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Abstract
Purpose – The purpose of this paper is to compare two brand posts with the different content created by a
celebrity (emotional content vs rational content) on Instagram and their effects on users’ willingness to use
offline word of mouth (WOM) and electronic WOM (eWOM). The research model also consists of product
involvement as the moderator.
Design/methodology/approach – Based on the results of the pretest stages, the study included two
stimuli, and respondents were presented with two different brand posts (i.e. two manipulated pictures and
texts on the Instagram frame). A two-group comparison (positive emotional brand post vs negative rational
brand post) between-subjects experiment (n= 214) was conducted.
Findings – The results indicate that WOM and eWOM are more affected by a celebrity’s emotional brand
post than a celebrity’s rational brand post. Furthermore, both types of WOM are more affected through high
product involvement enhanced by a celebrity’s rational brand post than through high product involvement
boosted by a celebrity’s emotional brand post.
Practical implications – Managerial implications for social media marketing and Instagram celebrity-
based branding are provided. Practical implications are also provided in the form of evidence of how the
impacts of two different brand posts on positive offline WOM and eWOM are affected differently through the
moderation of product involvement.
Originality/value – The research argues for theoretical implications for the marketing literature on
celebrity endorsements. The study also tests one moderating effect on the relationship between brand post
content andWOMand eWOM.
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Analizando la influencia de los mensajes emocionales y racionales de los famosos sobre
lasmarcas

Resumen
Prop�osito – El prop�osito de este trabajo es comparar dos posts de marcas con diferente contenido creado
por una celebridad (contenido emocional vs. contenido racional) en Instagram y sus efectos en la disposici�on
de los usuarios a utilizar WOM y eWOM. El modelo de investigaci�on tambi�en incluye la implicaci�on del
producto comomoderador.
Diseño – Sobre la base de los resultados de las etapas de prueba previa, el estudio incluy�o dos estímulos, y a
los encuestados se les presentaron dos publicaciones de marca diferentes (es decir, dos im�agenes y textos
manipulados en el marco de Instagram). Se realiz�o un experimento entre sujetos (n = 214) de comparaci�on de
dos grupos (post de marca emocional positivo frente a post de marca racional negativo).
Conclusiones – Los resultados indican que elWOMy el eWOM se ven m�as afectados por el post emocional
de la marca de un famoso que por el post racional de la marca de un famoso. Adem�as, ambos tipos de boca a
boca se ven m�as afectados por la alta implicaci�on del producto potenciada por el post racional de la marca de
un famoso que por la alta implicaci�on del producto potenciada por el post emocional de la marca de un
famoso.
Implicaciones pr�acticas – se ofrecen implicaciones de gesti�on para el marketing en las redes sociales y el
branding basado en los famosos de Instagram. Las implicaciones pr�acticas tambi�en se proporcionan en forma
de evidencia de c�omo los impactos de dos publicaciones de marca diferentes en el WOM positivo y el eWOM
se ven afectados de manera diferente a trav�es de la moderaci�on de la implicaci�on con el producto.
Originalidad – La investigaci�on aporta implicaciones te�oricas para la literatura de marketing sobre el
patrocinio de los famosos. El estudio tambi�en prueba un efecto moderador en la relaci�on entre el contenido de
los posts demarca y elWOMy el eWOM.
Palabras clave Mensajes de marca, Patrocinio de famosos, Contenido emocional y racional, Instagram,
Marketing en redes sociales, WOM
Tipo de artículo Trabajo de investigaci�on

名人创作的感性和理性品牌帖子的影响分析

摘要

目的 – 本文旨在比较Instagram上两个由名人创作的不同内容的品牌帖子（感性内容Vs.理性内容）,
以及其对用户使用线下口碑（WOM）和电子口碑（eWOM）意愿的影响。该研究模型还包括产品涉
入作为调节变量。
设计/方法/途径-基于前测阶段的结果 – 研究包括两个刺激物, 受访者被呈现两个不同的品牌帖子
(即Instagram框架上的两个被操纵的图片和文字)。进行了两组比较(积极感性品牌帖子vs. 消极理性品
牌帖子)的主体间实验 (n= 214)。
研究结果 –结果表明,与名人的理性品牌帖子相比, WOM和eWOM受名人感性品牌帖子的影响更大。
此外,这两种类型的口碑通过名人的理性品牌帖子所增强的高产品涉入度比通过名人的感性品牌帖子
所增强的高产品涉入度受到的影响更大。
实践意义 – 提供了对社交媒体营销和Instagram名人品牌的管理意义。研究还提供了实际意义, 证明
了两种不同的品牌帖子对积极的WOM和eWOM的影响是如何通过产品涉入度的调节而不同的。
原创性/价值 – 该研究论证了名人代言的营销文献的理论意义。该研究还检验了品牌帖子内容与
WOM和eWOM之间关系的调节效应。
关键词 品牌帖子,名人代言,感性和理性内容, Instagram,社交媒体营销,口碑

文章类型 研究型论文

1. Introduction
Currently, the growing popularity of social media networks empowers individuals to
acquire large audiences of up to several million people on these platforms. Social network
platforms create hubs of brand communities that congregate users who contribute to
newsfeeds and share brand information by tagging friends (Wang, 2021). Instagram, as one
of these popular social networks, is the fastest growing, recently reaching one billion four
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hundred and seventy-eight million active users (Statista, 2022). Instagram has enabled users to
take photos, use filters, share the photos with followers who can like and comment on them
(Kim et al., 2017) and provide other templates (e.g. stories and live videos) to improve the user
experience. The venue format of platforms such as Instagram enables brands to create owned
media and to engage with their followers by constructing posts using visual and textual
modalities (Rietveld et al., 2020). Brands can reach a large audience at a relatively low cost
compared to paid media activities such as advertising. Nike, for example, has attracted 83
million followers over the last seven years (at the time of writing) and published 700 unique
posts leading to different levels of likes and comments per post (Rietveld et al., 2020).

Realizing what drives customer engagement across these posts is significant for brands
because customer engagement initiatives have a positive effect on financial returns (Beckers
et al., 2018). In this regard, some former studies (King et al., 2014) called for more
investigation of the visual modality. The impacts of the visual modality have typically been
investigated in advertising (Akpinar and Berger, 2017), and preceding research in social
media predominantly concentrated on the effects of the textual modality (Lee et al., 2018).
However, previous scholarly research has examined the effects of the visual modality on
social media (Rietveld et al., 2020).

In these investigations, message content arises as a crucial driver of engagement behavior.
While motivations for customer engagement may differ (Berger, 2014), customer engagement is
at least partly determined by exposure to message content. Recent investigations on social media
propose that the distinction between emotional and informative appeals offers a significant lens
for studying the impact of message content on engagement behavior (Akpinar and Berger, 2017;
Lee et al., 2018). Akpinar and Berger (2017) found that online video advertisements with robust
emotional appeals are more presumably to be shared, while online advertisements with
informative appeals drive brand evaluations and purchases. Similarly, Lee et al. (2018) found that
regulating emotional and informative appeals in the textual content on Facebook results in
different brand-related consequences.

In addition to using emotional and informative appeals in the content on Instagram,
companies often use traditional celebrities as endorsers to increase consumers’ attraction and
engagement with advertising posts. Companies typically expect consumers to become
empathic through the high popularity or attraction of a celebrity and then feel good about the
products being recommended (Lin, 2011). However, in recent years, using celebrities on social
networks has been faced with hesitation such that their place has been taken by influencers in
corporate advertising. This is especially true on Instagram, where celebrities have been less
prominent than influencers in recent years (Jin et al., 2019). Online influencer marketing has
become an integral ingredient of brands’ marketing strategies; however, marketers lack a
sufficient understanding of its scope, effectiveness and possible threats (Leung et al., 2022).

To perform a successful marketing strategy for companies regarding how to use
celebrities on social networks, especially on Instagram, marketing experts need to identify
what type of content (emotional and informative appeals) works best for the specific
company. To achieve this purpose, we test two promotional brand posts with different
content that can mostly have different outcomes resulting from the brand posts shared by
celebrities on the social media platform. The two contents used in brand posts are known as
emotional and rational content. Emotional and rational contents give the brand a powerful
indication and promote category-based processing. In this research, we conduct an
experiment comparing how users react differently to types of promotional brand posts
(designed in the form of emotional content and rational content on Instagram) shaped by one
celebrity endorsing the same product. We expect these brand posts to have different
outcomes on consumer behavior, such as willingness to spread positive offline word of
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mouth (WOM) and electronic WOM (eWOM). In addition, an analysis is made of the level of
involvement of the user with the type of product endorsed in the advertising posts.

To the best of our knowledge, this is the first attempt to compare the effects of these two
brand posts created by the same celebrity (emotional post vs rational post) on an Instagram
frame. Novel findings are also provided in the form of evidence of how the effects of these
brand posts on positive offline WOM and online WOM are affected through the moderation
of product involvement. Based on the obtained data from Business 2 Community (2018),
74% of consumers recognize WOM as a crucial influencer in their purchasing decision, 68%
of people trust online opinions from other consumers, which places online opinions as the
third most trusted source of product information, and 81% of people express that they are
affected by what their friends share on social media. Thus, companies that have a strong
social media presence online are usually successful withWOMmarketing. The results of the
research contribute to digital marketers finding out before launching a marketing campaign
by a celebrity whether using brand posts with emotional content is more effective for their
consumers or using brand posts with logical content.

2. Literature review and hypothesis development
2.1 Celebrities’ influence on social media
Consumers are progressively using social media to meet information on which to find their
decisions (Casal�o et al., 2020). Numerous advertisers have appeared as influential members
of online societies and have been publicized to be a source of advice for other consumers
(Thakur et al., 2016). Studies concentrating on how to target influential in social networks
explore the dynamics of user influence in terms of retweets and mentions. They remark that
most advertisers can have an important influence on a diversity of topics and that people
with more associates might exert an even better influence on information dissemination
(Zhang et al., 2016).

Advertiser influence in social networks can help to explain the successful diffusion of
innovative ideas and new products. For example, commercials for products or services are
often presented by a celebrity, which is a very good reason for this. Due to their great
popularity and fame with the people, celebrities have many fans and can change the way
companies work in their favor (Jia et al., 2020). Many TV and movie stars have appeared in
advertisements for various products and have said positive things about the brands. This
has a major psychological effect on consumers because these celebrities are dependable. For
example, if a company is not very well identified by the public, it can use a celebrity to
endorse its products and spread the word (Cleverism, 2019). People may distinguish the
celebrity very well and trust their opinion on the matter when they say something. As a
result, people will start purchasing products that they would not have thought about
otherwise. These celebrities have influenced consumer behavior just by sponsoring some
products. There are many examples of the effect of celebrities’ endorsements on consumers’
behavior, which can underline their effective role as opinion leaders (Cleverism, 2019).

Over the years, in addition to influencers, celebrities have determined how to communicate
directly with fans on social networks. Platforms such as Twitter and Instagram have provided
users a closer look at their favorite celebrities, yielding them direct access to their world. For
instance, celebrities such as Selena Gomez and Chrissy Teigen have operated their platforms to
speak openly with fans about significant subjects, whereas stars such as Kim Kardashian,
Kylie Jenner and Justin Bieber have constructed their empire on social media. These celebrities
have the power to influence millions of individuals worldwide with a single post, and they have
mastered doing it (Usmagazine, 2020).
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2.2 Types of brand post contents
On social media, message content appears to be a crucial driver of engagement behavior
(Rietveld et al., 2020). Although motivations for customer engagement may differ (Berger,
2014), consumer engagement is at least partly determined by exposure to message content.
Mainly, there are two types of content shared on social media, emotional and rational
(Manch�on et al., 2014). Consistent with Lim et al.’s (2018) statement, rational and emotional
content are expected to have a different effect on the outcome of consumer behavior with
regard to customers’ interaction with the brand.

Emotional content applied in advertising can be classified into positive and negative
according to its valence (Taute et al., 2011). The main negative emotions can include guilt, fear
and shame (Keshari and Jain, 2014) or anger, sadness, frustration and hopelessness (Kim and
Franklin, 2015). On the other hand, positive emotional content appears when the message on
social media includes patriotism, affection and nostalgia (Panda et al., 2013) or humor, joy,
emotions, holidaymood, entertainment, excitement and emoticons (Keshari and Jain, 2014).

Rational messages online are intended to be intellectually processed (Dolan et al., 2019).
Rational/informational contents concentrate on consumers’ practical, functional or utilitarian
requirements for the product or service and highlight features of a product or service and/or the
advantages or reasons for possessing or consuming a specific brand (Grigaliunaite and Pileliene,
2016). The content of these messages highlights facts, learning and the logic of persuasion.
Rational content is inclined to be informative, and advertisers apply them usually to make an
effort to convince consumers that their product or service has a specific characteristic(s) or
provides a particular benefit that contains their requirements (Grigaliunaite and Pileliene, 2016).
Their purpose is to encourage the target audience to purchase the brand because it is the best
available or performs a better job of meeting consumers’ requirements (Belch and Belch, 2004).
Advertising can be reflected as rational content advertising if the advertisement comprises one of
these information cues: function, material, quality, the price of the product or service, purchasing
time and place, packaging or any research data about the product (Keshari and Jain, 2014). If the
advertising encompasses none of the above information, it is considered emotional content
advertising.

2.3 Word of mouth
WOM can be recognized as any positive or negative statement constructed by potential, actual or
earlier customers about a product or a company, which is made obtainable through offline or
online channels (Hennig-Thurau et al., 2004). Although the nature ofWOMbehavior is consistent
whether based offline or online, there are differences. eWOM mostly includes written
communication (whereas offline WOM is mostly spoken) and may occur in one-to-one, one-to-
many or many-to-many forms (offline WOMmostly occurs in one-to-one form) (Karjaluoto et al.,
2016). The massive upsurge in the utilization of the internet has transformed traditional WOM
into eWOM (Reyes-Menendez et al., 2019). ElectronicWOM ismore exposed to a ripple effect and
may be more simply controlled by companies compared to offline WOM (Huang et al., 2011).
Furthermore, Lastovicka and Sirianni (2011) recommend that consumers with beloved objects
may be selective in their offline WOM behavior and engage in WOM only in a certain context or
onlywith chosen individuals. Consequently, it is logical to differentiate between offlineWOMand
eWOM. Both behaviors (WOMand eWOM) are very relevant for firms.

2.4 Effect of celebrities’ brand posts
Prior studies have recommended that when someone endorses a product on social media, the
audience expands positive reactions such as spreading positive WOM (De Veirman et al.,
2017) if they believe that the product’s review is valid (Spry et al., 2011). However, if the
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review is perceived as false and invalid, the audience will be expected to develop a negative
reaction toward the brand and the endorser (Cheung et al., 2009). This proposes that the
quality of the social media content is appraised in regard to the perception of the endorser,
as well as relevance (Djafarova and Rushworth, 2017). In contrast to celebrities, some social
media opinion leaders, such as influencers, promote a product or service in an authentic way
(Schouten et al., 2019), and typically, it is done by constructing personal relationships with
their audiences on social media channels (Lou and Kim, 2019).

Previous investigations have demonstrated that celebrities are perceived as less credible
than such opinion leaders because of people’s skepticism (De Veirman et al., 2017). Consumers
who are very skeptical about the truth of advertising claims are more responsive to emotionally
appealing ads than those peppered with information (UW News, 2005). This means that their
endorsements are more likely to activate the consumers’ persuasion knowledge who may
recognize content advertised by a celebrity as a persuasion tactic (Hwang and Jeong, 2016). The
use of emotions in advertising is ubiquitous and effective, and consumers can resist persuasion
by focusing on the available emotions in advertising, which is clearly worthwhile (Lewinski
et al., 2016). Therefore, it is expected that celebrities will be more effective in spreading the
WOM of the brand post published when using emotional promotional content than when using
rational content, as this content, in addition to presenting celebrities’ endorsed products,
potentially avoids skepticism and resistance (Lu et al., 2014).

Previous studies have also proven that celebrities have less trustworthiness and credibility on
social networks (Jin et al., 2019; DeVeirman et al., 2017); hence, emotional content by celebritiesmay
be considered more direct and appropriate for giving recommendations to consumers. Consumers
are more likely to talk about content that can establish an emotional (vs informational) connection
with them (Botha and Reyneke, 2013). It has been found that emotions play an influential role in
motivating customers to spread positive WOM (Berger and Milkman, 2013). In addition,
advertising can further reflect emotions in its content via affective messages, visuals, audio and
celebrity endorsements (Rosenkrans, 2010). The use of emotional appeals in advertisements can
boost the likelihood of sharing on social media by activating arousal (Berger and Milkman, 2013).
Therefore, it is also expected that celebrities will be more effective in the audience’s positive
behaviors, such as spreading positive offline or online WOM, when using emotional promotional
content thanwhen using rational content. Thus, we propose the following hypothesis:

H1. Celebrity brand posts with emotional and rational content have a positive effect on
positive WOM; however, emotional brand posts have a stronger effect on positive
WOM than rational brand posts.

H2. Celebrity brand posts with emotional and rational content have a positive effect on
positive eWOM; however, emotional brand posts have a stronger effect on positive
eWOM than rational brand posts.

2.5 Moderating role of product involvement
Product involvement has been defined as the individuals’ amount of interest in a product or
the relevance assigned to a purchase situation (Zaichkowsky, 1985). Involvement depends
on personal factors (e.g. needs, importance, interest, values) and situational features (e.g.
differentiation of alternatives) and may be related to different outcomes (e.g. relative
importance of the product category, perceived differences in product characteristics and
preference for a specific brand) (Zaichkowsky, 1986). Thus, the degree of product
involvement may vary from person to person; accordingly, user behavior may also differ
meaningfully. Consumers with high product involvement typically seek to maximize their
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satisfaction through a conscious decision-making process (Laurent and Kapferer, 1985). In
this manner, involved consumers search for and apply more information to make their
decisions and are more interested in learning about products. On the other hand, less
involved consumers tend to simplify their choices by using other risk-reduction strategies
(Lockshin et al., 2006).

In the advertising context, individuals with low involvement with a product often pay more
attention to emotional messages and are unwilling to make great efforts to process any
information received (Petty and Cacioppo, 1986). On the other hand, it has been noted that
greater involvement motivates the adoption of a more attentive state of mind, which allows the
consumer to better process information (Yoo et al., 2004). Thus, users who are more involved
with the promoted product category pay less attention to emotional messages and process
them less intensively (Baker and Lutz, 2000). In addition, when individuals are involved, they
feel less irritated when provided with rational messages. However, when these messages are
generated by celebrities who have low trustworthiness on social networks, then it is logical that
this degree will be somewhat diminished and motivate individuals with high product
involvement less. Feeling less trusting in the advertiser can question the reliability of a product
(Lu et al., 2014). In addition, Wu and Wang (2011) suggested that consumers with high
involvement (vs low involvement) are most likely to apply central route information processing
and are more willing to carefully elaborate on eWOM content to obtain additional product
information. Hence, when there is a rational brand post created by a celebrity, it can increase
the interest and attention of consumers with high product involvement, which results in more
positiveWOM. Therefore, the following hypotheses are proposed:

H3. The effect of a celebrity’s brand posts on positive WOM is moderated by consumer
involvement, such that highly involved consumers moderate the effect of a rational
brand post (vs an emotional brand post) on positive WOM better than less involved
consumers.

H4. The effect of a celebrity’s brand posts on positive eWOM is moderated by consumer
involvement, such that highly involved consumers moderate the effect of a rational
brand post (vs an emotional brand post) on positive eWOM better than less
involved consumers.

The proposed research model summarizes the set of hypotheses developed (Figure 1). These
hypotheses articulate the means to achieve the proposed objectives of this research.

3. Research methodology
3.1 Participants
The study was introduced to female students from a large international university in
Thailand using convenience sampling. Participants took part in a lab session where the
study was conducted. The research focused on women only as the majority of influencers
tailor to a female audience (Gannon and Prothero, 2018). Moreover, it focused on women
between the ages of 18 and 40, as this constitutes the most common Instagram demographic,
with 64.1% of women between the ages of 18 and 40 using Instagram compared to only
22.6% of women over 40 (Pew Research Center, 2018). Some control questions were included
at the beginning of the survey to confirm that the participants knew the celebrity, her
features and the kind of content she posts (e.g. her age and category of products she
promotes). Participants who responded incorrectly were automatically excluded from the
study. Finally, 214 female students (Mage = 29.33 years) participated in a two-cell, one-way
(celebrity advertising post: positive emotional vs rational) between-subjects design for a
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cash gift ($5) as a token of appreciation for their participation in this survey and were
randomly assigned to one of the two conditions.

3.2 Design and manipulation
An experiment was designed to test the research hypotheses. We focused on a popular
fashion celebrity on Instagram. Davika Hoorne (also known as Mai Davika) was selected
because she represents a celebrity figure with high recognizability and attractiveness. She is
a young Thai woman who had previously enjoyed celebrity status (e.g. as an actress and
model). She has a high number of Instagram followers, which helps not only ensure
ecological isomorphism and a reasonable level of external validity but also controls the level
of quantitative Instagram popularity across conditions.

In the celebrity’s account, we searched for both emotional and rational advertising posts
that were determined based on the visuals and the textual content of the advertisements to
stimulate individuals. We selected four promotional posts containing four pictures that
completely fit with the definitions of the brand posts (containing positive and negative
emotional content and positive and negative rational content) as a way to influence potential
women fashion customers. The pictures were manipulated with images of the celebrity
displaying she was promoting the products (face serum) of a luxury cosmetics brand
(L’Or�eal). Then, we added the texts in the caption of the advertised posts corresponding to
the context of manipulated post pictures. In the next stage, we performed a pretest.

3.3 Pretest
To ensure the accuracy of the brand posts, we asked a range of individuals (colleagues and
PhD researchers) to check the brand posts for validity and clarity. After ensuring the accuracy
of the brand posts, we ran a pretest (86 students of the Faculty of Advertising) including two
phases. We entered the first phase to determine whether participants understood the contents
of the brand posts correctly and realized the variance between different contents of the brand
posts. For each brand post, participants showed the degree to which brand posts displayed and
expressed conditions (1 = extremely disagree/7 = extremely agree). The results showed that

Figure 1.
Researchmodel

H1

H2

H3 H4

Celebrity brand posts

(Emotional post vs. 

rational post)

Product Involvement

(High vs. low)

Positive WOM

Positive eWOM
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respondents recognized the nature of the positive emotional post (M = 5.93), the negative
emotional posts (M = 5.88), the positive rational post (M = 5.54) and the negative rational post
(M = 5.76). In the next phase, we asked the respondents to indicate their level of satisfaction
with the emotional posts and rational posts using the same scale. They agreed more with the
positive emotional post (M= 5.84) than the negative emotional post (M= 5.15). They also agreed
more with the negative rational post (M = 5.03) than the positive rational post (M = 3.32). The
results obtained through the pretest convinced the authors to consider the emotional brand post
with positive content and the rational brand post with negative content as the final choices for the
main study. Figure 2 shows that the final advertising posts formed by the celebrity (positive
emotional post and negative rational post) were confirmed based on the results of the pretest
stages.

3.4 Procedure and measure
All participants were presented with two stimuli. They were given brand posts with different
contents (i.e. positive emotional content and negative rational content) on an Instagram frame.
Then, each of them completed a questionnaire. The scales for willingness to engage in positive

Figure 2.
The positive

emotional and
negative rational

brand posts formed
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offline WOM (four items) were adapted from Carroll and Ahuvia (2006), and the scales for
willingness to engage in positive eWOM (three items) were adjusted from the scales applied by
(Karjaluoto et al., 2016). The items of eWOM (i.e. I “talk up” this brand in online environments; I
give this brand tons of positive word of mouth on the internet; I try to spread the good word
about this brand on the internet) differ from offline WOM (i.e. I have recommended this brand
to lots of people; I “talk up” this brand to my friends; I try to spread the good word about this
brand; I give this brand ton of positive word of mouth advertising) in several ways. The most
obvious difference is that it is obtained online, while WOM is conducted through a face-to-face
communication process, such as during meetings and telephone conversations (Doma et al.,
2015). Online discussion forums, blogs and emails are most often used for eWOM.

The moderator–product involvement was measured by five items (i.e. uninterested–
interested, not involved–highly involved, of no concern–of concern to me, unimportant–
important and irrelevant–relevant) adapted from Wang et al. (2012) and Zaichkowsky (1985)
assessing users’ level of the product category. The descriptive items were measured using
seven-point Likert-type scales (1 = “strongly disagree” and 7 = “strongly agree”). Following the
standard process, to generate a comparison between consumers based on their involvement
with the product (Jaccard andWan, 1996; Jin, 2009), the participants were divided into low- and
high-involvement groups based on a median split (M = 4.68). Around this mean, some cases
were eliminated (61/2 standard deviation [SD]; García et al., 2008). The collected data was
analyzed using the IBMSPSSAmos 23.0 statistical program.

3.5 Common method bias
To avoid the common method variance of the measurement constructs, procedural and
statistical examinations to control common method bias (variance) were applied. Common
method variance is defined as that which is attributable to the measurement rather than to
the construct of interest. Variance can affect outcomes because of response biases, such as
halo effects, social desirability, acquiescence, leniency effects or yes and no answers
(Podsakoff et al., 2003). Thus, we collected data through face-to-face surveys and a question
randomization option for each respondent in a shuffling approach. Furthermore, we
carefully constructed the items to avoid ambiguous or unfamiliar terms and vague concepts;
when such concepts were applied, the respondents were provided with examples; the
questions were given in a simple, specific and concise manner, with double-barreled
questions, and complicated syntax was avoided (Tourangeau et al., 2000). In terms of the
statistical measure to control for common method variance, we used Harman’s single-factor
test with an unrotated factor solution through EFA. The result designates an explained
variance of 24.7%, which is relatively less than the threshold of 50% recommended by
Podsakoff et al. (2003).

4. Results
4.1 Reliability and validity of the constructs
A confirmatory factor analysis was performed with all factors for the theoretical research
model. The goodness-of-fit statistics for the measurement model suggest a reasonable fit to
the data (Hu and Bentler, 1999) as follows: x2 (29) = 49.936, p = 0.001, the comparative fit
index (CFI) = 0.984, the non-normed fit index (NNFI) = 0.975, the standardized root mean
squared residual (SRMR) = 0.027 and the root mean square error of approximation
(RMSEA) = 0.068. The results of the reliability and validity of the factors (Table 1) showed
that all relevant loadings are substantial and highly significant. Item factor loadings for the
constructs were all greater than 0.60, and Cronbach’s a values were close to or exceeded the
cutoff value of 0.70 (Bagozzi and Yi, 2012). The model also passed the tests of convergent
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and discriminant validity (Table 1), as average variance extracted (AVE) values exceeded
the cutoff of 0.50, and the squared AVE values were larger than the correlations shared by
the respective paired constructs (Fornell and Larcker, 1981).

4.2 Manipulation check
As a manipulation check, we asked respondents to indicate whether the brand post is
perceived as emotional content or rational content on a seven-point Likert scale (1 = totally
disagree; 7 = totally agree). The manipulation of brand posts was successful, with
perceptions of brand posts being higher in the emotional condition (M = 5.73, SD = 1.25)
than in the rational condition (M= 4.49, SD = 1.63), t(212) = 19.12, p<0.01, d= 2.47.

4.3 Hypothesis testing
Two sets of analyses were used to test the theoretical model. H1 and H2 were analyzed
using linear regression and analysis of variance (ANOVA) techniques to evaluate the direct
effects of variables on offline WOM and online WOM. H3 and H4 were analyzed using
linear regression/ANOVA and the PROCESSmacro (Hayes, 2013; Model 1).

4.4 Direct effects of the brand posts
The first linear regression and ANOVA were conducted using two independent variables
(emotional brand post/rational brand post) and a single dependent variable (WOM). The
first hypothesis assumes that emotional post and rational post have a positive effect on
WOM (H1: b = 0.56, t= 3.24, p< 0.05; b = 0.32, t= 2.89, p< 0.05). The results indicated that
the emotional post has a greater effect on individuals’ encouragement to spread eWOM than
the rational post [F(1,212) = 10.46, p < 0.02,Mem = 5.34,Mra = 4.72], providing support for
H1. As expected, the results provided support for H2, which stated that brand posts with
emotional and rational content have a positive effect on eWOM (H2: b = 0.64, t = 3.57,
p< 0.05; b = 0.38, t = 3.06, p< 0.05). The outcome also shows that the emotional post has

Table 1.
Item statistics and

discriminant validity
calculation

Item statistics correlations
Mean SD FL a AVE 1 2 3

1.Word of mouth 0.91 0.67 0.749
wom1 5.48 1.17 0.82
wom2 5.26 1.25 0.85
wom3 5.39 1.89 0.81
wom4 5.18 1.33 0.89

2. eWOM 0.89 0.63 0.522 0.795
ewom1 4.03 1.56 0.88
ewom2 4.78 1.28 0.83
ewom3 4.13 1.64 0.91

3. Product involvement 0.86 0.71 0.386 0.403 0.704
piv1 5.04 1.35 0.93
piv2 4.36 1.72 0.86
piv3 4.52 1.49 0.79
piv4 4.97 1.42 0.82
piv5 4.48 1.58 0.85

Notes: n = 214; FL: factor loading; a: Cronbach’s alphas; AVE: average variance extracted. Root square of
the AVE shown on the diagonal
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a higher effect on individuals’ encouragement to spread eWOM than the rational post
[F(1,212) = 11.23, p< 0.02,Mem = 5.58,Mra = 4.61], indicating thatH2 is supported.

4.5 Moderation analysis
The first moderation test was conducted on the PROCESS macro (5,000 bootstrap
resamples) using one independent variable each time (emotional post/rational post), one
moderator (product involvement: high vs low) and one dependent variable (WOM). The
results of the first moderation test provided support for H3. The interaction of product
involvement and brand post condition has a significant effect onWOM (B = 0.46, SE = 0.23,
p = 0.01). We further examined the conditional effect of brand posts on WOM at the two
levels of product involvement. When the level of involvement was high, there was a
significant effect of brand posts on WOM (B = 0.38, SE = 0.17, p = 0.02). In addition, when
the level of involvement was low, a significant effect of level of involvement on WOM was
found (B = 0.18, SE = 0.16, p = 0.01). A deeper analysis shows a mixture of results. First, it
shows that rational posts increase WOM among individuals highly involved with the
product but reduce WOM among customers with low product involvement [B = 0.53, t(208),
p< 0.01,Mhigh = 5.48,Mlow = 2.09]. On the other hand, the results showed that an emotional
post had a better effect on WOM among individuals lowly involved with the product than
customers with high product involvement [B= 39, t(203), p < 0.01, Mlow = 4.72, Mhigh =
2.56].

The second moderation test was run similarly to the first moderation test, and we only
replaced eWOM as the dependent variable. The results also provided support for H4. The
interaction of product involvement and brand post condition had a significant effect on
eWOM (B = 0.57, SE = 0.28, p = 0.01). When the level of involvement was high, there was a
significant effect of brand posts on eWOM (B = 0.42, SE = 0.21, p = 0.02). In addition, when
the level of involvement was low, a significant effect of the level of involvement on PWOM
was found (B = 0.23, SE = 0.19, p = 0.01). A further analysis also shows that the rational
post increases eWOM among individuals highly involved with the product but decreases
eWOM among individuals with low product involvement [B = 62, t(1,211), p< 0.01,Mhigh =
5.63, Mlow = 2.47]. In contrast to a rational post, an emotional post has a greater effect on
eWOM among individuals less involved with the product than among individuals with high
product involvement [B = 42, t(1,209), p< 0.01,Mlow = 5.09,Mhigh = 2.14]. The results of the
twomoderation analyses are presented in Table 2 and Figure 3.

4.6 General findings related to hypothesis tests
Our paper documented the results of the effects of two brand posts (emotional post vs
rational post) created by the same celebrity on two types of consumer behavior (WOM and
eWOM). The paper also detailed the results of the effect of product involvement on the
relationship between brand posts and behaviors. Table 3 presents the general results of
testing the research hypotheses.

5. Discussion and theoretical contributions
The current research helps companies and brand owners determine how to build successful
marketing campaigns on Instagram using traditional celebrities. The present research is one
of the first attempts to establish a theoretical framework that explains the effects of social
media celebrities by providing some evidence that audiences perceive different emotional
brand posts and rational brand posts created by these celebrities differently.

Previous studies have examined the effect of emotional and rational content on other
consumer behaviors and in different contexts (Manch�on et al., 2014; Lim et al., 2018) but not
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on WOM and in the context of celebrities’ brand posts. In addition, to explain differences in
perception more specifically, the experiment drew upon product involvement theory in
examining why people connect more strongly with rational content created by celebrities
than with their emotional content. The results of the research showed that the celebrity’s
emotional brand post better encourages audiences to spread positive WOM and eWOM
compared to the celebrity’s rational brand post. The findings also revealed that compared to
lowly involved consumers, highly involved consumers better moderate a celebrity’s rational
brand post onWOMand eWOM than a celebrity’s emotional brand post.

The findings support our expectations that a celebrity’s emotional brand post has a
greater effect on positive behaviors such as positive WOM and eWOM than a celebrity’s
rational brand post. This contributes to the prior research, which, due to a lack of sufficient
expertise, identifies celebrities as less aware of the features of the products and services they

Table 2.
Regression analysis

(moderation
analyses)

Effects
WOM eWOM

B (SE) t B (SE) t

Moderation analysis: Emotional brand post
Main effects
Condition 0.39 (0.11) 2.16** 0.42 (0.14) 3.17**
Product involvement 0.45 (0.18) 2.98** 0.67 (0.21) 3.43**
Condition� Product involvement 0.54 (0.19) 0.68 (0.22)
R2 0.28 0.11 0.29 0.12
F (214) 6.54*** 7.24*

Moderation analysis: Rational brand post
Main effects
Condition 0.28 (0.13) 2.09** 0.34 (0.19) 2.52**
Product involvement 0.52 (0.24) 3.37** 0.73 (0.28) 3.94**
Condition� Product involvement 0.59 (0.36) 0.78 (0.35)
R2 0.07 0.09
F (214) 6.11*** 7.15***

Notes: *p< 0.05; **p< 0.01; ***p< 0.000

Figure 3.
The interaction effect

of the brand posts
type and product
involvement on

positiveWOM and
positive eWOM
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advertise (Schouten et al., 2019). In addition, consumers find such ads less credible and may
express more skepticism about them when they are shared by a traditional celebrity.
Another reason that highlights the role of emotional posts shaped by celebrities can be that
emotional advertisements can have a recall advantage and a positive relationship with
brand trust. This means that such emotional advertisements have more influence on
customer attitudes through the theme of the message. Rational content includes facts such
as product features, information and specifications (Dolan et al., 2019), and publishing brand
posts including such facts on social media is better endorsed by knowledgeable individuals
or experts.

Peer reviews and suggestions are increasingly influencing consumers’ buying decisions;
therefore, marketers have made obtaining positive WOM the focal objective of marketing
activity (Chen and Xie, 2008). However, prior research is very limited in showing how types
of brand post content affect consumers’ willingness to engage in positive WOM in offline
(Kim et al., 2020) or online (Wu and Wang, 2011) contexts. This study extends the literature
by showing that an emotional brand post shared by a celebrity has a strong positive effect
on both types ofWOM. However, the effect is higher for onlineWOM (M= 5.58).

The moderating role of product involvement has not been widely studied in the context
of celebrities’ brand posts and WOM, although the concept of message contents (rational
content vs emotional content) itself is conceptualized from the long relationship perspective
(Wu and Wang, 2011). Some previous literature has separately examined the moderating
effect of product involvement between emotional and rational content and consumer
behaviors in different contexts. For example, the moderating effect of product involvement
has been tested on the relationship between positive and negative emotions and satisfaction
in the context of restaurants (Calvo-Porrala et al., 2018), and the moderating effect has been
examined on the relationship between rational content and cognitive response in a printed
advertisement context (Wu et al., 2017). Nevertheless, the empirical findings of our research
demonstrate the mediating role of product involvement in determining the effects of brand
posts created by celebrities on WOM and eWOM. These robust findings across different
dimensions of consumer behavior (offline WOM and online WOM) verify the power of
product involvement in explaining consumers’ reactions to brand posts. Our study is among
the first to confirm that the more highly involved consumers are, the higher the relationship
between a celebrity’s emotional post and WOM will be. Although for low involvement
products, emotional ads created by celebrities have a more significant effect, for high
involvement products, rational ads are more significant. To a large degree, these alterations

Table 3.
Hypotheses

Hypotheses Path Coefficient value Results

Direct effects
H1 Emotional condition!WOM

Rational condition! eWOM
0.56*
0.32*

Supported

H2 Emotional condition!WOM
Rational condition! eWOM

0.64*
0.38*

Supported

Moderating effects
H3 Rational condition! Product involvement!WOM

Emotional condition! Product involvement!WOM
0.53**a
0.39**

Supported

H4 Rational condition! Product involvement!WOM
Emotional condition! Product involvement!WOM

0.62**a
0.42**

Supported

Notes: aCoefficient value calculated for high involvement; *p< 0.05; **p< 0.01
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display the wholly opposite viewpoints accepted by each advertising post, with implementation
elements in rational ads revolving mostly around objectivity, functionality and utilitarianism,
contrasted with emotional advertising elements that are considered more by subjectivity,
emotionalism and value expressiveness. However, these advantages will be alleviated when the
celebrity is introduced as an advertiser. This also happens due to the lower credibility of celebrities
on social networks.

The last theoretical contribution can point to the results gained from the pretest stage,
where the positivity of the emotional brand post and the negativity of the rational post brand
attracted more audience attention. These findings are consistent with the results of previous
research; for example, Kim and Franklin (2015) specified that many scientific investigations
view positive emotions as the desired result, which are related to positive expectations such as
hope, faith, courage and trust. It could be acknowledged that such an outcome emphasized in
the advertisement can encourage consumers to purchase the promoted product. In addition,
advertisements consistent with positive emotions create good feelings and positive relations for
consumers regarding the advertised brand (Casal�o et al., 2021; Panda et al., 2013). Former
research (De Pelsmacker et al., 2002) also proposes that a negative context, or a context that
evokes a negative mood, leads to better information processing. Moreover, the feelings as
information theory propose that when people are in a negative mood, they will look for stimuli
that could alter this state (Worth and Mackie, 1987). Hence, when people are in a negative
mood, information processing takes place more carefully.

5.1 Managerial implications
Based on the results of the research, several recommendations for the companies and brand
owners have been provided. The first is that in the case of using a celebrity to promote brands/
products on social networks, especially on Instagram, shaping posts with emotional content,
especially with positive content, promoted by the celebrity can engagemore consumers to spread
positiveWOM. For example, using moods such as happiness or excitement (i.e. high arousal) has
a positive impact (Beaudry and Pinsonneault, 2010) and can contribute to more consumers’
encouragement to extend positive WOM. An emotional brand post, which is very well designed,
can generate a positive change toward a product and not bring contra-productive results.

Because the consumers’ interest is lower to look for the rational content of branded products
advertised by celebrities on social networks such as Instagram, the research recommends that in
case of using the celebrities, the companies can consider repetition of advertising posts or
spreading hashtags. Furthermore, the brand owner should, by displaying more truthfulness,
credibility, accuracy and usefulness of promotional product/brand posts, engage more individuals
with such rational content. They can use this mechanism by sharing the posts on themore reliable
accounts or the dependable pages of other popular individuals on social networks.

Emotional brand posts formed by celebrities that depict enjoyment and happiness affect
lowly involved customers, dramatically resulting in more WOM. On the other hand, highly
involved customers are prone to pay more attention to rational messages. Messages
depicting logic such as information and quality are more important for highly involved
consumers. However, in the case of using a celebrity as an advertiser, the truthfulness and
reliability of such advertising content will be somewhat declined, and they are less
influential and do not create a special influence on the individual’s engagement with the
posts. Thus, online brandmanagers can test a mixture of contents.

5.2 Conclusions
A summary of the investigation findings along with the theoretical and managerial
implications is provided in Table 4.

Emotional and
rational brand

posts

131



6. Limitations and future research
This research has limitations that pave the way for the development of future research lines.
First, it only concentrated on a single product category and brand. The concentration was
limited to fashion branding because it is becoming a pervasive phenomenon in social media
marketing, chiefly on visual platforms such as Instagram. It is essential to note that
numerous industries or social media apps have affordances and spirits different from what
Instagram presents. Second, the study was directed with just one celebrity who, despite
being very famous in Thailand (the country of origin of the participants), may have some
particularities and special characteristics in comparison to other similar celebrities.
Consequently, to generalize the results, future research should replicate the study with other
celebrities. Third, this research included one moderating variable to help better understand
the phenomenon under study. However, future research should consider other variables that
may serve to elucidate the underlying mechanisms of these types of celebrity–consumer
interactions. Finally, our research sample was made up of women between the ages of 18
and 40; however, future research should consider a gender balance with different age
samples to simplify the findings.
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