


endorsers impact consumers’ purchase intention, while examining the role of perceived 

consumers’ purchase intention compared to influencer endorsers. 



influenciadores. Além disso, os resultados destacam a relevância da condição de “sem 

endossante”, 





Artificial intelligence tools (OpenAI’s ChatGPT and related applications) were used in a

• rephrasing, shortening, and optimizing text passages,

• drafting and refining formulations,

• supporting the development and refinement of data collection procedures (e.g., survey

author’s own work. AI tools were not used to generate original arguments, data, or literature,





4.3.2   The Effect of Consumers’ Perceived Credibility on Purchase Intention







Table 20: Cronbach’s alpha purchase intention

Table 22: Cronbach’s alpha perceived credibility



test and Levene’s test H1

test and Levene’s test H1a

test and Levene’s test H2

test and Levene’s test H2a

Table 62: Clusters’ Characterization



Consumer’s conscious plan to make an 

consumer’s



to improve brands’ performance. Compared to traditional marketing methods such as TV, radio, 

influencers whose opinions are considered by their audiences, affecting individuals’ behavior 

’

social media users’ 

social media platform users trust and value the endorser’s message (Najib et al, 2016; Boateng 



individuals’ behavior across platforms has become a relevant topic in the present digital 

communication channel to influence consumer decisions in today’s 

consumers’ purchase intention, while examining the role of perceived credibility, and 

consumers’ purchase intention when exposed to short video reviews?



consumers’ perceived credibility of the endorser, maximize the campaign’s effecti

consequently increase consumers’ purchase intention. T



y’s 

has become a central part of consumers’ daily li

opportunities to companies as consumers’ purchase intentions can be affected by social media. 

day. The constant exposure to reviews and recommendations influences consumers’ 



urchase intention is a relevant concept to measure consumers’ actions since it is understood 

as a consumer’s conscious plan to make an effort to purchase a brand. That effort is defined as 

individuals’ attitudes, subjective norms, and perceived control shape their purchase intention, 



Similarly, Lou and Yuan (2019) claimed that influencers’ credibility components, 

trustworthiness, attractiveness, and expertise, positively influence and enhance followers’ trust 

It states that when individuals notice others’ 

Therefore, social media influencer endorsers play an important role in shaping consumers’ 

may reduce the advertisement’s overall effectiveness (Bower & Landreth, 2001).

users with an idealized celebrity may negatively impact consumers’ perception of themselves 



without external indicators such as the endorser’s presence or the social media platform layout 

consumers’



credibility and stronger purchase intention (O’Keefe, 1990).

the effectiveness of a persuasive message depends mainly on the endorser’s perceived 

. Importantly, it is not the endorser’s 



media positively affects consumers’ perceived credibility.

endorsers to capture consumers’ attention and increase consumers’ intent

product or service. Therefore, it is relevant to study whether consumers’ perceptions of an 

endorser’s credibility impact their purchase intentions (Erdogan, 1999; Ohanian, 1991).

on the communicator’s characteristics, which influence the receiver’s acceptance of the 

video review messages by increasing consumers’ likelihood of purchasing the promoted 



Consumers’ positive perceived credibility will positively influence purchase 

When consumers perceive the endorser’s message as highly credible, they are more likely to 

impacts consumers’ purchase intention. In this sense, recent research suggests tha

ence consumers’ responses 

strong influence on consumers’ engagement



consumers’ engagement and behavior.

in the “For You” page based on what individuals are more 

likely to be interested in (Narayanan, 2023). The customized feed increases users’ time spent 

social media platform most commonly used by influencers, 



2001; Ohanian, 1990; O’Keefe, 1990). Accordingly, the following hypotheses appear:





pants’ privacy

Ting et al.’s 

Ajzen’s (1991)



’ Cronbach’s 

“ isagree” to 7, denoting “ gree”. 

Cronbach’s alpha coefficient

Ohanian’s (1990) 15

α



Based on a study developed by Statista (2023), “Social Media Review Engagement Globally as 

of August 2023, by genre”, food content is the most engag

’ 

, participants’ answe





The “no

platform” short video condition exclusively feature





reducing participants’ required effor



consumers’ perceived credibility.

Consumers’ positive perceived credibility will 





(χ²(2, N = 287) = 0.95, p = 0.622) across conditions, 

For the endorser type, participants’ ability to correctly answer was high: 67% in the peer 

square test suggests no significant differences (χ²



the critical value of χ² = 42.312 (p < 0.001, df = 18) were identified as outl



representing “No Endorser” (neutral) and 1 representing “Endorser Presence”. 

purchase intention. The reliability of this variable was assessed using Cronbach’s alpha (α = 

Additionally, no meaningful improvement in Cronbach’s alpha was observed 

assessed using Cronbach’s alpha coefficient of α = 0.79



Cronbach’s alpha was observed through item deletion. Therefore, all items across the three 

’s





(H₀)

μ₁ = μ₂

μ₁ = μ₂

μ₁ = μ₂

μ₁ = μ₂

β = 0

(β₃) = 0

μ

μ

μ

μ



(scatterplots, residuals), homoscedasticity (Levene’s Test), and inde

applies, and the sampling distribution of means is “normally distributed regardless of the 

distributions of variables”. Levene’s Test for Equality of Variances was significant (p < 0.0

Welch’s t test, “equal variances not assumed”, was used, providing

Levene’s Test was not significa

influences consumers’ purchase intention, an independent sample

variable, endorser’s presence (non



H₀ 

stronger influence on consumers’ purchase intention than influencer endorsers. The dependent 

, and H₀ was rejected

test. Levene’s test 

media positively affects consumers’ perceived credibility 

social media video reviews positively affects consumers’ perceived credibility. The dependent 



, and H₀ was rejected

H₀ was rejected

The Effect of Consumers’ Perceived Credibility on Purchase Intention

H3: Consumers’ positive perceived credibility will positively influence purchase 

A simple linear regression was conducted to examine the influence of consumers’ perceived 

credibility about the endorser on consumers’ purchase intention. The dependent variable is 

𝑃ܿݎݑℎܽ݊݋݅ݐ݊݁ݐ݊ܫ ݁ݏ = 0ߚ  1ݕݐ݈ܾ݅݅݅݀݁ݎܥ ݀݁ݒ݅݁ܿݎ𝑃݁ ݔ 1ߚ + + ϵ1 ݅ = 1, …, N



ܴ2

impact on consumers’ purchase intention. 1ߚ
H3 was supported, and H₀ was rejected.

’

also significant (c’ = 



’s

’s

H₀ was rejected, and H4 was partially supported. 

H₀ was not rejecte





भ भ 



). The clusters that became evident were: “Low

engagement Skeptical Users”, “Ready to Buy Users”, “The Scrollers with Low Conversion”, 

and “Active Rejectors”

ers’ 

0.005), demonstrating that clusters’ characteristics (perceived cred



’s

without an endorser’s presence tend to generate higher purchase intention. 

he analysis of endorsers’ 



(O’Keefe, 1990) in the context of short video reviews. 

different endorser types influence consumers’ purchase intention.

credibility is a key mechanism through which endorsers influence consumers’ responses (

endorser’s type on purchase 

Therefore, endorsers’ impact on purchase intention may work differently on each social media 

and style fit the platform’s users’ behavior and ex

attributable to the sample’s characteris



with them. Therefore, they may interpret endorsers’ content in similar ways across Instagram 

endorser’s power to impact consumers’ purchase intention when compared to influencer 

RQ1: Does the type of endorser (influencer endorser vs peer endorser) affect consumers’ 

results suggest that the type of endorser had a significant role in shaping consumers’ 

analyzing the impact of influencer endorsers and peer endorsers on consumers’ 



consumers’ purchase intention. 

to influence consumers’ purchase intention



gital persuasion models and validates Ohanian’s tri

consumers’ 



gender distributions. This could reveal whether “no endorser” and peer endorsers’

characteristics of each social media platform applied to endorsers’ short video reviews, such as 

“no endorser” 



sample’s lack of heterogeneity

real purchasing actions, and individuals’ temporal changes in attitudes remain unknown.
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“Do a video with the avatar attached. She needs to speak 

music. The script is: “Hey friends! I’m at this restaurant 

It’s super creamy and warm.

you’re looking for somewhere new to try. Bye!”



“Do a video with the avatar attached. The girl should speak 

background music.  The script is: “Hey everyone! I’m 

It's really worth it. Bye!”

“How often do you watch short videos (e.g., Reels/TikTok) per week?”

“What is your first impression of the person in the video?”

“How would you describe them in a few words?”

“Do you think this person is more like a 

(peer)? Why?”

“What made you think that?”

“Which elements made you perceive them that way?” (e.g., speech style, tone, hashtags, 

“Was there anything that didn’t match your expectation for that type of person?”

“Did the video feel realistic, something you could find on social media?”

“Did the video capture your attention?”

“If this video appeared on your feed, would you interact with it (like, comment, share). 

Why?”



“Which of the videos is more associated with an influencer? Why”

“And which of the videos is more associated with a regular social media user? Why”

“Which elements helped you to distinguish between them?”

“Did you find similarities between the two videos?”

“Which of the videos do you consider more authentic or realistic?”

“Which of the people seemed more credible and believable to you?”

“What would you do to make the videos more credible, natural, and 

different from each other?” “In general, do you consider that both videos show in a clear 

and influencers?”

clips of the restaurant without a voiceover. In contrast, the influencer’s video was consistently 

video should remain polished, clearly promotional, and eliminate “#fyp” as it is also widely 



master’s

→



to “regular social media user” (M = 3), while participants who were assigned to the influencer 

stimulus rated the endorser significantly closer to “Influencer” (M = 6). Moreover, the cues 



“How often do you watch short videos (e.g., Reels/TikTok) per week?”

“Who do you think is communicating in this video?”

“Does this look like it belongs to any social media platform?”

“On a 1

formal/neutral)”

“Why that number?”

“How much does this feel like a social media post? (1 = not at all … 7 = very much). Why?”

“In your own words, what was the main message of the video?”

“Which of these were mentioned or shown? (

“Did anything suggest that a specific person 

was behind this message?” “Did anything 

suggest Instagram/TikTok?” 

“Was the message clear and natural?” “If you could 

change one thing to make it more neutral, what would it be?” 



narration, two interviewees suggested replacing adjectives such as “beautifully”, “elegant”, 

and “high quality”, since they conveyed a more personal tone (Table 

“Create a video with the attached avatar. Her voice should be neutral, calm and 

without excessive enthusiasm. I want her to speak in front of the camara. I don’t 

presented, highlighting the chef’s attention to detail. Overall, it’s a high

dining experience.”

“Create a video with the attached avatar. Her voice should be neutra

without excessive enthusiasm. I want her to speak in front of the camara. I don’t 

ish with a creamy texture and rich flavor. Each plate reflects the chef’s 

attention to detail, providing a good dining experience”

If “No” →

If do not choose “TikTok” or “Instagram”→





→ “No”

This survey is part of a master’s dissertation at Católica Lisbon School of Business and 



offering a €15 voucher to spend at the winner’s choice of restaurant





giveaway for one voucher of €15 to spend in a restaurant of the winner's choice. Please enter 



: Cronbach’s alpha purchase 

: Cronbach’s alpha perceived credibility







test and Levene’s test H1



test and Levene’s test H1a



test and Levene’s test H2

test and Levene’s test H2a
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