2019; Lim et al., 2019) as well as internal factors such as habits, lack of
knowledge, motivation (Khatib, 2016) may impact on intention to buy the product. Sustainable
consumption as a part of sustainable behavior concept has additional factors such as price, previous
negative effect, and organic product awareness, counted as sustainable consumption barriers (Padilla,
2018).

The aim of the research is to identify whether the influencers’ credibility, information quality and type
of influencer in has an effect on intention to buy eco-friendly products.

Information adoption model (IAM) (Sussman et al., 2003) is a theory that explains how individuals
adopt information in the digital environment. There are three main categories that can be used for the
studies related to the applications of IAM: original IAM, variable IAM, and complex models.

For the purpose of the research the model combined of IAM and Theory of Planned Behavior (TBH)

was built.

Type of
Influencer Attitude towards
(TI) sustainability

(ATS)

Source credibility Intention to buy

(SC) . . (IB)
Perceived Information Attitude towards the
usefulness product

(PIU) (ATP)

Information quality

(1Q

Figure 3. Proposed conceptual research model.
Taking into account IAM model, source credibility impacts information usefulness in the process of

information adoption (Sussman et al., 2003). As well source credibility effect on perceived information
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usefulness in purchase intentions was proved by Gunawan & Huarng (2015). Source credibility impact
in consumers behavioral intention has been studied in the context of eWOM and proved the impact of
source credibility as well as information quality on information usefulness (Chen et al., 2014). It turned
out that high trust in the source contributes to a more positive attitude towards the desired product. In
particular, these previous studies have shown that high trust in the source leads to stronger persuasion,
hence, the credibility of the source plays a key role in the transmission of information and subsequent
decisions to accept the content or suggestions provided by the source.

Therefore, the H1 hypothesis is: Source credibility has an effect on perceived information usefulness.
The significance of relation between information quality and information usefulness has been proven by
Rieh (2002) and Cheung & Lee (2007) studies. Moreover, the Sussman & Siegal (2003) original [AM
model based on the hypothesis that message quality mediates information influence during information
adoption process. During our research it is expected that influencers’ information quality will affect
perceived information usefulness of the message recipient.

Therefore, the H2 hypothesis states that information quality influences perceived information usefulness.
The connection between perceived information usefulness and attitude towards the product arise by
combining IAM and Theory of planned behavior models together. IAM model is based on the
technology acceptance model (Wang, 2016). Technology acceptance model states that a person's
intention to use a technology is influenced by his attitude to the technology and his perception of its
usefulness (Davis, 1986). Attitudes, in turn, are influenced by a person's beliefs (perceptions) about the
usefulness of the technology and the ease of use. In this context it is proven that attitude is impacted by
perceived information usefulness.

Therefore, H3 hypothesis is: Perceived information usefulness impacts attitude towards the product.
Subjective norm is a term of social factor and refers to the perceived social pressure to perform or not
to perform the behavior (Aizen, 1991). In the research model subjective norms are presented by attitude
towards sustainability as the factor influencing sustainable consumer behavior. The application of TBH
model for measuring behavioral intentions of consumers online was proved by Miao (2014), Goh (2015),
Iriobe and Abiola-Oke (2019). As subjective norms, presented in the model by attitude towards
sustainability and attitudes, presented by attitude towards the product are part of theory of planned
behavior model it is possible to predict that the more favorable the attitude towards the behavior and the
subjective norm the stronger the intention of the person to implement a particular behavior should be.
Ultimately, given a sufficient degree of real control over behavior, it is assumed that when the
opportunity arises, people must carry out their intentions.

H4 hypothesis states that attitude towards sustainability influences attitude towards the product.
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As a component of TBH model, similar approach was used by other researchers in order to find out the
connection between attitudes presented by attitude towards the product and intention to buy or use the
product (Hussein and Wahid, 2018; Charton-Vachet et al., 2020; Sinthamrong and Rompho, 2015). At
the same time the whole sustainable consumption behavior concept makes its goal to lead the change of
consumers’ attitudes (Seyfang, 2007). Taking into account sustainability component it is expected that
attitude towards sustainability will affect the product choice through the change in attitude towards eco-
friendly products (Bostaden AB, 2011). In our research it will be expected that positive attitude towards
the product will positively impact on intention to buy the product and vice versa.

Therefore, the H5 hypothesis is: Attitude towards the product has an effect on intention to buy
According to the Theory of planned behavior it is possible to expect that subjective norms, presented by
attitude towards sustainability will impact intention to buy sustainable eco-friendly products. In the
research design all or most of the barriers of sustainable products consumption, such as price, labeling,
knowledge etc. must be eliminated in order to not to have any effect on research results. That factors
will be eliminated in the product selection process (Padilla, 2018). It is expected that the attitude towards
sustainability is a mark of external social pressure on the individual and that social pressure as a
subjective norm will influence the intention to buy sustainable product. The important role of subjective
norms in sustainable consumption is proved by the other researches and states that excluding the
subjective norms from the model significantly impact the results of the research (Ham et al., 2015).
The H6 hypothesis is: Attitude towards sustainability has an effect on intention to buy.

In our research it is assumed that the type of influencer affects the impact of credibility on information
usefulness. It is proved by other researches that some of influencers are more credible than others and it
may impact the process of information adoption (Zak and Hasprova, 2019)

As various influencers have a different type of content it is assumed that the influencers’ content type
may have an impact on the effect of information quality on perceived information usefulness. From the
previous research it is known that some kind of content positively impact the consumers’ image towards
some product niche (Beham, 2015; Chetioui, 2020)

In the research model it is assumed that the type of influencer will have an effect on the impact of
perceived information usefulness on attitude towards the product. Various type of influencers have
different engagement rates (Morteo, 2018) as well as combined effect of impact on source credibility
and posted information quality.

Therefore, the last three hypotheses will be:

H7: The type of influencer moderates the effect of source credibility on perceived information usefulness
HS8: The type of influencer moderates the effect of information quality on perceived information

usefulness
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HO: The type of influencer moderates the effect of perceived information usefulness on attitude towards

the product.

2.2 Organization and instrument of the research

Quantitative data collection method will be used to find a relation between independent and dependent
variables based on the research model. As the survey participants are people, who are aware of digital
influencers it makes quantitative method more useful as it allows to automatize the research despite
geographic location of the respondents (Eyisi, 2016). Such data collection model will increase accuracy
by creating larger sample size and making a data collection anonymous, which is not possible in
qualitative method. Quantitative method more helpful in generalizing the results and finding a
relationship as well (Chrysochou, 2017). To check the difference between two groups independent
measures design will be applied in order to be able to experiment with different type of influencers by
the content (Miller, 2005).

Online survey will be used as a method of gathering and compiling information from a sample.
Respondents will be able to take a survey by following a link sent them by electronic means of
communication. Such method allows to collect the answers in the same online environment as
researched (Regmi et al., 2017).

Two influencers were chosen to test the impact of influencers’ type on intention to buy sustainable
products. For each of the influencers one group of respondents will be created. Then two groups will be
compared between each other. It is expected that difference in information quality, source credibility as
well as type of influencer as a moderating factor will have different impact on attitude and intention to
buy the same eco-friendly product. Taking into account literature analysis done and defining three
approaches of inluencer type, the main criteria during influencers choice were the same type of
influencer by size and profile with difference in type of content created by the influencers. Such selection
allows to measure the difference in one of the characteristics and ease the transcription of the research
results. Characteristics comparison is available at Table 3.

The first influencer is Ilya Varlamov. The main content on his channels on YouTube and Instagram is
travel notes and shared travel experience with focus on urbanistic design and architecture solutions.
Sometimes the content is connected to sustainability issues in the cities, sustainable consumption of
natural resources etc. But the content itself is not directly connected with the sustainability. As well the

influencer shares some personal thoughts on the current events in Russia and CIS countries.
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The second influencer is Konstantin Akademik. The content is shared on YouTube and Instagram as
well as the first influencer. Main topic of the contents is automotive content as the safety issues and
issues of owning the car in Russia and CIS countries.

The respondents of two groups will be asked on questions related to influencers’ information quality
and credibility, attitude towards sustainability and then offered with the same advertisement message,
from each influencer depending on which of the influencer they are aware or following. Then the attitude

towards the product and intention to buy the product will be measured.

Characteristics Ilya Varlamov (@varlamov) Konstantin Akademik (@academeg)

Type by number | Mega (1.2mln followers on Instagram; | Mega (1.8mln followers on Instagram;

of followers 2.3mln followers on YouTube) 5.2mln followers on YouTube)
Type by profile Social media luminary Social media luminary
Type by content | Travel Blogger, Automotive

Table 3. Comparison of influencers by influencers’ type according to literature analysis done.

The potential product which will be promoted by the influencers mentioned will be footwear by brand
Native. Young but rightly popular brand from Canada, which has its high-tech production in China and
presented at Belarusian market. The brand's iconic models are molded boots made from a unique, eco-
friendly EVA material without the use of animal components. For the moment the main accent of the
producer is to create 100% animal-free footwear as well as reduce to minimal production carbon
footprint. The produced shoes are combined of strength, waterproofing, ease of maintenance and the
ability to withstand severe frosts. Native shoes are suitable for everyday use and can be combined with
everyday urban clothing. The utilitarian product choice was based on avoidance of possible sustainable
consumption barriers, such as high price and wrong reason usage (Padilla, 2018) to exclude the impact
of the barriers on research results.

The purchase and use of eco-friendly products may be considered as an element of sustainable
consumption behavior which is a part of whole sustainable consumer behavior (Stern, 2000). As the
designed research is not able to measure the real purchases and usage of the sustainable products it is
considered that intention to buy equals purchase and can be counted as an element of sustainable
consumption behavior.

The survey participants will be asked in 3 stages. At the first stage they will be asked whether they are
aware or following selected influencers. Then participants will estimate influencers’ credibility and
information quality of their content as well as their attitude towards sustainability. And on the last stage
they will be offered with the promoted product advertisement and estimate the attitude towards the

product and intention to buy eco-friendly product.
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2.3 Selection of respondents and sample characteristics

Respondents will be those who are aware of one of the influencers offered in the form and its followers.
To ensure respondents are aware or following the influencers, screening questions will be included in
the questionnaire (Lavrakas, 2008). Population will be all social networks users in Belarus, according
to Datareportal (2021) there are 3.90 million social network users in Belarus. Non-probability sampling
will be applied in the research. Sample size will be 300 respondents, with 0.06 sample error and 95%
confidence level. The number of respondents is near the average number of respondents in other
researches. Comparison with other comparable researches in that field was done, the results presented

in a Table 2.

No. | Author(s) Method Sampling Number of
respondents

1. | Botelho, M. F. M., 2019 Online survey Non-probability 338

2. Lisichkova and Othjam, 2017 Focus groups Purposive 8

3. [ Cheung et al., 2009 Survey Non-probability 314

4. Li., 2013 Online survey Non-probability 661

5. Erkan and Evans, 2016 Survey Non-probability 384

6. | Zak and Hasprova, 2019 Online survey Non-probability 430

7. | Rai and Verma, 2021 Online survey Probability 210

8. | Negi and Pabalkar, 2020 Survey Non-probability 200

AVERAGE 318

Table 2. Research comparison

The comparison of other research shows that questionnaire with non-probability sampling is the most
common way of collecting data for further analysis.

The questionnaire was designed using previous researches with tested Cronbach’s alpha higher than
0.85. The questionnaire included measurements for all the variables in the research except of mediating
type of influencer variable and used 7-point Likert scales and 7-point bipolar scale. The questionnaire
is listed in Appendix A.

All the respondents will be divided in two groups, each containing around 150 respondents for each of
the influencer. Non-response error will be evaluated by Ostrich method as the survey will be anonymous
and there will be no opportunity to identify respondents who are not participated in the questionnaire

(Karlsson et al., 2009).
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2.4 Limitations of the research

The research is limited from the several aspects: the research width, emotional component, cultural
component impact (attitude towards sustainability country index)

The research width limitation is presented by the comparison only two influencer types. As there are
eight types of influencers by content was found only two will be compared between each other. It means
that potentially the level of impact may vary from type to type. However, the purpose of the research is
to confirm of reject the existence of any difference between various influencers’ types. From the other
side fashion influencers were not chosen for the research as it is expected that fashion influencers will
be impacting the intention to buy fashion related products and such possibility was eliminated for the
research.

The theory of planned behavior is based on cognitive processing and the level of behavior change.
Compared to emotional processing models, planned behavior theory omits emotional variables such as
threat, fear, mood, and negative or positive feeling and assesses them in a limited way. Certain behaviors
and other types of behaviors can be primarily influenced by emotion. However, this is not necessarily a
flaw in predicting these behaviors, despite some complaints. Strong feelings are relevant to this model
because they can influence beliefs and other constructs in this model.

Another of the illimitations is the common sustainability index depends from country to country. As the
research model do not include perceived behavioral control as a variable it is not possible to take into
account the regulations barriers. The position of Belarus in the Global Sustainable Development (2021)
ranking is 24™, which is high for the region, however the index is including a lot of macro factors and
not directly correlates with the sustainable consumption behavior and having a habit to purchase
sustainable products over the non-sustainable ones.

Another aspect of the research is a common Russian-speaking CIS (Commonwealth of Independent
States) online environment. And it is hard to ensure that the number of influencers’ followers in Belarus
are the same for both influencers. That potentially may lead to the situation that for one of the influencers
is not a mega-influencer by the number of followers in Belarus.

One more factor, which potentially may cause the limits for the research is low response rate and high
numbers of people who are not aware of two influencers at the same time. However, the research and
questionnaire design require awareness of both influencers in order to ensure the existence of influencers
credibility.

At the same time, it is expected that the proposed sample size and questionnaire design will offer all the

information for further analysis and will meet all the aims of the research.
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3. IMPACT OF VARIOUS TYPE INFLUENCERS ON SUSTANABLE
PRIVATE-SPHERE CONSUMPTION

Data collection took 22 days, from December 2", 2021 to December 24", 2021. The survey was shared
through social media accounts as well referral model of gathering the data were used. The survey was
organized through Google Forms platform. The results were exported into IBM SPSS software for
further analysis and organizing the data.

In total 277 valid results were received, 152 results for the first group and 126 results for the second
group. 83 results were excluded from the research as the influencer awareness control questions were
not answered and the questionnaire was automatically closed for such kind of respondents.

From the 277 respondents there was 46% of female and 54% for male. Age was presented by 4 groups,
from 18 to 45+. The highest number of respondents were from 25-34 age group (45,7%), then 18-24 age
group (31,2%) following by 35-44 years old respondents (19,9%), the least presented age group became
people from 45 and older (3,3%). Regarding the income level, the most represented group was from
1001 to 1500 BYN (43,5%), which is near the average income in Belarus, the average group was
followed by higher-than-average income group, from 1501 up to 3000 BYN (34,4%), low-income
respondents (up to 1000BYN) percentage is 16,7% and high-income percentage (from 3001BYN)
respondents share is 5,4%. Most of the respondents had a bachelor’s degree (59,4%), followed by
specialized secondary education respondents (15,6%), than Master degree (12%), ending with secondary
education respondents (13%). From the data mentioned it is possible to count that the gender distribution
is near equal, and all age groups, education and income levels were presented in the survey. The

distribution results are available at Table 3.

Age groups (y.o.) Income (BYN) Education level
18-24 31,2% <1000 16,7% Secondary 13%
25-34 45,7% 1001-1500 43,5% Specialized secondary 15,6%
35-44 19,9% 1501-3000 34,4% Bachelor 59,4%
45+ 3,3% >3000 5,4% Master 12%

Table 3. Data demographic distribution

Most of the respondents who was aware of influencers mentioned in the survey was following one or
another influencer, 70,7% of all the respondents in two groups were following Konstantin Akademik
and 65,9% were following Ilya Varlamov. In the first group the number of followers for Konstantin

Akademik were even higher (73,5%), while Ilya Varlamov followers amount were lower than average
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(61,5%). In the second group the distribution was reversed with 71,2% following Ilya Varlamov and

67,2% for Konstantin Akademik. The distribution results presented at Table 4.

Influencer First group Second group Total

Konstantin Akademik | 111 respondents (73,5%) | 84 respondents (67,2%) | 195 respondents

(@academeg)

Ilya Varlamov 93 respondents (61,5%) 89 respondents (71,2%) | 182 respondents

(@varlamov)

Table 4. Influencers’ followers distribution.

For the internal validity condition all the manipulated elements are mentioned in the survey and visuals
are followed by the related text. To ensure the respondents’ attention while filling the questionnaire
statements reversed question were included into the survey for different variables statements.

To count internal reliability Cronbach’s Alpha method was used. The statements were extracted from
the previous researches and tested for the reliable Cronbach’s Alpha. Combination of statements may
be considered reliable if the number is higher than 0,8 (Krosnik and Presser, 2010). For influencers’
credibility the alpha is 0,94, information quality — 0,89-0,91, perceived information usefulness — 0,89,
attitude towards sustainability — 0,85, attitude towards the product — 0,85-0,95, intention to buy — 0,72-
0,88. The statements are presented in Annex 1.

For all variables 7-point Likert scale were used, in order to analyze the means SPSS descriptive analysis
was used. The results showed that intention to buy has the lowest mean score, which can be descripted
by users’ lower desire to buy products and decide without having time to take a decision. At the same
time, the highest score was found for information quality (5,20) and influencers’ credibility. That fact
can be described by high amount of followers in sample as well as that visual and content was adapted
to influencers’ style. Making comparison for the means for the information credibility, information
quality and perceived information usefulness, the scores for the Ilya Varlamov are higher compared to
Konstantin Akademik. However, there is not possible to make some assumptions considering presented
data without normality test and further analysis. The descriptive statistics results are presented at Table

5.

Mean Std. Deviation Variance
Influencer’s credibility (Akademik) 5.0295 1.508 2.277
Information quality (Akademik) 5.1247 1.333 1.778
Perceived information usefulness (Akademik) | 4.2652 1.699 2.888
Influencer’s credibility (Varlamov) 5.0745 1.621 2.630
Information quality (Varlamov) 5.2056 1.274 1.624




Perceived information usefulness (Varlamov) | 4.4007 1.793 3.216
Attitude towards sustainability 4.8446 1.645 2.707
Attitude towards non-sustainable product 4.6543 1.509 2.278
Attitude towards sustainable product 4.6141 1.48974 2.219
Intention to buy sustainable product 3.7971 1.78950 3.202
Intention to buy non-sustainable product 3.4611 1.79040 3.206

Table 5. Descriptive statistics
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All the variables presented were tested for normality using Kolmogorov-Smirnov and Shapiro-Wilk

methods. The classical Kolmogorov-Smirnov test is designed to test simple hypotheses about whether

the analysed sample belongs to a fully known distribution law. Most of the researchers agree that for

complex hypothesis analysis Shapiro-Wilk test is more reliable. The Shapiro-Wilk test is a special test

for normality and is used to test the hypothesis of a normal distribution. This test is reliable for 8 <=n

<= 50, however, there is a modified Shapiro-Wilk test applicable for n up to 2000. The data is considered

normally distributed if the significance level is higher than 0.05. Normality results tests shows that the

distribution couldn’t be considered as normal. Further analysis presented in Annex 3 of the study. Visual

histogram analysis didn’t find normal variables distribution as well.

Kolmogorov-Smirnov Shapiro-Wilk

Statistic | df Sig. Statistic df Sig.
Source credibility (Akademik) 128 276 <.001 .893 276 <.001
Information quality (Akademik) .097 276 <.001 943 276 <.001
Perceived information usefulness 078 276 <.001 963 276 <.001
(Akademik)
Influencer’s credibility (Varlamov) | .251 276 <.001 827 276 <.001
Information quality (Varlamov) 113 276 <.001 923 276 <.001
Perceived information usefulness 171 276 <.001 922 276 <.001
(Varlamov)
Attitude towards sustainability 162 276 <.001 878 276 <.001
Attitude towards non-sustainable .099 276 <.001 928 276 <.001
product
Attitude towards sustainable .098 276 <.001 923 276 <.001
product
Intention to buy sustainable product | .096 276 <.001 950 276 <.001
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Intention to buy non-sustainable 17 276 <.001 .940 276 <.001
product

Table 6. Normality analysis
Taking into account not normal distribution, non-parametric analysis methods will be used such as

Spearman’s correlation and Independent-Samples Mann-Whitney U Test.

3.1 Evaluation of information quality, source credibility, attitude towards sustainability,

perceived information usefulness and intention to buy

Spearman’s test for measuring the correlation between variables was applied. The correlation results are
presented in Figure 4. The results are contradictive because of various product and influencers. If the
correlation values for connection between source credibility, information quality and perceived
information usefulness is not varied too much and could be described as moderately correlated (between
0.5 and 0.7 values). The correlation of perceived information usefulness and attitude towards the product
depends on the influencer as well as on the product. The worst correlations were found with attitude
towards sustainability and intention-to-buy non-sustainable product (0.08) and sustainable influencer
and non-sustainable product combination — 0.35. At the same time, sustainable influencer and
sustainable product showed strong correlation between perceived information usefulness and attitude
towards the product (0.75). Attitude towards sustainability correlated at attitude towards product
moderately in case the product and the influencer are more connected to sustainability and showed
moderate correlation (0.67). Moderate correlation was as well found between attitude towards
sustainability and intention to buy sustainable product (0.51). Correlation measurements available at

Annex 4.

Attitude towards
sustainability 0.08-0.51
(ATS)

Nitravesiisitiagll 0.53-0.56
(8C)

Intention to buy

IB
Perceived Information Attitude towards the 1)
usefulness BN product

(PIU) (ATP) 0.55-0.65

Information quality

IQ 0.56-0.64 0.35-0.75

Figure 4. Correlation between the variables
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After that linear regression analysis was done. The linear regression analysis does not require normality
for predictors and the outcome (Schmidt, 2018). The linear regression analysis result will offer an
opportunity to estimate does independent variables such as source credibility and information quality
have an impact on perceived information usefulness, then estimate does perceive information usefulness
have an effect on attitude towards the product, as well as attitude towards sustainability have an effect
on attitude towards the product and intention to buy sustainable products. Firstly, there was analyzed
the impact of source credibility on perceived information usefulness for two cases. First case will be a
first influencer and the second will be for another influencer. For both of the influencers R-square rates
was lower than 0.5, but higher than 0.4, which follows by further analysis. R value was near 0.6 which
is relatively good. Adjusted R-square is near the R-square original value, which is a good sign. F value
as well fits the model for both cases. The coefficients for both of influencers is <.001, which is below

the significance level, which means that the H1 hypothesis is supported

H1: Source credibility has an effect on perceived information usefulness. Supported

Table 7.

Then the impact of information quality on perceived information usefulness was measured for both of
the influencers. R value was from 0.6 to 0.7, which is a good. R-square was .393 and .496 which leads
for further analysis. F value fitted the model, and significance level was less than .001 for both cases.
That means that H2 hypothesis is supported, and information quality affects perceived information

usefulness.

H2: Information quality influences perceived information usefulness. Supported

Table 8.

After the impact of attitude towards sustainability effect on attitude towards sustainable products was
measured. The R value for the model was ,574, following by R-square .330 and adjusted R-square .327.
The significance level was <.001 with confidence interval 0.05, so the H4 hypothesis supported.

H4: Attitude towards sustainability influences attitude towards the product. | Supported
Table 9.

Then the impact of attitude towards sustainability and attitude towards the product was analyzed. Firstly,
it was measured for sustainable product. The results showed that the attitude towards the product has an
impact on intention to buy (<.001 significance), however the attitude towards sustainability didn’t have
significant impact on intention to buy sustainable product (.087 significance). The second group proved
that attitude towards the product have a significant impact on intention to buy. According to the data
received the HS hypothesis is supported and H6 hypothesis is rejected. All calculations are presented at
Annex 6 of the study.
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HS5: Attitude towards the product has an effect on intention to buy Supported
H6: Attitude towards sustainability has an effect on intention to buy Rejected
Table 10.

In order to measure the impact of perceived information usefulness on attitude towards the product the
data were restructured by combining the perceived information usefulness of both influencers on one or
another product. The measurements showed a strong relation of perceived information usefulness on
attitude towards sustainable product (R: .739, R-square: .546, adjusted R-square: .545, and significance
level <.001 with 0.05 confidence interval). For the second product the values are slightly lower (R: .679,
R-square: .461, adjusted R-square: .459, significance <.001 with .05 significance level), however all the
criteria met in order to conclude that perceived information usefulness has an impact on attitude towards

the product.

H3: Perceived information usefulness impacts attitude towards the product. | Supported

Table 11.

The results received not showing a strong correlation and strong predictability between each other,
however, the significant dependance between the factors was proved. Except for the relation between

the attitude towards sustainability and intention to buy.

3.2 Impact of influencer type as a moderating factor

To estimate the moderating effect of influencer type on the source credibility, information quality and
perceived information usefulness General Linear Model was applied. In Table 12 the results of the
analysis are presented. The interaction of influencer type between information quality, source credibility

on perceived information usefulness was not found significant (p=.709, F=.139).

Tests of Between-Subjects Effects

Dependent Variable: Perceived information usefulness
Source Type III Sum of df Mean Square F Sig.

Squares
Corrected Model 475.786* 3 158.595 78.127 <.001
Intercept 16.390 1 16.390 8.074 .005
Information 56.932 1 56.932 28.046 <.001
quality
Source credibility 50.989 1 50.989 25.118 <.001
Influencer type 283 1 283 139 709
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Error 1112.426 548 2.030
Total 11630.240 552
Corrected Total 1588.212 551

a. R Squared = .300 (Adjusted R Squared = .296)

Table 12. Univariate regression analysis results

As the impact is not significant, H7 and H8 hypothesis are rejected.

perceived information usefulness.

H7: The type of influencer moderates the effect of source credibility on Rejected
perceived information usefulness.
HS: The type of influencer moderates the effect of information quality on Rejected

Table 13.

Then the moderating impact of influencer type was analysed between perceived information usefulness

and attitude towards the product. The results are presented in Table 14. From the analysis it is found that

the influencer has a significant impact on relationship between perceived information usefulness and

attitude towards the product (significance found: .033, significance level: 0.05, F value = 4.575). From

the information presented it is possible to accept H9 hypothesis.

Tests of Between-Subjects Effects

Dependent Variable: Attitude towards the product

Source Type III Sum df Mean F Sig.
of Squares Square

Corrected Model 338.090? 2 169.045 | 169.527 | <.001
Intercept 179.826 1 179.826 | 180.339 | <.001
Perceived information usefulness 325.651 1 325.651 | 326.579 | <.001
Influencer type 4.562 1 4.562 4.575 .033
Error 272.225 | 273 997
Total 6486.410 | 276
Corrected Total 610.315 | 275
a. R Squared = .554 (Adjusted R Squared = .551)

Table 14. Univariate regression analysis results
HO: The type of influencer moderates the effect of perceived information Accepted

usefulness on attitude towards the product.

Table 15.
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To confirm or reject the impact of influencer type on attitude towards sustainable products Independent-
Samples Mann-Whitney U Test was applied in order to find out whether the attitude towards sustainable
product is distributed in the same way in two samples, as in two samples different influencers are
promoting sustainable product. It allows to prove or reject previous data analysed and applicable to not
normally distributed data as it is non-parametric test. The results of the test reject the null hypothesis
that there is no difference in distribution of Attitude towards the product variable between samples. The

wider results are presented at Table 16. Full results are presented in Annex 6 of the research.

Hypothesis Test Summary

Null Hypothesis Test Sig.® Decision
1 The distribution of Independent-Samples .002 | Reject the null
NA_ATP is the same Mann-Whitney U Test hypothesis.
across categories of
SAMPLE.

a. The significance level is .050.
Independent-Samples Mann-Whitney U Test Summary

Total N 276
Mann-Whitney U 7408.000
Wilcoxon W 15283.000
Test Statistic 7408.000
Standard Error 659.491
Standardized Test Statistic -3.077
Asymptotic Sig.(2-sided test) .002

Table 16. Independent-Samples Mann-Whitney U Test Summary

After the analysis it is possible to conclude that the impact of the influencer type is not significant at the
first stages of information consumption, however, the impact of influencer type between perceived
information usefulness and attitude towards the product is significant and may have an impact depending

on the influencers’ content type.
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4. CONCLUSIONS AND PROPOSALS

4.1 Study implications

The main aim of the study was to identify the impact of various influencers’ types by content and attitude
towards sustainability on intention to buy sustainable products. Sustainable products purchase itself is a
part of sustainable consumption concept and sustainable behavior concept. So, from some degree it is
possible to count that the impact of various type of influencers on sustainable behavior was analyzed.
The aim and objectives of the study were met. The main finding is the proven hypothesis, that the
influencer content may have an impact on intention to buy sustainable or eco-friendly products. For
now, there were no studies found containing the measurements of influencers content to sustainable
consumption.

Analyzing the main elements of the research model it is possible to assume, that despite criticism from
some authors regarding the importance of source credibility factor (McCracken, 1989), the research
done confirmed that source credibility is an important factor and a combination of source credibility and
information quality are important for perceived information usefulness affect, confirming the Sussman
and Siegal (2003) model. The connection between perceived information usefulness and attitude (H3)
was confirmed the Miao (2014) and Goh (2015) applications of the Theory of Planned Behavior.
However, attitude as a social norm was impacting only attitude towards the product (H4), and no link
between attitude towards sustainability and intention to buy was found, H5 hypothesis was rejected.
Attitude towards sustainability in the presented case did not have an effect of social norms in connection
to intention to buy and showed reversed results to Ham et al., 2015.

The moderating effect of influencer type was tested three times throughout the model. The H7 and H8
hypothesis were rejected and not confirmed the models and connections of Beham (2015) and Chetioui
(2020). From the other side type of content may be important for some other factors and become a part
of source credibility, in case where there is some advertising, or advertising content itself could be very
different and in such a case potentially influencer type may have an impact connecting source credibility
and information quality with perceived information usefulness. In the research model both posts were
full-advertising and had not any content type. However, it is possible to assume that the influencers’
content type affect does not become a moderator of information quality and information usefulness.
The last hypothesis (H9) was the most important for the study as it related to the difference in content
type and perception of the product, and there was a difference found in attitude towards the sustainable
or non-sustainable product for various influencers. However, even the influencer type has the difference

in presented case, it is not possible to assume that there is a difference between another content types.
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Only automotive and travel/blogger content types were compared. At the same time existing difference

were double-checked by various methods and confirmed the hypothesis.

4.2 Limitations

The research does not take into account any other content type than two types presented. That makes
impossible to estimate that there is a difference between any of the content type, however it is not
possible to estimate that there is no difference in the content type. Such research needed in the future,
with the wider samples and more focus on perceived information usefulness and attitude towards
sustainable/non-sustainable products in order to find out the impact of each content type on attitude
towards various products.

The research does not count the product category. The product presented is utilitarian, however different
effect may arise in the case of hedonic product. The study is valid for the utilitarian product. The effect
of the influencer type may be eliminated for the hedonic product, or the effect may be reversed across
influencer types. Comparison of hedonic and utilitarian products can be done by other researches in
order to find the existence in hedonic and utilitarian product type impact on change in the attitude.
Another limitation arising is the sustainable consumption barriers. In the study the elements of
consumption barriers were almost eliminated: the price is not provided and is similar for both products,
sustainable product is easy to detect as well as sustainable product do not have any functional limitations
compared to non-sustainable. With the addition of various barriers, the results may vary.

From the position of the social networks the research is focused on Instagram more than on other social
networks. However, today most of the social networks are cross-platform Instagram connected with
YouTube and vice versa, so the follower consumes the content all across the web. As well credibility
and information quality level does not vary across social networks. However, the information usefulness
level potentially may be different.

Finally, there could be potential difference in data from other regions depending on the cultural
differences and attitude towards sustainability, which has an effect on attitude towards sustainable
product as an independent factor. That means a potential for future further research across different

countries depending on the sustainability levels.

4.3 Conclusion

The main goal as well as the objectives of the research were reached. Firstly, three classifications of
influencers were found: by size, by content and by social profile. Classification of influencers by size
impacts the level of trust and engagement level of their followers. Regarding the content there was found
a gap in previous studies and a couple of studies found that some of the influencers regarding their

content may have more or less trust at some topics compared to other types. Classification of influencers
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by profile gave an opportunity to see the difference in engagement and size level across various
influencers as well as identify the difference in the origin and source of influence. Further review of the
literature found the importance of influencers’ personal factors such as credibility and produced content
information quality and its impact on its followers content consumption and estimating such a content
in the consumer behavior funnels. Then the effect of influencers at different stages of consumer decision-
making process was analyzed and was found that influencers may impact customers behavior at all the
stages. Influencers could be perceived by potential consumers as a reviewers for the desired alternatives
at the evaluation of alternatives stage or give more detailed information about the product at the stage
of information search. Perceived information usefulness was identified as a mediating factor between
information quality, source credibility from one side and attitude towards the product from another side.
After the sustainability concept was analyzed. Four elements of sustainable consumption were
identified, from which private-sphere sustainable consumption was chosen, as it is the only element
which is directly connected with the purchase of sustainable products and not with pro-environmental
behavior, sustainability knowledge etc. Attitude towards sustainability was identified as the independent
factor of affecting attitude towards the product.

In the private-sphere consumption concept were identified six key barriers of sustainable consumption,
which may have an impact at the decision-making process stages. Price compared to non-sustainable
products have the most effect on the consumers behavior. After lack of information on sustainability,
worse functionality compared to non-sustainable product and past behavior were identified as other
sustainable consumption barriers.

In order to confirm findings of the literature review quantitative research in the form of a survey was
done with the 360 respondents, from which there were gathered 277 valid responses. According to the
barriers mentioned in the literature, utilitarian sustainable and non-sustainable products were chosen for
the research. Research model with three independent, three dependent and one moderating variables
were developed by a building a complex model on a basis of Information Adoption Model and Theory
of Planned Behavior.

The research found the impact of influencers source credibility and information usefulness on perceived
information usefulness. Only followers, which, counts influencers’ information credible as well as the
influencer credible could perceive provided information as useful, that leads to the importance of
influencer trustworthiness and its increasement as well as developing content quality in order to reach
higher perception of information across followers.

However, the importance of influencer type was not so significant at the stage of information recognition
and identifying it as useful or not. The importance of influencer as a moderator was found neither

between credibility and usefulness nor between information quality and usefulness.
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The relation between information usefulness and attitude towards the product was found significant and
confirmed the studies, mentioned in the literature review, and influencers impact on decision-making
process by sharing their own opinion importance. For both influencers in the model the link was strong,
but moderating factor of influencer type was significant as well. It was found out that travel blogger had
more success in the increasing attitude towards sustainable product rather than automotive blogger.
Attitude towards sustainability was found as an important factor in increasing the attitude towards
sustainable product, however, the were no significant impact of attitude towards sustainability on
intention to buy sustainable product. At the same time attitude towards sustainability impacts intention
to buy through attitude towards the product, as the connection between attitude towards the product and
intention to buy was proved and found significant.

The findings presented in the research may be useful for marketing, creative agencies as well as for the
public organizations or non-profit, non-government organizations in order to promote sustainable
consumption as the part of sustainable development programs. Right choice of influencer type as well
important for the influencer marketing agencies to keep advertisement performance on the high level to
keep revenues at high level as for the agencies as for the influencers.

The research found out that travelblog influencers have an impact at the attitude towards sustainable

products compared to automotive blogger advertising on the same product using the same advertisement.
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Summary

49 pages, 4 pictures, 16 tables, 165 references.

The main aim of the work was to identify the existence of various type influencers impact on sustainable
consumers’ behavior and influencers impact on sustainable consumption in particular, on basis of
literature analysis. The academic paper consists of four main parts: the analysis of literature, the
methodology, research, conclusions, and recommendations.

The literature analysis was carried out to review influencers type classification, influencers impact on
decision-making process, sustainability concept, sustainable consumption concept. Main factors
affecting influencers impact were identified: source credibility, information quality, perceived
information usefulness, attitude towards the product, intention to buy, attitude towards sustainability
and influencer type.

After conducting literature analysis, complex research model was developed on a basis of Information
Adoption Model and Theory of Planned Behavior. In order to confirm findings of the literature review
quantitative research in the form of a survey was done with the 360 respondents, from which there were
gathered 277 valid responses. The research found the impact of influencers source credibility and
information usefulness on perceived information usefulness. The impact of the influencer type was not
significant at the first stages of information consumption, however, the impact of influencer type
between perceived information usefulness and attitude towards the product was found significant and
had a moderating impact depending on the influencers’ content type.

The conclusions and recommendations summarize the main key points of literature analysis as well as
the results of the research. The findings presented in the research may be useful for marketing, creative
agencies as well as for the public organizations or non-profit, non-government organizations to promote

sustainable consumption as the part of sustainable development programs.
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Magistro baigiamasis darbas
Skaitmeninés rinkodaros programa
Vilniaus Universitetas, Verslo mokykla
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Summary in Lithuanian

Magistro darbas susideda i§ 49 lapy, 4 paveiksléliy, 16 lenteliy ir 165 literaturos Saltiniy.

Pagrindinis darbo tikslas buvo nustatyti jvairiy tipy nuomonés formuotojy itaka darniam vartotojy
elgesiui ir ypa¢ nuomonés formuotojy jtaka tvariam suvartojimui, remiantis literatiiros analize.
Baigiamajj darba sudaro keturios pagrindinés dalys: literatiiros analiz¢, metodologija, tyrimas, iSvados
ir rekomendacijos.

Literatiiros analiz¢ atlikta siekiant apzvelgti nuomonés formuotojy tipy klasifikacija, nuomongés
formuotojy itaka sprendimy priémimo procesui, tvarumo sampratg, tvaraus vartojimo koncepcijg.
Nustatyti pagrindiniai veiksniai, darantys jtakg nuomonés formuotojy poveikiui: Saltinio patikimumas,
informacijos kokybé¢, suvokiamas informacijos naudingumas, poziiris | produkty, ketinimas pirkti,
poziiiris ] tvaruma ir nuomonés formuotojo tipa.

Atlikus literattiros analize, remiantis informacijos priémimo modeliu ir planuojamo elgesio teorija, buvo
sukurtas kompleksinis tyrimo modelis. Literatiiros apzvalgos iSvadoms patvirtinti buvo atliktas
kiekybinis tyrimas apklausos forma su 360 respondenty, i§ kuriy buvo surinkti 277 tinkami atsakymai.
Tyrimas atskleidé nuomonés formuotojo Saltinio patikimumo ir informacijos naudingumo jtaka
suvoktam informacijos naudingumui. Pirmuosiuose informacijos vartojimo etapuose nuomonés
formuotojo tipo itaka nebuvo reikSminga, taciau buvo nustatyta, kad nuomonés formuotojy jtaka tarp
suvokto informacijos naudingumo ir poziiirio i produkta buvo reikSminga ir turé¢jo moderuojancia jtaka,
priklausomai nuo nuomonés formuotojy turinio tipo.

ISvadose ir rekomendacijose apibendrinami pagrindiniai literatiiros analizés aspektai bei tyrimo
rezultatai. Tyrime pateiktos iSvados gali biiti naudingos tiek rinkodaros, kiirybos agentiiroms, tiek
visuomeninéms organizacijoms ar ne pelno, nevyriausybinéms organizacijoms skatinant tvary vartojima

kaip darnaus vystymosi programy dalj.
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Question Source Cronbach’s | Scale
alpha
SCl1 Unattractive/Attractive Ohanian, 1990 7-point Bipolar scale
SC2 Classy/Not classy Ohanian, 1990 7-point Bipolar scale
SC3 Ugly/Beautiful Ohanian, 1990 7-point Bipolar scale
SC4 Plain/Elegant Ohanian, 1990 7-point Bipolar scale
SCs Not dependable/Dependable Ohanian, 1990 7-point Bipolar scale
SCé Dishonest/Honest Ohanian, 1990 7-point Bipolar scale
SC7 Unreliable/Reliable Ohanian, 1990 7-point Bipolar scale
SC8 Insencere/Sincere Ohanian, 1990 0.92-0.54 7-point Bipolar scale
SC9 Untrustworthy/Trustworthy Ohanian, 1990 7-point Bipolar scale
SC10 | Not expert/Expert Ohanian, 1990 7-point Bipolar scale
SCI11 Inexperienced/Experienced Ohanian, 1990 7-point Bipolar scale
SC12 | Unknowledgeble/Knowledgeble Ohanian, 1990 7-point Bipolar scale
SC13 | Unqualified/Qualified Ohanian, 1990 7-point Bipolar scale
SC14 | Unskilled/Skilled Ohanian, 1990 7-point Bipolar scale
IQ1 This information is believable Yang et al., 2002 5-point Likert scale
1Q2 This information is of doubtful credibility. (R) Yang et al., 2002 5-point Likert scale
1Q3 This information is trustworthy Yang et al., 2002 5-point Likert scale
1Q4 This information is credible Yang et al., 2002 5-point Likert scale
1Q5 This information is correct Yang et al., 2002 5-point Likert scale
1Q6 This information is incorrent (R) Yang et al., 2002 5-point Likert scale
1Q7 This information is accurate Yang et al., 2002 5-point Likert scale
1Q8 This information is reliable Yang et al., 2002 0.89-0.91 5-point Likert scale
1Q9 This information is easy to understand Yang et al., 2002 5-point Likert scale
1Q10 The meaning of this information is difficult to | Yang et al., 2002 5-point Likert scale
understand (R)
IQ11 This information is easy to comprehend Yang et al., 2002 5-point Likert scale
IQ12 The meaning of this information is easy to | Yang et al., 2002 5-point Likert scale
understand
PIU1 Information increases my effectiveness when | Adapted from Lu and 5-point Likert scale
shopping online Bai (2021)
PIU2 Information is helpful for decision making when | Adapted from Lu and 5-point Likert scale
shopping online Bai (2021)
PIU3 Information had improved my judgement Adapted from Lu and 5-point Likert scale
Bai (2021) 0.89
PIU4 Information is helpful for me to understand the | Adapted from Lu and 5-point Likert scale
product comprehensively Bai (2021)
PIUS Information is helpful/useful to my life Adapted from Lu and 5-point Likert scale
Bai (2021)
ATS1 | When people interfere with the environment, | Biasutti and Frate, 7-point Likert scale
they often produce disastrous consequences 2017
ATS2 | Environmental protection and people’s quality of | Biasutti and Frate, 7-point Likert scale
life are directly linked 2017
ATS3 | Biodiversity should be protected at the expense | Biasutti and Frate, 7-point Likert scale
of industrial agricultural production 2017
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ATS4 | Building development is less important than | Biasutti and Frate, 7-point Likert scale
environmental protection 2017
ATSS5 | Environmental protection is more important than | Biasutti and Frate, 7-point Likert scale
industrial growth 2017
ATS6 | Government economic policies should increase | Biasutti and Frate, 7-point Likert scale
sustainable production even if it means spending | 2017
more money
ATS7 | People should sacrifice more to reduce economic | Biasutti and Frate, 7-point Likert scale
differences between populations 2017
ATS8 | Government economic policies should increase | Biasutti and Frate, 7-point Likert scale
fair trade 2017
ATS9 | Government economic policies should act if a | Biasutti and Frate, 7-point Likert scale
country is wasting its natural resources 2017
ATSI10 | Reducing poverty and hunger in the world is | Biasutti and Frate, 7-point Likert scale
more important than increasing the economic | 2017
well-being of the industrialized countries
ATSI11 | Each country can do a lot to keep the peace in the | Biasutti and Frate, 7-point Likert scale
world 2017 0.85
ATS12 | The society should further promote equal | Biasutti and Frate, 7-point Likert scale
opportunities for males and females 2017
ATS13 | The contact between cultures is stimulating and | Biasutti and Frate, 7-point Likert scale
enriching 2017
ATS14 | The society should provide free basic health | Biasutti and Frate, 7-point Likert scale
services 2017
ATS15 | The society should take responsibility for the | Biasutti and Frate, 7-point Likert scale
welfare of individuals and families 2017
ATS16 | Teachers in college should use student-centred | Biasutti and Frate, 7-point Likert scale
teaching methods 2017
ATS17 | Teachers in college should promote future- | Biasutti and Frate, 7-point Likert scale
oriented thinking in addition to historical | 2017
knowledge
ATS18 | Teachers in  college should promote | Biasutti and Frate, 7-point Likert scale
interdisciplinarity between subjects 2017
ATS19 | Teachers in college should promote the | Biasutti and Frate, 7-point Likert scale
connection between local and global issues 2017
ATS20 | Teachers in college should promote critical | Biasutti and Frate, 7-point Likert scale
thinking rather than lecturing 2017
ATP1 | Good/Bad McCroskey, 1966 7-point Bipolar scale
McCroskey and
Richmond, 1989
McCroskey and
Richmond, 1996
ATP2 | Wrong/Right McCroskey, 1966 7-point Bipolar scale
McCroskey and
Richmond, 1989
McCroskey and
Richmond, 1996
ATP3 | Harmful/Beneficial McCroskey, 1966 7-point Bipolar scale
McCroskey and
Richmond, 1989 0.85-0.95
McCroskey and

Richmond, 1996
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ATP4

Fair/Unfair

McCroskey, 1966
McCroskey
Richmond, 1989
McCroskey
Richmond, 1996

and

and

ATPS

Wise/Foolish

McCroskey, 1966
McCroskey
Richmond, 1989
McCroskey
Richmond, 1996

and

and

ATP6

Negative/Positive

McCroskey, 1966
McCroskey
Richmond, 1989
McCroskey
Richmond, 1996

and

and

0.85-0.95

7-point Bipolar scale

7-point Bipolar scale

7-point Bipolar scale

IB1

I would definitely intend to buy the product

Teng et al., 2007

IB2

I would absolutely consider buying the product

Teng et al., 2007

IB3

I would definitely expect to buy the product

Teng et al., 2007

B4

I would absolutely plan to buy the product

Teng et al., 2007

0.72-0.88

5-point Likert scale

5-point Likert scale

5-point Likert scale

5-point Likert scale
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Annex 2. Questionnaire design

YBaxkaeMblii pECIIOH/ICHT,

51 yaych Ha maructepckoit nmporpamme Digital Marketing BunbHiocckoro yHuBepcurera. S mpoBoxy
3TO HCCIEeI0OBaHNE, YTOOBI BBIACHUTH BIUSHHUE PA3TUYHBIX TUIIOB HH(IIOCHCEPOB Ha YCTONUNBOE
MOBEJICHHE OTpeOUTENeH 1 X0Ten OBl y3HATh Ballle OTHOLICHHE K MPECTAaBICHHBIM HH(IIIOCHCEpaM,
K pacrpocTpaHsieMoil UMU HH(POPMaLIKEHi, a TAK)Ke Balll OMBIT YCTOWYMBOTO TIOBEJCHUS U
notpeOieHusi. AHKeTa COCTOUT U3 3-X OJIOKOB BOIIPOCOB, KOTOpbIE 3aiiMyT npumepHo 10-15 MunyT
BallIETO BPEMEHHU.

Onpoc aHOHUMHBIH, Balll OTBETHI OYIyT MPOAHATU3UPOBAHBI HCKIIOUUTEIIBHO B HENISAX
uccnenoBanus. Ecnu y Bac ecTh Kakue-1100 KOMMEHTApUU WIIM BOIIPOCHI OTHOCUTENIEHO ITOTO
HCCIIEIOBaHMs, BBl MOYKETE CBSI3aThCsl CO MHOM 110 3JIEKTPOHHOM 1Mo4YTe. DIEKTPOHHAs IoYTa:
pavel.bucha@vm.stud.vu.lt

Cnacu0o0 3a yuacTHe U 3a Balll BKJIaJ B MO onpoc!

Questionaire 1: Infuencer: @academeg Questionaire 2: Influencer: @varlamov
https://forms.gle/ZfFYJoCkYiSJAaBD9 https://forms.gle/MbX7WZZDoFcRzSun9
STAGE 1: Control questions
Bri 3naere Koncrantuna AkajgemMuka Be1 3Haete Mnbro Bapnamosa(@varlamov)?:
(@academeg)?: 1. [a
1. [a 2. Her
2. Her
If the answer is “Het* the questionnaire is finished | If the answer is “Het* the questionnaire is finished
automatically automatically
Be1 moanucanbsl Ha KoHcranTnHa AkageMuka Be1 mognucans Ha Wnbio Bapnamosa
(@academeg)?: (@varlamov)?:
1. Ha 1. Ha
2. Her 2. Her
Be1 3Haete Unbro Bapnamosa(@varlamov)?: Br1 3Haete Koncrantuna AxageMuka
1. [Ja (@academeg)?:
2. Her 1. Ha
2. Her
If the answer is “Het* the questionnaire is finished | If the answer is “Her* the questionnaire is finished
automatically automatically
Be1 mognucans Ha Mnbio Bapnamosa Be1 mognucansl Ha KoHcranTrHa AkageMuka
(@varlamov)?: (@academeg)?:
1. Ha 1. Ha
2. Her 2. Her
STAGE 2: Influencer’s credibility and attitude towards sustainability measurement
MBI XOTUM y3HATh OTHOIICHHUE KAXKIOTO MBI XOTUM y3HATh OTHOIICHHUE KAXKIOTO
pecrionieHTa K KOHCTaHTHHY AKaJeMUKY U €r0 pecrionieHTa k Wbe BapnamoBy u ero aBTopurer
aBTropureT A1 Bac. Juist Bac.
B nmpennoxennom 61oke oueHure Koncrantuna B mpennoxennom 6ioke ouenure Mipro
AkaneMuka Kak HHQIIOSHCepa, BRIOUpas u3 2-X BapnamoBa kak unpmatoeHcepa, BbiOupas u3 2-x
BapHaHTOB, Oojee Oyn3kuii k Bamm smouusaM (Mo | BapuaHTOB, Oosiee Oau3kuil K Bammm smonusm (o
mkasne oT 1 1o 7, vae 1 u 7 — BeI3BIBAET mkajne ot 1 no 7, vae 1 u 7 — BBI3BIBAET
WCKJIIOUUTENBHO MPEII0KEHHYI0 3MOLIMIO, 5 — HE HCKJIIOUYUTENBHO MPEII0KEHHYIO 3MOLIMIO, 5 — HE
BBI3BIBACT HU OJIHY, HU JPYTYIO IPEITI0KEHHYIO BBI3BIBACT HU OJIHY, HU JPYTYIO IPEITI0KEHHYIO
AMOIIHIO): AMOIIHIO):
1. HemnpusiekaTenbHbIH. ... ... 1. HemnpusiekaTeNbHbIH. ... ...
[IpuBnexaTenbHbIN [IpuBnexaTenbHbIN
2. KnaccHplii....... He xnaccHbiii 2. KnaccHplid....... He xnaccHbiii
3. YpomuBbHIil....... Kpacussiit 3. YpomuBHIil....... Kpacussiit
4. TIlnockwil....... OneraHTHbII 4. Tlnockwil....... OneraHTHbII




5. HenanexHsplH....... HanexHblit 5. HeHanexXHBIH. ...... HanexHbrit

6. HeuecTHbiid. . ... .. YecTHbIi 6. HeuecTHbiit. . ... .. YecTHbIi

7. Henb3st MONOXUTHCA. . ..... MoxHOo 7. Henb3st MONOXKUTHCA. . ..... MoxHo
ITOJI0KHUTHCS ITOJI0KHUTHCS

8. Heuckpennui....... Hckpennuii 8. Heuckpennui....... Hckpennuii

9. HesacnyxuBarouuii 9. HesacmyxuBarouuii
JIOBEPHA. ...... 3acny>KuBaroIMKA JOBEPUS JIOBEPHA. ...... 3acny>KuBaroIMKA JOBEPUS

10. He skcrmepr....... Okcnept 10. He skcrmepr....... Okcnept

11. HeONBITHBINA. ...... OMnbITHBIH 11. HeONBITHBINA. ...... OnbITHBIH

12. HesHaronid. ....... 3HarOmMH 12. HesHaronuid. ...... 3HaOmMH

13. HekBanupuuupoBaHHBIH. ... ... 13. HekBanupuuupoBaHHBIH. ... ...
KpanmudurrpoBaHHbIiH KpanmudurrpoBaHHbIiH

14. Heymeunblid....... YMensii 14. Heymeunblid....... YMensii

MBI XOTHM y3HaTh OTHOLIEHUE KaXKJ0r0
pecnonzenTa k Mnse BapinamoBy u ero aBTopuTeT
st Bac.
B mpennoxennom 6ioke ouenure Mipro
BapnamoBa kak unpmatoeHcepa, BbiOupas u3 2-x
BapHaHTOB, OoJjiee Oym3Kkuii kK Bamm smouusm (1o
mkaye oT 1 1o 7, rae 1 u 7 — BeI3BIBACT
WCKJIIOUYUTENBHO MPEII0KEHHYI0 3MOLIMIO, 5 — HE
BBI3BIBAET HU OJIHY, HU JIPYTYIO IIPEUIOKEHHYIO
AMOIIHIO):

1. HemnpuiekaTenbHbIH. ... ...

MBI XOTHM y3HaTh OTHOLIEHUE KaXKJ0r0
pecrnonenta k Koncrantuny AkageMHUKy U €ro
aBropuret ais Bac.

B npemioxxennom 6iioke onennte KoncrantiuHa
AkaneMuka Kak nHQIIOSHCepa, BRIOUpas u3 2-X

BapHaHTOB, OoJjiee Oym3Kkuii K Bamm smouusm (1o

mkayie oT 1 1o 7, rae 1 u 7 — BeI3BIBAECT
WCKJIIOUUTENBHO MPEII0KEHHYI0 3MOLIMIO, 5 — HE
BBI3bIBAET HU OJIHY, HU JIPYTYIO IPEUIOKEHHYIO
AMOIIHIO):

1. HemnpusiekaTeNbHBbIH. ... ...

[IpuBnexaTenbHbIN [IpuBnexaTenbHbIN
2. KunaccHsrit. ...... He xnaccHsrit 2. KunaccHsrit. ...... He xnaccHsrit
3. YpomuBHIil....... Kpacussiit 3. YpomuBBHIil....... Kpacussiit
4. TIlnockwui....... DJeranTHBIN 4. TIlnockwui....... DJeranTHBIN
5. HenagexHsiil. ...... Hanexubiii 5. HenagexHsiil. ...... Hanexubiii
6. HeuectHplid....... UectHbrit 6. HeuectHpli....... UectHbrit
7. Henb3s MOTOXKUTHCA. ... ... MoxHo 7. Henb3s MOTOXKUTHCA. . ..... MoxHo
TIOJIOKHUTHCS TIOJIOKHUTHCS
8. Heuckpennui....... Hckpennuii 8. Heuckpennui....... Hckpennuii
9. HesacmyxuBarouuii 9. HesacmyxuBarouuii
JIOBEPHA. ...... 3acny>KuBaroIMK JOBEPUS JIOBEPHA. ...... 3acny>KuBaromun
10. He skcmept. ...... DKcnept JIOBEpUs
11. HeonbITHBIA. ...... OnbITHBIA 10. He skcmept....... DKcnept
12. He3narommwii....... 3Haromnmit 11. HeonbITHBIA. ...... OnbITHBIN
13. HekBanu(puIupoBaHHBIA. . ... .. 12. He3narommwii....... 3Haromnwmit
KpanudurmpoBaHHbIii 13. HekBanupuuupoBaHHBIH. ... ...
14. Heymenslii....... Ymenblii KpanudurmpoBaHHbIi
14. Heymensril. ...... Ymenbiid

B nanHoM Bompoce Mbl XOTUM OLIEHUTH Barie
OTHOILIEHUE K YCTOHYHUBOMY Pa3BUTHIO,
noTpeOJIeHUIO U TIOBEACHHUIO, AJISl 3TOTO OLICHUTE
CJIEeYIOLIUE YTBEPKACHUS, I/i€ 7 - MOJHOCTBIO
coriaceH u 1 - KaTeropu4ecky He COTjIaceH:

1. Korza jiroau B3auMoJIEHCTBYIOT C
OKpY’KaroIlel CpeIoi, OHM YaCTO BBI3BIBAIOT
KaTacTpO(PUUIECKHE TTOCIICICTBHS.

2. 3ammra OKpy>Karole cpelibl U KaueCTBO
JKU3HU JIIOJIEH HapAMYI0 B3aUMOCBS3aHbI

3. buopa3Hoobpa3ue T0MKHO ObITh 3aLIUILEHO
3a CYET NPOMBILIJIEHHOTO
CeNbCKOX03AUCTBEHHOTO IIPOU3BO/ICTBA.

4. Pa3BuTHE CTPOUTENHCTBA MEHEE BAXKHO, YEM
3allUTa OKPY>KaIOLLIEH cpelibl

B nanHoM Bompoce Mbl XOTUM OLIEHUTH Barie
OTHOILIEHUE K YCTOHYHUBOMY Pa3BUTHIO,
noTpeOJICHUIO U TIOBEACHHUIO, AJISl 3TOTO OLICHUTE
CJIEYIOLIUE YTBEPKACHUS, I/ie 7 - MOJIHOCTBIO
coryiaceH u 1 - KaTeropu4ecky He COrjlaceH:

1. Korza jiroau B3auMoJIeHCTBYIOT C

OKpY’KaroIlel CpeIoi, OHM YaCTO BBI3BIBAIOT

KaTacTPOPUUIECKHE TTOCIICICTBHS.
2. 3ammra OKpy>Karole cpelbl U KaueCTBO
JKU3HU JII0JIE HapAMYI0 B3aUMOCBS3aHbI

3. buopa3Hoobpa3ue T0MKHO ObITh 3aLIHUILIEHO

3a CYCT MMPOMBIIIJICHHOT'O
CEJIbCKOXO035IMCTBEHHOTO IMpOn3BOACTBA.

4. Pa3Burne CTPOUTECJILCTBA MEHEC BAXKHO, UEM

3aliuTa 0pr>1<afomep“1 Cpeanbl
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

3ammTa OKpyKarolei cpepl BaxHee
MPOMBIIIIEHHOTO POCTa

locynapcTBeHHAs SKOHOMHYECKAsT
IMOJUTHKA JIOJKHA CIIOCOOCTBOBATH
YBEIUYCHHUIO YCTOWYHNBOTO POU3BOJICTBRA,
JlaKe ecliv 71 3Toro norpedyercs Oosnblie
JICHET.

JIroau 1OMKHBI )KEPTBOBATH 0OJIbIIIE, YTOOBI
YMEHBIIUTh YKOHOMUYECKUE Pa3TUIUS
MEXIY Pa3InIHBIMHU CTIOSMH HACEICHUS.
locynapcTBeHHAs SKOHOMHYECKAs
IMOJUTHKA JIOJKHA CIIOCOOCTBOBATH
Pa3BUTHIO YECTHON TOPrOBIIH
locynapcTBeHHAs SKOHOMHYECKAs
MOJIUTHKA JTOJKHA IPUHUMATh MEPbI, €CITH
CTpaHa pacTpavyrBacT CBOW MPUPOIHBIC
pecypcsl.

CoxkpaliieHre O0eTHOCTH | TOJI0a B MUPE
Ba)KHEE MOBBIIIEHUS DKOHOMHUYECKOTO
0J1ar0COCTOSIHUS TPOMBIIIIJICHHO Pa3BUTBIX
CTpaH.

Kaxxnas ctpana MOKET MHOTOE CIIENaTh JIJIs
COXPaHEHHS] MHPa BO BCEM MUDE.
OO11eCTBO JOJHKHO U JAAJBIIIE MPOJIBUTATh
paBHBIC BO3MOXKHOCTH ISl MY>KYHH U
JKEHILHH.

B3anmogeiicTBre MeXIy KyJIbTYpaMu
CTHMYJIUPYET U 00oramnaeT

OO011ecTBO JOJDKHO OCCILIATHO
MPEIOCTABIISTh 0a30BbIC MEIUIIMHCKHE
YCIYTH.

OO611ecTBO JOKHO OpaTh Ha ceds
OTBETCTBEHHOCTH 3a 0JIaromnoyydue Jroaci u
ceMen.

[IpenogaBaTtenu B yupeskICHUSIX
00pa30BaHuUs JOJDKHBI HCIIOJIB30BATh
METO/IbI 00yUYEeHNUs, OPUCHTHPOBAHHEBIC HA
yYaIuxcsl.

[IpenomaBareny AOKHBI IPOJABUTaTh
OpPUCHTHPOBAHHOE Ha Oy IyIlee MBIIUICHHE
B JIOTIOJTHEHHE K HCTOPHUYCCKUM 3HAHHSIM.
[IpenomaBareny AOKHBI TOOIIPSThH
MEXKIUCIUILTHHAPHOCTD MEXKITY
MpeaIMETaMH.

[IpenomaBaTeny AOJKHBI IPOJBUTATH CBA3b
MEXIY MECTHBIMU ¥ TTI00aTbHBIMU
pobieMaMH.

[IpenomaBarenu AOKHBI Pa3BUBATH
KPUTHUYECKOE MBIIIUICHUE, & HE YUTATh
JIEKIUH.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

3ammTa OKpyKarolei cpepl BaxHee
MPOMBIIIIEHHOTO POCTa

locynapcTBeHHAs SKOHOMHYECKAs
IMOJUTHKA JIOJKHA CIIOCOOCTBOBATH
YBEIUYCHHUIO YCTOWYHNBOTO POU3BOJICTBRA,
JlaKe eclId 7S 3Toro norpedyercs O6oblie
JIEHET.

JIroau 1OMKHBI )KEPTBOBATH 0OJIbIIE, YTOOBI
YMEHBIIUTh YKOHOMUYECKUE Pa3TUIUS
MEXIY Pa3InIHbIMU CTIOSMH HACEICHUS.
locynapcTBeHHAs SKOHOMHYECKAs
IMOJUTHKA JIOJKHA CIIOCOOCTBOBATH
Pa3BUTHUIO YECTHON TOPTOBIIH
locynapcTBeHHAs SKOHOMHYECKAs
MOJIUTHKA JTOJKHA IPUHUMATh MEPbI, €CITH
CTpaHa pacTpavyrBacT CBOW MPUPOIHBIC
pecypchl.

CoxkpallieHre O0eTHOCTH | TOJI0a B MUPE
Ba)KHEE MOBBIIIEHUS DKOHOMUYECKOTO
0J1ar0COCTOSIHUS TPOMBIIIIJICHHO Pa3BUTHIX
CTpaH.

Kaxxaas ctpana MOKET MHOTOE CIIENaTh JIJIs
COXPaHEHHS] MHPa BO BCEM MHUDE.
OOI1eCTBO JOHKHO U JAAJBIIE MPOJIBUTATh
paBHBIC BO3MOXKHOCTH ISl MY>KIHH H
JKEHILHH.

B3anmopeiicTBre MeXIy KyJIbTYpaMu
CTHUMYJIUPYET U o0oramnaeT

OO01IecTBO JOJDKHO OCCILIATHO
MPEIOCTABIISATh 0a30BbIC MEIUIIMHCKHE
YCIYTH.

OO611ecTBO JOKHO OpaTh Ha ceds
OTBETCTBEHHOCTB 3a 0JIaromnorydue Jroaei u
ceMen.

[IpenogaBatenu B yupekJCHUSIX
00pa30BaHuUs JOJDKHBI HCIIOJIB30BATh
METO/IbI 00yUYEeHNUs, OPUCHTHPOBAHHEBIC HA
y4aImxcsl.

[IpenomaBareny AOKHBI IPOABUTaTh
OpPUCHTHPOBAaHHOE Ha Oy IyIlee MBIIUICHHE
B JIOTIOJTHEHHE K HCTOPHUYCCKUM 3HAHHSIM.
[IpenomaBareny AOKHBI OOIIPAThH
MEXKIUCIUILTHHAPHOCTD MEXKTY
MpeaIMETaMH.

[IpenomaBaTeny AOJKHBI IPOJBUTATH CBA3b
MEXIY MECTHBIMU ¥ TTI00aTbHBIMU
pobieMaMH.

[IpenomaBareny AOKHBI Pa3BUBATh
KPUTHUYECKOE MBIIIICHUE, & HE YUTATh
JIEKIUH.

STAGE 3: Information quality, perceived usefulness, attitude towards the product and intention to buy
assesement
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@ academeg

R

. ————

Qv

27 848 likes
academeg [NpaBunbHas 06yBb O4YeHb BaXKHa BO BPeMsi

AaNbHUX NOE300K U ANNTEeNbHbIX npo6Kax, a C BapnaHTOM

ot Native ewe MoxxHO 1 cHu3uTL CO 6e3 nokynku EV

@academeg - O0yBb NATIVE - 3T0 KynbTOBBII
Habop Monenel. DopMoBaHHbIE OOTUHKU
W3TOTOBJIEHBI U3 YHUKAJIBHOTO 3KOJIOTHYECKU
yrcroro Marepuana EVA 6e3 ucnosb30BaHus
KOMIIOHEHTOB KMBOTHOT'O IPOUCXOXKACHUSL.
OCHOBHBIM aKLIEHTOM IPOU3BOJUTEIS SIBJIAETCS
coznanue 100% Animal-Free o0yBu, Taxke
cokpamienue BeiopocoB CO2. B npousBoanmoi
00yBH cOYETaIOTCS MPOYHOCTD,
BOJIOHENPOHULIAEMOCTb, IPOCTOTA YXOAa U
CIOCOOHOCTD BBIIEPKUBATH CUIIbHBIE MOPO3BI.
O0yBs NATIVE nonxoauT ijist TOBCETHEBHOTO
WCIOJIb30BAHUA U MOXKET COYETATHCS C
MOBCEIHEBHOM TOPOICKOM OJIEK 0.

@ varlamov

Qv

13 578 likes

varlamov MpaBunbHas 06yBb OYeHb BaXKHa BO BPeEMS,
[ONrNX MPOrysioK Mo HOBLIM FOPOAaMm, a ¢ pebatamu

13 Native eLe MOXHO 1 MOMOYb NPUPOAE, Tak Ka.. n

comments

@varlamov — O0yBb NATIVE - 310 Ky/bTOBBIN
Habop monenel. DopMoBaHHbIE OOTUHKU
W3TOTOBJIEHBI U3 YHUKAJIBHOTO 3KOJIOTHYECKU
yrcroro Marepuana EVA 6e3 ucnonb30BaHus
KOMIIOHEHTOB KHBOTHOT'O IPOUCXOXKACHUSL.
OCHOBHBIM aKLIEHTOM IPOU3BOJUTEIS SIBIISACTCS
coznanue 100% Animal-Free o0yBu, Taxke
cokpamnienue BeiopocoB CO2. B npousBoanmMoi
00yBH cOYETaIOTCS MPOYHOCTD,
BOJIOHENPOHULIAEMOCTb, IPOCTOTA YXOAa U
CIOCOOHOCTD BBIJIEPKUBATH CUIIbHBIE MOPO3BI.
O0yBs NATIVE nonxoauT jist TOBCETHEBHOTO
WCIOJIb30BAHUA U MOXKET COYETATHCS C
MOBCEIHEBHOM TOPOICKOM OJIEKI0M.

OLIeHI/ITC CBOC OTHOIICHUE K MMPEACTABIICHHOMY

OLIeHI/ITC CBOC OTHOIICHUE K MMPEACTABIICHHOMY

MPOAYKTY: MPOAYKTY:

1.becrone3HEIi. . ... ... ITone3nplii 1.becrone3HEIN. . ... ... Ilone3nplii
2.I'nynsiit. ....... Mynpsrit 2.I'nynsiit. ....... Mynpsrit
3.HeOe30macHEHIN. ... ... Bbesomacueri 3.HeOe30macHEHIN. ... ... besomacueli
4 BOJC3HECHHBIH. . .. . .. Ilone3nblii 4 BOJIC3HECHHBIH. . .. . .. Ilone3nplii
5.becnonesHsl. . .. ... Llennsrit 5.becnonesHsl. . .. ... Llennsriit
6.HenneanbHbIH. . ... ... W neanbHbIi 6.HenneanbHbIH. . ... ... W neanbHblIi
7 HeraTuBHbIiA. ...... Ilo3uTHBHBIM 7 HeraTuBHbIiA. ...... Ilo3uTHBHBIM
8. duznaiik........ Jlatik 8. duznaiik........ Jlatik

9.1110x0H. ...... Xopoumuit 9.1110x0H. ...... Xopouuit
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10.HexxenaHHubIH. . ..... Kenanuerii

10.HexxenaHHubIH. . ..... Kenanuerii

Ouenure crneaylonye yTBepKISHNUs O KayeCTBe
MPEACTaBICHHON NH(OPMAIINY HA KaHAJIe
Koncrantuna Axanemuka, rie 7 - MOTHOCTHIO
coryiaceH u 1 - KaTeropu4ecky He COrjlaceH:
1. Dra urbopmanus MpaBaONOa00HA
2. Orta uH(OpPMALHs BBI3BIBACT
COMHEHHUE.
3. DOta uHpOpManus 3aciTyKHUBaeT
JOBEPUS
4. DOra uH(popMAaIUsa TOCTOBEPHA
5. Dra uHpopMaIys BepHa
6. Dra uHpOpMALUI HEBEpHA
7. Dra uHpOpPMAIUI TOYHA
8. DJro HamexHast HHPOpMAIHS
9. 3Oty uHdpopMaLHUIO JETKO MOHATH
10. 3navyeHue 3TOi HHPOPMAIIH CIIOKHO
TIOHSTh
11. 3ty uHpopmauuio Jerko OCMBICIUTh
12. CMbIci 3Toi HHPOPMAIHHY JIETKO
TIOHSITh

Ouenure crneaylonye yTBEpKISHUs O KaYeCTBe
MpeACTaBICHHON nHpopMaImy Ha KaHane ibn
BapnamoBa, rie 7 - mogHOCTBIO corylaceH u 1 -
KaTeropuyecKy He COTJIaCeH:
1. Dra uHbopManus MpaBaONOI00HA
2. Orta uH(OpPMALUS BEI3BIBACT
COMHEHHUE.
3. DOta uHpOpManus 3aciryKHBaeT
JOBEPUS
4. DOrta nH(OpPMALHUS TOCTOBEPHA
5. Dra uHpopMaIys BepHa
6. Dra uHpOpMALUI HEBEpHA
7. Dra uHpOpPMAIUI TOYHA
8. DJro HamexHast HHPOpMAIHS
9. 3Oty uHdpopMalHUIO JETKO MOHATH
10. 3navyeHue 3TOi HHPOPMAIIH CIIOKHO
TIOHSTh
11. 3ty undpopmauuio Jerko OCMBICIUTh
12. CmbIci 3Toi HHPOPMAIIHHY JIETKO
TIOHSITh

OrneHuTe MOJIE3HOCTh MPECTABICHHOMN
nH(popmaruu Ha kanane KoHcranTnHa AkajieMuka,
r7ie 7 - MOJIHOCTBIO COTJIaceH U | - KaTeropu4ecKu
HE COTJIaceH:

1. HWudopmanus yBeIHIHBAET MO0

3¢ (HEeKTHBHOCTH

2. Hudopmarus nosies3Ha st IPUHATHS
peleHuit
Wudopmarus ynydimia Moe CyXICHUE
4. HWudopmaiys TOMOKET MHE BCECTOPOHHE

pa3o0patrbcs B IPOILYKTE
5. Hudopmanus nosesHa 1 MOSH KHU3HH

w

OueHure NONE3HOCTH MPEICTABICHHON
uHpopmanuu Ha kanane Mnbu Bapnamosa, rae 7 -
MOJIHOCTBIO COTJIaCeH U | - KaTeropuuecku He
COTJIACEH:

1. Wudopmanus yBeIHIHBAET MO0

3¢ (HEeKTHBHOCTH

2. HWudopmarus mone3Ha s MPUHATAS
peleHuit
Wudopmarus ynydimia Moe CyXICHUE
4. HWubopmanus MOMOKET MHE BCECTOPOHHE

pa3o0patrbcs B IPOYKTE
5. Mudopmanus nosesHa 1t MOeH KH3HH

w
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varlamov

Qv W

13 578 likes

varlamov Ha ynuuax ropofoB y>ke 3UMHUIN KaTok,
1 ecnu Bbl He (haHaT KaTaTbCs Ha KOHbKax To 06yBb OT
Sperry Baw Bbl6op. OTAMYHAA HECKONL3ALLASA HA .. N

@varlamov - Sperry Top-Sider — 6penn,
poxxneHHbIH B Mope. OcHoBaTenb Opensa [loxn
Creppu ObLIT 3as/UTBIM IXTCMEHOM M HaXOJIHJICS B
MOUCKE UICATBHOW O0YBH IS XOKACHUSI IO
napycoM. O0yBb 10JKHA ObL1a OBITH JIETKOIA,
HENpOMOKaeMOH, XOpOIIO JIep KaThbCs Ha HOTE H,
IJIaBHOE, HE CKOJIB3HUTh. Bee aTi kadectBa ¢ 1935-
OrO0 rojia ¥ 1o ceif IeHb OTpa)keHbI B TOICaiaepax
Sperry. Yxe B 50-e roga Torncaiepsl BOILIH B
MOBCETHEBHBIH CTHIIb U IAXKE CTAIH CBOSOOPa3HBIM
TIOKa3aTeseM CTaTyCHOCTH, a B 80-e cranu
HEOTHEMIIEMOI YaCThIO CTHJIS MPEIIITH.
Pexomennyro Sperry Top-Sider kak KaueCTBEHHYIO
U CTWIIBHYIO O0YBb HE TOJIBKO JUIS HAXOXKICHUS Ha
SIXT€, HO U Ha KQK/IbIH JICHb.

0 academeg

Qv N

27 848 likes

academeg Heckonb3slme Tenepb He TOMbKO LWIHbI,
HO 1 Bosnwe6bHble 60TUHKK OT Sperry. Tak YTo MOXHO
eLle ycneTb NoAroTOBUTLCS K 3UME...

I )2 comments

@academeg - Sperry Top-Sider — Opewn,
poxneHHbIH B Mope. OcHoBarenb Operaa [lon
Creppu ObLI 3as/UTHIM IXTCMEHOM M HaXOJIHJICS B
MOUCKE UICATBHOW O0YBH IS XOKACHUSI IO
napycoM. O0yBb 10JIKHA ObL1a OBITH JIETKOIA,
HEMPOMOKAEMOH, XOPOIIIO AEPIKATHCS HA HOTE H,
IJIaBHOE, HE CKOJIB3HUTh. Bee aTi kadectBa ¢ 1935-
Oro TOJIa ¥ TIO CEll IeHb OTPaXKEHBI B TOIICAaliAepax
Sperry. Yxe B 50-e roja Torncaiepsl BOILIH B
MOBCETHEBHBIH CTHIIb U IAXKE CTAIH CBOSOOPa3HBIM
MOKAa3aTeNieM CTaTyCHOCTH, a B 80-¢ cranu
HEOTHEMIJIEMOH YaCThIO CTUIIS TIPETIITH.
Pexomennyro Sperry Top-Sider kak KaueCTBEHHYIO
U CTWIIBHYIO O0YBB HE TOJILKO ISl HAXOXKICHUS Ha
SIXT€, HO U Ha KQK/IbII JICHb.

OIIeHI/ITC CBOC OTHOLICHUC K IIPEACTABJICHHOMY

MPOIYKTY:
1.becrone3HEIi. . ... ... Ilone3HbIi
2.I'nynsiit. ....... Mynpsrit
3.Hebe30omacHblii. ... .. .. Besonacuslii
4 BOJC3HECHHBIH. . .. . .. Ilone3HbIi
5.becnonesHsl. . .. ... Llennsrit
6.HeuacanpHeli. . ... ... WneansHbIH
7 HeraTuBHbIil. ...... Ilo3uTHBHBIM
8. Juzmaiik....... Jlak

9.ITnoxotii. ...... Xopormuit

10.HexxenaHHublH. . ... .. Kenanuerii

OIIeHI/ITC CBOC OTHOLICHUC K IIPEACTABJICHHOMY

MPOIYKTY:
1.becrione3HEIA. . ... ... Ilone3HbIi
2.I'nynsiit........ Mynpsrit
3.Hebe30macHblii. . . .. .. Be3onacuslii
4 BOJC3HECHHBIH. . .. . .. Ilone3HbIi
5.becnonesHsl. . .. ... Llennsrit
6.HeuacanpHeli. . ... ... WneansHbBIH
7. HeraTuBHbIiA. . ..... Ilo3uTHUBHBIM
8. Juzmaiik....... Jlaik

9.ITnoxotii. ...... Xopormuit
10.HesxenmaHHBIMA. . ...... JKenanHbIit
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Ouenure crneaylonye yTBepKISHNUs O KayeCTBe
npejcTaBieHHON nHpopMaluu Ha KaHane Mibu
BapnamoBa, rie 7 - mogHOCTBIO corylaceH u 1 -
KaTEeropuyecKy He COTJIaCeH:
1. Dra uHbopManus MpaBaONOI00HA

Ota nHPOpMAIHS BBI3EIBAET COMHCHHE.
Ota nHPOpMAIHS 3aCITyKHUBAET TOBEPHS
Ota nHGOpMAaIHs JOCTOBEPHA
Ota nHpOpMAaIHs BepHA
Ota nHpOpMAaIH HEBEpHA
Ota nHpOpMAIHS TOYHA
310 HajexKHas HHGOpMALUS
3ty uHbOPMALHIO JIETKO MOHSATh
0. 3Havenue HTOI HHPOPMAIIMHU CIIOKHO

MOHSTD
11. 3ty uHpopmauuio Jerko OCMBICIUTh
12. Cwmbica 91Ol HHGOPMAIIHH JIETKO TOHSTh

S0 PN LA WN

Ouenure crneaylonye yTBEpKISHNUs O KaYeCTBe
MpecTaBlIeHHONH NHPOPMAaLIMK Ha KaHale
Koncrantuna Akanemuka, rjae 7 - MOJIHOCTBIO
coryiaceH u 1 - KaTeropu4ecky He COrjIaceH:
1. Dra unHbopMaus MPaBIONOI00HA

Ota nHpOpMAaIHS BBI3EIBAET COMHEHHE.
Ota nHPOpMAIHS 3aCITyKHUBAET TOBEPHS
Ota nHGOpMAaIHs JOCTOBEPHA
Ota nHpOpMAaIHs BepHA
Ota nHpOpMAaIH HEBepHA
Ota nHGOpMAIHS TOYHA
310 HajexKHas HHGOpMAIUS
3ty uHbOPMALHIO JIETKO MOHSATh
0. 3HaveHue HTOI HHPOPMAIINU CIIOKHO

MOHSTD
11. 3ty unpopmauuio Jerko OCMBICIUTh
12. Cwmbica 91Ol HHGOPMAIIHH JIETKO TOHSTh

S0 PN LA WN

OueHure NONE3HOCTH MPEICTaBICHHON
uHpopmanuu Ha kanane Mnbu Bapnamosa, raue 7 -
MOJIHOCTBIO COTJIaCeH U | - KaTeropuuecku He
COIJIACEH:

1. HWudopmanus yBeITHIHBAET MO0

3¢ (HEeKTHBHOCTH

2. HWudopmarus moje3Ha ajist IPUHATHS
peleHuit

3. Hudopmarums yrydmmia Moe
CYXJICHUE

4. Hudopmanus MoOMOKeT MHE
BCECTOPOHHE pa3o0paTbcs B MPOILYKTE

5. Hudopmanus nose3Ha s Moer
JKU3HU

OrneHuTe MOJIE3HOCTh NMPECTABICHHOMN
nH(popmaryu Ha kanane KoHcranTnHa AkajieMuka,
/i€ 7 - MOJIHOCTBIO COTJIaceH U | - KaTeropu4ecKu
HE COIJIacCH:

6. UWudopmanus yBeIHIHBAET MO0

3¢ (HEeKTHBHOCTH

7. Wudopmanus nose3Ha It IPUHATHS
peleHuit
Wudopmarus ynydimia Moe CyXICHUE
9. Hudopmanus HOMOKET MHE BCECTOPOHHE

pa3o0patrbcs B IPOYKTE
1. Hudopmanus nose3Ha 1 MOSH KU3HH

o0

Ouenure cBoe NOTEHIUATIBHOE HAMEPEHUE
npuobpectu 00yBs NATIVE, mist aToro onenure
CIEAYIOIUE YTBEPKICHHUS T10 IIKaje: 7 -
MOJIHOCTBIO COTJIaceH U | - KaTeropuuecku He
COTJIACEH:
1. S ompeneneHHO cOOMPAOCh KyNUTh ITOT
TOBap
2. 51 6Bl 00s13aTENBHO PacCMOTpeEI
BO3MOKHOCTb MOKYIIKU IaHHOTO MPOAYKTa
3. Sl ompenenieHHO PacCUUTHIBAIO HA IOKYIIKY
JAHHOTO TOBapa
4. 51 abCoNIIOTHO TOYHO TUIAHUPYIO KYIHUTh
JTAHHBIA POAYKT

Ouenure cBOe NOTEHIUATIbHOE HAMEPEHUE
npuobpectu 00yBs NATIVE, mist aToro onenure
CIEAYIOIUE YTBEPKACHHUS I10 MIKaJe: 5 -
MOJIHOCTBIO COTJIaCeH U | - KaTeropuuecku He
COTJIaCEH:
1. 5 ompeneneHHO cOOMPaOCh KyNUTh 3TOT
TOBap
2. 51 6Bl 00s13aTENBHO PacCMOTpeEI
BO3MOKHOCTb MOKYIIKU IaHHOTO MPOAYKTa
3. Sl ompeneneHHO PacCUUTHIBAIO HAa OKYIIKY
JAaHHOTO TOBapa
4. 51 abCoNIIOTHO TOYHO TUIAHUPYIO KYIHUTh
JIAHHBIA MPOAYKT

Ouenure cBoe NOTEHIUATIBHOE HAMEPEHUE
npuobpectu 00yBs SPERRY, mist atoro onenure
CIEAYIOIUE YTBEPKICHHUS 10 MIKaje: 7 -
MOJIHOCTBIO COTJIaCeH U | - KaTeropuuecku He
COTJIACEH:
1. S ompeneneHHO cOOMPaOCh KyNUTh ITOT
TOBap
2. 51 6Bl 00s13aTENBHO PacCMOTpEI
BO3MOKHOCTb MOKYIIKU IaHHOTO MPOAYKTa
3. Sl ompenesnieHHO PacCUUTHIBAIO HAa IOKYIIKY
JAHHOT'O TOBapa
4. 51 abCoNIIOTHO TOYHO TUIAHUPYIO KYITHUTh
JIAHHBIA MPOAYKT

Ouenure cBoe NOTEHIUATIBHOE HAMEPEHUE
npuobpectu 00yBs SPERRY, mist atoro onenure
CIEAYIOIUE YTBEPKACHHUS 10 MIKaJe: S5 -
MOJIHOCTBIO COTJIaceH U | - KaTeropuuecku He
COTJIaCEH:
1. 5 onpeneneHHO cOOMPaOCh KyNUTh 3TOT
TOBap
2. 51 6Bl 00s13aTENBHO PacCMOTpeEI
BO3MOKHOCTb MIOKYIIKH JaHHOTO MPOAYKTa
3. Sl ompeneneHHO pacCUUTHIBAIO HAa IOKYIIKY
JAaHHOT'O TOBapa
4. 51 abCoNIIOTHO TOYHO TUIAHUPYIO KYIHUTh
JIAHHBIA MPOAYKT
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Iloxanyiicra yrounute Bam Bo3pact:

Iloxanyiicra yrounute Bam Bo3pact:

1. 18-24 ner 1.18-24 ner

2. 25-34 ner 2.25-34 ner

3. 35-44 ner 3.35-44 ner

4. 45+ ner 4.45+ ner
IToxxanyiicra yrounute Bam nosn: Ioxxanyiicra yrounute Bam nos:

l. MyxunHa 1. MyxuuHa

2. Kenmnuna 2. Xeumuna
OobpazoBanue: OobpazoBanue:

1. Cpennee 1. Cpennee

2. CpenHe-cnenaibHOE
3. Bpeicuiee (bakanaBpuar)
4. Beicuiee (Maructpatypa)

2. Cpenne-cnenaibHOE
3. Bpeicuiee (bakanaBpuar)
4. Beicuiee (Maructpatypa)

Bam mecsuHbIN 10X0/1:
1. mo 1000BYN
2. ot 1001-1500BYN
3. 1501-3000BYN
4. 3001+ BYN

Bam mecsuHbIN 10X0/1:
1. 1o 1000BYN
2. ot 1001-1500BYN
3. 1501-3000BYN
4. 3001+ BYN
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Annex 3. Normality analysis

Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Source cred. (A) 128 276 <.001 .893 276 <.001
Source cred. (V) 251 276 <.001 .827 276 <.001
Attitude towards 162 276 <.001 .878 276 <.001
sustainability
Information quality (A) .097 276 <.001 .943 276 <.001
Perceived information .078 276 <.001 .963 276 <.001
usefulness (A)
Attitude towards non- .099 276 <.001 .928 276 <.001
sustainable product
Information quality (V) 113 276 <.001 .923 276 <.001
Perceived information A71 276 <.001 922 276 <.001
usefulness (V)
Attitude towards .098 276 <.001 .923 276 <.001
sustainable product
Intention to buy .096 276 <.001 .950 276 <.001
sustainable product
Intention to buy non- A17 276 <.001 .940 276 <.001

sustainable product

a. Lilliefors Significance Correction

Source credibility (K. Academik)

Histogram
Normal Q-Q Plot of AIC

40

Expected Normal

1.00 2.00 3.00 4.00 5.00 6.00 7.00

AIC Observed Value



Source credibility (V)

Frequency

Histogram

Mean = 5.07
Std. Dev. = 1.622
N=276

60

=
3

1.00 200 3.00 400 5.00 6.00 7.00

vic

Attitude towards sustainability

Frequency

Histogram

40

Mean = 4.84
std. Dev. = 1.645
=276

1.00 200 3.00 4.00 5.00 6.00 7.00
ATS

Information quality (A)

Frequency

Histogram

Mean = 5.12
Std. Dev. = 1.333
N=276

Expected Normal

Normal Q-Q Plot of VIC

Expected Normal

Observed Value

Normal Q-Q Plot of ATS

4 6

Observed Value

Normal Q-Q Plot of AIQ

Expected Normal

4 6

Observed Value
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Perceived information usefulness

Histogram Normal Q-Q Plot of APIU
30 Mean = 4.27 2
Std. Dev. = 1699
N=276
1
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0 2 4 6 8
APIU Observed Value

Attitude towards non-sustainable product

Histogram

25 Mean = 4.65
,Sfd:‘ IZJ% =1509 Normal Q-Q Plot of SP_ATP

Frequency

Expected Normal
-

100 0 2 4 6 8

Observed Value



Information quality (V)

Frequency

Perceived

Frequency

Attitude towards sustainable product

Frequency

Histogram

Mean = 5.21
Std. Dev. = 1.274
N=276

1.00

Histogram

Mean = 4.40
Std. Dev. = 1.793
N=276

2.00 3.00 4.00 5.00

Histogram

7.00

Mean = 4.61
Std. Dev. = 149
N=276

Expected Normal

information usefulness (V)

Expected Normal

Normal Q-Q Plot of VIQ
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Normal Q-Q Plot of VPIU

Expected Normal

°
o
o2
°
°
e
000
<
002
°
o
00 °
°
0 2 4 6

Observed Value

Normal Q-Q Plot of NA_ATP

°
°
°

Observed Value



79

Intention to buy sustainable product

Normal Q-Q Plot of NA_IB

Histogram

40 Mean = 3.80
Std. Dev. = 1.79
N=276

Frequency
Expected Normal

0 2 4 6 8

Observed Value

Intention to buy non-sustainable product

Histogram
it Normal Q-Q Plot of SP_IB
§eu=179 lormal Q-Q Plot of SP_|
=21

Frequency
Expected Normal

0 2 4 6 8

SP_IB Observed Value



Annex 4. Correlation analysis

Correlations

VIQ VPIU

Spearman's VIQ Correlation 1.000 .638"
rho Coefficient

Sig. (2-tailed) <.001

N 276 276

VPl Correlation .638"  1.000
U Coefficient

Sig. (2-tailed) <.001
N 276 276

Correlations

80

** Correlation is significant at the 0.01 level (2-tailed).

AlQ APIU

Spearman's AlIQ Correlation 1.000 .564"
rho Coefficient

Sig. (2-tailed) <.001

N 276 276

APl Correlation 564"  1.000
Coefficient

Sig. (2-tailed) <.001
N 276 276

** Correlation is significant at the 0.01 level (2-tailed).

AIC VIC APIU VPIU
Spearman's rho AIC Correlation Coefficient 1.000 5117 530" 279"
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
VIC Correlation Coefficient 5117 1.000 .260” 1557
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
APIU Correlation Coefficient 530" .260” 1.000 418"
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
VPIU Correlation Coefficient 2797 IS5 418" 1.000
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
**. Correlation is significant at the 0.01 level (2-tailed).
APIU VPIU SP_ATP NA ATP
Spearman'srho  APIU Correlation Coefficient 1.000 418" 665" .395”
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
VPIU Correlation Coefficient 418" 1.000 345" 7517
Sig. (2-tailed) <.001 <.001 <.001




81

N 276 276 276 276
SP_ATP Correlation Coefficient 665" .345™ 1.000 .300”
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
NA ATP Correlation Coefficient .395" 7517 .300™ 1.000
Sig. (2-tailed) <.001 <.001 <.001
N 276 276 276 276
**_Correlation is significant at the 0.01 level (2-tailed).
Correlations
ATS SP ATP NA ATP
Spearman's rho ATS Correlation Coefficient 1.000 .346™ 674"
Sig. (2-tailed) <.001 <.001
N 276 276 276
SP_ATP Correlation Coefficient .346™ 1.000 .300™
Sig. (2-tailed) <.001 <.001
N 276 276 276
NA ATP  Correlation Coefficient 674" .300” 1.000
Sig. (2-tailed) <.001 <.001
N 276 276 276
** Correlation is significant at the 0.01 level (2-tailed).
Correlations
ATS NA IB SP IB
Spearman's rho ATS Correlation Coefficient 1.000 510" .088
Sig. (2-tailed) . <.001 146
N 276 276 276
NA IB  Correlation Coefficient 510" 1.000 486"
Sig. (2-tailed) <.001 : <.001
N 276 276 276
SP_IB  Correlation Coefficient .088 486" 1.000
Sig. (2-tailed) 146 <.001 .
N 276 276 276

** Correlation is significant at the 0.01 level (2-tailed).
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Annex 5. Regression analysis results

Regression Information quality — Perceived information usefulness (1/2)

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 AlQP . Enter

a. Dependent Variable: APIU
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .627° .393 391 1.32610
a. Predictors: (Constant), AlIQ
ANOVA:
Sum of Mean

Model Squares df Square F Sig.
1 Regression 312.262 1 312.262 177.568 <.001°

Residual 481.844 274 1.759

Total 794.106 275

a. Dependent Variable: APIU
b. Predictors: (Constant), AlQ

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .169 318 534 594
AlQ .799 .060 .627 13.325 <.001

a. Dependent Variable: APIU

Regression Information quality — Perceived information usefulness (2/2)

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 VIQP . Enter

a. Dependent Variable: VPIU
b. All requested variables entered.

Model Summary



Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .7042 496 494 1.27588
a. Predictors: (Constant), VIQ
ANOVA:
Sum of Mean

Model Squares df Square F Sig.
1 Regression 438.480 1 438.480 269.357 <.001°

Residual 446.039 274 1.628

Total 884.520 275

a. Dependent Variable: VPIU
b. Predictors: (Constant), VIQ

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.758 324 -2.341 .020
VIQ .991 .060 .704 16.412 <.001

a. Dependent Variable: VPIU

Regression Source credibility — Perceived information quality (1/2)

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 AICP . Enter

a. Dependent Variable: APIU
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .615° 378 376 1.34214
a. Predictors: (Constant), AIC
ANOVA:
Sum of Mean

Model Squares df Square F Sig.
1 Regression 300.537 1 300.537 166.840 <.001°

Residual 493.569 274 1.801

Total 794.106 275

a. Dependent Variable: APIU
b. Predictors: (Constant), AIC

&3
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Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .781 .282 2.773 .006
AlIC .693 .054 .615 12.917 <.001

a. Dependent Variable: APIU

Regression Source credibility — Perceived information quality (2/2)

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 VICP . Enter

a. Dependent Variable: VPIU
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .665% 443 440 1.34150
a. Predictors: (Constant), VIC
ANOVA:
Sum of Mean

Model Squares df Square F Sig.
1 Regression 391.420 1 391.420 217.500 <.001®

Residual 493.100 274 1.800

Total 884.520 275

a. Dependent Variable: VPIU
b. Predictors: (Constant), VIC

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .668 .266 2.513 .013
VIC .736 .050 .665 14.748 <.001

a. Dependent Variable: VPIU

Regression Attitude towards sustainability — Attitude towards sustainable
product

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method




1 ATSP . Enter
a. Dependent Variable: SP_ATP
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

&5

Model R R Square Square the Estimate
1 5742 .330 327 1.23790
a. Predictors: (Constant), ATS
ANOVA:
Sum of Mean
Model Squares df Square F Sig.
1 Regression 206.507 1 206.507 134.760 <.001°
Residual 419.878 274 1.532
Total 626.385 275
a. Dependent Variable: SP_ATP
b. Predictors: (Constant), ATS
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.103 232 9.061 <.001
ATS 527 .045 574 11.609 <.001

a. Dependent Variable: SP_ATP

Regression Attitude towards sustainability — Attitude towards non-

sustainable product

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 ATSP . Enter

a. Dependent Variable: SP_ATP
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 5742 .330 327 1.23790
a. Predictors: (Constant), ATS
ANOVA:
Sum of Mean
Model Squares df Square F Sig.
206.507 1 206.507 134.760 <.001°

1 Regression



Residual 419.878 274 1.532
Total 626.385 275

a. Dependent Variable: SP_ATP

b. Predictors: (Constant), ATS

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.103 232 9.061 <.001
ATS 527 .045 574 11.609 <.001

a. Dependent Variable: SP_ATP

Regression Perceived information usefulness — Attitude towards the
product

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 piu® . Enter

a. Dependent Variable: atp
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .739° .546 .545 1.00507
a. Predictors: (Constant), piu
ANOVA:
Sum of Mean

Model Squares df Square F Sig.
1 Regression 333.529 1 333.529 330.171 <.001°

Residual 276.786 274 1.010

Total 610.315 275

a. Dependent Variable: atp
b. Predictors: (Constant), piu

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.043 154 13.279 <.001
piu .614 .034 .739 18.171 <.001

a. Dependent Variable: atp
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Regression Attitude towards sustainability, Attitude towards the product —

Intention to buy (1/2)

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 ATS, . Enter
NA_ATP?

a. Dependent Variable: NA_IB
b. All requested variables entered.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .6582 433 429 1.35246
a. Predictors: (Constant), ATS, NA_ATP
ANOVA:
Sum of Mean
Model Squares df Square F Sig.
1 Regression 381.283 2 190.641 104.225 <.001°
Residual 499.355 273 1.829
Total 880.638 275
a. Dependent Variable: NA_IB
b. Predictors: (Constant), ATS, NA_ATP
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .053 275 194 .847
NA_ATP .671 .086 .559 7.821 <.001
ATS 133 .078 123 1.718 .087

a. Dependent Variable: NA_IB

Regression Attitude towards sustainability, Attitude towards the product —

Intention to buy (2/2)

Variables Entered/Removed:

Variables Variables
Model Entered Removed Method
1 SP_ATP, . Enter
ATSP

a. Dependent Variable: SP_IB
b. All requested variables entered.

Model Summary



Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .598? 357 .353 1.44056
a. Predictors: (Constant), SP_ATP, ATS
ANOVA:
Sum of Mean
Model Squares df Square F Sig.
1 Regression 314.987 2 157.493  75.893 <.001°
Residual 566.532 273 2.075
Total 881.519 275
a. Dependent Variable: SP_IB
b. Predictors: (Constant), SP_ATP, ATS
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .786 .308 2.554 .011
ATS -.243 .064 -.223 -3.761 <.001
SP_ATP .827 .070 .697 11.765 <.001

a. Dependent Variable: SP_IB
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Annex 6. Independent-Samples Mann-Whitney U Test

Hypothesis Test Summary
Null Hypothesis Test Sig.>® Decision
1 The distribution of NA_ATP Independent-Samples .002 Reject the null
is the same across Mann-Whitney U Test hypothesis.

categories of SAMPLE.

a. The significance level is .050.
b. Asymptotic significance is displayed.

Attitude towards sustainable product across SAMPLE

Independent-Samples Mann-Whitney U Test Summary

Total N 276
Mann-Whitney U 7408.000
Wilcoxon W 15283.000
Test Statistic 7408.000
Standard Error 659.491
Standardized Test Statistic -3.077
Asymptotic Sig.(2-sided test) .002

Continuous Field Information NA_ATP

Independent-Samples Mann-Whitney U Test :‘m: 2_71600
50 Max = 6.90
SAMPLE Mean = 4.614
2. 2 Std.
10.00 [N =151 N =125 10.00

Mean Rank = 151.94 Mean Rank = 122.26

()]

o

o
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o
o
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