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Abstract 

This research looks at the effectiveness of different forms of advertising on social media. The 

increasing amount of time people spend on social networking sites causes businesses to adjust 

their advertising strategies. Advertisers shift from traditional media to social media. Because 

Instagram has a large reach, but has not been researched as much as Facebook, this study tests 

different types of posts on this upcoming and popular platform. It compares the effect of 

advertorials with social posts and traditional ads on brand attitude and checks if ad acceptance 

and ad attitude are mediators for this effect. 

 The results of mediation analysis show that social posts are the most effective type of 

post on Instagram in establishing a positive brand attitude. The other types of posts show 

different effects. Although advertorials have a more positive effect on the ad acceptance 

compared to traditional ads, the traditional ads have a more positive effect on ad attitude than 

advertorials. The results also show inconsistent mediation, where the mediators ad acceptance 

and ad attitude do have a positive effect on brand attitude, but there are other negative factors 

which cancel out this positive effect. 

 To advertisers, this is important information. Although advertorials seem to be a nice 

compromise between advertising and creating interesting content for the consumers, they are 

not as effective as social posts in establishing a positive brand attitude. The results also show 

that traditional ads can still be effective. Because of the inconsistent mediation, it would be of 

value to examine which mechanisms produce negative effects for advertorials. 

 Although advertorials can be effective in establishing positive ad acceptance and 

traditional ads in establishing positive ad attitude, overall, social posts work best on 

Instagram. 

 

Keywords: advertising, social networking sites, brand attitude, ad attitude, ad acceptance 
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Introduction 

The increased role that media have taken in the everyday lives of people has become 

very visible. You see people on their devices everywhere, which is most likely due to the fact 

that media are available wherever and whenever we want. As a result, Dutch people from 13 

years and older spend 8 hours and 33 minutes a day on media (Kok, 2014). Two of those 

hours are spent on social networking, which is an increase of more than 20 minutes since 

2012 (GlobalWebIndex, 2017). Taking these numbers into consideration, it is inevitable that 

businesses are adjusting their advertising strategies. The platform they use to advertise, has 

shifted from traditional media to social media due to this increasing use of the social 

networking sites (SNS) (Lee & Hong, 2016, p. 360). As a result, companies and researchers 

have developed a lot of attention for social media advertising, not only because of the 

multiple social media platforms, but also because of rapid changes they are undergoing. 

Accurate information about different processes will not only help businesses by creating the 

most effective social media campaign, but will also give consumers information about how 

companies are trying to persuade them.  

The popularity of advertising on SNS is visible in the amount of money businesses 

spend on these ads. In 2013, they spent 11.36 billion dollars and the expected amount for 

2017 is 35.98 billion dollars. This is an increase of at least 20 percent each year (eMarketer, 

2015). One form of advertising that is rapidly growing, according to Cooper and Nownes 

(2004), is the use of advertorials. An advertorial is “an advertisement that simulates the 

magazine’s editorial style: typeface and layout resemble those of the magazine in which the 

advertorial is placed” (Reijmersdal, Neijens, & Smit, 2005, p. 39). The effects of advertorials 

have been mostly researched in a magazine or newspaper context, but because of the 

increasing popularity and use of social media, it would be of added value to have information 

about that context as well. 
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The most used platform for social network advertising (SNA) is Facebook (eMarketer, 

2015; Funk, 2013). Striking, however, is the huge step Instagram is taking. It comes in second 

place when talking about multi-platform reach (Giorgio, 2016) and market penetration 

(Chaffey, 2017). That makes Instagram an interesting marketing platform for advertisers. 

There are over 200.000 advertisers who are active on this platform (Rao, 2016) and some of 

them are already engaging in advertorials on the social networking site (Chayka, 2016). It 

would be interesting to see how advertorials perform on this platform in comparison to other 

types of posts. The focus on creativity and visual storytelling (Instagram, n.d.) gives reasons 

to think that advertorials would work well on Instagram.  

To see if the type of post has an influence on the attitude people have towards a brand, 

the research question will be as follows: What is the influence of advertorials on Instagram, in 

comparison to other types of posts, on the attitude towards the brand, and do attitude towards 

the ad and acceptance of the ad mediate this effect? 

Since brands are rapidly discovering the possibilities of Instagram as a marketing 

platform (Geurin-Eagleman & Burch, 2016) and advertisers are already engaging in 

advertorials on this visual social media (Chayka, 2016), it is interesting to find out if 

advertorials are effective in establishing a positive attitude towards the brand. The insights 

could be highly beneficial to companies, because it might aid them in building an effective 

social media campaign. The consumer might also benefit from the outcomes of this research. 

According to Armelini and Villanueva (2011), consumers perceive ads as irritating or 

intrusive because of how they are portrayed. This research will gather information about what 

form of post is accepted the most by the consumers. It will also give them insights in how 

brands are trying to persuade them on this social media.   

This research will also extend the existing knowledge on SNA. It will take a closer 

look at how advertising on Instagram works; how different kind of posts are received and 
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what their effects are on the attitude towards the brand. Also, because previous studies have 

found a positive relationship between attitude towards the ad and attitude towards the brand 

(Shimp, 1981; Mitchell & Olson, 1981), this old relationship will be tested in the new, social 

media context to see if it still applies. 

The Conceptual Framework of Advertising on Social Media 

When trying to sell products or services, it is important that the consumers know about the 

existence of the brand. Keller (2008) calls this brand awareness. For a long time now, it is 

believed that the main goal of marketing is to create and sustain brand awareness (Macdonald 

& Sharp, 2000) and a powerful tool to do so is by advertising. Previous research shows that 

the money spent on advertisements has a positive influence on brand awareness (Buil, De 

Chernatony & Martínez, 2013). For the brand to enter the consideration set of the consumers, 

which means a consumer considers the brand when buying a product, repetition of the ad is 

important (Macdonald & Sharp, 2000). According to Truong (2014), brands that advertised 

on Instagram reported an increase of 32% in ad recall rates and an increase of 10% in recall of 

the brand message. These numbers give reason to believe Instagram is an effective advertising 

platform for brands. But, it is interesting to take a closer look at how different type of posts 

perform om this visual social network and what their effect is on the brand attitude, because 

not every ad is the same. Ads can differ in both content and form (Dahlén & Edenius, 2007).  

Traditional Advertising 

The best-known form of advertising is traditional ads, which nearly everyone is exposed 

to multiple times a day; on TV, outside, in magazines, et cetera. Traditional ads are 

“commercial advertisements that promote the sale of goods and services” (Brown & Waltzer, 

2004, p. 544). The exposure, however, is typically passive (Bezjian-Avery, Calder & 

Iacobucci, 1998), which means that people don’t actively choose to be exposed to it. Around 

the 1940’s and 1950’s, the hypodermic needle theory implied that mass media had a large 
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influence on the behaviour of the consumers. It was believed that people would get “injected” 

with a designed message which would lead to a direct, uniform, and desired effect (Bineham, 

1988). This is what most marketers tried to do with traditional ads, but now we know that 

different people process messages differently: they can perceive ads differently, have different 

attitudes and thus different outcomes. Although traditional advertising is still being used, 

mostly to accomplish brand awareness, there is also a form of “advertisement” that comes 

from the consumers instead of the brands. 

Social Posts 

 Because there is no clear definition of social posts in literature yet, in this research it is 

being defined as: the posts of a consumer who willingly, and with no influence of the brand 

itself, shows they bought, like or use a certain brand, product or service. Because Instagram 

portrays itself as: “the home for visual storytelling for everyone […] with a creative passion” 

(Instagram, n.d.), the focus on visuals and creativity has really stimulated this kind of 

promotion, which is a form of (electronic) word of mouth.  

 Word of mouth (WOM) is “interpersonal communication to persuade others to adopt 

the new behavior” (Valente, 2012, p. 50), which means that the communication from close 

others (peers, friends or family) is being used by a consumer as a source of information (Gelb 

& Johnson, 1995). Electronic word of mouth (eWOM) is the electronic version of WOM, 

defined as “any positive or negative statement made by potential, actual, or former customers 

about a product or company, which is made available to a multitude of people and institutions 

via the Internet” (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004, p. 39). eWOM is seen 

as an important form of promotion (Sweeney, Soutar & Mazzarol, 2008), because people who 

are skeptical of ads highly value peer recommendations (Chari, Christodoulides, Presi, 

Wenhold, & Casaletto, 2016). Consumers trust the opinions of close others more than the 
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messages of brands. The perceived reliability of the source makes (e)WOM nine times as 

effective as media advertising in trying to change attitudes into positive ones (Day, 1971).  

Because marketers are recognizing that (e)WOM can be very effective in promoting 

goods or services (Sweeney et al, 2008), companies are very interested in finding the best way 

to encourage eWOM on SNS. Marketers now mimic social posts with what is called 

advertorials. 

Advertorials 

An advertorial is a combination of an advertisement and an editorial (Wang, Yu & 

Dong, 2016). An editorial is a newspaper article in which the editor’s or publisher’s opinion 

on a certain news topic or item is presented (Sinclair, 1995). An advertorial has the same 

layout as an editorial and is also written by a publication’s staff, but the message is paid for 

by a company. That makes an advertorial “arguably close to crossing the line separating paid 

advertisements from press releases” (Winsor, 1993, p.193). The consumers do not perceive 

advertorials as much as a persuasion attempt as they do with traditional ads, because 

advertorials don’t stand out from the surrounding media content (Dahlén & Edenius, 2007).  

According to Forbes (2016), advertorials can contribute to WOM communication. She 

also states that marketers use advertorials to influence the digital dialogue (eWOM) 

surrounding their brand. According to Chayka (2016), brands are already engaging in 

advertorials on Instagram. They post pictures that are very similar to the ones somebody’s 

friends could post, of people having a good time. That is how the marketers try to mimic 

social post and thus try to encourage (e)WOM. 

Erkan and Evans (2016) found evidence for the prediction that the perceived 

credibility of the eWOM communicator improves the effectiveness of eWOM on the attitude 

of the consumers. This is also confirmed by Wu and Wang (2011), who found that a positive 

eWOM message from a credible source (such as peers, friends, family, professional), 
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positively influences the attitude towards the brand. According to the previous information 

about the different types of posts, these posts have different levels of encouraging (e)WOM: 

this level is low for traditional advertising, moderate for advertorials and high for social posts. 

That leads to the following hypotheses. 

 

H1a: An advertorial has a more positive effect on the attitude towards the brand than a 

traditional ad. 

 

H1b: A social post has a more positive effect on the attitude towards the brand than an 

advertorial. 

 

Ad Acceptance 

 Marketers ideally do not want consumers to notice the message they spread is a 

persuasion attempt, because the persuasion knowledge model (PKM) shows that “people's 

persuasion knowledge influences their responses to persuasion attempts” (Friestad & Wright, 

1994, p.1). Posts that contain obvious persuasion attempts often lead to user abandonment 

(Taylor, Lewin, & Strutton, 2011). Marketers therefore try to embed the message, make it 

subtler, so consumers will accept the ad and the message.  

 Credibility, trustworthiness and convincingness (Boerman, Reijmersdal, & Neijens, 

2012; Wojdynski & Evans, 2016) are important factors of ad acceptance. According to 

Chebat, Filiatrault, and Perrien (1990), consumers accept messages from credible sources 

more. This is being supported by Beltramini and Stafford (1993), who found that consumers 

are more likely to accept the messages about products or services endorsed by sources that 

they believe are objective, reliable and credible.  
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 According to the previous, different types of posts are very likely to have a different 

effect on the acceptance of the ad. This is being confirmed by Attaran, Notarantonio, and 

Quigley (2015), who state that consumers are more aware of the selling intent with traditional 

ads than with editorials. The persuasion attempt in a traditional ad, is quickly recognized by 

the consumer, but advertorials “fool” consumers to be more involved with the message (Kim, 

Pasadeos & Barban (2001). That leads to the following hypotheses:   

 

H2a: An advertorial has a more positive effect on the acceptance of the ad than a 

traditional ad. 

 

 In addition to the literature above, Attaran, Notarantonio, and Quigley (2015) also 

found that the consumers are not very aware of the selling intent with editorials. That finding 

is supported by Dix and Phau (2009), who state that the consumer adjudges editorials, in this 

research comparable to social posts, more credible than advertisements or advertorials. 

Because perceived credibility is an important factor in establishing message acceptance, this 

leads to the following hypothesis:  

 

 H2b: A social post has a more positive effect on the acceptance of the ad than an 

advertorial. 

 

Ad Attitude 

 Not only the acceptance of an ad, but also the attitude someone forms towards an ad is 

important in establishing desired effects. The overall attitude of consumers towards 

advertisements is not very positive, as they seem to increasingly avoid them (Kelly, Kerr, & 

Drennan, 2010), especially traditional advertisements in an online environment, such as SNS 
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(Chari et al., 2016). That is in line with research of Taylor, Lewin, and Strutton (2011), who 

found that content looking like an ad is believed to be abundant by the consumer.  

 According to Reijmersdal (2009, p. 152), “prominent brand placement affects attitudes 

negatively when audiences are involved with the medium vehicle, when they like the medium 

vehicle, or when they become aware of the deliberate brand placement (selling attempt).” As 

stated before, a selling attempt is more prominent in traditional ads than in advertorials, which 

leads to the following hypothesis: 

 

 H3a: An advertorial has a more positive effect on the attitude towards the ad than a 

traditional ad. 

  

 The statements above are in line with the persuasion knowledge model (PKM) of 

Friestad and Wright (1994), which shows that when people realize brands are persuading 

them, they feel reactance towards their message. Van Reijmersdal, Neijens, and Smit (2005) 

state that consumers have more skeptical and critical attitudes toward (traditional) advertising 

than they have towards editorial messages, which can be compared to social posts in this 

research. Because advertorials are a form of advertising and social posts are not, that leads to 

the following hypothesis:  

 

 H3b: A social post has a more positive effect on the attitude towards the ad than an 

advertorial. 

 

 There is not a lot of information about the effect of the acceptance of an ad on the 

attitude towards it. Belanche, Flavián, and Pérez-Rueda (2017), however, treated acceptance 

of the ad and attitude towards the ad, among others, as indictors of ad effectiveness. Also, the 
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acceptance of an ad by the consumers refers to how willing they are to receive commercial 

information and building or maintaining a certain relationship with a brand (Sultan, Rohm, & 

Gao, 2009). It is expected that when someone is open to an ad and accepts the message, they 

feel less resistance and eventually will have a higher attitude towards the ad. That leads to the 

following hypothesis: 

 

 H4: The acceptance of the ad has a positive effect on the attitude towards the ad. 

 

Brand Attitude 

Attitude towards the brand has been widely researched. The popularity of this concept 

can be explained by the fact that it is useful in predicting consumer behaviour (Mitchell & 

Olsen, 1981). The attitude towards the brand can affect purchase intention (Laroche, Kim, & 

Zhou, 1996; Zabadi, Shura, & Elsayed, 2012). Because of the influence attitude towards the 

brand has on purchase intention, brands are very much interested in this topic. What they 

ultimately try to achieve, is that the consumers buy their products or services.  

Among others, Lutz, MacKenzie and Belch (1983) state that the effect of 

advertisements on attitude towards the brand is mediated by the attitude towards the ad. That 

seems very reasonable, because a positive attitude towards an ad may be (indirectly) 

channelled onto the brand that’s being portrayed or that sent the message. Although this is a 

process that has been tested in multiple studies (Shimp, 1981; MacKenzie, Lutz & Belch, 

1986), it has not been tested in this new, social media context. It would be interesting to see if 

it also applies for advertising on Instagram. Because the effect of attitude towards the ad on 

the attitude towards the brand has been significant in multiple other studies, which researched 

multiple platforms, it is believed that this effect will also occur on Instagram. That leads to the 

following hypothesis: 
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H5: The attitude towards the ad has a positive effect on the attitude towards the brand. 

 

Serial Mediation 

Because, based on previously discussed literature, acceptance of the ad has an effect 

on the attitude towards the ad (H4) and the attitude towards the ad in turn has an effect on the 

attitude towards the brand (H5), it would be interesting to see if the effect occurs in that order 

and therefore test serial mediation. All the prior predictions are put into one model, which 

leads to the following hypothesis:   

 

H6: The effect of type of post on attitude towards the brand travels through acceptance 

of the ad and attitude towards the ad. 

 

 

 

 

 

 

 

 

 
 
 
 

 
Model 1: The conceptual model of this research 

Type of Instagram post 
 

Advertorial vs. social post 

Advertorial vs. traditional ad 

 

 
 

Attitude towards  

the ad 

 

Attitude towards  

the brand 

 
 

Acceptance of  

the ad 

H1

H2 H3

H4

H5 H6
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Method 

 To test whether different types of posts on Instagram would have different effect on 

the attitude towards the brand, an online experiment was conducted. The participants were 

randomly exposed to three posts for different brands: a social post, an advertorial (social ad), 

and a traditional ad. Next, participants were asked to evaluate those posts, as attitude towards 

the ad was a mediator in this research. They also reported their acceptance of the posts, 

another mediator, and their attitude towards the brands, which was the dependent variable. 

This is a link to the pre-registration of the research: 

http://aspredicted.org/blind.php/?x=qp4896. 

Respondents 

 This research tried to explain the effects of different posts on Instagram on the attitude 

towards the brand, therefore people of 18 years and older who use Instagram were approached 

to take part in this research. The survey was up from April 21 until May 9, 2017. During that 

period, the link to the online experiment was spread through personal Facebook and 

Instagram accounts to reach respondents. The link was also posted on Facebook groups such 

as Master Communicatiewetenschap VU 2016-2017 and Respondenten gezocht! to activate 

students to take part in this research. On May 8 and May 9, students at the Vrije Universiteit 

Amsterdam were approached face-to-face with flyers to convince them to take part. Those 

actions activated 927 people to access the questionnaire and 52% of them answered (almost) 

all the questions, which made a final sample of 482. Participants were 74.3% female; Mage = 

23.96, SD = 6.60, Rangeage 18 – 63; the highest level of education completed for most of them 

was HBO (24.90%); 60.6% students, 26.6% working full-time, 23.0% working part-time, 

2.7% unemployed looking for a job, 1.5% unemployed not looking for a job, 0.2% retired. 

The response options for current employment status were not exclusive, so the respondents 

were able to choose multiple options.  
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Procedure 

 The goal of the online experiment was to get a good idea of the effects of the different 

types of Instagram posts on the acceptance of the ad, the attitude towards the ad, and the 

attitude towards the brand. With an online experiment, the feelings and attitudes evoked after 

exposure can be measured. That, in general, gives a better, more realistic idea of a certain 

process than with a regular survey. 

 At the beginning of the questionnaire, the respondents were given some information 

about the research and were asked if they wanted to participate. They were also asked if they 

own an Instagram account and are of the age of 18 or older. The participants who answered 

yes could continue. The questionnaire then started with asking about their attitude towards 

different brands to measure their pre-attitude and questions related to their Instagram. In the 

next part, they were exposed to the different conditions. They would randomly see one social 

post of brand A, one advertorial of brand B, and one traditional ad of brand C. The name of 

one of their friends was used for the social post to make it look as real as possible. They were 

also exposed to three distractor posts, with no brands in them, just people. After seeing the 

posts, they answered questions about their attitude towards them, their acceptance of them 

and their attitudes towards the brands (post-attitudes). The survey ended after some 

demographic questions. 

The online survey could be filled in at any time and on any device and participants 

could to stop at any moment.  

Measures 

Types of posts. To see if the effect of a post on Instagram differs for certain types, 

three types were presented: a social post, an advertorial, and a traditional ad (see Appendix 

B). They were rotated across different brands and products to control for the possibility of a 

confound between brand and message type. The brands/products were chosen according to 
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the FCB-grid (Vaughn, 1980): McDonald’s for the category low involvement-feeling, Nivea 

Sun for the category low involvement-thinking and Dyson for the category high involvement-

thinking. 

Acceptance of the ad. To measure the acceptance of the ad, three items were used 

similar to Boerman, Reijmersdal, and Neijens (2012) and Wojdynski and Evans (2016): one 

credibility item and two items for acceptance: trustworthiness and convincingness. They were 

measured using a 7-point response scale; strongly disagree – strongly agree. The reliability 

was good and the scores on all three items were summed. Social: α = .86, M = 11.93, SD = 

4.49; Advertorial: α = .89, M = 10.53, SD = 4.71; Traditional: α = .89, M = 9.67, SD = 4.85. 

Attitude towards the ad. To measure the attitude towards the ads respondent were 

exposed to, a single item was used (Chang & Thorson, 2004). It asked about how they would 

rate the posts on a 7-point response scale; negative – positive. Social: M = 3.72, SD = 1.83; 

Advertorial: M = 2.94, SD = 1.64; Traditional: M = 2.99, SD = 1.67. 

Attitude towards the brand. The attitude towards the brand was the dependent 

variable in this research. Three of five items of Wojdynski, and Evans (2016) were used to 

ask the participants how they felt about specific brands. All three items had a 7-point response 

scale, but with different answering possibilities; unlikable – likable, unpleasant – pleasant, 

negative – positive. The reliability was good and the scores on all three items were summed. 

Social: α = .95, M = 13.55, SD = 4.58; Advertorial: α = .97, M = 13.09, SD = 4.81; 

Traditional: α = .96, M = 13.18, SD = 4.48. 

Plan of Analysis 

The hypotheses were tested through an online experiment where the 

respondents were exposed to three types of posts that were assigned to different brands, and 

presented in a random order. The design of this experiment was a repeated measures within-

subjects design with attitude towards the brand as most important dependent variable. 
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 MEMORE (Montoya & Hayes, 2017), an SPSS macro for testing mediation and 

moderation for repeated measures, will be used to test the hypotheses because of its ability to 

test mediation in a within-subjects design.  

Results 

This chapter contains the results of the research previously discussed. As stated above, 

the hypotheses will all be tested with MEMORE (Montoya & Hayes, 2017).  

Testing of Hypotheses 

To test the hypotheses and see if there are differences for the three types of Instagram 

posts (social, advertorial, and traditional) on acceptance of the ad, attitude towards the ad, and 

attitude towards the brand, MEMORE was used. With MEMORE, pairwise differences, paths, 

and also mediation can be measured. Because only two levels of the same variable can be 

tested at the same time, the analysis was run three times: first to compare advertorial with 

traditional (see Appendix C), second to compare social with advertorial (see Appendix D) and 

last to compare social with traditional (see Appendix E). Even though a comparison between 

social post and traditional ads is not hypothesized, this information is needed for hypotheses 

4, 5, and 6. So, the outcomes of the three analysis described, are used to test every hypotheses 

below.  

Hypothesis 1a. Hypothesis 1a tests if an advertorial has a more positive effect on the 

attitude towards the brand than a traditional ad does. The results of this specific hypothesis are 

in the first MEMORE analysis (see Appendix C). 

The test shows that the total effect of type of post on the attitude towards the brand is 

negative, which means that not the advertorial, but the traditional ad has a relatively more 

positive effect on the attitude towards the brand: b = -.107, SE = .292, p = .716. This effect is 

against the expectation based on literature, but was not statistically significant. Hypothesis 1a 

is not supported.  
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Hypothesis 1b.  Hypothesis 1b tests if a social post has a more positive effect on the 

attitude towards the brand than an advertorial (social ad). The results of this hypothesis appear 

in the second MEMORE analysis (see Appendix D).  

The test shows that the total effect of type of post on the attitude towards the brand is 

positive, which means that the social post indeed has a more positive effect on the attitude 

towards the brand than an advertorial: b = .478, SE = .285, p = .095. Although this effect 

seems to go in the same direction as was expected based on the literature, the effect is not 

statistically significant. Hypothesis 1b is therefore not supported.  

Hypothesis 2a. Hypothesis 2a tests if an advertorial has a more positive effect on the 

acceptance of the ad than a traditional ad does. The results of this specific hypothesis appear 

in the first MEMORE analysis (see Appendix C). 

The test shows that there is positive, statistically significant effect of type of post on 

the acceptance of the ad: b = .891, SE = .262, p < .001). Because the coefficient is positive, it 

means that the advertorial indeed has a more positive effect on the acceptance of the ad than 

the traditional ad. This is in line with the expectation based on literature and is significant, so 

hypothesis 2a is supported.  

Hypothesis 2b. Hypothesis 2b tests if a social post has a more positive effect on the 

acceptance of the ad than an advertorial. The results of this hypothesis are in the second 

MEMORE analysis (see Appendix D).  

The test shows that there is a positive effect of type of post on the acceptance of the 

ad, and that this effect is statistically significant: b = 1.411, SE = .249, p < .001). Because the 

coefficient is positive, it means that a social post has a more positive effect on the acceptance 

of the ad than an advertorial. The expected effect was found and it was statistically 

significant, so therefore hypothesis 2b is supported.  
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Hypothesis 3a. Hypothesis 3a tests if an advertorial has a more positive effect on the 

attitude towards the ad than a traditional ad does. The results of this specific hypothesis are in 

the first MEMORE analysis (see Appendix C). 

The test shows that there is a negative effect of type of post on the attitude towards the 

ad and that this effect is statistically significant: b = -.202, SE = .087, p = .020. The 

coefficient is negative, which means that the effect is going in the opposite direction. Not an 

advertorial, but a traditional ad has a more positive effect on the acceptance of the ad. 

Therefore, hypothesis 3a is rejected. 

Hypothesis 3b. Hypothesis 3b tests if a social post has a more positive effect on the 

attitude towards the ad than an advertorial (social ad). The results of this hypothesis are in the 

second MEMORE analysis (see Appendix D).  

The test shows a positive effect of type of post on the attitude towards the ad, which is 

significant: b = .517, SE = .093, p < .001. The coefficient is positive, which means that a 

social post indeed has a more positive effect on the attitude towards the ad than an advertorial. 

Because this effect is statistically significant, hypothesis 3b is supported.  

Hypothesis 4. Hypothesis 4 tests if the acceptance of the ad has a positive effect on 

the attitude towards the ad. The results for this hypothesis are in all three MEMORE analysis 

(see Appendix C, D and E), because this relationship is being analyzed for all three 

comparisons. That also means the comparison between social posts and traditional ads, 

although not individually hypothesized.  

First, looking at the analysis of advertorials compared to traditional ads, the test shows 

a significant and positive effect of the acceptance of the ad on the attitude towards the ad: b = 

.166,  SE = .015, p < .001 (see Appendix C).  
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The analysis where social posts are being compared to advertorials, also shows 

significant and positive effect of the acceptance of the ad on the attitude towards the: b = .181,  

SE = .017, p < .001 (see Appendix D).  

The last analysis, with the results of the comparison between a social post and a 

traditional ad, again shows a significant positive effect: b = .152,  SE = .016, p < .001 (see 

Appendix E).  

The coefficients are all positive and statistically significant, which means the higher 

the acceptance of the ad, the higher the attitude towards the ad. This effect occurred for every 

pairwise comparison. Therefore, hypothesis 4 is supported.  

Hypothesis 5. Hypothesis 5 tests if the attitude towards the ad has a positive effect on 

the attitude towards the brand. The results for this hypothesis are again in all three MEMORE 

analysis (see Appendix C, D and E). 

First, looking at the analysis of advertorials compared to traditional ads, the test shows 

a positive effect of the attitude towards the ad on the attitude towards the brand and this effect 

is significant: b = 1.162,  SE = .136, p < .001 (see Appendix C).  

The analysis where social posts are being compared to advertorials, also shows that a 

positive effect of the attitude towards the ad on the attitude towards the brand, which again is 

significant: b = .668,  SE = .139, p < .001 (see Appendix D).  

The last analysis, with the results of the comparison between a social post and a 

traditional ad, again shows a significant positive effect: b = .519,  SE = .120, p < .001 (see 

Appendix E).  

Because the coefficients are all positive, it means that for every type of post counts 

that the higher the attitude towards the ad, the higher the attitude towards the brand. The 

effects are all significant and therefore hypothesis 5 is supported.  
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Hypothesis 6. Hypothesis 6 concerns serial mediation. It tests if the effect of the type 

of post on the attitude towards the brand travels through acceptance of the ad first and then 

through attitude towards the ad. The results for this hypothesis are, again, in all three 

MEMORE analysis (see Appendix C, D and E).  

The indirect effect for advertorial versus traditional ad is b = .172, SE = .055, 95% CI 

[.071, .285], see Appendix C. The total effect size of this model is .251, which means 25.1% 

of the variance in attitude towards the brand is explained by all the variables in the model 

(type of post as IV, acceptance of the ad as M1, and attitude towards the ad as M2). The 

indirect effect for social post versus advertorial is b = .171, SE = .050, 95% CI [.085, .280], 

see Appendix D. The total effect size of this model is .112, which means 11.2% of the 

variance in attitude towards the brand is explained by all the variables in the model. The 

indirect effect for social post versus traditional ad is b = .180, SE = .054, 95% CI [.086, .292], 

see Appendix E. The total effect size of this model is .105, which means 10.5% of the 

variance in attitude towards the brand is explained by all the variables in the model. 

All three confidence intervals do not contain 0, which means the indirect effects of 

type of post on attitude towards the brand is statistically significant. It does indeed travel 

through the acceptance of the ad first and through the attitude towards the ad second. For that 

reason, hypothesis 6 is supported. 

Inconsistent mediation. The results of this research show inconsistent mediation. The 

direct effects get more negative in all three analysis when adding mediators, even though 

these mediators show significant positive effects (see Appendix C, D and E). Acceptance of 

the ad and attitude towards the ad are proven to be positive mediators of the effect of type of 

post on the attitude towards the brand, but there seem to be other things that work against this 

effect and are strong enough to cancel out their (positive) effect.  
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Conclusion and Discussion 

 This section summarizes the findings of this research, which will be compared to 

earlier described literature. Also, the implications of the results for theory and practice will be 

discussed. Finally, limitations of this research and the recommendations for future research 

will be given.  

Conclusion 

 With this research, advertising possibilities on the increasing popular social media 

Instagram are being examined. This specific research focusses on the use of advertorials on 

this platform. This form of advertising is being compared to two other types of posts: social 

posts and traditional ads. To answer to the research question “What is the influence of 

advertorials on Instagram, in comparison to other types of posts, on the attitude towards the 

brand, and do attitude towards the ad and acceptance of the ad mediate this effect?”, the 

results will be briefly discussed. 

 Advertorial versus traditional ad. Hypotheses 1a, 2a and 3a compared advertorials 

to traditional ads on three different levels: the attitude towards the brand (hypothesis 1a), the 

acceptance of the ad (hypothesis 2a) and the attitude towards the ad (hypothesis 3a).  

The first hypothesis expected that the effect on the attitude towards the brand would be 

higher for advertorials than for traditional ads. The results however, do not support this 

expectation based on research of Wu and Wang (2011), who found that a positive eWOM 

message from a credible source positively influences brand attitude. The results show that 

there is no difference between advertorials and traditional ads and the effect they have on the 

brand attitude.   

The second hypothesis expected that advertorials have a more positive effect on the 

acceptance of the ad. The results support this expectation, which is in line with Pasadeos and 

Barban (2001), who say that advertorials “fool” consumers to be more involved with a 
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message. The results show that an advertorial has a more positive effect on the acceptance of 

the ad than a traditional ad. 

The third hypothesis expected that advertorials would have a more positive effect on 

the attitude towards the ad. This expectation however, based on Reijmersdal (2009) who said 

that obvious brand placement has a negative effect on the attitude, is not supported by the 

results of this research. Traditional ads have a more positive effect on the attitude towards the 

ad than advertorials, which is found to be statistically significant. 

 Advertorial versus social posts. Hypotheses 1b, 2b, and 3b compared advertorials to 

social posts on the same three levels as advertorials were compared to traditional ads: the 

attitude towards the brand (hypothesis 1b), the acceptance of the ad (hypothesis 2b), and the 

attitude towards the ad (hypothesis 3b).  

Hypotheses 1b expected that the effect on the attitude towards the brand would be 

higher for social posts than for advertorials. The results however, do not support this 

expectation, which again is based on research of Wu and Wang (2011). The results show that 

there is no difference between social ads and advertorials on the effect they have on the 

attitude towards the brand. 

The effect on the acceptance of the ad was believed to be higher for social posts than 

for advertorials. This expectation is supported by the results of this research and therefore is 

in line with research of Beltramini and Stafford (1993), who found that when products or 

services are endorsed by objective and reliable sources, it is more likely people will accept 

their message. Social posts indeed do have a more positive effect on the acceptance of the ad 

than advertorials and this effect is statistically significant. 

For the attitude towards the ad, social posts were expected to have a more positive 

effect than advertorials. The results indeed show that social posts have a more positive effect 



ADVERTISING: A FRIEND OR A BRAND? 25 

on the attitude towards the ad than advertorials, which is in line with research of Van 

Reijmersdal, Neijens and Smit (2005).  

The mediation paths. To see if acceptance of the ad and attitude towards the ad are 

mediators for the effect of type of post on attitude towards the brand, those paths were also 

analyzed.  

The acceptance of the ad was expected to have a positive effect on the attitude towards 

the ad (hypothesis 4) based on different literature. In turn, the attitude towards the ad was 

expected to have a positive effect on the attitude towards the brand (hypotheses 5), based on 

Shimp (1981) and MacKenzie, Lutz, and Belch (1986) amongst others. Both hypotheses are 

being supported with the results of this research.  

Serial mediation. The previous two hypotheses showed that the acceptance of an ad 

has a positive effect on the attitude towards the ad, which in turn has a positive effect on the 

attitude towards the brand. To see if the effect of type of post on brand attitude travels through 

acceptance of the ad and attitude towards the ad, serial mediation was also tested. There 

indeed is statistically significant evidence for this serial mediation effect. However, even 

though the serial mediation is positively significant, the direct effects get more negative when 

adding the mediators (see Appendix C, D and E). That means inconsistent mediation occurs, 

where there are other factors who go against this effect and are strong enough to cancel out 

the (positive) effect of the mediators.   

With these results, it can be concluded that social posts are generally the best type of 

posts on Instagram. They have a significant positive effect on the acceptance of the ad and the 

attitude towards the ad. Both variables through which the attitude towards the brand 

eventually gets affected. On a practical level, this means that companies would benefit from 

gathering a group of influencers around them, people with a large reach who can recommend 

their products and services to others. Instead of marketers trying to mimic social posts, which 
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automatically turns those posts into advertorials, they would be better off influencing the 

eWOM around their brand indirectly, through “real” social posts. On a theoretical level, it 

raises the “why-question”. Why are people positively affected by these social posts? What 

components of the post makes it successful? Apart from the fact that it comes from people 

who are familiar to the consumer, the “imperfect” picture might also have an influence. 

Pictures of brands, the advertorials, are sometimes too polished. But there might also be other 

components of social posts that have an effect, for example social posts with faces in it or the 

ones who only show females.  

 What is striking, is the effect in acceptance of the ad and attitude towards the ad for 

advertorials versus traditional ads. Although advertorials have a higher acceptance, traditional 

ads do have a better effect on the attitude towards the ad. Multiple studies showed that 

attitude towards the ad has a positive effect on the attitude towards the brand. In contrast to 

the expectation, this means that brands would benefit more from using traditional ads on 

Instagram, instead of advertorials. On theoretical grounds, it would be interesting to take a 

closer look at this effect.  

Discussion  

 This study has some limitations. The first one contains the way the social post was 

displayed. Participants had to fill in five names of people they like to follow on Instagram. 

One of those names was used to display a social post and one to display a distractor post. If 

the survey got filled in by a male, there is a great possibility he reported (some) male friends 

names. There was a chance that one of those names was displayed with the social post of 

Nivea, which was a “selfie” of a women her legs. In that case, it might have not represented 

the reality as much and might have influenced the effect on the acceptance of the ad. 

Although it was controlled for by randomization, an additional analysis was run to see if there 

is reason to suggest it had an influence. An ANOVA without sex as control variable was 
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conducted, as well as an ANCOVA with sex as control variable. This showed that the effect 

for social post versus advertorial on the acceptance of the ad disappears when controlling for 

sex. There is a significant effect of type of post (social post versus advertorial) on acceptance 

of the ad before controlling for sex, F(1,476) = 62.866, p = < .001, hp
2 = .117. This effect 

disappears when controlling for sex, F(1,456) = 2.450, p = .118, hp
2 = .005. Although this 

does not say that this change occurred because of the way the social post was conducted, it 

would be more reliable for future research to make sure this no longer is an issue. That can be 

done by asking the respondents the sex of the friends names they fill in. In that way, 

researchers can make sure that the social post they see is of a person with the same sex. 

Another way to make sure sex is no longer an issue, is by using gender-neutral images and/or 

products. 

 Also, as stated above, an inconsistent mediation effect is found in the results. That 

raises the question which variables cancel out the positive effect of the two mediators. For 

future research it would be interesting to learn what has such a great effect on the found 

relationship. Based on literature, someone’s persuasion knowledge might influence their 

responses to persuasion attempts (Friestad & Wright, 1994). It would be interesting to include 

this in future research. 

 Another interesting item for future research is to examine the effects of video formats 

on Instagram. This research specifically looked at the effect of different types images, but 

they might differ from the effect of video’s an advertising purpose. The use of (sponsored) 

video’s on the platform is relatively new, but already a popular tool brands use to advertise on 

the platform (Heilpern, 2016). That makes it an interesting topic, where it would be of value 

to find out what components make a video (or post) more or less effective. That would give 

companies some practical information on what to do to make a post most effective, but it will 
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also help consumers as they will be able to know why they have a certain reaction to a post, 

and they can recognize the persuasion attempts of the brands.  

 Altogether, this research shows that social posts are more effective on Instagram than 

advertorials. It also showed that traditional ads are not history yet, but are still effective in 

establishing certain effects. Although advertorials have a more positive effect on the 

acceptance of the ad, a traditional ad has a more positive effect on the attitude towards the ad. 

So, depending on the desirable outcome a company or brand aims for, all types can be 

effective, but in different ways.  

  



ADVERTISING: A FRIEND OR A BRAND? 29 

References 

Armelini, G., & Villanueva, J. (2011). Adding social media to the marketing mix. IESE  

Insight, 9(9), 29-36. doi:10.15581/002.ART-1968 

Attaran, S., Notarantonio, E. M., & Quigley JR, C. J. (2015). Consumer perceptions of 

 credibility and selling intent among advertisements, advertorials, and editorials: A 

 persuasion knowledge model approach. Journal of Promotion Management, 21(6), 

 703-720. doi:10.1080/10496491.2015.1088919 

Belanche, D., Flavián, C., & Pérez-Rueda, A. (2017). Understanding interactive online  

advertising: Congruence and product involvement in highly and lowly arousing, 

skippable video ads. Journal of Interactive Marketing, 37, 75-88. 

doi:10.1016/j.intmar.2016.06.004 

Beltramini, R. F., & Stafford, E. R. (1993). Comprehension and perceived believability of  

seals of approval information in advertising. Journal of Advertising, 22(3), 3-13. 

 doi:10.1080/00913367.1993.10673407 

Bezjian-Avery, A., Calder, B., & Iacobucci, D. (1998). New media interactive advertising vs.  

traditional advertising. Journal of Advertising Research, 38, 23-32. 

Bineham, J. L. (1988). A historical account of the hypodermic model in mass communication.  

Communications Monographs, 55(3), 230-246. doi:10.1080/03637758809376169 

Boerman, S. C., Reijmersdal, E. A., & Neijens, P. C. (2012). Sponsorship disclosure: Effects  

of duration on persuasion knowledge and brand responses. Journal of 

Communication, 62(6), 1047-1064. doi:10.1111/j.1460-2466.2012.01677.x 

Buil, I., De Chernatony, L., & Martínez, E. (2013). Examining the role of advertising and  

sales promotions in brand equity creation. Journal of Business Research, 66(1), 115-

122. doi:10.1016/j.jbusres.2011.07.030 

Brown, C., & Waltzer, H. (2004). Virtual sources: Organized interests and democratization by  



ADVERTISING: A FRIEND OR A BRAND? 30 

the web. The Social Science Journal, 41(4), 543-558. doi:10.1016/j.soscij.2004.08.012 

Chaffey, D. (2017, April 27). Global social media research summary 2017 [Blog post].  

 Retrieved from http://www.smartinsights.com/social-media-marketing/social-media-

 strategy/new- global-social-media-research/  

Chang, Y., & Thorson, E. (2004). Television and web advertising synergies. Journal of 

 Advertising, 33(2), 75-84. doi:10.1080/00913367.2004.10639161 

Chari, S., Christodoulides, G., Presi, C., Wenhold, J., & Casaletto, J. P. (2016). Consumer  

trust in user-generated brand recommendations on Facebook. Psychology & 

Marketing, 33(12), 1071-1081. doi:10.1002/mar.20941 

Chayka, K. (2016, September 22). Instagram’s creepy new ads look like posts from your 

 friends [News article]. Retrieved from 

 https://www.theatlantic.com/technology/archive/2016/09/the-uncanny-valley-of-

 instagram-ads/501077/ 

Chebat, J. C., Filiatrault, P., & Perrien, J. (1990). Limits of credibility: The case of political 

 persuasion. The Journal of Social Psychology, 130(2), 157-167. 

 doi:10.1080/00224545.1990.9924566 

Cooper, C. A., & Nownes, A. J. (2004). Money well spent? An experimental investigation of 

 the effects of advertorials on citizen opinion. American Politics Research, 32(5), 546-

 569. doi:10.1177/1532673X04263829 

Dahlén, M., & Edenius, M. (2007). When is advertising advertising? Comparing responses to 

 non-traditional and traditional advertising media. Journal of Current Issues & 

 Research in Advertising, 29(1), 33-42. doi:10.1080/10641734.2007.10505206 

Day, G. S. (1971). Attitude change, media and word of mouth. Journal of Advertising  

Research, 11(6), 31-40.  

 



ADVERTISING: A FRIEND OR A BRAND? 31 

Dix, S., & Phau, I. (2009). Spotting the disguises and masquerades: Revisiting the boundary 

 between editorial and advertising. Marketing Intelligence & Planning, 27(3), 413-427. 

 doi:10.1080/10496491.2015.1088919 

eMarketer. (2015, April 15). Social network ad spending to hit $23.68 billion worldwide in 

 2015 [News article]. Retrieved from https://www.emarketer.com/Article/Social-

 Network-Ad-Spending-Hit-2368-Billion-Worldwide-2015/1012357 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’  

purchase intentions: An extended approach to information adoption. Computers in 

Human Behavior, 61, 47-55. doi:10.1016/j.chb.2016.03.003 

Forbes, K. (2016). Examining the beauty industry’s use of social influencers. Elon  

 Journal, 7(2), 78-87.  

Friestad, M., & Wright, P. (1994). The persuasion knowledge model: How people cope with  

persuasion attempts. Journal of Consumer Research, 21(1), 1-31. doi:10.1086/209380 

Funk, T. (2013). Advanced social media marketing: How to lead, launch, and manage a  

successful social media program. New York: Apress.  

Gelb, B., & Johnson, M. (1995). Word-of-mouth communication: Causes and  

consequences. Marketing Health Services, 15(3), 54-58. 

Geurin-Eagleman, A. N., & Burch, L. M. (2016). Communicating via photographs: A  

 gendered analysis of Olympic athletes’ visual self-presentation on Instagram. Sport 

 Management Review, 19(2), 133-145. doi:10.1016/j.smr.2015.03.002    

Giorgio, F. (2016, September 22). Facebook retains social media crown for UK Millennials 

 [Blog post]. Retrieved from http://www.comscore.com/Insights/Data-Mine/Facebook-

 retains-Social-Media- crown-for-UK-Millennials  



ADVERTISING: A FRIEND OR A BRAND? 32 

GlobalWebIndex. (2016, October). Social summary [Report]. Retrieved from 

 http://insight.globalwebindex.net/hubfs/Reports/GWI-Social-Q4-2016-Summary-

 Report.pdf?submissionGuid=db40fbf9-3bc8-4941- b5f9-1911e26fd64a 

Heilpern, W. (2016, January 25). Instagram massively increased the number of ads it shows  

 in the last few months [Blog post]. Retrieved from 

 http://www.businessinsider.com/instagram-is-massively-increasing-the-number-of-

 ads-it-shows-you-by-up-to-13-times-2016-1?international=true&r=US&IR=T  

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of- 

 mouth via consumer-opinion platforms: What motivates consumers to articulate 

 themselves on the internet? Journal of Interactive Marketing, 18(1), 38-52. 

 doi:10.1002/dir.10073  

Instagram. (n.d.). About us [Information on a page]. Retrieved from  

 https://www.instagram.com/about/us/  

Keller, K. L. (2008). Strategic branding management: Building, measuring, and managing  

brand equity. New Jersey: Prentice Hall. 

Kelly, L., Kerr, G., & Drennan, J. (2010). Avoidance of advertising in social networking sites:  

 The teenage perspective. Journal of Interactive Advertising, 10(2), 16-27. 

 doi:10.1080/15252019.2010.10722167 

Kim, B. H., Pasadeos, Y., & Barban, A. (2001). On the deceptive effectiveness of labeled and 

 unlabeled advertorial formats. Mass Communication & Society, 4(3), 265-281. 

 doi:10.1207/S15327825MCS0403_02 

Kok, F. (2014, April). Media:Tijd [Report]. Retrieved from http://www.mediatijd.nl/images/ 

 pdf/MediaTijd_Brochure_WEB.pdf   



ADVERTISING: A FRIEND OR A BRAND? 33 

Laroche, M., Kim, C., & Zhou, L. (1996). Brand familiarity and confidence as determinants 

 of purchase intention: An empirical test in a multiple brand context. Journal of 

 Business Research, 37(2), 115-120. doi:10.1016/0148-2963(96)00056-2 

Lee, J., & Hong, I. B. (2016). Predicting positive user responses to social media advertising:  

The roles of emotional appeal, informativeness, and creativity. International Journal 

of Information Management, 36(3), 360-373. doi:10.1016/j.ijinfomgt.2016.01.001 

Lutz, R. J., MacKenzie, S. B., & Belch, G. E. (1983). Attitude toward the ad as a mediator of  

 advertising effectiveness: Determinants and consequences. Advances in Consumer 

 Research, 10, 532-539. 

Macdonald, E. K., & Sharp, B. M. (2000). Brand awareness effects on consumer decision  

making for a common, repeat purchase product: A replication. Journal of Business 

Research, 48(1), 5-15. doi:10.1016/S0148-2963(98)00070-8 

MacKenzie, S. B., Lutz, R. J., & Belch, G. E. (1986). The role of attitude toward the ad as a  

mediator of advertising effectiveness: A test of competing explanations. Journal of 

Marketing Research, 23(2), 130-143. doi:10.2307/3151660 

Mitchell, A. A., & Olson, J. C. (1981). Are product attribute beliefs the only mediator of  

advertising effects on brand attitude? Journal of Marketing Research, 18(3), 318-332. 

doi:10.1353/asr.2000.0010 

Montoya, A. K., & Hayes, A. F. (2017). Two condition within-participant statistical  

mediation analysis: A path-analytic framework. Psychological Methods, 22(1), 6-27. 

doi:10.1037/met0000086 

Rao, L. (2016, February 24). Instagram now has hundreds of thousands of advertisers [Blog 

 post]. Retrieved from: http://fortune.com/2016/02/24/instagram-advertising-global/  

Reijmersdal, E. van. (2009). Brand placement prominence: Good for memory! Bad for  



ADVERTISING: A FRIEND OR A BRAND? 34 

 attitudes? Journal of Advertising Research, 49(2), 151-153. 

 doi:10.2501/S0021849909090199 

Reijmersdal, E. van., Neijens, P., & Smit, E. (2005). Readers' reactions to mixtures of  

advertising and editorial content in magazines. Journal of Current Issues & Research 

in Advertising, 27(2), 39-53. doi:10.1080/10641734.2005.10505180 

Shimp, T. A. (1981). Attitude toward the ad as a mediator of consumer brand choice. Journal  

of advertising, 10(2), 9-48. doi:10.1080/00913367.1981.10672756 

Sinclair, J. (1995). Collins COBUILD English language dictionary. London:  

 Harper Collins. 

Sultan, F., Rohm, A. J., & Gao, T. T. (2009). Factors influencing consumer acceptance of  

mobile marketing: a two-country study of youth markets. Journal of Interactive 

Marketing, 23(4), 308-320. doi:10.1016/j.intmar.2009.07.003 

Sweeney, J. C., Soutar, G. N., & Mazzarol, T. (2008). Factors influencing word of mouth  

effectiveness: Receiver perspectives. European Journal of Marketing, 42(3/4), 344-

364. doi:10.1108/03090560810852977 

Taylor, D. G., Lewin, J. E., & Strutton, D. (2011). Friends, fans, and followers: Do ads work  

on social networks? Journal of advertising research, 51(1), 258-275. 

 doi:10.2501/JAR-51-1-258-275 

Truong, A. (2014, February 13). This report shows why brands should embrace Instagram (if 

 they haven’t already) [Report]. Retrieved from http://www.fastcompany.com/ 

 3026419/fast-feed/this-report-shows-why-brands-should-embrace-instagram-if-the-

 havent-already   

Valente, T. W. (2012). Network interventions. Science, 337(6090), 49-53. 

 doi:10.1126/science.1217330  

Vaughn, R. (1980). How advertising works: A planning model. Journal of Advertising  



ADVERTISING: A FRIEND OR A BRAND? 35 

Research, 20(5), 27-33. 

Wang, X., Yu, C., & Dong, L. C. (2016). The direct and reposting effects of advertorials on  

sales. Frontiers of Business Research In China, 10(3), 451-469. doi:10.3868/s070-

005-016-0016-4 

Winsor, D. A. (1993). Owning corporate texts. Journal of Business and Technical  

Communication, 7(2), 179-195. doi:10.1177/1050651993007002001 

Wojdynski, B. W., & Evans, N. J. (2016). Going native: Effects of disclosure position and  

language on the recognition and evaluation of online native advertising. Journal of 

Advertising, 45(2), 157-168. doi:10.1080/00913367.2015.1115380 

Wu, P. C., & Wang, Y. C. (2011). The influences of electronic word-of-mouth message  

appeal and message source credibility on brand attitude. Asia Pacific Journal of 

Marketing and Logistics, 23(4), 448-472. doi:10.1108/13555851111165020 

Zabadi, A. M. A., Shura, M., & Elsayed, E. A. (2012). Consumer attitudes toward SMS 

 advertising among Jordanian users. International Journal of Marketing Studies, 4(1), 

 77. doi:10.5539/ijms.v4n1p77  

 
 
  



ADVERTISING: A FRIEND OR A BRAND? 36 

Appendix A 

Pre-registration 

 

  
 
 

����	����	�
�3��������3���	�����
�

	!&'��%� �	 #%�&&�"!&�3�� &'�%�� /��#%���:89?�47;?=;5
�%��'��0�;?6<B6=;<B�;<2>C����8��9

���%��0���;?6<B6=;<B�;<2?;����8��9

���(�%'�7'���()'�)�$#��(�#$)�.�)�%*�!��3����(��#$#."�/����$%.�8,�)�$*)��*)�$'�#�"�(9�,�(��'��)����.�)����*)�$'8(9�)$�*(���*'�#��%��'7'�+��,3��
#$#7�#$#."�/���+�'(�$#�8�$#)��#�#���*)�$'�#�"�(9�,�!!����$"��%*�!��!.��+��!��!����)��'�,��#��#��*)�$'�"� �(��)�%*�!��1�$'�)�'���.��'(��'$"�)��
4���'��5���)���)�)���)$%�$��)��(��$�*"�#)�8,�����+�'��$"�(���'()93��#)�!�)��)�)�"��)����$#)�#)(�$��)��(�%'�7'���()'�)�$#��'���$#����#)��!3

95����'6&�'��� ��!�$(�&'�"!����!���&����"%��,#"'��&�&����!��'�&'����!�'��&�&'(�,.

�$���!�"�������+�')$'��!(�,�!!�%'$�*���8�9�����))�)*��(1�8�9��'�#���))�)*��(1��#��8�9�����+�$'�!��#)�#)�$#(�)��)��'��"$'��%$(�)�+��)��#�)'���)�$#�!���(

�*)�!�((�%$(�)�+��)��#�*(�'7��#�'�)����$#)�#)3�

���(�������)(�,�!!����"����)����.������'�!�+�!(�$��($���!��$"%�'�($#1��'�����!�).1��������%)�#��1��#��!$,�'�!�+�!(�$�����'��$�#�)�$#3�

���������)(�,�!!��!($����%$(�)�+�!.�"$��'�)����.�"$��!��%�$#��'�!��#��1��#��#���)�+�!.�"$��'�)����.��#+$!+�"�#)1������)��,�'�#�((1��#���.#���("3

:5���&�%����'�����,���#�!��!'�)�%�����4&5�&#����,�!���"*�'��,�*������� ��&(%��1

����))�)*���8(�#�!���)�"91��'�#���))�)*���8>7�)�"1�%!*(���(�#�!�7�)�"���(�!�#�91��#������+�$*'�!��#)�#)�$#�8>��)�"93

;5��"*� �!,��!��*������"!��'�"!&�*����#�%'���#�!'&�����&&��!���'".

�.%��$��"�((�����(�"�#�%*!�)���,�)��#7(*����)(3������%�')���%�#)�+��,(���*(�'7��#�'�)���%$()1���+�')$'��!1��#����+�')�(�"�#)1�,������'��'$)�)��

��'$((�)�'����'�#�(3

<5��#����,��+��'�,�*������!��,&�&�,"(�*�����"!�(�'�'"��+� �!��'��� ��!�$(�&'�"!2�,#"'��&�&1

��)��#7(*����)(��������)$�)�()������)(�$��"�((����).%��$#���(1��$#)'$!!�#���$'���(�!�#���'�#���))�)*��(3

�$�)�()�"����)�$#1�)���������=3;�"��'$�,�!!����*(���)$��$#()'*�)��$$)()'�%%���'��'�((�$#�"$��!(��$'��������1��$'������%��',�(���$"%�'�($#�$�

)������8�$'���)$)�!�$��D�"$��!(93������"$��!�,�!!���+���$*'�%�'�!!�!�"����)$'(�8($���!��$"%�'�($#1��'�����!�).1��������%)�#��1����'��$�#�)�$#9��#��#$

�$+�'��)�(3

�#���%'�!�"�#�'.�()�%1�%'$%$(���"$��'�)$'(�,�!!����������)$�)����������"$��!�)$�)�()��$'��#)�'��)�$#(3����#1�)$��$'"�!!.�)�()��#��%'$��

"$��'�)�$#1�'��'�((�$#�"$��!(�,�!!�����$#()'*�)����$'������$��)���>���(�)��)��$!!�%(��,�)�7(*����)(����)$'(��#)$������'�#���(�$'�(�8�$!!$,�#��	*��1


�##.1����!�!!�#�1�=;;<91��$'���)$)�!�$��D�"$��!(3��'$%$(���"$��'�)$'(�$��)��(��,�)��#7(*����)(������'�#��(�,�!!�����#)�'����#)$�)���"$��!2�"$��!�

%�$#��'�!��#��1��#+$!+�"�#)1������)��,�'�#�((1��#���.#���("3����#�����#)��#)�'��)�$#������)(�,�!!����%'$����,�)��)���	$�#($#7��."�#�)���#�&*�1

*(�#��)���������=3;�"��'$�8,������$�(�#$)��!!$,��$+�'��)�(1�($���(�!�#���'�#���))�)*���,�!!�����-�!*����,��#�%'$��#�93

=5��!,�&��"!��%,��!��,&�&.

������������#��'��'�((�$#�"$��!(�,�!!�����-)�#����)$��*')��'��$#)'$!��$'�(�!�7�()��"1��))�)*���)$,�'���#()��'�"1�#*"��'(�$���#()��'�"��$!!$,(

�#���$!!$,�'(1��'�&*�#�.�$���#()��'�"�*(�1�(�-1����1���*��)�$#1��#���"%!$."�#)�()�)*(3�

��)���$!!��)�$#�(*%%$')(���+��"�()�'�)��(�(1������$��,�����,�!!�%'�(�#)���(*�(�)�$��)�����)���#���#�!.(�(1��#��"�.��+�#���%�')��'$"�)���!�'��'

%'$���)��#�(%�������%'����)�$#(��#��)�()(3

>5��"*� �!,�"�&�%)�'�"!&�*��������"����'���"%�*��'�*������'�% �!��&� #���&�-�.��"�!����'"��(&'��,�����&�"!/��('����#%���&����"('��+��'�,��"*�'��

!( ��%�*���������'�% �!��1

��G�@;;1���%*'%$(�+���$#+�#��#���(�"%!��$���*)�����*!)(1�$'�*#)�!���)���$!!��)�$#��#�(�$#���.�<=1�=;<B3���%'�$'��%$,�'��#�!.(�(�,�)���:�$,�'�>3<

�$*#��)��)��$'���>7!�+�!�,�)��#7(*����)(���(��#1�?=;�%�$%!���'��#�������$'�3D;�%$,�'�)$���)��)���("�!!������)�$��%�')��!��)��(&*�'���G�3;<1

�$#(�'+�)�+�!.��((*"�#��#$��$''�!�)�$#���),��#�'�%��)���"��(*'�(3

?5��!,'��!����&��,"(�*"(��������'"�#%�3%���&'�%.�4�1�1/���'���+��(&�"!&/�)�%�����&��"����'����"%��+#�"%�'"%,�#(%#"&�&/�(!(&(����!��,&�&�#��!!��.5

�)*�.�'�()'��)���)$�%�'($#(�<CF�,�$���+���#��#()��'�"����$*#)3���')���%�#)(�,�)��"$'��)��#�<;E�"�((�#����)��,�!!�����-�!*���3�����)�$#�!

"��(*'�(2��*'+�.�)� �#�$#�"$��!��$'���1��))�)*��(�)$,�'����()'��)$'��'�#�(1��#���))�)*��(�)$,�'����()'��)$'��#()��'�"�%$()(3

@5���)���!,���'�����!��"����'����"%�'��&�&'(�,���%���,.

�$1�#$���)����+�����#��$!!��)����$'�)��(�()*�.�.�)

��%��,��('��!'���',0�))%266�(%'����)��3$'�6�!�#�3%�%60-G&%?CDA�

��'(�$#�$���(�'����)����*�()�$#(2�<3;@



ADVERTISING: A FRIEND OR A BRAND? 37 

Appendix B 

The Survey 

 
Vandaag deelnemen aan: 

Instagram Impressies 
 
Hallo, wij zijn Raya, Meryam, Steffi, Kim, en Tessa, masterstudenten 
Communicatiewetenschap aan de Vrije Universiteit Amsterdam. Voor onze thesisprojecten 
onderzoeken we meningen over online gedrag, zoals Instagramgebruik. Jouw deelname is 
voor ons van grote waarde en helpt ons met het volbrengen van onze theses en afstuderen.  
 
Om mee te kunnen doen, moet je een Instagram account hebben en minimaal 18 jaar zijn.  
 
Dit onderzoek bestaat uit het invullen van een vragenlijst en het bekijken van verschillende 
Instagram posts. Het gehele onderzoek is in het Nederlands en zal ongeveer 15 minuten 
duren.  
 
Als dank voor je tijd verloten we tien Bol.com cadeaukaarten van €5.  
 
Het onderzoek bevat afbeeldingen van Instagram. We raden aan om de vragenlijst in te vullen 
op een mobiele telefoon.  
 
Hier is de link om aan het onderzoek te beginnen: http://bit.ly/2q6zq9W 
 
 
Alvast bedankt! 
Raya, Meryam, Steffi, Kim, en Tessa 
 
 
Noot. Dit onderzoek is goedgekeurd door de Ethische Commissie van de Faculteit Sociale 
Wetenschappen, Vrije Universiteit Amsterdam (21/04/2017). Het onderzoek wordt begeleid 
door onze adviseur, Dr. Benjamin Johnson. Als je verdere vragen hebt over het onderzoek, 
neem dan alsjeblieft contact op met hem via b.k.johnson@vu.nl.  
Voor vragen over jouw rechten als participant in dit onderzoek, of om andere 
onderzoeksgerelateerde zorgen of klachten te bespreken met iemand die niet bij dit 
onderzoeksteam hoort, mag je contact opnemen met Rob Kloppenburg van VU Sociale 
Wetenschappen via 020 598 6850.  
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Vrije Universiteit Amsterdam 
Toestemmingsformulier deelname onderzoek 
Titel van het onderzoek: Instagram Impressies 
Hoofdonderzoeker: Dr. Benjamin Johnson, Vrije Universiteit Amsterdam 
Mede-onderzoekers: Dr. Jolanda Veldhuis, Vrije Universiteit Amsterdam; Dr. Bridget 
Potocki, The Ohio State University 
 
Dit is een toestemmingsformulier voor deelname aan het onderzoek. Het betreft belangrijke 
informatie over het onderzoek en wat er van jou verwacht wordt als je besluit deel te nemen. 
Jouw deelname is vrijwillig. Lees de informatie alsjeblieft goed door. Voel je vrij om vragen 
te stellen voordat je besluit om wel of niet deel te nemen. Om deel te kunnen nemen moet je 
18 of ouder jaar zijn en je kunt slechts één keer meedoen.  
 
Doel: Het doel van dit onderzoek is om vast te stellen hoe mensen zich voelen over het 
gebruik van Instagram, wat voor soort sociale media zij gebruiken en wat hun online 
interesses zijn. In dit onderzoek kan gevraagd worden naar jouw antwoorden op verschillende 
vragen zoals hoeveel je Instagram gebruikt, wat voor soort sociale media content je bekijkt, 
wat je vindt van verschillende media en producten, wat je vindt van bepaalde type Instagram 
posts en hoe je je over jezelf voelt.  
 
Taken: Als je ervoor kiest om deel te nemen aan dit onderzoek, zal je gevraagd worden naar 
jouw mening zowel voor als na het bekijken van verschillende Instagram posts. Er zijn geen 
foute antwoorden. Wij willen jouw eerlijke mening. De vragenlijst is in het Nederlands. 
  
Duur: Het onderzoek zal ongeveer 15 minuten duren. Je kunt ervoor kiezen om vragen niet te 
beantwoorden. Je kunt het onderzoek op elk moment verlaten. Als je besluit jouw deelname te 
beëindigen, zal dit geen gevolgen hebben voor jou en zal je geen voordelen verliezen waar je 
anders recht op hebt. Jouw keuze zal jouw toekomstige relatie met de Vrije Universiteit 
Amsterdam niet beïnvloeden. 
 
Risico’s en voordelen: De risico’s van deelname aan dit onderzoek zijn niet groter dan de 
risico’s die je ondervindt in het dagelijks leven. Bovendien kun je geen toename van directe 
voordelen verwachten. Door deel te nemen help je wel sociaalwetenschappelijk onderzoek 
met betrekking tot communicatiefenomenen vooruit.  
 
Vertrouwelijk: Je hebt de mogelijkheid om jouw e-mailadres achter te laten om zo kans te 
maken op een van de cadeaubonnen (optioneel). We zullen je ook vragen om een aantal 
vrienden die je volgt op Instagram te noemen, zodat een aantal onderzoeksvragen beantwoord 
kunnen worden.  
 
Nadat het onderzoek is afgerond in mei 2017, zullen jouw e-mailadres, de namen van je 
vrienden en andere herkenbare informatie verwijderd worden en zullen jouw antwoorden 
worden samengevoegd met die van anderen. Jouw antwoorden kunnen zo een onderdeel 
worden van thesisverslagen en een wetenschappelijk artikel voor publicatie. Wanneer deze 
informatie is verwijderd, zal er geen mogelijkheid zijn om jouw antwoorden naar jou te 
herleiden. Er zal moeite worden gedaan om jouw antwoorden en onderzoek gerelateerde 
informatie vertrouwelijk te houden. 
 
Beloning ter aansporing: Deelnemers zullen worden toegevoegd aan de loting voor tien 
Bol.com cadeaubonnen van €5,-. Jouw kans om te winnen is 1 op 80. Met de winnaars zal via 
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email contact worden opgenomen. Je bent vrij om je op elk moment uit het onderzoek terug te 
trekken.  
 
Rechten van deelnemer: Je mag weigeren om deel te nemen aan dit onderzoek zonder 
consequenties of verlies van voordelen waar je anders recht op hebt. Als je een student of 
medewerker bent van Vrije Universiteit Amsterdam kun je op elk moment kiezen om jouw 
deelname te stoppen zonder consequenties of verlies van voordelen. Door akkoord te gaan 
met dit formulier, geef je geen persoonlijke wettelijke rechten op die je hebt als deelnemer 
aan dit onderzoek. Je mag deze pagina uitprinten voor jouw eigen archief of je kunt een kopie 
aanvragen door contact op te nemen met Benjamin Johnson via b.k.johnson@vu.nl. 
 
Contactgegevens en vragen: Dit onderzoek is goedgekeurd door de Ethische Commissie van 
de Faculteit der Sociale Wetenschappen, Vrije Universiteit Amsterdam (XXXX). Dr. 
Benjamin Johnson heeft toezicht gehouden op het onderzoek. Als je andere vragen hebt over 
het onderzoek, neem dan alsjeblieft contact op met hem via b.k.johnson@vu.nl of 020 598 
9778. Voor vragen met betrekking tot jouw rechten als deelnemer aan dit onderzoek of om 
andere onderzoek gerelateerde zorgen of klachten te bespreken, kun je contact opnemen met 
iemand die geen onderdeel uitmaakt van het onderzoeksteam, Rob Kloppenburg van VU 
Sociale Wetenschappen via 020 598 6850.  
 
Alvast bedankt voor je deelname.  
Raya Berkelaar, Meryam Boufouchk, Steffi Hoolwerf, Kim de Koning, en Tessa Puijk 
Dr. Benjamin Johnson en Dr. Jolanda Veldhuis, Vrije Universiteit Amsterdam 
Dr. Bridget Potocki, The Ohio State University 
 
Als je door wilt gaan met je deelname aan dit onderzoek, laat dit dan weten door op de juiste 
knop hieronder te drukken: 
 
Ja, ik wil deelnemen aan dit onderzoek. 
 
Nee, ik wil niet deelnemen aan dit onderzoek.  
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Bedankt voor het akkoord gaan met deelname (/participatie) aan dit onderzoek. 
 
In de aankomende/volgende 15 minuten wordt je gevraagd een aantal vragen te beantwoorden 
over jezelf, je Instagram gebruik en je mening(en). We zullen ook een aantal Instagram posts 
(berichten) tonen, zodat jij deze kan evalueren. We zullen je ook een aantal Instagram posts 
presenteren, zodat je deze kan evalueren.  
 
Neem alsjeblieft de tijd en beantwoord de vragen zorgvuldig en eerlijk. We willen weten wat 
je denkt. 
 
Allereerst: 
 
Heb je een Instagram account? 
Nee/Ja 
 
Ben je 18 jaar of ouder? 
Nee/Ja  
 
Neem je deze enquête op een mobiel apparaat? (Sterk aanbevolen) 
Nee/Ja 
 
<BREAK> 
 
Single-Item Self-Esteem (1 item; Robins et al. 2001) 
Geef aan in hoeverre je het eens bent met onderstaande stelling. 
 
Ik heb veel zelfvertrouwen 
Geldt niet echt voor mij 1 2 3 4 5 Geldt zeker voor mij 
 
<BREAK> 
 
Manolis/Roberts Cell-Phone Addiction Scale  
Ik word geagiteerd (/prikkelbaar) wanneer mijn mobiele telefoon niet in het zicht is. 
Ik word nerveus wanneer de batterij van mijn mobiele telefoon bijna leeg is. 
Ik spendeer meer tijd op mijn mobiele telefoon dan ik zou moeten doen. 
Ik vind dat ik meer en meer tijd spendeer op mijn mobiele telefoon. 
 
[1 = Helemaal mee oneens, 7 = Helemaal mee eens] 
 
<BREAK> 
 
Geef aan hoe je je voelt richting elk van de volgende. 
 
Facebook 
Instagram 
Pinterest 
Nivea Sun cream 
Starbucks coffee 
Bic pens 
McDonald’s  
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Dyson vacuums 
Illy coffee 
Heineken beer 
BMW cars 
Coca-Cola Life soda 
 
1 = Negatief 7 = Positief 
 
<BREAK> 
 
Hoeveel gebruikers volg je op Instagram? 
0-50 
51-100 
101-150 
151-200 
201-250 
251-300 
301-350 
351-400 
401-450 
451-500 
501-550 
551-600 
601-650 
651-700 
700+ 
 
Hoeveel gebruikers volgen jou op Instagram? 
0-50 
51-100 
101-150 
151-200 
201-250 
251-300 
301-350 
351-400 
401-450 
451-500 
501-550 
551-600 
601-650 
651-700 
700+ 
 
Stel je nu vijf vrienden voor wiens account je leuk vindt om te volgen. 
 
Geef hieronder de gebruikersnaam (of echte naam) van het Instagram account van je vijf 
vrienden. Deze namen worden alleen gebruikt voor het doel van het onderzoek, we delen deze 
informatie niet en nemen geen contact met je vrienden op. Later in het onderzoek laten we 
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verschillende Instagram posts zien, waarbij we vragen of je je wil voorstellen dat je vrienden 
deze gepost hebben. 
 
De namen van mijn vijf vrienden die ik leuk vind om te volgen op Instagram zijn:  
[Gebruikersnaam] 
 
<BREAK> 
 
Instagram Usage 
Hoe vaak heb je in de afgelopen week, ongeveer, per dag Instagram geopend? 
<OPEN> 
 
<BREAK> 
 
Instagram Posts (3 x 3 randomization scheme, brand x type)  
Attitude Toward the Ad (single item version of Chang & Thorson, 2004) 
We laten je nu een aantal Instagram posts zien. Stel je voor dat je deze posts ziet wanneer je 
door je eigen Instagram feed scrolt.  
 
We willen graag weten wat je van iedere post vindt. Probeer op dezelfde manier te reageren 
als wanneer je deze posts in je eigen Instagram feed voorbij zou zien komen. 
 
 
<POST> 
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Hoe zou je deze post beoordelen?  
 
1 = Negatief 7 = Positief 
 
<BREAK> 
 
Ad recognition (based on Tutaj & van Reijmersdal, 2012; Wojdynski & Evans, 2016) 
 

Ben je vormen van reclame tegengekomen in de Instagram posts?  

Nee/weet ik niet zeker/ja  

Wat is je precies opgevallen? 

<OPEN> 

 
Welk van deze afbeeldingen werd gesponsord door een merk?  

 
<SHOW 6 IMAGES> 
 
<BREAK> 
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Social Comparison (based on Buunk et al., 2012; Locke, 2007), Credibility (single item 
similar to Boerman, Reijmersdal, & Neijens, 2012; Wojdynski & Evans, 2016); 
“Acceptance” (2 items); Persuasion Knowledge (Campbell & Kirmani, 2000) 
 
Geef aan in hoeverre je het eens bent met de volgende stellingen 
 
[SHOW EACH OF 3 POSTS] 
 
Ik vergeleek mezelf met de persoon in de foto. 
Ik vergeleek mezelf met de persoon die de foto heeft gepost. 
Ik vond de post betrouwbaar. 
Ik vond de post geloofwaardig. 
Ik vond de post overtuigend. 
Toen ik de Instagram post bekeek, vond ik het vrij duidelijk dat [merk] mij wilde 
beïnvloeden. 
 
1 = helemaal niet mee eens 7 = helemaal mee eens 
 
<BREAK> 
 
Attitude Toward the Brand (3 items from 5-item Wojdynski & Evans, 2016) 
Wat vind je van [merk]? 
 
1=Onprettig 7=Prettig  
1=Onaangenaam 7=Aangenaam 
1=Negatief 7=Positief 
 
<BREAK> 
 
Behavioral Intention (3 items from 5-item Lu, Chang, & Chang, 2014) 
Ik zou overwegen om dit product te kopen. 
Het is mogelijk dat ik dit product zal kopen. 
Ik zal (merk) aanschaffen, de volgende keer dat ik een (product) nodig heb. 
1 (Helemaal mee oneens) tot 7 (Helemaal mee eens) 
 
<BREAK> 
 
Involvement (select items from Cho & Boster, 2005) 
Geef aan in hoeverre je het eens bent met de volgende stellingen.  
 
Wanneer anderen weten welke merken ik gebruik, dan kan dat hun impressie van mij 
beïnvloeden. 
Als anderen de merken kennen die ik gebruik, zou het hun mening over mij beïnvloeden. 
Het kiezen van de juiste merken beïnvloedt mijn dagelijks leven. 
Het is gemakkelijk voor mij om manieren te bedenken waarop de juiste merken mijn welzijn 
beïnvloeden. 
Mijn merkkeuze is gebaseerd op de waarden die ik probeer na te streven in mijn leven. 
Mijn merkkeuze is gebaseerd op de belangrijkste principes die mijn leven leiden. 
1 (Helemaal mee oneens) tot 5 (Helemaal mee eens) 
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<BREAK> 
 
Affect Awareness (Bosmans & Baumgartner, 2005; Taute, Huhmann, & Thakur, 2010) 
Bij de evaluatie van de merken vertrouwde ik op mijn gevoelens en emoties. 
Ik denk dat mijn gevoelens en emoties belangrijk waren voor mijn evaluatie van de merken. 
Ik herken mijn emoties gemakkelijk. 
Ik ben me zelfs bewust van subtiele emoties als ik die heb. 
Ik weet waarom mijn emoties veranderen. 
Ik begrijp waarom ik reageer zoals ik doe in situaties. 
 
[1 = Helemaal mee oneens, 7 = Helemaal mee eens] 
 
<BREAK> 
 
Cynicism (Miller, Jenkins, Kaplan, & Salonen, 1995) 
Geef aan in hoeverre je het eens bent met de volgende stellingen 
 

Ik geloof dat mensen liegen voor hun eigen profijt 

Ik geloof dat mensen niet de moeite nemen om anderen te helpen. 

Ik geloof dat mensen alleen vrienden hebben om zichzelf te helpen 

Ik geloof dat het beter is om niemand te vertrouwen 

Ik geloof dat het mensen niet uitmaakt wat anderen overkomt 

Ik geloof dat oprechtheid alleen ontstaat door de angst om betrapt te worden 

Ik geloof dat mensen bereid zijn om gewetenloos te zijn 

 

1 = helemaal mee eens, 2 = beetje mee eens 3 = beetje mee oneens 4 = zeer mee oneens  

 
<BREAK> 
 
Demographics 
Wat is je geslacht? 
Man Vrouw      overig(?) 
 

Wat is je leeftijd? 

<waarde> 

 

Wat is je hoogst afgeronde opleiding?  



ADVERTISING: A FRIEND OR A BRAND? 46 

vmbo 

havo 

vwo 

mbo 

hbo 

wo bachelor 

wo master 

doctoraat  

 

Wat is je huidige arbeidssituatie (meerdere antwoorden mogelijk)?  

student 

full-time 

part-time 

niet werkend, wel op zoek  

niet werkend, niet op zoek  

gepensioneerd  

 

Wanneer je kans wilt maken op één van de Bol.com giftcards, laat dan hier je e-mailadres 

achter. 

 
<BREAK> 
 
Afronding 
 
Bedankt dat je de tijd hebt genomen deel te nemen aan dit onderzoek. We stellen de 
informatie die je hebt gegeven erg op prijs.   
 
Het streven van dit onderzoek is om vast te stellen hoe mensen reageren op Instagram posts 
van merken, met name de posts die lijken op posts van vrienden.  
 
Sommige posts die je hebt gezien waren van merken en andere waren gekoppeld met de 
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(gebruikers)naam van je vrienden. We testen hoe de posts van merken effect hebben op 
attitudes en gevoelens tegenover de posts en de betreffende merken. 
 
Onthoud alsjeblieft dat jouw deelname en antwoorden vertrouwelijk zijn. We zullen jouw e-
mailadres en andere persoonlijke informatie verwijderen zodra wij de tien cadeaubonnen van 
€5,- hebben uitgereikt. 
 
Je hebt nog steeds de mogelijkheid om je terug te trekken zonder consequenties. Jouw 
deelname is te allen tijde vrijwillig en je mag op elk moment deelname weigeren of je 
terugtrekken uit het onderzoek zonder consequenties, verlies van voordelen waar je anders 
recht op hebt of het verliezen van de beloning. Als je dat verlangt, kunnen wij je verwijderen 
uit de gegevens.  
 
Praat de komende weken alsjeblieft niet met anderen over hetgeen je gezien hebt tijdens het 
onderzoek, omdat dit hun antwoorden kan beïnvloeden. 
 
Maar, we zouden het erg waarderen als je anderen wilt vragen ook deel te nemen aan dit 
onderzoek! De link naar het onderzoek is… Voel je vrij om dit delen op sociale media. 
 
Bedankt voor je tijd en voor het helpen met het afsluiten van onze master thesis projecten! 
 
Raya, Meryam, Steffi, Kim, en Tessa 
	

	
Opmerking. Dit onderzoek is goedgekeurd door de Ethische Commissie van de Faculteit der 
Sociale Wetenschappen, Vrije Universiteit Amsterdam (21/04/2017). Dr. Benjamin Johnson 
heeft toezicht gehouden op het onderzoek. Als je andere vragen hebt over het onderzoek, 
neem dan alsjeblieft contact op met hem via b.k.johnson@vu.nl of 020 598 9778.  
 
Voor vragen met betrekking tot jouw rechten als deelnemer aan dit onderzoek of om andere 
onderzoek gerelateerde zorgen of klachten te bespreken, kun je contact opnemen met iemand 
die geen onderdeel uitmaakt van het onderzoeksteam, Rob Kloppenburg van VU Sociale 
Wetenschappen via 020 598 6850.  
 
  



ADVERTISING: A FRIEND OR A BRAND? 48 

C -.107 (.292) 
 

.891** (.262) -.202* (.087) 1.162** (.136) 

C’ -.223 (.258) 
 

Appendix C 

Figure 1 

 

 

 

 

 

  

 

 

 
 
 
 

 
 

     Serial mediation: b = .172, SE = .055, 95% CI [.071, .285] 

   Indirect effect only acceptance of the ad: b = .179, SE = .072, 95% CI [.057, .339] 

  Indirect effect only attitude towards the ad: b = -.235, SE = .107, 95% CI [-.453, -.037] 

 

 

 
Figure 1. Advertorial versus traditional ad 

 

* p < .05 

** p < .001 

 

 
 
 
 
 
 
 
 
 
 

Type of Instagram post 
 

Advertorial 

Traditional ad 

 

 
 

Attitude towards  

the ad 

 

Attitude towards  

the brand 

 
 

Acceptance of  

the ad 

.166** (.015) 
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C .478 (.285) 

1.411** (.249) .517** (.093) .668** (.139) 

C’ -.255 (.288) 

Appendix D 

Figure 2 

 
 

 

 

 

 

  

 

 

 
 
 
 

 
  

Serial mediation: b = .171, SE = .050, 95% CI [.085, .280] 

   Indirect effect only acceptance of the ad: b = .217, SE = .097, 95% CI [.042, .426] 

  Indirect effect only attitude towards the ad: b = .346, SE = .107, 95% CI [.165, .584] 

 
 
Figure 2. Social post versus advertorial 

 

* p < .05 

** p < .001 

 
 

 
 

  

Type of Instagram post 
 

Social post 

Advertorial 

 

 
 

Attitude towards  

the ad 

 

Attitude towards  

the brand 

 
 

Acceptance of  

the ad 

.181** (.017) 
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C .338 (.268) 

2.275** (.281) 
 

.360** (.104) 
 

.519** (.120) 

C’ -.409 (.275) 

Appendix E 

Figure 3 

 

 

 

 

 

  

 

 

 
 
 
 

 
 

     Serial mediation: b = .180, SE = .054, 95% CI [.086, .292] 

   Indirect effect only acceptance of the ad: b = .380, SE = .140, 95% CI [.124, .679] 

            Indirect effect only attitude towards the ad: b = .187, SE = .070, 95% CI [.068, .339] 

 

 

 

 
Figure 3. Social post versus traditional ad 

 

* p < .05 

** p < .001 

 

 
 
 

 

 

Type of Instagram post 
 

Social post 

Traditional ad 

 

 
 

Attitude towards  

the ad 

 

Attitude towards  

the brand 

 
 

Acceptance of  

the ad 

.152** (.016) 
 


