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P (AVE) (28 DGR, B0y )
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&2 HURE (HI~H4) OfR

[ B t-value p-value il
Hla BRI — (SR 0.063 0.863 0.389 Rejected
Hlb HERIE — S 0.047 0.666 0.506 Rejected
Hlc HiltE — PSR 0.144 2.632 0.009 Accepted
H2a BRI )) — 1SRN 0.172 2.712 0.007 Accepted
H2b HREIRE ) — SR 0.286 4.487 0.000 Accepted
H2c F RS — PSR 0.362 7.599 0.000 Accepted
H3a RS — B 0.528 7.148 0.000 Accepted
H3b kS — SR 0.378 5.055 0.000 Accepted
H3c FL2x k7 — PSR 0.445 7.185 0.000 Accepted
H4a [EHENE — P AL HE S 0.183 2.009 0.045 Accepted
H4b PP — e 0.180 0.028 0.028 Accepted
Héc PSR — R eI 1) 0.296 3.207 0.001 Accepted
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Héc PSR — P dh e 0.188 Rejected 0.447* Accepted | Accepted
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DIFFERENCES IN EFFECT OF ENDORSEMENT OF PROFESSIONAL VS. NON-
PROFESSIONAL SOCIAL MEDIA INFLUENCER THROUGH CREDIBILITY AND
PARASOCIAL RELATIONSHIP

Hisashi MASUDA

Differences in the effect of influencer types have not been fully explored in the analysis of endorsement
advertising effectiveness by social media influencers. This study examines the differences in the influence
of trustworthiness and expertise in the credibility of the information provider and the degree of para-social
relationships (PSRs) between professionally recognized and unidentified influencers for consumers who
view and purchase advertisements on video-sharing social media. The results show that recommendation
intentions for professional recommenders were positively influenced by trustworthiness, while influencers
of unknown type were positively influenced by PSRs. This presents findings that contribute to the formu-
lation of advertising strategies that take into account the influencer types of endorsers in recommending
advertisements in utilizing social media influencers for local development.



