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Abstract

The aim of this research practice is to explore a way to influence consumers' decision-
making process in purchasing animal-friendly products to facilitate more sustainable and ethical
consumption of animal products, which is by using social media. The goal of this study is to
investigate the capability of social media networks in the process of transferring consumer belief
into purchasing intention. The main research question is what are influencer type (macro-
influencers vs. micro-influencers) and social network effects on social media’s impact on
consumer purchase decisions for animal-friendly products? The main hypothesis is purchase
intention will be significantly higher for consumers exposed to micro influencers with the
presence of social network effect compared to other conditions with macro influencers and
without social network effect. This study will be conducted using questionnaire surveys to
collect quantitative data that is needed for hypothesis testing.



Table of Contents

IS oo 18 od 1 o o SRR 3
2. Theoretical Framework and Conceptual Model.............cccooveiiiieiic i 4
TR 1V =11 0 To o TSRS UP 9
A RESUILS. ...ttt ettt n e Rttt Rt Re et e Rt e Rt e teene e reere e 12
ST B KTl E K (o] o PO PSSO PRPRRRIN 21
G O] o Tod 1111 (o] TP URP 27
L E =] =] o0 USSP 28
Appendix 1: Experimental SHMUIT.........ccooiiii i 33
AppendixX 2: QUESTIONNAITE OVEIVIEW.......eciuiiiiieiiie it esiee et ee e s e srre et esaeesseeanes 39



1. Introduction

As people experienced improved quality of life, their attention shifted from acquiring
enough food to demanding the sustainable and ethical production of food (Ufer et al., 2019).
The public plays a crucial role as consumers in the food chain, influencing the demand for
specific food products (Jensen, 2006). Among the public attention regarding sustainable food
production, there is an increased ethical concern regarding farm animal welfare (FAW) in the
animal production systems (Clark et al., 2016; Cornish et al., 2020; McEachern et al., 2007).
While concerns about FAW increase among consumers in Western society, their willingness to
pay more for animal welfare-friendly products (WFP) is much lower than the indicated levels of
concern (European Commission, 2023). This phenomenon indicates that the decisions consumers
make do not always reflect their concerns for animal welfare (Aschemann-Witzel & Niebuhr
Aagaard, 2014; Bray et al., 2011; Vigors, 2018). Therefore, there is a need to explore ways to
help consumers make more sustainable purchase choices when purchasing animal products.

Social media’s influence on consumers and its potential to facilitate consumers to make
sustainable consumption choices has been recently studied (Johnstone & Lindh, 2018;
Voramontri & Klieb, 2019). In the digitalisation age, social media is a powerful tool which
brings all stakeholders together, including retailers, farmers, influencers, and consumers and
makes knowledge and product information instantaneously accessible (Johnstone & Lindh,
2018). Online communities play a crucial role in empowering and fostering the growth of ethical
consumption, as the internet allows for information flow through social networks. The social
network helps eliminate obstacles that hinder consumers’ decision-making process by making
information about market offerings more accessible to consumers (Papaoikonomou & Alarcon,
2017). Social media sites enable customers to build online communities through their online
networks and engage customers as contributors to product reviews and advertising
(Constantinides, 2014). Social media influencers can raise consumer awareness of a brand, and
different types of influencers (macro or micro-influencers) have different persuasive impacts on
their followers (De Veirman et al., 2017; Dhanik, 2016). However, less is known about which
type of social media influencer is more effective in facilitating consumer purchase decisions for
WEFP and what role does social media network effect plays in consumer’s decision-making
process for WFP. Therefore, this study investigates how social media influencer type and social
network effects influence consumers’ decision-making process for WFP. To achieve the
objective of this study, quantitative data will be collected using questionnaire surveys. The
results of this study will help with narrowing the existing research gap in the network effect on
sustainable consumerism in the context of social media influencers’ impact on sustainable
consumption choices in animal products.

The main research question is: How do social media influencer type and social media
network effects influence the consumer decision-making process for WFP?



2. Theoretical Framework and Conceptual Model
2.1 Social media influencers and consumers

In recent decades, social media has become a popular channel for the promotion of
products (De Veirman et al., 2017). The internet enables information to be disseminated through
social networks which makes information regarding the market offerings more accessible to the
consumers (Papaoikonomou & Alarcén, 2017). The growing social media networks have made it
easier for individuals to disseminate their perspectives and experiences to a broader audience,
which helped consumers access the opinions of others and contribute to information sharing such
as product reviews (Constantinides, 2014; De Veirman et al., 2017b). Social media influencers
such as food bloggers and beauty bloggers became the new channels for advertisements (Khamis
et al., 2016). Influencers share endorsed opinions about products on social media platforms, such
as Instagram, which help the brand achieve greater awareness among consumers (De Veirman et
al., 2017). Social media influencers are classified based on the number of followers, prestige,
age, location, occupation, and interest (Berne-Manero & Marzo-Navarro, 2020). Among these
classification criteria, the number of followers is the most widely used method to classify
influencers based on their network size and reach (De Veirman et al., 2017). A higher number of
followers results in a larger reach of their message (Ibid). Berne-Manero & Marzo-Navarro
(2020) suggested four types of influencers based on their number of followers: Mega, macro,
micro, and nano. Among these four types of influencers, macro- and micro-influencers are
commonly used by companies to reach their commercial goals. A widely used classification
assigns macro-influencers a follower number between 100,000 to 1,000,000 and micro-
influencers a follower number between 1000 to 100,000 followers (Berne-Manero & Marzo-
Navarro, 2020). Besides the number of followers, the number of “likes” has been operationalized
as a form of engagement in recent studies (Halaszovich & Nel, 2017; Hong & Cameron, 2018;
Kay et al., 2020; Reich et al., 2012). The number of “likes” influencers received for their posts is
another indicator of influencer status, which shows the number of followers who engage with the
content (Halaszovich & Nel, 2017; Kay et al., 2020). Combining the insights from previous
studies, this study defines macro-influencers as individuals who have more than 1 million
followers on Instagram and an average of 100,000 likes per post. Whereas the micro-influencers
have less than 100,000 followers on Instagram and less than 1,000 likes per post.

Studies found that macro- and micro-influencers also differentiate in their persuasive
impacts on their followers (De Veirman et al., 2017a; Dhanik, 2016). De Veirman et al. (2017)
suggested that a higher follower number of the influencers would lead to a higher perception of
ascribed opinion leadership since their ideas can be disseminated extensively and quickly among
their followers and non-followers. Thus, macro-influencers are perceived as more popular and
credible than micro-influencers (Berne-Manero & Marzo-Navarro, 2020; Conde & Casais,
2023). However, there is no empirical evidence to support macro-influencers’ large number of



followers and high popularity can have a positive effect on their followers’ intention to adopt
their recommendations (Conde & Casais, 2023). Moreover, some studies have shown that as the
number of connections increases, the level of engagement and influencer power tends to decrease
for an individual (Anderson, 2019; Katona et al., 2011), which might result in a disadvantage in
follower engagement for macro-influencers. On the other hand, micro-influencers can engage
their followers on a deeper level compared to macro-influencers (Anderson, 2019). Benefiting
from the strong relationship with their followers, micro-influencers have competitive persuasive
power compared to macro-influencers who mostly rely on their perceived opinion leadership
(Conde & Casais, 2023). Micro-influencers are often perceived to be authentic and genuine by
their followers because they tend to view their followers as friends (Berne-Manero & Marzo-
Navarro, 2020; Dhanik, 2016). As a result, trust is built between micro-influencers and their
followers which can positively influence follower engagement and adoption of influencers’
recommendations. Moreover, it has been confirmed that influencer type significantly impacts the
effectiveness of persuasion in the context of pro-environmental behaviour (Whang et al., 2022).
Micro-influencers, being perceived by consumers as more authentic and trustworthy, are more
effective in persuading consumers to engage in sustainable practices and sustainable purchase
behaviour (Ibid.). Combining the findings mentioned above, the following hypothesis is
proposed:

H1: Consumer purchase intention for FAW will be higher when a message related to WFP is
disseminated through micro-influencers rather than macro-influencers.

As mentioned above, consumer perceived authenticity of the influencers is one key
aspect that might impact consumers’ relationship with the influencers. Authenticity, which refers
to what is genuine, real, and true, is an evaluation formed by consumers based on their
observations and experiences (llicic & Webster, 2016). Consumers perceive influencers who
share content based on their intrinsic motivation and passion for the product they are endorsing
as more authentic than those who are driven by commercial incentives (Jun & Yi, 2020).
Influencers demonstrate their intrinsic motivation and attention for their followers through
communicating actively with their followers online (Ibid). Studies have found that consumers’
perceived authenticity is significantly related to their trust and purchase intention of the brand
(Napoli et al., 2014). The relationship between the influencers and their followers can be fostered
by the perceived authenticity of the influencers, which positively influences followers’ attitudes
towards influencer-promoted products and their purchase intention (X. Liu & Zheng, 2024).

When making an ethical consumption decision, consumer engagement is another
influencing factor for consumer purchase decisions in sustainable and ethical food products
(Carrington et al., 2014; Casais & Faria, 2022). Consumer engagement is a multidimensional
construct with three aspects, which are cognitive, emotional, and behavioural aspects of
consumers’ relationship with the influencer or the brand (Ma et al., 2022). Cognitive engagement



is the consumers’ interest in a brand derived from their interactions with the brand on social
media (Hollebeek et al., 2014). Studies have shown that consumers who are actively interacting
with brands on social media are more likely to spend cognitive effort in understanding the brand
information and share their opinions with like-minded consumers online (Cheung et al., 2020,
2021). Emotional engagement, which is consumers’ feelings and affective commitment toward
the influencers and the brand or the product they endorse, can be demonstrated through
behaviours such as likes, comments, and shares on social media (Dai & Wang, 2021).
Consumers’ engagement behaviours are demonstrated by actions beyond purchasing, such as
writing reviews, helping others understand the products or spreading recommendations (Prentice
et al., 2019). Previous studies measure consumer engagement on social media platforms mainly
through the number of likes, shares and comments on the post (Berne-Manero & Marzo-Navarro,
2020; Chwialkowska, 2019; Dai & Wang, 2021). Studies have shown that consumer engagement
has a positive effect on their purchase intention (Clement Addo et al., 2021; Prentice et al.,
2019). When consumers are actively engaging with their online community, there is a higher
chance they will purchase products through the community (Prentice et al., 2019). Combining
the findings mentioned above, the following hypothesis is proposed:

H2: The influencer type - consumers’ purchase intention relationship will be mediated by
consumer perceived authenticity and consumer engagement toward WFP.

2.2 Social network theories

Social network theories focus on the role of social relationships in directing personal
impact, facilitating information transmission and behavioural change (Liu et al., 2017). In this
study, the social network effect refers to the influence of online interactions among influencers
and their followers on consumers’ purchase intention through consumer engagement and
consumer-perceived authenticity. Social media networks have been found to have a positive
impact on consumer purchase intention with consumer engagement as a mediator (Barhemmati
& Ahmad, 2015; Husnain et al., 2017). Influencers’ frequent communication with their followers
attracts the followers to interact actively such as liking, commenting, and sharing (Jun & i,
2020). Social media networks also have a positive effect on consumer-perceived authenticity
(Ibid.) Consumers place trust in peer opinions because they believe that the comments on social
media networks reflect personal experiences, which is in contrast with consumers’ sense of
mistrust towards mainstream media such as newspapers and television (Constantinides, 2014).

In Katona et al.’s (2011) study on network effect and personal influences of online
networks, they found that compared to a weakly connected online network, a tightly connected
online network community has stronger word-of-mouth influences on its members in terms of
adoption of new products. They termed this network effect as the “clustering effect”. Their study
confirmed that a marketing campaign will be more effective when it is initiated in a group of
strongly connected consumers rather than a group with many consumers because the high



influential power is needed to convince others in the group to adopt a new product, especially for
high-involvement products (Katona et al., 2011), such as WFP which require careful
considerations before purchases. Considering making decisions on purchasing WFP requires a
careful decision from the consumer, a high influencing power from a tightly connected
community is needed to transform consumers’ purchase decisions for animal products. Based on
the results from Katona et al., this study proposed the following hypothesis on social network
effects: when the followers and influencers have more interactions with each other, social media
influencers will have a stronger word-of-mouth influence on the purchase intention of their
followers.

H3:  Social network effect positively moderates the relationship between influencer type and
consumer engagement toward FAW and the relationship between influencer type and consumer
perceived authenticity. The indirect effect of influencer type on consumer purchase intention
through consumer engagement toward WFP and consumer perceived authenticity is stronger
when the social media network effect is present compared to when the social media network
effect is absent.

2.3 Consumer Demographics and Attitudes Towards FAW

Attitudes and concerns towards farm animal welfare (FAW) differ with socio-
demographic characterises. Women, younger respondents, and individuals with higher levels of
education expressed more concern and more negative attitudes toward modern production
systems (Clark et al., 2016). However, individuals who are more familiar with farming systems,
such as prior farm-related work or visits or having regular contact with farmers, exhibit reduced
concerns toward modern production practices. This suggests a discrepancy between self-reported
knowledge and actual understanding, indicating the prevalence of misconceptions surrounding
animal production that impact attitudes (Ibid). These results highlight the demographic
difference’s impact on consumer awareness of FAW. Considering the findings mentioned above,
demographic information will also be collected and analysed as control variables for this study to
gain a deeper understanding of the topic.

2.4 Conceptual Model

The conceptual model in Figure 1 is a moderated mediation model. The independent
variable influencer type influences the dependent variable purchase intention through two
mediator variables, which are consumer perceived authenticity and consumer engagement. The
effect of influencer type on both mediators, consumer perceived authenticity and consumer
engagement, differs depending on the levels of moderator variable social network effects.
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3. Method

This study used the quantitative method to explore the network effect in online social
media networks on consumers’ decision-making process in WFP.

3.1 Participants and Experimental Design

This research used an online Qualtrics questionnaire distributed in the Netherlands using
the convenience sampling method. The questionnaire was distributed through Instagram,
LinkedIn, and WhatsApp via the researcher’s own network. A between-subjects design was used
for this study. The questionnaire randomly assigned each participant to review only one of the
four experimental conditions: macro-influencer with social network effects, macro-influencer
without social network effects, micro-influencer with social network effects and lastly micro-
influencers without social network effects. The experimental stimuli are shown in Appendix 1. A
screenshot of the influencer’s profile page and a post with a low or high number of likes and with
or without comments was presented to the participants. Immediately after presenting the stimuli,
the questionnaire asked a few questions (shown in Appendix 2) to collect data for constructs
including consumer purchase intention, consumer engagement and consumer perceived
authenticity. The questions shown to the participants did not include the constructs being
measured to ensure participants were not aware of what constructs were tested in the survey.

This study was designed to include 220 participants (110 male and 110 female) aged 18-
45 years old, 55 participants per group, calculated using G*Power with the t-test for multiple
linear regression, setting the alpha error probability at 0.05 and the power at 0.8. This study
included both genders because men and women serve as the primary grocery shoppers (Mortimer
& Clarke, 2011). Gender differences influence how they assess information in online marketing
(Sun et al., 2021). Therefore, including both male and female participants provided a holistic
view. The survey yielded a total of 341 responses after data collection, of which only 109
responses were valid. The option “evenly present elements” was included in the randomizer of
the Qualtrics survey to ensure every condition was presented an equal number of times.
However, due to the large number of invalid answers deleted, the responses per conditions
differed between groups. The number of valid responses included in the data analysis was 26 for
macro-influencer with social network effects, 32 valid responses for macro-influencers without
social network effects, 20 valid responses for micro-influencers with social network effects, and
31 valid responses for micro-influencers without social network effects.

3.2 Stimuli Design

A total of two fictitious female Instagram influencers represented the two influencer
types. Only female influencers were chosen because female influencers largely dominate
influencer marketing (Collabstr, 2023), especially for the topic of farm animal welfare.



According to Hudders & De Jans’ study (2022), there is no main effect of gender on consumers’
engagement toward the post or attitude toward the endorsed brand. However, there is an
interaction effect in gender found for female participants in which women experienced stronger
post engagement and more positive brand attitude when they saw a female influencer rather than
a male influencer because they felt similar and closer connected to female influencers. For male
participants, no interaction effect of gender was found. Thus, female influencers were chosen to
ensure the stimuli had their designed effect on all participants.

The four manipulation stimuli of the study were screenshots of fictitious Instagram
profile pages and one post content containing dairy products with high animal welfare standards
(see Appendix 1). The image and caption of the post were identical for all four experimental
conditions. To differentiate micro- and macro-influencers, the macro-influencer was shown as a
profile that had 1M followers and attracted around 100,000 likes for their post. Whereas the
micro-influencer had 2,221 followers and attracted less than 1,000 likes per post. To depict
social network effects, comments representing interactions between influencers and their
followers were included under the post for the experimental condition with social network
effects. For both micro- and macro-influencers, the number of accounts followed by the
influencer was shown as 3,145. The reason to set the followee (the account that influencers are
following) number high and the same for both influencer types was that when an influencer
follows very few accounts, there is a negative effect of the follower number on the likability of
that influencer. When an influencer follows a large number of accounts, this effect is not
significant (De Veirman et al., 2017).

3.3 Variable Measurements

An overview of the questionnaire is shown in Appendix 2. The survey began with filter
questions to identify whether the respondents were main shoppers for grocery and animal
products consumers and social media users who follow influencers. After the filter questions, the
survey showed one stimulus to each participant randomly. Participants were then led to complete
questions which measured consumer engagement, consumer-perceived authenticity, and
consumer purchase intention. For consumer engagement, six indicators were used (including
likes, comments, shares, and search for further information) which were based mainly on the
study from Berne-Manero and Marzo-Navarro (2020). Consumer-perceived authenticity was
measured by two questions modified based on the scale item “Authenticity of the Story” from
the Marketing Scales Handbook (Bruner, 2016). Purchase intention was measured by three
questions based on the scale item “Purchase Intention” (Bruner et al., 2001). All questionnaire
items were measured on a seven-point Likert scale (from 1 “strongly disagree” to 7 “strongly
agree”).
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The manipulation checks and control questions were presented at the end of the survey.
The manipulation checks measured participants’ perceptions of the number of followers and
participants’ awareness of the comments. The first manipulation check questions asked the
participants to identify whether they found the post has a very small (=1) versus very large (=7)
number of likes, adapted from De Veirman et al. (2017). Social network effects manipulation
check was measured by asking the participants, “I am aware that there are comments under the
post, and I have read these comments.” (1= strongly disagree, 7= strongly agree). Control
questions included questions asking for age, gender, level of education, income, social media
usage, WFP consumption in the previous 6 months and the frequency of consumption, and lastly
a scale that measured participants’ value regarding nature including animals, which was
extracted from the Connectedness to Nature Scale by Mayer & Mcpherson Frantz (2004) (see
Appendix 2).
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4. Results

The data was analyzed by IBM SPSS version 28. There were 341 responses recorded.
After data purification, including deleting the responses that failed the manipulation check and
the uncompleted responses, 109 responses were included in the data analysis.

4.1 Descriptive statistics

The sample consists of 25 male (22.9%), 82 female (75.2%), and 2 preferred to not
specify their gender (1.8%). The ages of the respondents ranged from 18 to 60, with a mean of
26.45 (SD = 7.703). For the level of education, most participants have a master’s degree
(54.1%), followed by a bachelor’s degree (31.2%). Therefore, female participants with high
levels of education were overrepresented in this research. Regarding income, most of the
participants have an income of 1000 euros or lower (45.9%) followed by an income of 1000-
2000 euros (24.8%). In terms of social media use, the majority (41.3%) of the participants spend
more than 2 hours on social media each day. Regarding animal welfare awareness, 52.3% of the
participants did not purchase WFP during their grocery shopping in the past 6 months, and
47.7% purchased WFP in the past 6 months. The frequency of the participants’ WFP
consumption is shown in Table 1. Regarding participants’ scores for the Connectedness to
Nature Scale, 56% of the participants hold a neutral opinion in terms of their general feelings
towards nature including animal welfare (the average score for the 6 questions is between 3-4),
34% of the participants have a positive opinion (the average score is above 4), and 10%
participants hold a negative viewpoint (the average score is below 3). Table 1 shows an
overview of the descriptive statistics of the participants.

Table 1: Descriptive statistics participants (n=109)

Gender Age Education Income Social WFP Connectedness to
media consumption Nature Scale
usage
Male 25 18-25 High school ~ <€1000 <10 min Less than once  Low (score below 3)
(22.9%) per 6 months
62 (56.9) 7 (6.4%) 50 (45.9%) 3(2.8%) 10.1%
52.3%
Female 82 26-30 MBO €1000- 10- 30 Once per 6 Neutral (score 3-4)
(75.2%) €2000 min months
51 (34.1%) 1(0.9) 56%
27 (24.8%) 9 (8.3%) 17%
Other 2 31-40 University €2000- ~ 1 hour Once per High (score above 4)
(1.8%) bachelor €3000 month
2 (1.9%) 34%
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34 (31.2%) 19 (17.4%) 22 19%

(20.2%)
41-60 Master’s €3000- 1-2 hours  Once per week
€4000
8 (7.3%) 59 (54.1%) 30 11.54%

5(4.6%)  (27.5%)

Doctorate > €4000 > 2 hours

8 (7.3%) 8(7.3%) 45
(41.3%)

4.2 Reliability & validity check and normality test

A reliability analysis was conducted to test the reliability of the scales using SPSS. The
internal reliability was measured through Cronbach’s Alpha, all scales were sufficient with a
Cronbach’s Alpha greater than 0.7 (Field, 2018). Validity was measured using factor analysis.
The Kaiser—Meyer—Olkin (KMO) test showed a result of 0.793, which was greater than 0.70 and
considered adequate (Ibid). Bartlett’s test of sphericity was shown to be highly significant (Sig. <
0.001). As shown in Table 2, all scales for the mediation variables and the dependent variable
were shown to have an acceptable level of reliability and validity.

Table 2. Reliability of measures

Construct Adapted from The Number of Cronbach’s
measuring items
Alpha
Perceived Authenticity (Bruner, 2016) 2 0.780
Consumer Engagement (Berne-Manero & 5 0.843
Marzo-Navarro, 2020)
Purchase intention (Bruner et al., 2001) 3 0.829
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The results from the 7-point Likert scale were converted into approximately continuous
data by calculating the mean response across the set of questions that are related to each variable,
which is a common practice recommended by researchers (Sullivan & Anthony R. Artino, 2013).
Although there are debates regarding how to analyse the Likert scale data, studies have proven
that parametric tests can be used with the ordinal data from the Likert scale and generate more
robust results compared to nonparametric tests, even when the statistical assumptions, such as
the normal distribution of data, are violated (Jamieson, 2004; Norman, 2010; Sullivan &
Anthony R. Artino, 2013). By averaging the results for the scale items that measured the same
construct, three new variables were created, which represented perceived authenticity, consumer
engagement, and purchase intention. These three variables were used further in statistical tests.

The variables perceived authenticity, consumer engagement, and purchase intention were
further tested for normality. For perceived authenticity, the skewness values were negative in all
stimuli groups except the group micro*social network effect (Table 3) indicating a build-up of
high scores for perceived authenticity (Field, 2018). For consumer engagement and purchase
intention, the skewness and kurtosis varied between stimuli groups. The calculated z-score
skewness and kurtosis values were less than 1.96 for all variables except perceived authenticity
for the stimuli group macro*social network effect (Table 3), which indicated significant
nonnormality for variable perceived authenticity in this test group (lbid).

Both the Kolmogorov- Smirnov and Shapiro-Wilk tests showed that consumer
engagement was normally distributed for all stimuli groups, but the consumer perceived
authenticity and purchase intention were not normally distributed for all stimuli groups (Table 3).
Therefore, considering the small sample size (109 respondents) and non-normal distribution for
variable consumer perceived authenticity and purchase intention, the bootstrapping method was
used in further statistical tests, which is a more robust method to cope with samples that lack
normality suggested by Field (2018).

Table 3. Test of Normality

Group Construct Z-score Z-score K-S Sig. Shapiro- Sig.
categories Skewness _ Statistics Wilk
Kurtosis Statistics
Macro*SNE Perceived -2.353** 0.856 0.166 0.025" | 0.931 0.041"
authenticity
Consumer 0.331 -0.879 0.122 0.200 0.955 0.206
engagement
Purchase -1.879 -0.009 0.143 0.093" | 0.967 0.426
intention
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Macro*noSNE Perceived -1.601 -0.318 0.166 0.025" | 0.931 0.041"
authenticity
Consumer -0.700 -1.109 0.122 0.200 0.955 0.206
engagement
Purchase -0.949 0.218 0.143 0.093" | 0.967 0.425
intention

Micro*SNE Perceived 0.859 -0.634 0.201 0.034" | 0.932 0.170"
authenticity
Consumer 1.713 1.172 0.119 0.200 0.945 0.303
engagement
Purchase 0.730 0.676 0.183 0.078" | 0.956 0.470
intention

Micro*noSNE Perceived -1.278 -0.263 0.155 0.056" | 0.916 0.018"
authenticity
Consumer 0.105 -0.738 0.116 0.200 0.977 0.721
engagement
Purchase -0.834 0.626 0.123 0.200 0.976 0.705
intention

*: significant, normality cannot be assumed, with 0.200 as the lower bound of the true significance.
**: significant at p<0.05, normality cannot be assumed, with 1.96 as the lower bound of significance.

4.3 Hypothesis testing

4.3.1 Macro influencer versus micro-influencer

To test H1, consumer purchase intention for FAW will be higher when a message related
to WFP is disseminated through micro-influencers rather than macro-influencers, an independent
samples t-test comparing consumers’ perceptions of macro vs. micro-influencers was conducted.
The result showed a higher consumer engagement rate and a higher consumer purchase intention
for participants exposed to stimuli with micro-influencers but both differences in consumer
engagement and purchase intention were not significant (Table 4). Hence, H1 was not supported

by the results.

Table 4. Mean differences t-test results: macro vs. micro-influencer

Macro Mean

Micro Mean

t-value

Sig.

(two-tailed p-value)
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Perceived 4.59 4.58 -0.071 0.943

authenticity
Consumer 3.31 3.49 0.788 0.433
engagement
Purchase intention  4.59 4,75 0.674 0.502

4.3.2 Social network effect

An independent samples t-test comparing consumers’ perceptions of stimuli with or
without social network effects showed a slight difference in consumer-perceived authenticity,
consumer engagement, and consumer purchase intention for WFP. The results indicated a higher
consumer engagement rate for the stimuli with social network effects and a higher consumer
perception of influencer authenticity for the stimuli without social network effects, but both
differences in consumer perceived authenticity and consumer engagement are not significant.
Consumer purchase intention for WFP was slightly higher for consumers who encountered the
stimuli with social network effects, but the difference was also not significant (Table 5).

Table 5. Mean differences t-test results: with vs. without social network effects (SNE)
With SNE Mean Without SNE t-value Sig.
Mean

(two-tailed p-value)

Perceived 4,55 4.61 0.240 0.812
authenticity
Consumer 3.53 3.30 -0.986 0.327
engagement
Purchase intention  4.82 4.56 -1.099 0.274

4.3.3 Mediation analysis

To assess hypothesis 2, the mediating effect of consumer engagement and consumer
perceived authenticity on the relationship between influencer type and consumer purchase
intention of WFP, a mediation analysis was conducted using Hayes” PROCESS macro for SPSS
(Version 4.2, 2022, model 4, 5.000 bootstrap resamples). The sample size used for this analysis
was 109 respondents.

The analysis first examined the direct effect of influencer type on the dependent variable,

consumer purchase intention of WFP and the two mediators, perceived authenticity, and
consumer engagement. The results indicated that influencer type did not significantly predict
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perceived authenticity (b = 0.0164, p = 0.9446) or consumer engagement (b = -0.1725, p =
0.4430). When testing the direct effect of influencer type on purchase intention, controlling for
the mediators, the results also showed no significant effect (b = -0.0695, p = 0.7430). The R-
squared for the model was 0.2583, indicating that 25.83% of the variance in purchase intention
was explained by the independent variable, influencer type, and the mediators collectively.

In terms of the indirect effects, the result from bootstrapped confidence intervals with
5000 samples showed that neither consumer perceived authenticity (Effect = 0.0006, 95% CI [-
0.0687, 0.0514]) nor consumer engagement (Effect = -0.0908, 95% CI [-0.3223, 0.1429])
significantly mediated the relationship between influencer type and purchase intention. The total
indirect effect was also not significant (Effect = -0.0902, 95% CI [-0.3405, 0.1521]).

Although neither the direct nor the indirect effect of influencer type on purchase intention
was significant, the result revealed a significant direct relationship between consumer
engagement and purchase intention ((b = 0.5265, p < 0.001), suggesting that higher consumer
engagement is directly and strongly associated with higher purchase intentions.

In summary, the result of the mediation analysis did not support hypothesis 2 that the
relationship between influencer type and consumers’ purchase intention of WFP is mediated by
perceived authenticity of the influencer and consumer engagement. While influencer type did not
significantly predict purchase intention directly or through the proposed two mediators, one
mediator consumer engagement emerged as a significant predictor of purchase intention.

4.3.5 Moderated Mediation Analysis

A moderated mediation analysis was conducted using Hayes’ PROCESS macro for SPSS
(Version 4.2, 2022, model 7, 5.000 bootstrap resamples) to assess hypothesis 3 that social
network effect positively moderates the relationship between influencer type and the two
mediators, consumer engagement and consumer perceived authenticity, and the indirect effect of
influencer type on consumer purchase intention through the two mediators is stronger when the
social media networks effect is present compared to when the social media network effect is
absent. The sample size used for this analysis was 109 respondents.

The analysis first examined the effect of the influencer type, social network and the
interaction of influencer type and social network on the two mediators: perceived authenticity
and consumer engagement. The results indicated that influencer type did not significantly predict
perceived authenticity (b = -0.2907, p = 0.3699) or consumer engagement (b = -0.2056, p =
0.4469). Social networks also did not have a significant effect on perceived authenticity (b = -
0.4927, p = 0.1835) or consumer engagement (b = 0.0446, p = 0.8847). Additionally, the
interaction terms between influencer type and the social network effects for both perceived
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authenticity (b = 0.6870, p = 0.1688) and consumer engagement (b = 0.1189, p = 0.7741) were
also not significant, indicating that the social network effect does not moderate the relationship
between influencer type and the two mediators. However, the model testing the moderation
effect of social networks on the relationship between influencer type and consumer engagement
was significant (p = 0.0002), which was due to the two control variables included as covariates.
Age (b =0.0393, p = 0.0094) and the Connectedness to Nature Scale (b =0.6187, p < 0.0001)
turned out to be significant predictors of consumer engagement. This indicated that age and the
Connectedness to Nature Scale are positively associated with consumer engagement.

Figures 2 and 3 showed visualizations of the effect of the influencer type, social network
and their interaction on perceived authenticity and consumer engagement.
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Figure 2. The effect of the influencer type, social network, and their interaction on perceived authenticity
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Figure 3. The effect of the influencer type, social network, and their interaction on consumer engagement

The results showed that the direct effect of influencer type on purchase intention was not
significant (b = 0.0558, p = <0.0001) when controlling for the mediators. The R-squared for the
model was 0.5282, indicating that 52.82% of the variance in purchase intention was explained by
the independent variable, the mediators, and the control variables collectively. For the indirect
effects, neither perceived authenticity nor consumer engagement significantly mediated the
relationship between influencer type and purchase intention in either the presence or absence of
the moderator social network effect. For perceived authenticity, the indirect effect was not
significant in both the absence (Effect = -0.0268, 95% CI [-0.1366, 0.0579]) and presence (Effect
=0.0365, 95% CI [-0.0498, 0.1690]) of the social network effects. For consumer engagement,
the indirect effect was also not significant in both the absence (Effect = -0.0512, 95% ClI [-
0.2040, 0.0817]) and presence (Effect = -0.0216, 95% CI [-0.2086, 0.1469]) of the social
network effects. The indices of moderated mediation also showed no significant difference
between the conditional indirect effects. For perceived authenticity, the index was 0.0633
(BootSE = 0.0798, 95% CI [-0.0640, 0.2504]). For consumer engagement, the index was -0.0296
(BootSE =0.1082, 95% CI [-0.2029, 0.2441]).

Despite the lack of significant direct and indirect effects of influencer type on purchase
intention, consumer engagement was shown in the result as a significant predictor of purchase
intention (b = 0.2492, p = 0.0123), which corresponded to the result in the previous section
mediation analysis, suggesting that higher consumer engagement was associated with greater
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purchase intention. In addition, two control variables showed significant effects on purchase
intention. WFP consumption in the past six months has a significant p-value (b = - 0.8017, p <
0.0001, 1 = yes; 2 = no), indicating that consumers who have not purchased high animal welfare
products in the past six months have significantly lower purchase intentions. Connectedness to
Nature Scale also turned out to be significant (b = 0.7699 p < 0.0001), which suggested that
individuals with higher scores on the Connectedness to Nature Scale values were significantly
more likely to intend to purchase high animal welfare products.

In summary, the moderated mediation analysis did not support hypothesis 3, indicating
that the social network effects did not enhance the relationships between influencer type and
consumer engagement or consumer perceived authenticity. Furthermore, the indirect effects of
influencer type on purchase intention through consumer engagement and perceived authenticity
were not stronger in the presence of the social network effects. However, age and the
Connectedness to Nature Scale turned out to be a significant predictor of consumer engagement.
Control variables including consumer engagement, WFP consumption in the past six months,
and the Connectedness to Nature Scale were also shown as significant predictors of purchase
intention.
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5. Discussion

5.1 General discussion of the results

This research contributes to the ongoing discussion on social media’s potential to
facilitate sustainable consumption choices. In this study, the role of social media influencers and
social media networks on consumers’ intention to choose welfare-friendly animal products was
investigated. The study was designed to explore whether micro vs macro-influencers have
differential impacts on consumer perceived authenticity and consumer engagement, which could
lead to different levels of purchase intention. Additionally, this study also examines whether the
social media network effect plays a moderating role in these relationships. The insights from this
study can help with the practical use of social media in supporting more sustainable consumption
behaviour.

Identifying and utilizing the right types of influencers in the promotion of products has
been a central topic in influencer marketing (De Veirman et al., 2017a). Prior works on
influencer marketing had agreed on the differential persuasive impact of macro- and micro-
influencers on their followers (De Veirman et al., 2017a; Dhanik, 2016; Kay et al., 2020).
However, the agreement on whether micro- or macro-influencers are more effective in driving
consumers’ purchase intention was not reached by these studies. In addition, previous studies
used influencers promoting beauty products (Berne-Manero & Marzo-Navarro, 2020; Kay et al.,
2020) or lifestyle influencers (De Veirman et al., 2017a). In this study, the goal of social media
influencers is to drive consumers’ purchase intention to more welfare-friendly animal products.
This was done by generating screenshots of posts created by fictitious influencers and presenting
the screenshots to the consumers in the form of an online survey, which was a method suggested
by previous studies (De Veirman et al., 2017, Kay et al., 2020).

Regarding the mediator variables, consumer perceived authenticity and consumer
engagement, the results indicated that influencer type did not significantly affect perceived
authenticity or consumer engagement. Although micro-influencers resulted in slightly higher
consumer engagement, the differences between micro and macro-influencers were not
significant. These results align with the previous study by Berne-Manero & Marzo-Navarr
(2020). Their findings in comparing engagement indicators for micro and macro-influencers
showed that micro-influencers had a slightly higher score in engagement indicators, but most of
the differences were also not significant. While Berne-Manero & Marzo-Navarr concluded that
micro-influencers are perceived by their followers as closer and more personal which leads to a
deeper and more personal connection compared to macro-influencers which foster higher levels
of interaction through sharing and comments, the current research cannot draw further
conclusion on whether micro-influencers have a higher level of consumer engagement as the
differences in the result were not significant. The findings might suggest that consumer
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engagement and perceived authenticity are influenced by a broader set of factors beyond the
influencer type.

The mediation analysis showed that neither perceived authenticity nor consumer
engagement significantly mediated the relationship between influencer type and purchase
intention. This result was in contrast with the findings from previous studies, where consumers
perceived authenticities are significantly related to their purchase intention of the brand and the
products being promoted (Napoli et al.; 2014 X. Liu & Zheng, 2024; llicic & Webster, 2016).
There are several possible factors behind this discrepancy between the results from this study and
those of previous studies. In the study from Napoli et al. (2014), they used several constructs in
measuring brand authenticity specifically, including the values, traditions and quality of the
brand used in their experimental design. However, in the current study, consumer-perceived
authenticity refers to consumer’s perception of whether the influencers themselves and the
products being endorsed are real without the focus on the brand values and quality. The different
concepts measured behind the term “authenticity’” might result in different outcomes.

Moreover, in Liu & Zheng’s study (2024), the prompt in measuring influencer
authenticity lets the participant have their favourite social media influencer in mind. In Ilicic &
Webster’s study (2016), they first showed an image of a well-known celebrity to their
participants in the survey. The instrument items used in both studies to measure influencer
authenticity were also more intricate than the two-question scale used in this current study. Their
measuring items included the influencers’ authenticity and consistency in their behaviour,
emphasizing whether the influencers’ values and behaviours were aligned, the influencers’
openness and honesty in their relationships with others, and the reliability of the influencers.
Compared to the fictitious influencers used in this current study, the influencers presented in
llicic & Webster’s study were all well-known celebrities, which could result in different impacts
on participants’ perceptions of authenticity. These variations in methodology could account for
the difference between the results of this current study and those from previous research.

Although the mediation analysis showed no significant mediation effect of both
mediators, consumer engagement turned out to have a significant direct positive impact on
purchase intention. This finding is consistent with previous studies that indicated consumer
engagement had a positive effect on purchase intention (Clement Addo et al., 2021; Prentice et
al., 2019). The results added to prior work that consumer engagement’s potential in driving
purchase intention also applies to sustainable and high animal welfare food products. The
significance of consumer engagement as a direct predictor of purchase intention indicates the
important role of engaging consumers in social media marketing. Therefore, influencers or
marketers should stimulate consumer engagement with online posts. For instance, embedding
interactive cues (such as mentions, hashtags, and URL links) in the post is one way that can
positively influence consumer engagement (Ma et al., 2022), which can be explained by
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consumers’ motives in developing and maintaining social ties with others on social media
(Claffey & Brady, 2017). Thus, marketers should focus on strategies that can motivate consumer
engagement to increase consumers’ purchase intention.

The results from moderated mediation showed no significant conditional indirect effects,
suggesting that the indirect effect of influencer type on consumer purchase intention through
consumer engagement and perceived authenticity was not significantly stronger in the presence
of social network effects. This finding partially aligns with the study from Onofrei et al. (2022),
where they found an indirect and positive effect of social media on behavioural engagement such
as commenting, liking, and sharing, but the effect of social media interactions on purchase
intention was not significant. In their methodology, social media interaction is an independent
variable itself, and the relationship between social media interactions and engagement and
purchase intention is mediated by source credibility, source homophily, and content quality. The
methodological differences could contribute to different results. An interesting highlight in their
model is the concept of homophily as a mediator between social media interaction and consumer
engagement. Homophily, which refers to the degree to which two people feel they are similar in
their opinions, interests, and values (Gilly et al., 1998), plays a significant role in consumers’
evaluation regarding the helpfulness of content shared on social media and consumer’s purchase
intention in online communities (Filieri et al., 2018). The theory of social comparison (Festinger,
1954) helps to explain the concept of homophily. Social comparison occurs when individuals
compare themselves with others as a means of self-evaluation which plays an important role on
social media networks (Jiang & Ngien, 2020). When individuals can make inferences about the
similarity in values and beliefs with others on social media networks, they are likely to have
higher trust and be more engaged in communication (Ladhari et al., 2020). The concept of
homophily could fill in the gap between the social network effect and consumer engagement and
possibly also consumer perceived authenticity. Future studies on social media networks’ effect
on consumer behaviour and purchase intentions could include homophily as a mediator in
developing a conceptual model.

Regarding demographic data that are included as control variables, age and
Connectedness to Nature Scale were found to be a significant predictor for consumer
engagement. The positive effect of age suggests that older consumers are more engaged with
social media content of high animal welfare products. Previous work found consumers from
different generations perceive social media stimuli differently (Hazzam, 2022). On the other
hand, age’s effect on consumers’ willingness to buy ethical and high animal welfare products
was also not found in the previous study by Yang (2023). The mechanism behind the difference
in reactions to social media content of sustainable and high-welfare products from different age
groups needs to be explored further. WFP consumption in the past six months and the
Connectedness to Nature Scale were found as significant predictors of purchase intention. The
significance of previous WFP consumption indicates the potential of past behaviour in predicting
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purchase intentions and suggests that strategies aiming to increase sustainable consumption
behaviour should focus on converting consumers who have not purchased any sustainable and
welfare-friendly products. The significant positive effect of the Connectedness to Nature Scale
indicates the importance of aligning influencer marketing strategies with the values of the
consumers who scored high in the sustainable consumers, as they showed higher purchase
intentions for WFP.

5.2 Theoretical and Practical Implications

This research contributed to the field of social media marketing with an attempt to
understand social media’s role in promoting sustainable consumption, specifically for animal
welfare-friendly food products. This study focused on comparing the differential impact of micro
vs macro-influencers on consumers’ purchase intention, which has been investigated by previous
studies on mainly the beauty industry (Berne-Manero & Marzo-Navarro, 2020; Kay et al., 2020).
Despite previous works suggesting significant advantages of micro-influencers in the promotion
of products (Berne-Manero & Marzo-Navarro, 2020; Conde & Casais, 2023; Kay et al., 2020),
the current research found no significant differences between the two types of influencers in
driving consumer purchase intention. The discrepancy indicates a need for more intricate
conceptual models that consider the nuances of influencer traits and consumer’s perceptions of
the influencer. Additionally, the significant direct effect of consumer engagement on purchase
intention emphasizes the theoretical importance of engagement in the consumer decision-making
process for sustainable products.

Moreover, the lack of significant mediation effects of perceived authenticity and
consumer engagement challenges existing models that emphasize these constructs as central to
the effectiveness of influencer marketing (Napoli et al.; 2014 X. Liu & Zheng, 2024; llicic &
Webster, 2016). This discrepancy indicates the complexity of consumer perception of social
media influencer marketing and suggests that theoretical models need to incorporate more
variables, such as the specific dimensions of influencer authenticity and the contexts of product
types and consumer values.

The results of this study suggest that marketers should focus on strategies that can
positively impact consumer engagement in social media marketing campaigns to drive their
purchase intentions for welfare-friendly animal products. Marketers should focus on embedding
elements that can stimulate consumer interaction, such as using interactive actions such as
mentions, hashtags, and URL links, which have been shown to enhance engagement (Ma et al.,
2022). These strategies can effectively drive purchase intentions because of their alignment with
consumers' motives to develop and maintain social ties on social media (Claffey & Brady, 2017).
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Furthermore, the study's findings on the significance of consumers’ past behaviour and
their connectedness to nature score in predicting purchase intentions provide insights for
targeting strategies. Marketers should consider segmenting their audience based on their previous
consumption behaviours and their pro-environmental values. Tailoring marketing messages to
the consumer segments who are more likely to respond positively to sustainable product
promotions can enhance the effectiveness of the product promotion (Verain et al., 2016). For
instance, highlighting the environmental and ethical benefits of those products can appeal to this
consumer segment'’s values which can lead to increased purchase intentions. Furthermore, the
significance of past consumption behaviour indicates that marketers need to put more attention
on attracting non-consumers to sustainable and welfare-friendly products. Influencer marketing
strategies should aim to convert non-consumers into consumers and remove the barriers
associated with consuming sustainable and welfare-friendly products.

The results also suggest that while influencer type might not significantly impact
perceived authenticity or engagement, the choice of influencers should still be strategic. Given
that micro-influencers resulted in a slightly higher engagement rate compared to macro-
influencers, brands might benefit from using a mix of both to maximize reach and engagement.
Additionally, ensuring the influencers’ alignment with the brand's values and the product's
ethical stance can help to build a consistent and credible brand image.

5.3 Limitations and Future Research Suggestions

Several limitations might have influenced the results of this study. First, using the
convenience sampling method resulted in a skewed demographic profile with a high percentage
of females (75.2%) and highly educated participants (85.3% with at least a bachelor's degree).
The relatively homogenous sample can affect the population validity of the results and limit the
generalizability of the findings. Future research should increase the sample size and use more
robust sampling methods to ensure a more diverse demographic profile, balancing gender, age,
education levels, and income.

In addition, the sample size was 109 participants, reduced from an initial 341 responses
due to incomplete or invalid responses. This small sample size may result in type Il errors
(Nayak, 2010) and does not fulfil the designed sample size (220) with ideal statistical power.
Future studies should aim to yield the designed sample size to ensure adequate statistical power.

Moreover, the scales used to measure perceived authenticity, consumer engagement, and
purchase intention might not captured subtle variations accurately. Additionally, self-reported
measures are also subject to biases such as social desirability including pro-environmental
behaviour (Koller et al., 2023). Future studies should develop a more accurate measurement
scale and consider collecting behavioural data to provide deeper insights. Besides a refined
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measurement scale, future studies should include a model that can reflect the complexity of the
consumer decision-making process. For instance, adding mediators such as homophily between
social media influencers and consumer engagement could help detect the relationships between
the constructs.

In addition, the designed stimuli might not have effectively distinguished between micro-
and macro-influencers or the presence and absence of social network effects. Participants may
not have perceived these distinctions as intended. Future studies should enhance the stimuli and
include characteristics such as influencer credibility and expertise. External factors, such as
participants' physical surroundings and personal contexts during survey completion might have
influenced their responses and added uncontrolled variability to the results. Future studies should
control for these factors to reduce their impacts.

The survey used screenshots of simulated influencer posts and profile pages without
offering a link to a realistic Instagram profile or post page. This limitation might have reduced
the effectiveness of the stimuli. Future research should present a more realistic webpage which
enables more effective stimuli and offers the participants opportunities to choose to interact with
the influencer (through liking, commenting, and sharing) resulting in a better reflection of real-
life situations for consumers.

The study examined the impact of influencer marketing using a one-time exposure, which
may not affect routinized behaviours such as grocery shopping. Future research should explore
the long-term impact of influencer marketing on consumer behaviour by tracking changes in
attitudes and behaviours over time.

Lastly, different sustainable product categories beyond high animal welfare products
should be explored to gain more comprehensive insights into sustainable consumer behaviour.
Future research should explore different sustainable product categories and investigate a variety
of social media platforms to develop deeper insights into sustainable consumer behaviour and
effective marketing strategies.
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6. Conclusion

In conclusion, this study investigated the role of social media influencers and social
network effects on consumers' intentions to choose welfare-friendly animal products. While the
hypothesized relationships between influencer type, social network effect, and purchase intention
were not significantly supported, several key insights emerged. Particularly, consumer
engagement was found to have a significant direct positive effect on purchase intention,
emphasizing its critical role in influencer marketing. This finding aligns with previous research
and indicates that engagement is a strong predictor of purchase behaviour in social media
influencer marketing for sustainable and welfare-friendly animal products.

From a theoretical perspective, the results highlighted the complexity of influencer
marketing and suggested the need to further develop more detailed theoretical models.
Practically, the findings emphasize the importance of fostering consumer engagement in social
media campaigns to drive purchase intentions. Additionally, targeting strategies should consider
consumers' past behaviours and their pro-environmental values, tailoring messages to resonate
with consumer values.

In summary, future research addressing the identified limitations and incorporating

suggested theoretical refinements will contribute to a deeper understanding of sustainable
consumption behaviour and more effective marketing strategies.
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Appendix 1: Experimental Stimuli

Participants who encounter stimulus with micro-influencer with or without social network effect
will first be shown this profile page of Anna Smith who has 2,221 followers and shares her life
as a dairy farmer who owns a high animal welfare standard dairy farm.

M= 31 2.221 3.145
‘t);’ Posts Followers Following
Anna Smith
3rd Generation Dairy Farmer
Sharing my love for sustainable dairy farming and high

welfare dairy product
greenfarmdairy.nl

Message

&

2| ORGANIC, ETHICAL,
SUSTAINABLE
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Then, participants who are randomly assigned to micro-influencer * social network effect will
see this following post

i)\ Anna Smith @ . Follow
‘E Green Farm Dairy, NL
CHECK QUT
HART DAIRY'S
FARMS
—e—

QTSR
 ansLLr Gass 11 -

WL

1
——TTETITIR L

g
E MILK

2 Q) N

679 likes

Anna Smith We're proud to show you the certification of our
pasture-raised cows and sustainable practices. Our
certification reflects our commitment to quality milk, healthy
cows, and environmental stewardship. This month, the top-
quality milk production reward goes to our cow Jaapie ..
For happier cows and a greener planet, choose dairy
products from high animal welfare farms!#dairyfarm
#animalwelfare#Cows @Green Fram Dairy Follow the link
for more information about our farm
www.greenfarmdairy.com ... more

Lydia The milk is so creamy and delicious! Thank you so
much Jaapie and of course the dairy farmers as well!

Anna Smith @Lydia I'm so happy you love the milk from our
star dairy cow Jaapie! She is also happy that you love the
great product from her ;)

Lia The taste of milk is always so delicious! Thank you for
the great product and good care of the hardworking dairy
cows &

Anna Smith @Lia Thank you for your kind words ¢° We
are glad to have you as our loyal customer!

Add a comment...

1 days ago



And the participants who are assigned to micro-influencer * no social network effect will see this
following post

i\ Anna Smith @ . Follow
‘K Green Farm Dairy, NL
CHECK QUT
HART DAIRY'S
O O
o ~ D
Sy, ;

WHOLE MILK

€Y ¥ N

679 likes

Anna Smith We're proud to show you the certification of our
pasture-raised cows and sustainable practices. Our
certification reflects our commitment to quality milk, healthy
cows, and environmental stewardship. This month, the top-
quality milk production reward goes to our cow Jaapie . -
For happier cows and a greener planet, choose dairy
products from high animal welfare farms!#dairyfarm
#animalwelfare#Cows @Green Fram Dairy Follow the link
for more information about our farm
www.greenfarmdairy.com ... more

Add a comment...

1 days ago
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The participants who encounter stimulus with macro-influencer with or without social network
effect will first be shown this profile page of Anna Smith who has 1M followers.

-

—3 31 ™ 3.145
‘g Posts Followers Following
Anna Smith
3rd Generation Dairy Farmer
Sharing my love for sustainable dairy farming and high

welfare dairy product
greenfarmdairy.ni

Message
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Then, the participants who are assigned to macro-influencer * social network effect will see this

following post
{—)\ Anna Smith @ . Follow
‘Kv Green Farm Dairy, NL

CHECK OUT
HART DAIRY'S
FARMS

D
R,

4

ALY GRASS
22 REDUCEDFAT WLK
—TTEE

2 QL ¥ N

113,524 likes

Anna Smith We're proud to show you the certification of our
pasture-raised cows and sustainable practices. Our
certification reflects our commitment to quality milk, healthy
cows, and environmental stewardship. This month, the top-
quality milk production reward goes to our cow Jaapie . .
For happier cows and a greener planet, choose dairy
products from high animal welfare farms!#dairyfarm
#animalwelfare#Cows @Green Fram Dairy Follow the link
for more information about our farm
www.greenfarmdairy.com ... more

Lydia The milk is so creamy and delicious! Thank you so
much Jaapie and of course the dairy farmers as well!

Anna Smith @Lydia I'm so happy you love the milk from our
star dairy cow Jaapie! She is also happy that you love the
great product from her ;)

Lia The taste of milk is always so delicious! Thank you for
the great product and good care of the hardworking dairy
cows &

Anna Smith @Lia Thank you for your kind words ¢° We
are glad to have you as our loyal customer!

Add a comment...

1 days ago
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And the participants who are assigned to macro-influencer * no social network effect will see
this following post

“i=\ Anna Smith @ . Follow
‘ﬁ Green Farm Dairy, NL

CHECK OUT
HART DAIRY'S
FARMS

2 C & N

113,524 likes

Anna Smith We're proud to show you the certification of our
pasture-raised cows and sustainable practices. Our
certification reflects our commitment to quality milk, healthy
cows, and environmental stewardship. This month, the top-
quality milk production reward goes to our cow Jaapie ..
For happier cows and a greener planet, choose dairy
products from high animal welfare farms!#dairyfarm
#animalwelfare#Cows @Green Fram Dairy Follow the link
for more information about our farm
www.greenfarmdairy.com ... more

Add a comment...

1 days ago
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Appendix 2: Questionnaire Overview

Questions to test micro- vs. macro-influencer’s different impact and social network effect

Manipulation check for macro- versus micro- influencers (De Veirman et al., 2017b)
This influencer has a ... number of followers (1 = relatively small; 2 = relatively large).

Manipulation checks for social network effect
Did you notice there if there are comments under the post?
(1 =yes, 2=n0)

Authenticity
Modified based on scale item “Authenticity of the Story” from Marketing Scales Handbook
(Bruner, 2016)

This post shared by this influencer is authentic. (1= strongly disagree, 7= strongly agree).
This influencer seems able to occur in the real world. (1= strongly disagree, 7= strongly agree)

Consumer Engagement (Berne-Manero & Marzo-Navarro, 2020)
Read the following statement carefully and indicate how engaged you are toward this influencer,
this post, and the product shown in the post.

This post encourages me to interact actively with the influencer.

It strongly encourages me to make comments mentioning other people.

It triggers the impulse to send “likes”.

It triggers the urge to “share” the post.

It triggers the urge to seek further information related to this product with high animal welfare.
(1= strongly disagree, 7= strongly agree)

Questions to test consumer purchase intention for WFP

Modified based on scale item “Purchase Intention” from Marketing Scales Handbook (Bruner et
al., 2001)

(1 = Yes, definitely; 7 = No, definitely not)

Would you like to try high animal welfare food products?

Would you buy high animal welfare food products if you happened to see them in supermarket
or local stores?

Would you actively seek out high animal welfare food products in supermarket or local stores in
order to purchase it?
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Control Questions

Demographic

What is your age?

What is your gender?

Education: (Please check which category applies)

High school (or VMBO/ HAVO/ VWO), MBO, University Bachelor Degree (HBO/WO),

Master, Doctorate

Income

Which group best describe your household income or your income if you are living alone?
1. Under 1,000 2. 1,000-2,000 3. 2,000-3,000 4, 3,000-4,000 5, Over 4,000

Social media usage

Modified based on scale item “Social Media Usage” from Marketing Scales Handbook (Bruner,

2016)

How often do you use social media?
1-7 days per week

(1 =yes, 2=n0)

| use social media to follow sales and promotions.

| use social media to monitor events.

| use social media to monitor and connect with other consumers.

Animal welfare awareness

In the last 6 month have you purchased grocery products with high animal welfare? (Yes/No)
If yes, how often

Once per 6 months, once per month, once per week,

Questions extracted and modified from the Connectedness to Nature Scale by Mayer &
Mcpherson Frantz (2004).

Please answer each of these questions in terms of the way you generally feel. There are no right
or wrong answers. Using the following scale, in the space provided next to each question simply
state as honestly as you can what you are presently experiencing.

1 2 3 4 5
Strongly disagree Neutral Strongly agree
1. __ lrecognize and appreciate the intelligence of other living organisms.
2. ___ When I think of my life, I imagine myself to be part of a larger cyclical process of
living.
3. ___ Il often feel a kinship with animals and plants.
4. Tfeel that all inhabitants of Earth, human, and nonhuman, share a common ‘life
force’.
5. I often feel like I am only a small part of the natural world around me, and that | am

no more important than the grass on the ground or the birds in the trees.
____ My personal welfare depends on the welfare of the natural world.

o
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